Northeastern IPM Center

Communications Plan Draft, July 2006

I. GOALS

1. Raise awareness of IPM successes and impacts to (a) enhance IPM adoption, and (b) strengthen support for the Center and other IPM programs

2. Increase the number of stakeholders who benefit from the Center and its resources

3. Improve awareness of and control over emerging pests by providing information about resources

4. Broadcast/exchange information efficiently (e.g., announce partners’ news, events, new publications)

5. Create new partnership opportunities; keep key partners informed about specific Center activities and progress 

6. Demonstrate Center’s leadership in regional IPM work
Questions for the SC: Any additional broad goals? Any modifications to those listed above?
II. AUDIENCES AND MESSAGES

The Center’s audiences are extremely broad, potentially including any regional IPM stakeholder in the agricultural or community context. The breadth of audience varies depending on the type of message, ranging from very broad for IPM awareness and success stories to very narrow for specific Center progress, as illustrated in the table below. 

Questions for the SC: 

· “Who are the most appropriate audiences for our communications?” (please review table below and complete attached grid entitled “Target Audiences for Center Communications”)

· Any key messages missing from the table below? 

	WHAT is the message?
	WHO is 

the audience? (examples)
	WHY

 we do it
	HOW: Examples of ways we do it
	IF NOT US, 

WHO does it?

	IPM awareness: “There is a concept called IPM, and it’s about…”
	Homeowners, retailers of residential pest control products, food distributors…
	Some AC members have said it’s a high priority.
	Website, funding of extension and outreach projects. 
	Some others work to educate public. 

	IPM success stories and impacts of research and extension: “IPM reduces risks. Those who use IPM benefit in many ways, and so does the environment …”
	Legislators, government, growers, schools, turf orgs, other IPM practitioners, public, consultants, environmental groups, 
	Promotes IPM adoption. Crucial to funding of IPM and the Center. High priority for CSREES, AC, NEREAP.
	Annual reports, calendar, newsletters. Help stakeholders publicize IPM. 
	Few others are well positioned or can afford to do it well. We could teach others to do it.

	IPM how-to information: “Solve your pest problems with IPM how-to information…”


	Extension, edu​cators, researchers, regulators, master gardeners, consultants, growers, schools, other IPM practitioners
	Providing this information is integral to the Center’s mission.
	Website, funding of fact sheets.
	Many others, but we serve as a clear​ing​​house of infor​​mation 

	IPM news, events, resources: “Regional IPM news and information is at your fingertips…” 
	IPM prac​titioners, exten​sion, edu​cators, research​ers, regulators, consultants, state ag and environment depts….
	Supports IPM net​working; helps partners reach broader audiences
	On Target, website, news releases
	Some others; few consider it part of their mission.

	Awareness of Center and its resources: “Tap in to the Center for funding, IPM information, networking opportunities, etc.”
	Extension, edu​cators, researchers, regulators, IPM practitioners, elig​ible grants applicants, government agencies, master gardeners, food distributors…
	Helps stakeholders reap benefits of our work; crucial to our success as an organization
	Brochures, newsletters, RFA announcements, news releases, displays, presentations, 
	Almost no one; we alone are strongly motiv​ated to do so, though our partners can help.

	Center activities/progress: “The Northeastern IPM Center has helped to reduce health, environ​mental, and economic risks and risks posed by pests. Support for this program is justified.” 
	CSREES, AC, other regional Centers, budget decisionmakers
	Informs close affiliates about progress and impacts; justifies our funding; required by proposal
	Meeting handouts, progress reports 
	No one.


III. PRODUCTS

Questions for the SC (also to be discussed under “V. Evaluation” below):
· We are planning two different types of annual reports: a conventional version in 2006 for government audiences, and a “success stories” calendar with broader appeal next year. Any thoughts on this plan?

· This fall, we will survey audience about their preferences for newsletter-type products (to be discussed further under “Evaluation” below). We wonder, what form of newsletter would most effectively and efficiently inform stakeholders about our Center and the good work we do?  

