
7 Fatal Flaws of Direct Mail
Direct mail can be extremely effective if done properly. Successful direct mail doesn’t depend 
on fancy, four-color design or “creative” copy. Here are the seven most common direct mail 
mistakes and how to avoid them. 
 
IgnorIng the Importance of the maIlIng lIst 
 
The quality of the list is the most important factor in direct mail success. A common problem is 
a list that is no longer up to date. Taking care to update address and phone number records1 will 
save you time and money in the end.
 
faIlIng to use a letter 
 
A letter gives the impression that you are communicating directly with your prospect versus the 
impersonal approach of an advertisement. Using a unique envelope, hand addressing, and hand 
stamping can also help to ensure these letters will be opened. 
 
not havIng an offer/call to actIon 
 
An offer is the tangible benefit that the reader gets when he or she responds to your mailing. To 
maximize your response, there needs to be a well thought-out offer in every mailing. Depending 
on the mailing, there are endless numbers of creative offers that can be used to increase your 
response rates. 
 
faIlIng to use “magIc” words 
 
What is a “magic” word? In direct mail, a proven handful of magic words can dramatically 
increase the response from your mailing. One of the most successful words is FREE. Others that 
work well are THIS WEEK ONLY or LIMITED TIME ONLY. These words create urgency which will 
increase your response rate. A good offer with the right wording is like a magnet, driving your 
potential customer towards you.  
 
fallIng for the graphIc trap  
 
Too many marketers are overly concerned with the graphic design of a direct mail piece. Direct 
mail is not meant to be pretty. Your goal is not to send mail that will be remembered, create an 
image, or make an impact.  Your goal is to generate a response NOW.  
 
Create a piece that uses the “magic” words and has an offer that will generate response. These 
items are much more important than the graphic appeal of the piece. 
 
not measurIng the results 
 
Too many businesses spend valuable ad dollars without adequately measuring the success. This 
is especially true with direct mail. Have a process in place before you begin to track the leads 
that are generated from your direct mail campaign.  
 
faIlIng to test dIfferent types of maIlIngs 
 
To determine which mailer works best in your marketplace, you need to mail different offers to 
different lists. If you are doing a good job of measuring the results as suggested above, you will 
be able to compare the results of these tests. 
 
Direct mail is one of the unique advertising methods that truly allows you to target your audience 
with pinpoint accuracy. A well thought-out campaign will give you a steady flow of leads. 
 

1Dunning, Grant. “5 Fatal Flaws of Direct Mail.” Thursday, 31 October 2002 
http://dealermarketing.com/5-fatal-flaws-of-direct-mail/
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Checklist for a Successful Offer

have you only made one offer per mailing? 

has your offer been tested?

do you have a 2-3 week lead time between offer and event?

Is the offer presented at least three times in the marketing 
piece?

did you offer something valuable to the landowner?

Is the offer something tangible?

Is your offer unique?

does your offer seem credible?

Is your call to action specific?

Is your call to action compelling?

Is your call to action repeated 2-3 times in each contact?











 





 







Creating Assistance Notes
notes:

Assisted by:________________________     Date of contact: ___________________________

 Landowner Name: ________________________________________________________

 Address: ________________________________________________________________

  _______________________________________________________________________

 City, State, Zip: __________________________________________________________

 Phone Number: __________________________________________________________

 Email: __________________________________________________________________

Location of land (County and TSR): _________________________________________________

What is the land used for (cropland, pasture/grazing, recreation, etc.)? ____________________

_____________________________________________________________________________

Is there a stream, drainage ditch, or wetland area within/adjacent to the cropland? ___________

_____________________________________________________________________________

Landowner objectives (i.e., decrease erosion, improve wildlife habitat, install waterways, meet 
with the landowner advisor, etc. Ask the question “Tell me a little about your land . . .”): _______

_____________________________________________________________________________

landowner advIsor notes:

 Initials: Date: Notes of contact including program and planning opportunities:

 Date
 Completed Next Steps for Landowner:

 Date
 Completed Next Steps for Advisor (estimate, map w/suggestions, NRCS brochure, meeting with tenant, etc.):



Branding is all the graphical elements that tie your identity together. It’s your logo, your slogan, 
and the colors, fonts, and images you use.  It applies to your business cards, brochures, 
letterhead, advertising, website, and email communications. Branding is also your message. It’s 
the language and tone you use when you communicate with your audience. Your brand combines 
image and message to convey the personality of your business or organization, and your promise 
to consumers. Consistency makes your brand more recognizable and helps build trust.1

Conduct an audit of your identity to make sure your branding is consistent.  Use this checklist to 
get started.

letterhead:  Take a look at both printed and electronic versions. Are they consistent? 
Check your paper weight, texture and type. Is everyone using the company font(s)? Create an 
electronic master letterhead template in Word with set fonts and styles.

