Appalachian LCC Communications Working Group Meeting Notes 3/27/13
Roll Call:

Matthew Cimitile – Appalachian LCC

Clyde Thompson – U.S. Forest Service
Lori Barrow – South Atlantic LCC

Lindsay Rist – Ohio Department of Natural Resources Division of Wildlife

Giselle Mora Bourgeois – National Park Service
Dianne Timmins – Eastern Brook Trout Joint Venture
Overview on Development of Current Working Document
Matt gave a brief overview on how the communication group formed – to address specific objectives in the 5-Year Work Plan.  Seeing that many of the objectives pertain to who we are talking to and what we are saying, decided to develop a working document that can begin work on identifying target audiences and developing key messages to those audiences for Steering Committee member and partner use when talking about the LCC.  Matt then talked briefly about the work so far done towards this activity.  

Discussion on Grouped Audiences/Message Categories

Giselle – I think this new working document is a much more digestible way to think about this, and reflects the conversation that we had.  The key here is to find what the LCC, the huge umbrella that it is, how will it allow us to move forward on things we cannot do on our own, so all these big regional messages about the value of the LCC is what we have to capture somehow.  But we need to be cautious and not really overwhelm our audience and develop too much from all over the place.  You start tuning off of it.  Nobody can distinguish what is different and the redundancy starts making you numb to the whole thing.

Lori – Just from a cursory glance on this messaging, resounding thing I hear from partners pertaining to the LCCs, is that the LCC is such a lofty topic.  Are the message categories you have here when you say the Value of the LCC, are you talking about landscape conservation in general or your specific LCC?

Matt – This is about individual LCC as each region is uniquely different.

Lori - I think that is the right approach to take, each of the messages should be tailored to each of the individual LCCs.  

Lindsay – Being this is my first call, I was able to understand the content of the document clearly and get the gist of what you are trying to do.

Dianne – Being in the EBTJV and looking at your separation between private stakeholders and local communities, Trout Unlimited for example would fall under private stakeholder and local community.  Just need to be careful not to exclude some audiences through the categorization.


Matt – Completely agree.  I think our intention right now is to create these higher tier audience categories that try and bring in all subsequent groups.  We didn’t want something that was too big to be unmanageable.  So we want to initially create large audiences with broad messages as a foundational start, then from there as we get more focused on specific audiences, we can tailor those broad messages.  

Discussion on Developing Specific Messages for each Audience
Matt - The second thing I wanted to discuss on the call is how to go about developing their tailored messages that hit on one of the message categories and is targeted to a specific grouped audience.  Do we think this is something best done over the phone or something people should do on their own and email back to me their ideas, suggestions, methods or something where we brainstorm now and then do privately?  I’m open to all ideas and suggestions.

Giselle – I get stuck at points like this because I think a little bit differently.  To me it is a lot easier to think about the intention of that communication.  What is it that I want to accomplish? What is the kind of engagement or what do you want to happen with these different audiences? Is it about informing, engaging, a call to action? I need to think about what is the intention of the communication action you want to initiate.  When you think of those audiences, what are the desired outcomes of engaging this audience that you would like to see?

Matt – That is a very good point, each audience will likely have a different action we are hoping to see develop.  I think defining what those actions are is a good first step.

Giselle - For the legislative audience for example the action could be about them seeing the LCC as a place for really gathering the conservation community and how partnerships on the ground are being formed, being effective, and then the communication is tailored to that sought after action.  

Matt – And for example the conservation partners, I would see the action as they wanting to be fully involved in the LCC, to be an active participant because they see the tremendous value and opportunity – in terms of availability of data or research tools or getting habitat projects on the ground – provided by working within the partnership.

Giselle – In addition, some actions we may want from partners is to gain support, to be involved in shaping research direction, actively participate in funding opportunities.  So the LCC becomes a way of empowering people to develop the kind of research and information that we need..

Lori – This is such a hard question and the thing that I have been grappling with is story telling.  How do you frame the messages to tell the story that folks within these categories tune into?  So the legislative audience has different needs, how do you understand the customer before you can start the messaging?  Understanding their needs and what they are looking for, which I think the LCCs are undertaking.

Matt – Agreed. So the goal of this task is really to develop a framework, a structure with some examples that I can then bring to our Steering Committee with the hope that their knowledge of these audiences – especially conservation partners, legislative, and probably private stakeholders – they can help better define and refine the framework.  My hope was to take to them a good working document that expressed the thoughts and opinions of communication specialist and coordinators around the region and to provide them with suggestions on audiences, message categories, and a couple specific messages rather than a blank sheet of paper.  From there I think we will have a more profitable working session.

Giselle – To provide you some structure to move forward – what you need to identify now in those cells in the table – questions to ask – why does this audience care about, what does the LCC do for this audience, especially well, and identify a few questions to prod the experience and expertise of your board then you can start getting a feel for exactly how different these grouped audiences are and in what way they are different.