	Product
	Plans / Rationale

	Annual Reporting
	

	
Regional IPM Centers Report
	Planned for 2007. Review panel recommended. Focus on success and accomplishments. Would help to strengthen Centers’ visibility among gov’t decisionmakers.

	
Northeastern IPM Center Report
	Planned for fall 2006: brief report to focus on “Situation-Action-Impact” impacts. Review panel recommended refocusing on success and accomplishments (in contrast to 2004 report, which focused on Center structure and activities). Ideal for distribution in gov’t context, a key audience for impacts message.

	
Northeastern IPM Center Calendar
	Planned for 2007. Goal: raise awareness of the Center and encourage broader adoption of successful IPM practices that the Center facilitated. Would have appeal for a broader audience than report style.

	Brochures/One-pagers
	

	
Guess What’s at the Center
	Done in January 2006. Goal: raise awareness of the Center and its resources. Distributed to entire mail list + others at symposium. Still in use, and shelf life will continue. No need to produce another one soon – but consider additional distribution.

	
Because of the Centers
	Done in spring 2005. Specifically targeted toward influencing budget decisionmakers. Covered all four regional Centers.

	Newsletters
	

	
Letter from Co-director

OR

_ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _
	Planned for August 2006, previously in Feb. 06 and Aug. 05. Single-page letter on letterhead, sent in envelope with brochure-type materials produced by partners. Production is quick and low-cost. Goal: raise awareness of Center activities and IPM publications. Goes to full mail list.

	
Northeast IPM News
	Last published in June 2004 – AC recommended suspension during understaffed period, and it was later replaced with letter from co-director. Color photos, masthead. Provided Center + state news plus more. Goal: raise awareness of Center activities/successes, share regional info.

	
On Target
	Distributed monthly, web-base. Goal: support interactive communication networks.Content submitted by partners; focus is less on Center. Ongoing, working out well for now.

	Website
	

	
	One of our most successful products. Highly praised by review panel. Recently redesigned. Maintenance and ongoing quality control are key activities now. Possibly do usability test?

	Specific news releases
	

	
Emails to listservs
	Low-cost, low time investment. Reaches lots of people (will be more with distribution improvements). Great for maintaining visibility. Need to get more ag people on our big listserv.

	
Postcards to mail list
	Annual, used primarily for RFA announcement to be sure we’re fair to those who do not have email. 

	Pest alerts and fact sheets
	

	
Various
	Not produced by staff. We have supported these through grants program and other Centers.

	Reports
	

	
Prog. reports to CSREES
	Required. Next one due as part of proposal in 2006/2007.

	
AC booklets
	Essential to AC grasp of Center activities. Next one due in Nov. 2006

	
National meeting handouts
	Next one planned for Sept. 06 meeting.

	Identity materials
	

	Centers display
	Used occasionally at events, e.g., IPM Symposium, Extension conferences, etc.

	
Poster
	

	
Letterhead, business cards
	


IV. DISTRIBUTION

The Center continues to develop a database of 3,000+ stakeholder contacts, which is the foundation of our distribution list. (Question for the SC: See “Target Audiences…” grid requesting input on prioritization of Center audiences/distribution.) We also distribute some information through our partners by asking them to hand out printed material or forward electronic messages to their own contacts.

Printed Communications

Our fullest mailing list is our print distribution list, with 3,000+ people. To this group we distribute brochures, annual reports, letters/newsletters, and RFA postcard announcements. Next step: Expand list based on responses to blanks in the “Target Audiences” grid, and address state-by-state imbalances. Include email address so that new additions can be added to Listservs as appropriate.

Electronic Communications

The Center has established listservs that enhanced our ability to reach stakeholders electronically without being filtered as spam. Of the 3,000 contacts in our database, about 1,300 belong to one or more of our Listservs. 

	Listserv name 
	# members
	Audience
	Status / Issues

	NEPMCAC-L
	~40
	Current AC members
	

	NEREAP-L
	~35
	NEREAP members
	

	NEIPM-L
	~156
	All of the above plus key agency connections, particularly from DC. 
	Has not been active recently. Should also add IWG members.

	NEIPMCNews-L
	~600
	Regional IPM partners and affiliates, including some people who are closer to in-the-field work
	Used primarily for distribution of On Target. Need to consider more carefully the distinction between who gets added to this list v. the one below.