BusIness cards:  Do you use the same design throughout the company? It’s easy for “rogue” 
versions to pop up along the way. Are you using the same print styles and card weight?

fax cover sheets:  Fax yourself a copy of your cover sheet to ensure it is legible and 
consistent with your other brand identities. 

emaIl templates:  Reading your email and then clicking to your website should feel 
seamless. Ensure the fonts, sizes and colors match your other branding. I’d suggest using two 
primary colors and one accent color for your email communications. If you’re unsure of which 
colors to select, use the ones in your logo.

emaIl sIgnatures:  This is often overlooked. Company-wide consistency with email 
signatures creates brand unity. Don’t let employees create their own. 

weBsIte:  Fonts and colors look different online. Does the logo on your website match your 
print logo? 

envelopes, InvoIces and statements:  Double check all envelope sizes and styles and 
the pieces inside. The inside and outside should match.

maIlIng laBels:  If you use labels for shipping, they should match everything inside.

memos and Internal communIcatIon:  Be consistent with internal documents. It sends 
the message to your team that brand consistency is a priority. 

promotIonal Items, Banners, etc.:  Take inventory of everything with a logo or brand 
image printed on it. If it’s not accurate, fix it or forget about using it.

graphIcs and photos:  Use graphics and photos wisely. Be true to your business 
personality. Graphics and photos -- whether original artwork or stock images -- represent your 
brand. Too many colors, fonts, and graphics can make your communications look busy and 
amateurish. Choose quality images (350 dpi minimum) that elicit the emotion you want your 
audience to feel.

tone and message:  The verbiage of your email copy, website, and other communications 
should be consistent and always reinforce your brand image. If your web copywriter is different 
from your newsletter writer, make sure they both follow the same guidelines and writing style for 
your organization.

After you’ve reviewed–and repaired–your logo, business cards and images, put a few quality 
management steps in place to ensure consistency and quality moving forward. 

1”Audit your corporate identity to keep branding consistent.” 
http://www.marketingmo.com/how-to-articles/general-marketing/audit-your-corporate-identity-to-keep-branding-consistent/
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Design Rules You Can’t Afford to Ignore
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The creative element of your campaign is what brings a visual element to your ideas.  Creative 
elements make your direct mail and ads come to life.  Following a few basic design rules will 
maintain the professional appearance of your efforts.

headlInes and pullouts:  
• Grab the reader’s attention with headlines -- visually but also in content -- five to eight words 

for ideal results. 
• Use subheads, captions, sidebars and pullouts to break the body of text into smaller, 

interesting sections. 

whIte or negatIve space
• Make sure that there is good visual separation between the words and the background. Avoid 

light or bright colors. Avoid complicated backgrounds. 
• Provide visual breaks and rest spots. Plenty of white space helps as do narrower columns (39 

to 52 characters -- 8 to 12 words).
• Create a wide margin to direct the reader’s attention into the copy or image area. 
• Use left aligned (unjustified) text to create visual relief. 
• Increase leading (white space between lines) to lighten the look of the page. 

font
• Keep font size between 10 point and a maximum of 14 point type to improve readability. 
• When using more than one type face, make sure they are very different [e.g., Kuenstler 

(fancy script) and Helvetica (sans-serif)]. 
• Avoid using more than two different type families in one project. 
• Safely use one typeface with two different styles (e.g., use a light or regular weight with 

a bold or extra bold weighted font). Try to skip a weight (e.g., light and bold vs. light and 
medium). When you can’t skip a weight, increase the size of the heavier font. 

• Never use all caps for body copy – this goes double for highly decorative typefaces (e.g., Zapf 
Chancery, Kuenstler). 

Good:  
Schedule your landowner 

advocate meeting.

BAd:  
A personal invitation to talk about natural 

resources conservation on your land.
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Design Rules You Can’t Afford to Ignore (continued)
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hyphenatIon, orphans, and wIdows
• Avoid hyphenating more than two consecutive lines. 
• Don’t leave orphans! (a word or short line at the top of the next column or page)
• Avoid widows! (a single word on a line by itself at the end of a paragraph with no one to love) 
• Never hyphenate a widow. For that matter, never hyphenate an orphaned widow! 

(typographic counseling is recommended for individuals with this problem) 

color
• Use spot color to direct the reader’s eye to special sections or important information for fast 

identification. 
• Screen one, or both, of your colors, and achieve the effect of printing in multiple colors. 

Screening is the process by which you use a percentage (or lower value) of a full color, 
creating a lighter shade of the original. You can also add black to the color to make it darker. 

• Substitute a different color for black in a two-color job as an effective way to increase the 
appeal and richness of the document. 

• Be smart. A well designed piece with two-colors and screens (tints of the two colors) will 
always be less expensive and probably look better than a piece designed with mediocre four-
color images. 

• Use color to emphasize type or graphics, even if it is a subtle. Avoid colors that are too 
similar to black (e.g., dark brown, dark blue). 

• If you select a color from a color swatch book and ask 1,000 printers to reproduce that color, 
you’ll get 1,000 different colors. Don’t rely on the view from your monitor or printer. Instead, 
choose a PMS color. PMS color is a color system containing about 500 color swatches, each of 
which is identified by a color number and a formula for the ink.

• The color, weight, and type of paper affect the color of the ink. 
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6 Keys to a Compelling Case Study

1

2

3
4

5

6

In order to build a relationship with landowners, they must trust you and feel you have the 
expertise and resources to help them with their problem. A great way to do this is to put a face 
on your story and make it personal to them through the use of case studies.

