Marketing/Outreach Draft Report #2: 5/31/2009 (from GW)
Suggest Revised Outreach Goal: 

A significant portion of users and providers (ie, land managers) of Trail Conference trails are aware of the Trail Conference’s role in providing a good trail experience* and actively support the organization’s work.
*Aspects of trail experience that concerns Trail Conference need to be identified. Possibilities include:
· Quality of treadway

· Integrity of bridges
· Quality of the route (scenic, other)
· Blazes: Visible, sufficient #, insufficient #

· Marking of trailhead

· If you used a TC map, was it accurate?

· If you used a TC book, was it accurate?

· If you used info from TC website, was it accurate?

Objectives to achieve above goal:

1) The Trail Conference website is the highest ranked web portal for trail experiences in the metropolitan region.

Action Items for Objective #1
· Draw and propel visitors to website through content development and Google Adwords

a. Train staff and volunteers on content development (ongoing)

b. Be proactive in administration of Google Adwords grant (ongoing)

· Evaluate performance and delivery of new site six months from launch (September 2009) against similar time frame one year earlier. Measure:

a. Web visits using standard Google Analytics metrics 

b. Number of books & maps sold online

c. Number of Join/Renews online

d. Number of Donations online

· Determine Course of Action (tweaking or complete overhaul) based on above. Decision time-line: 6 months-one year

Relevant Considerations

a. Need to integrate TC database into website

b. Need for staff or consultant-level tech support

c. Need for graphic design services (occasional)

d. Need to raise $$ to support tech resources and content development (including training of volunteers and staff)

· Integrate selected social networking tools (Twitter, Facebook, other?) into website

2) Customized Annual Reports of Trail Conference contributions to trails/parks are prepared and delivered in person to land managers (focus on how TC helps them do their job-what’s in it for them)
3) Area media reference the Trail Conference as the trails authority in the region

Annual Targets

· 12 articles (newspaper/magazines): including staff/board/volunteer written

· PR for trail projects

· Lead hikes on new, improved trails for reporters, local residents, local officials, park managers

· More links from other websites to us including:

a. From our member clubs

b. From our partner organizations

c. Websites oriented toward family fitness, No Child Left Inside
· At least one article a year in newsletter of each member club

· 4 NPR spots per year

· one PBS spot per year

· Local TV stations

4) Membership demographics show large gains in 18-34 year olds, ethnic diversity and trail user types

Action Items for Objective #3

· Establish baseline: Review current data and data collection by September 1, 2009
· If needed, revise member data collection process and database; by December 30, 2009

· Research whether a marketing survey has been done by someone else (ie, Outdoor Recreation business group) that identifies demographics of likely trail user groups

· Establish annual goals based on above analysis (January 2010)

· In the meantime:

a. Identify “what’s in it for them” message

b. Consider Family Day-Hiking Features on the website 

c. Identify relevant outreach opportunities

d. Package trail maintenance as a family-friendly  (children friendly) community service activity

Note: Don’t lose sight of the next generation of retirees, many of whom will be looking to stay active and contribute expertise.
5) Retail partner/sponsorship programs expands 100% 

· Leverage TC assets (membership list; web visitors) for advertising, other kinds of support

6) 70% of Trail Conference trails are visually identified as managed by the Trail Conference in cooperation with the land owning partner

Action Items for Objective #5
· Identify number/locations of potential sign postings and estimate cost of producing/distributing signs via maintainers

· Approach and negotiate with land owners/managers, ie, PIPC, DEC, NJ DEP, county parks departments for permission to install signs

· TC flyers available at park offices, trailheads 

Note: Leverage results of West Milford sign project (sign graphics)

7) The Trail Conference shall have a consistent voice and look across all platforms (including Facebook and other online social networking tools)

· Ongoing
8) Trail users are surveyed annually and results reported 

· Recruit survey professional to help plan and administer this over three years


Some anticipated components:

a. Identify 3-10 high-use trails in each region 
b. Develop questionnaire

c. Recruit volunteers to help with annual surveys at trailheads

d. Offer a give-away to those who complete survey