	NEIPMCommunication-L
	~1,340
	Our biggest list. Ideally it should match the print mail list and encompass our entire contacts database. 
	Currently skewed toward community IPM recipients. Needs ag additions, or create a new list for that purpose.

	CCE-ResidentialIPM-L
	~30
	Specific group consisting of the Community IPM Working Group and its partners, who are promoting IPM in residential context
	


V. EVALUATION (Question for the SC: We’d like your thoughts on the survey we are initiating, see draft below) 

The Center’s past methods for evaluating communications have included tracking web statistics, feedback from our AC, and  informally noting increases in compliments or complaints from partners and audiences. In 2002, we distributed a punch-out, postage-paid survey postcard via our newsletter (also available through an online form) to 2,000 recipients, but we got only 24 responses. 

New survey for 2006

We want to place increased emphasis on evaluating the effectiveness of our communications products. To this end, we are planning another audience survey in fall 2006, which will be managed under the expertise of Cornell’s Survey Research Institute (SRI). Purpose: Our interest in a survey was prompted by our need to determine the best way of reaching our target audiences on a regular basis: “What form of regular communication (e.g., newsletter) would most effectively and efficiently inform our stakeholders about the Center and the good work we do?” We are open to hearing broader messages about what readers really want, and are curious about how this will jibe with what we want them to know about us. Instrument: SRI’s involvement should help use overcome methodological weaknesses that may have contributed to low response rate in the 2002 survey. SRI has advised us to use a brief electronic questionnaire, followed by a series of focus groups to gain better resolution on responses. Sample: We plan to send the survey to our entire mail list. We’d like our survey to reach our high-priority audiences, so the SC responses on our “Target Audience” grid will help us beef up our contacts list before we send out the survey so we get feedback from these key audiences.

DRAFT SURVEY FOR DISCUSSION:

Section 1 –– Purpose: determine who is responding to the survey. Possible questions:


Who are you?

I am a (check any that apply):

___ grower/manager

___ farm worker

___ crop consultant

___ pesticide applicator

___ educator

___ government employee

___ scientist

___ Cooperative Extension staff

___ student

___ policy maker

___ homeowner

___ environmental advocate

___ journalist

___ other _______________
What state are you from?  CT  DE  MA  MD  ME  NH  NJ  NY  PA  RI  VT  WV  Other: _____

Are you familiar with the Northeastern IPM Center? (e.g., Very familiar ( name rings a bell ( huh?)

Section 2 –– Purpose: discover audience’s preferred content. Possible question:
How useful would you find the following types of IPM information? (Likert scale rank of not useful ( very useful):

– Results of IPM research projects (summary)

– Results of IPM research projects (detailed)

– Information on IPM outreach projects

– Tips on good IPM information sources

– News of upcoming events

– Funding opportunities

– Networking opportunities

– IPM “how-to” information

– News about IPM programs (state, regional, nat’l)

– News about the IPM Center (e.g., new working groups)

– Other: _______________________________

Section 3 –– Purpose: determine current information sources. Possible question:
How do you currently receive regional IPM news and information?

___ Printed mailings

___ Websites

___ E-mail listservs

___ E-mails forwarded from colleagues


___ Cooperative Extension

___ Meetings or conferences (handouts, presentations)

___ I don’t receive information

___ Other: _____________________________________


Section 4 –– Purpose: discover audience’s preferred format for communications. Possible questions:
How would you prefer to learn about IPM in the region? (Question to be formatted for Likert scale response):

– One-page letter about recent IPM news and activities (link to example)

​– Newsletter with articles and graphics (link to example)

– E-mail newsletter (link to example)

– Website (link to example)

– Wall calendar with photos and brief stories about IPM in the region

– Poster about IPM in the Northeast

– Brief, colorful annual report about IPM in the Northeast (link to example)

– Other: _______________________________________________________

Do you prefer to read…


– in-depth stories?


– brief summaries or bulleted points?


Comments/suggestions (e.g., topics you’d like to read about): 
______________________________________________________________________________________________________
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