A well-told case study, complete with a problem and a solution, makes “getting to yes” easier. To 
make the case study compelling, you have to tell a story. For a landowner to care about people 
they have never met, they need to understand and identify with them and their situation.  They 
need to connect in an emotional way and be able to visualize how good it will be when the 
problem is solved. “A case study becomes compelling when you think about it as an adventure. 
Your company is the hero... Your client is the damsel in distress. The client needs to be enough of 
a person to you and in enough trouble that you care and identify.”1

Tell the real story. Tell the reader about your failures as well as your successes. Not everything 
that you try is going to work.  Admitting that makes your story more credible. Don’t forget to 
include your contact information. Include it in more than one place. Make it easy for the reader 
to contact you while they are excited about what they have just read.  

Think through the story you want to tell. The format of a good case study will include background 
information, an explanation of the problem, solution, and outcome.  

Use the points below to help you with your thought process.

sIx Keys to wrItIng a great case study2 

 Be engaging – Make sure your story gets read.  Have a strong lead, be short and to the point. 
What is your hook? 

 Be a storyteller  –  Give your case study a face.  Use names.  What was the problem? How 
was it attacked? What are the benefits of overcoming it? 

 Be strategic - What value do you want to portray to landowners working with you? 

 Be thematic – Readers are busy people.  Make each sentence count. What is the overall theme 
of your case study? 

 Be proportional – Don’t write a case history. Don’t overwhelm with facts and figures. Be direct 
and to the point.

 Who?  ________________________________________________________

 What? ________________________________________________________

 Where?  ________________________________________________________

 When?  ________________________________________________________

 Why?  ________________________________________________________

 How?  ________________________________________________________

 Be sympathetic – Think in the terms of the landowner. What is the landowner’s side of the 
story? What is their benefit? 

1Martin, Gail. “The Secret to Creating Compelling Case Studies.” February 19, 2009 
http://www.marketingprofs.com/8/case-studies-with-heart-martin.asp

2Stern, Doug. “Six Keys to Writing a Great Case Study.” September 2, 2008 
http://www.marketingprofs.com/8/writing-great-case-studies-stern.asp



12 Steps to Define Your Target Market
Once you have determined your goals and objectives, begin collecting information that will help 
you target your outreach to the most receptive or important portion of your audience.  The 
following questions will provide you with a starting point to think through who you are targeting.

Remember that discovering information about your target audience is an ongoing process.  
Initial research is crucial to the effectiveness of your campaign, but the work doesn’t stop there.  
Use every contact you make with the landowner to gain additional knowledge.  Document what 
you learn and review it before every subsequent contact.  Determine the questions you want 
answered from your audience and make a point to ask appropriate questions to obtain the 
answers.

Where do your absentee landowners live?

What are their ages?

What is their gender?
 
Where do they work?

What characteristics do they share with traditional landowners?

What characteristics differentiate them from traditional landowners?

What are their primary motivators, values, and beliefs?

What are their current practices in regards to their land?

What is their awareness and attitude toward conservation?
 
Where do they get their current conservation information?

How are they using their land?

What is their awareness of conservation programs that are currently available to them?

Use these sources to gather information.

 www.factfinder2.census.gov/   Local Chamber of Commerce
 www.census.gov    Department of Commerce
 www.wikipedia.com    Conduct your own surveys
 www.city-data.com

 

1
2
3
4
5
6
7
8
9

10
11
12



Technical Guide to Developing a 
Contact List
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Request an Excel mailing list of agricultural, undeveloped, recreational, woodland, and other 
similar types of land (nothing residential or commercial). Specifically you will need the following: 

• Parcel ID.

• Owner(s) name(s) (both primary and secondary owners).

• Mailing address (be sure to request the second line of the address i.e., apartment number, 
suite number, PO box number, etc.), City, State, Zip.

• Acres, if available.

Lists are generally formatted in all caps.  To change to proper format… 

• Enter the formula =Proper(a1) in your destination cell.

• Start a new worksheet.
 ^ Hit ctl+a (to select all) and then ctl+c (to copy the old worksheet).
 ^ Select a new worksheet, left click, then choose paste special.
 ^ Click values (this allows only the values to be pasted and not the formulas). 

Trim the cells to remove extra spaces.
• Enter the formula =trim(a1) in your destination cell.

• Start a new worksheet.
 ^ Hit ctl+a (to select all) and then ctl+c (to  copy the old worksheet).
 ^ Select a new worksheet, left click, then choose paste special.
 ^ Click values (this allows only the values to be pasted and not the formulas). 

Next, decide which landowners you plan to target and begin to sort the mailing list into different 
categories. Different groups you may want to consider segmenting are out-of-county landowners, 
out-of-state landowners, in-county landowners, and out-of-county landowners that live in towns 
that are in close proximity to the county of interest. 

• Move each category into a different Excel workbook.

• Right click the worksheet tab and choose move or copy.

• Check the box create a copy and choose if you would like the copied tab to be placed in a 
new book or in a new sheet within the current book.

Remove duplicates (CAUTION - Because you are deleting data, it’s a good idea to copy the 
original list to another worksheet or workbook before removing duplicates. If you need to track 
the number of total acres or parcels they own, make sure to do so before duplicate names are 
deleted.)

• Hit ctl+a to select your worksheet.

• On the Data menu, in the Data Tools section, click remove duplicates. Begin by selecting 
all the columns to obtain a list of unique records. If you want the list to contain only unique 
street addresses, uncheck all the boxes except the street address column. Caution: If multiple 
names or multiple towns associated with one street address, those records will be deleted. The 
Remove Duplicates function does not allow records to be reviewed before they are deleted.

Other duplicate removal tools:

 ^ Fuzzy Duplicate Finder is a $20 plug-in to quickly and easily find and remove partial, or 
fuzzy duplicates, typos, mis-spelled words and similar records in Microsoft Excel worksheets 
within a list or a selected range. Fuzzy Duplicates Finder performs a fast search for 
duplicates that differ by 1 to 6 characters (omitted, excess or mis-typed symbols).

 ^ Another purchasing option is Duplicate Remover for Microsoft Excel. This program not only 
finds duplicates, but once they are found can delete, select, color or copy them, or move 
them to another location. This $30 add-in can check for duplicates in one or two lists or 
tables with up to 1 million rows and compare two lists with different numbers of columns.



Split out information into columns.  Information that you may choose to have in separate 
columns include company names (trust, banks, LLCs, etc.), first name, last name, multiple 
owner’s names, and landowners with multiple address lines if the information is combined.  
• To split one column into many, use the convert text to columns wizard.  On the data 

menu, click text to columns.  
 ^ In Step 1 of the wizard, choose the “Delimited” data type and click next.
 ^ In Step 2, choose your delimiter (what separates the words you want to divide).  You will 

also see a preview of how your data will look.  Click next.
 ^ Step 3 allows you to set formats for each column.  Click finish and your data will be divided 

into columns.
 ^ Be sure to save your work before you begin the wizard, or choose save as and begin 

another file.  

Combine names or addresses that are spread across multiple columns. 

• Use the formula =concatenate to combine columns. 
 ^ The formula =CONCATENATE(A2,” “,A3,” “,A4) would combine the information in cells A2, 

A3, and A4. 
 ^ The “ “, directs Excel to place whatever is between the quotation marks between the 

columns (in this case a space).  
 ^ TIP - Use paste special to copy the result/values to another location, not copy the 

formulas.  Copy the data, then right click, paste special, and paste the values only.  

Clean up. 

• Repeat steps as needed.
 ^ Remove duplicates.
 ^ Fix up names, especially for multiple owners.
 ^ Sort out companies and trusts.
 ^ Delete unnecessary columns.
 ^ Delete records containing companies and banks if you do not plan to do outreach to them.
 ^ Input “Landowner” in any missing first name fields to use during mail merge.
 ^ Make sure there are zip codes for all records.
 ^ Check to make sure zip codes beginning with a zero have not had the zero omitted by Excel. 

If they have, change the format of the column by right clicking the column and clicking 
format. In the Number tab of the format menu, click special and choose the format type 
of Zip code or Zip code+4

 ^ Delete middle initials, if possible, to make sorting simpler by doing a find and replace 
ctrl+f. To delete, leave the replace with field blank. 

Add phone numbers. 

• Phone numbers can be obtained through either a manual email search or outsourcing.
 ^ Manual searches may be done through phonebooks, plat books, or online through websites 

like http://www.whitepages.com. 
 ^ Various outsourcing companies can be found on the internet to match phone numbers with 

your current contact list.  Results are generally fast and inexpensive.  A few companies are 
listed below.

  * Relevate http://www.relevategroup.com/services/phone-append/
  * Leadsmarketer http://www.leadsmarketer.com/appending_services.html#phone

Technical Guide to Developing a 
Contact List (continued)
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10 Steps to Plan a Phone Campaign
Personal communication is key in changing landowners’ behaviors. A beginning step in this 
process is telephone communication. 

Be strategic and think before dialing. Think about the extent of the prospect’s previous 
interaction with your organization. Consider everything you know about the landowner and use 
your call to qualify the lead. Try asking the following questions of the landowner:

 • What kind of land do you have? 

 • How long have you owned it? 

 • What natural resource concerns do you have?  

 • Do you have any water bodies on your land? 

If you don’t know the answers to the questions already, ask and document your findings. The 
goal is to get landowners to talk.  If used wisely, a well executed telephone campaign by a 
trained team can provide valuable information. Your calling team needs to be knowledgeable and 
well-spoken to be viewed as credible. 

A nurturing telemarketing call is very different from a sales call. Unscripted calls provide the 
highest results, but remember your goal is to have a conversation, not an interrogation. Calls 
are not scripted, so your team must be trained on your offer, understand common barriers, and 
have adequate knowledge to convey value to the prospects. The opening of your call should 
be planned. State your full name and organization. Beyond that, listen and respond to the 
landowner’s requests. Pay close attention to underlying barriers that need to be addressed.

Provide value and have a purpose for each call. 

 don’t call to “just follow up” or “to see if they got the information”. 
 Have a reason to call that will benefit the landowner. 

Calls are great to use to precede an event or as a follow-up to an invitation. In order to reach the 
most people, don’t forget to vary the day and time of the calls. Also, plan on calling numerous 
times, if necessary, to reach them.  If landowners are hesitating on a decision, they may also 
hesitate to call you back.  Therefore, you need to take the initiative to call them and answer their 
questions.

Engage landowners in the conversation by using open-ended questions to begin a  conversation. 
Ask if it is an okay time to talk and reassure them up front that you are not going to sell them 
anything. Find out what they are doing or considering for their land that might make your 
services beneficial to them.

Thank them for their time, recap the conversation and confirm any materials you will be sending 
or meetings that were scheduled.  Ask them when would be the best time to contact them again 
and most importantly, do what you have promised!

Use the questions on the next page to plan your calling strategy.



plan your callIng strategy1:

get their attention – How will you get 
the landowner’s attention and overcome 
resistance?  

Qualify your prospect – Begin by asking 
permission, and then use open-ended 
questions to start a conversation. 

social proof – What proof do you have? Are 
there fitting endorsements or testimonials 
that would enhance your credibility? 

the offer – What can you offer the 
landowner? 

take away – What you will want the 
landowner to take away from your 
conversation? 

concession – What is your concession? 

your promise – What is your promise? 

get commitment – How will you get 
commitment from the landowner? 

reassure and reinforce – How can you 
reassure and reinforce the landowner’s 
decision? 

thank them – Be sure to thank the 
landowner and confirm the date and time of 
your meeting. 

10 Steps to Plan a Phone Campaign (cont.)
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suggestIons:

“Hi ________. I’m calling from your local 
________ in __________ county to talk 
about your land. I am not trying to sell you 
anything.”  

“Is this a good time to talk?  Can you tell 
me a little bit about your land?” 

“We have been able to significantly 
reduce erosion for many landowners in 
___________ County over the last year. We 
have worked with your friend, neighbor, or 
family member (_______).”  

“I am willing to set a meeting with you to 
discuss ideas for your land and brainstorm 
with you to see if you will be able to benefit 
from our assistance.”

“We will be able to decide if it makes sense 
to work together to benefit your land.” 

“I cannot help everyone I meet.” 

“If I cannot help you enhance your land, or 
affect your situation in a positive way, I will 
not take any more of your time.”  

“What time can I set up an appointment?” 

“I’m looking forward to helping you 
accomplish your objectives. I really think 
you are going to benefit from our meeting.”  

“I thank you for your time and look forward 
to meeting with you on September 5th at 
4:30.” 



Checklist for a Successful Message
























Is the message as specific as it can be for the target audience? 

Is the message appropriate for the sales stage I’m targeting? (Remember AIDA-Broader 
messages are effective at increasing awareness. More specific messages are needed to 
motivate action.)

Is the message relevant to the target audience?

Is the message clear and concise? 

Is the language of the message appropriate for the target audience? Did I avoid the use 
of technical terms, jargon, and acronyms?

Does the message appeal to the landowners’ values? 

Is the message vivid and memorable?

Can the target audience respond to the message in an easy, convenient way?

Have I specifically identified which behaviors to ask the target audience to change?

Does the message motivate attitude or behavior change?

Did I use the active (not passive) voice?

Does the message clearly answer all of the following for the landowner…

 What’s this about? 

 Why am I being contacted?

 What do you want me to do?

 What’s in it for me?

 Can I trust you?

 Do I feel good about this?



6 Questions to Profile a Landowner
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The more you know about your audience, the more effectively you can target them with an 
appropriate message and offer. At the beginning of your campaign, consider what information 
would allow you to better serve landowners. Identify questions that will help obtain these missing 
pieces of information. Try to obtain missing pieces during each contact. Below are a few examples 
of information to gather.

Can you tell me about your land?

How long have you owned your land?

What is your land used for? (Check all that apply)

  Crop production (this includes hay ground)

  Pastureland or grazing

  Forest or timber production

  Recreational activities (i.e., hunting, fishing, bird watching, hiking, etc) 

  Other     

If the land is used for cropland/pasture…  Is there a stream, drainage ditch, or wetland area 
within/adjacent to the cropland?

  Yes 

  No

What natural resource topics are you most interested in with respect to your land? 

  Soil/land

  Water

  Wildlife

  Other: please specify      

Have you ever worked with a conservation organization in the past?

  Yes 

  No



4 Steps to Setting Goals & Objectives
1

2

3

4

Define the goals of your outreach. 
Goals are general guidelines that explain what you want to achieve. They are usually long-
term and represent global visions such as “protect water quality of the Middle Raccoon River 
Basin”.  Think of the goals you would like your outreach campaign to achieve and list them 
below.

develop objectives consistent with your goals.
Objectives define strategies or implementation steps to attain the identified goals. Unlike 
goals, objectives are specific, measurable, and have a defined completion date. They are 
more specific and outline the method of reaching the goals. Objectives can be considered 
the “steps” to reaching your overall goals. Complete the questions below.

 WHO?

 WHAT?

 WHEN?

 WHERE?

 WHY?

 HOW?

determine how you will be able to evaluate whether the objectives were 
accomplished. 
To determine the overall success of your project and to evaluate it on an ongoing basis, you 
will need to be able to measure your results.  Think about what your desired outcome(s) will 
be.  Is it an in-person meeting, program sign-up, practice implementation, etc.? List your 
possible outcomes below.

List resources available to you to accomplish your identified goals and objectives.
An outreach effort of this scope is not successful with one mailing or with a month or two of 
contacts.  Be prepared to devote the necessary resources to make the effort a success. Do 
you have the resources to accomplish the identified goals and objectives?



The One-on-One Meeting Process
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One-on-one meetings are a great way to meet landowners, listen to their needs, and develop a 
personal rapport and relationship with them. Once the landowner begins to trust you and your 
knowledge, they can begin to think of you as their local conservation expert. In order to move 
landowners to action, we have found it almost always takes some sort of one-on-one interaction.

In some cases, absentee landowners live too far away from the land to attend an in-person 
meeting. In these situations, scheduling a phone conversation will usually suffice. However, 
many landowners do visit their land annually, during hunting or vacation seasons. Be sure to 
check if there is a future time the landowner plans to visit that you could schedule an in-person 
meeting.

Below you will find our suggested process which we have used frequently in our marketing 
efforts.

Choose a convenient, non-threatening location such as a coffee shop.

Send an introductory piece, newsletter, etc.

Send a testimonial letter.

Send invitations 4 weeks before.

Follow up with phone calls to schedule meetings 2-3 weeks before.

Mail confirmations as meetings are scheduled.

Make reminder calls the week prior. Profile the landowner and explore their needs. Be prepared 
with referrals for forestry, weed control, etc.

Be prepared with information on their land (maps, etc.), potential programs, and information to 
send home with landowner.

Conduct a short, informal meeting. Set aside approximately 10 minutes for an introduction 
(background/credentials, services available to their type of land, potential programs to explore), 
10 minutes of listening to landowners’ concerns, and 10 minutes for offering potential areas to 
explore and decide if a land-walk or future meeting would be beneficial.

Send a thank you note the following week.

Follow up on all requests for assistance within two weeks.



Talk Conservation and Be Understood
what we say/what the puBlIc hears1

In 1997, the NACD Office of Public Affairs coordinated research in cooperation with the NRCS 
Social Sciences Team and Conservation Communications Office. Communications experts from 
agencies and organizations within the Conservation Partnership helped develop a survey to 
determine the public’s perception of conservation messages. Marketing Horizons, Inc., of St. Louis 
conducted the research and prepared the final report. Even though their research is now over a 
decade old, the main themes still hold true. 

Messages must be expressed in terms the public understands, as it was apparent that most of 
the terminology tested would not convey the intended message.  Terminology must be used that 
is not technical in nature, understood only by those professionals in the field.

Most words need supplemental explanation, with specific examples, in order to be understood.

• Fewer words and messages must be used in public communication tools if the messages are to 
gain the attention and interest of the audience.

• In order to ensure that messages will be effective, they should be tested with the targeted 
public audience (local and national level).

• Design and test graphics and messages with personal (relevant) appeal.

• Identify partnership entities that have an interest/ability to communicate.

• Emphasize “water quality,” a well understood and important issue.

• Use the phrase “natural resources” freely.

• Use “conservation,” but give some explanation to ensure the interpretation. This explanation 
must include the emphasis on private lands because consumers today generally limit their 
interpretation to that of preservation related to public lands.

• Focus on locally-led conservation concepts, but take care to explain what it means to the 
public.

• Reinforce benefits of private land conservation to the public (provide specific examples).

Focus group results show that attendees did not have an adequate understanding of conservation 
terminology.  Attendees were asked to give their level of understanding to 13 conservation terms.

 virtually all think about 1/3 1/2 or more
 they understand don’t understand don’t understand

 Conservation Technical Assistance Biodiversity

 Natural Resources Wetlands Locally Led Conservation

 Water Quality Stewardship Best Management Practices

   Sustainable Agriculture

   Watershed

   Nutrient Management

   Non-point Source Pollution

1Marketing Horizons, Inc. “Talking Conservation: What We Say/What the Public Hears Communication Research Focus 
Group Report.” September 1997



Profile of a Non-Operator Landowner
Since 2006, Conservation Connect has reached out to nearly 4,000 landowners across the 
nation, educating them on ways to improve the value and productivity of their land through 
environmental best management practices. Of those, about 25% have shown some interest and 
taken at least a first step, while 75% have not responded in any meaningful way.

In 2014, Conservation Connect contracted with Water Words that Work1 to conduct a landowner 
profile. The goal was to identify the demographic and lifestyle traits the ¼ group and ¾ group 
share -- and what sets them apart. By determining demographic differences of responders 
and non-responders, landowners could be potentially “screened” for receptivity. Thus, allowing 
marketing efforts to concentrate on those most likely to respond or the “lowest hanging fruit” first.

As you review the findings, please note two important labels:

• group a: 2906 landowners remained at an “awareness” level, but showed no signs of interest 
or action.

• group B: 969 landowners had expressed interest (699), expressed desire (215), or taken 
action (45).

overall fIndIngs

The data mining effort failed to uncover a single trait that strongly predicts whether or not an 
individual was likely to be in Group A or Group B. In fact, Group A and Group B were much more 
alike than different. They are likely to be older, rural, have stable finances and families, and 
enjoy outdoor living. The demographic and lifestyle differences between Group A and Group B are 
subtle, but they clearly exist.

• age: This appears to be the most important factor of all. Individuals in Group B are more likely 
to be in their 60x and 70s than younger or older.

• finances: Group B individuals are likely to have both middle incomes and stable finances. 
Group A tend to be either poorer or wealthier than Group B. Group B members are much more 
likely to be characterized as “savvy investors” than members of Group A.

• education: Group B is slightly more educated than Group A (both groups are above average).

• Interests: Individuals in Group B are more likely to be tagged as interested in outdoor 
activities, environmental issues, “green living”, and current affairs than Group A (both groups 
are above averages in these areas).

• farming: Group B is less likely to have “Farmer” as their occupation than Group A.

landowner profIle

Piecing the clues together, the story may go something like this:

group B - the responders: Individuals in Group B have recently retired or are getting ready to. 
Their finances are stable, but a government check would help and they are motivated to explore 
that option. They are educated enough to understand their options, have an environmental ethic 
that helps them feel good about accepting the money, and understand investments.

group a - the non-responders: Many individuals in Group A are middle aged -- busy with 
their careers and getting their kids launched from the nest. These individuals might be more 
receptive if you come back to them in a few years. Others in Group A are deep into retirement 
and settled with their situation. They may even be relying on adult children to manage their 
finances for them now. The window to reach these individuals has probably closed. Some 
individuals in Group A don’t have the resources to make the upfront investment necessary to 
install conservation practices. Others are so well off that cost-share funds just aren’t enough to 
entice them to jump through many hoops or potentially antagonize their operator. 

1Water Words That Work, LLC. (2014). Landowner Profile Report.



Tracking Your Progress
Because you are selling ideas, attitudes, beliefs, and behaviors with your 
outreach campaign, not products and services, you won’t have product sales to 
help you evaluate your success.  Therefore, you need to be in tune with your 
campaign so you can set measurable benchmarks along the way.

Organization is the first step in providing good customer service. Develop a 
system for tracking your results from the beginning.  Keep track of all contacts 
and record all profiling information you receive on the landowners.  

Many methods can help you with this process.  

 For small projects, the quickest and easiest form of tracking may very well 
be handwritten notes or a simple spreadsheet on the computer.  

 For medium-sized campaigns, consider investing in a database program like 
Microsoft Access.  

 For large campaigns, consider purchasing a customer relationship 
management (CRM) system.  

 CRM consists of the processes a company uses to track and organize its 
contacts with its current and prospective customers. CRM software is 
used to support these processes. The software system can be accessed 
and information about customers and customer interactions can be 
entered, stored, and accessed by employees in different company 
departments. Typical CRM goals are to improve services provided 
to customers, and to use customer contact information for targeted 
marketing.  A few examples of CRM software packages are Salesforce.
com, Microsoft Dynamics, Sugar CRM, Net Suite, and Sage SalesLogix. 
Larger organizations might also consider SAP or Oracle/Siebel. 

1Tetra Tech, Inc. “Getting in Step: Engaging and Involving Stakeholders in Your watershed.” January 2003 
http://www.epa.gov/owow/watershed/outreach/documents/stakeholderguide.pdf



Visualizing Barriers & Trade-Offs
Making the decision to install conservation practices is not something to be taken lightly.  A 
landowner needs time to consider all of their available options and weigh the benefits and costs 
of implementation. There are many barriers between generating environmental concern and 
adopting a pro-environmental action. Review the diagram below depicting the types of barriers 
people face when considering a conservation or pro-environmental behavior.

Below is a sample activity you can use to consider what a landowner “pays” to take part in the 
action you desire. The first table shows an example of the trade-offs of installing buffers through 
the CREP program. Use the bottom table to think through the trade-offs of your campaign.

 Sample Desired Action:  Installation of buffer strips through the CREP program

 What the landowner pays...   What the landowner gets...

 Maintenance     Less erosion
 Paperwork     Peace of mind
 Loss of flexibility    Long term protection
 Possible loss in income   Possible increase in income

 Desired action of your project:

 What the landowner pays...   What the landowner gets...

 

1Darnton, Andrew. “GSR Behaviour Change Knowledge Review - Reference Report: An overview of behaviour change 
models and their uses.” Center for Sustainable Development, University of Westminster, July 2008 
http://www.civilservice.gov.uk/wp-content/uploads/2011/09/Behaviour_change_reference_report_tcm6-9697.pdf

type of Barrier1



Where Do I Place My Offer?
The function of an offer is to 
move your customer to take 
a desired action.

Research shows customers 
need to see a message three 
times before it registers and 
three more times before 
they take any action at all.  
Therefore it is crucial to place 
your offer multiple times in 
each marketing piece.

But where do you place the 
offer?  Offers  (like one-on-
one meetings or field visits) 
can be placed virtually 
anywhere.  Some common 
places are on the outer 
envelope of direct mail, in 
the Johnson Box of a letter 
(a box containing the key 
message commonly found at 
the top of direct mail), in a 
post script (P.S.), in the body 
copy, or prominently as a 
website link.

March 1, 2010

Dear Mr. Jones,

_______________________________________

_______________________________________

_______________________________________

**Special Offer!**
_______________________________________

_______________________________________

_______________________________________

Sincerely,
Mrs. Johnson

P.S.



Writing a Great Endorsement Letter
Endorsement letters can be used to build trust with a potential client.  When a landowner 
receives a letter from a trusted individual or peer endorsing your service, you build credibility 
with that landowner. An endorsed letter can be written by the endorsee themselves, if they are 
willing. Or, your agency can draft a letter and ask the endorsee to approve and sign it. Either 
way, it should be perceived by the recipient as coming directly from the endorsee. Letters should 
always be hand-signed, addressed, and stamped and should tell the reasons the endorsee 
worked with you and what benefits they obtained.  

tIps to use when draftIng an endorsed letter for a landowner:

• Indicate what or who it is that you are endorsing. 

• Give reasons to substantiate your endorsement.

• Include how long you have known the person and in what capacity, or how long you have 
worked with the organization.  State the positive qualities of the person and/or organization 
that make him/her suitable for endorsement (including accomplishments and abilities), etc. Be 
as specific as possible.

• Use your return address on the envelope. Include your contact information and phone number 
in the letter, and offer to give further information upon request.

• Conclude your letter by summarizing the reasons for the endorsement and by restating your 
endorsement of the person or organization.1

1WriteExpress. “How to Write an Endorsement Letter.” http://www.writeexpress.com/How-to-write-an-endorsement-
letter.html

February 1, 2009

Dear Landowner:

My name is John Smith.  I am an absentee landowner from Minnesota.  I own a small piece of 
land near Lake Michigan in Manitowoc County, Wisconsin.  The land has been in my family for 
many generations. In fact, it was the farm where my father was raised.

Although none of our family currently lives on the land, we still maintain the property and rent 
out the farmland to a local farmer.  We try to get back to the area at least twice a year and visit 
the property.  Caring for the land is important to us as we would like to continue to pass it on to 
future generations.

In the upcoming weeks, you will be receiving a letter from David James, District Conservationist 
for Manitowoc County.  David is offering an opportunity to meet with you on your land.  I had a 
meeting with David last fall and found it really helpful.  

David met us on our property and spent about an hour with us walking our land. He introduced 
us to the idea of buffers as a way to reduce erosion that we had been battling along a small 
stream bed that runs through the property.  David was very easy to talk with.  He answered our 
questions, and made us aware of some new programs that were available to us.

As a fellow absentee landowner, I would highly recommend taking advantage of this great 
opportunity to look at what you can do to improve and maintain your land.  David is more than 
willing meet you on your land, or talk with you on the phone.  He is a wealth of knowledge. But 
if he doesn’t know the answer, he will find someone who does.

Watch your mail for David’s letter. It will be well worth your time!  If you have more questions 
and would like to contact me, you are more than welcome to do so.  I would happy to speak 
with you about my experiences.  Just call me at the number listed below.

Sincerely,
John Smith
John Smith
123-456-7890



Marketing the AIDA Way
conservation messages and offers step by step

Action
Action 

messages 
should 
achieve 

sign-up or 
installation.

Desire
the goal of a desire 
message is to obtain 

a face-to-face meeting
with the landowner.

interest
the goal of the interest message
is to have the landowner request 

more information.

AwAreness
Your initial message should 
raise awareness of an issue.

Action messages need to create enough excitement that the 
landowner actually takes action. Use directive words to tell them 
exactly what you want them to do. Action requires personal 
contact and relationship building.

Desire messages need to spark an emotional reaction. 
Show how others benefit from the services you offer with 
testimonials. Is there something about your offer that 
will make them feel good, excited, or hopeful? Desire 
is commonly achieved through in-person meetings.

Make the reader want to learn more. Hold their 
attention. Offer them information they haven’t 
seen before. Spark their interest to read 
beyond the headline. State, in clear terms, 
what the benefits are for the landowner. 
Interest can usually be achieved through 
direct mail, phone, or conference calls.

Work to capture the reader’s 
attention and overcome the 
“we’ve seen this before” attitude. 
Awareness is typically achieved 
through distributing your initial 
message through advertising, 
newsletters, press releases, 
and direct mail to 
landowners.

offers to achieve Action
Personal maps with annual payment information
Free aerial farm photo for completed applications

offers to achieve Desire
Testimonial from local farmer/expert
Site visits with landowner
Conservation workshops
Coffee shop meetings

offers to achieve 
interest
Giveaways
Response cards
Testimonials
Tip sheets








