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Strategic Communications Plan 

 
Overview 
The vision of the Curry Watersheds Partnership is that Curry County’s watersheds will be healthy and fully 
functioning, including: 

 Clean, clear, abundant water. 

 Thriving and diverse populations of fish and wildlife. 

 Sustainable working lands that support land-based businesses for future generations. 

 Opportunities for everyone to learn about and connect with our watersheds. 

 A robust natural resource-based economy that includes recreation, natural resource jobs, and public and 
private funding for conservation work.  

 
To achieve this vision, the Partnership works with landowners and public agencies to enhance and 
protect private and public lands; and provides educational programs for students and adults.  
 
This communications plan exists to support these efforts, and describes some of the audiences, strategies, and 
tactics that may be most helpful. Since this is not a fundraising plan, it stops short of suggesting the specific 
fundraising methods to be used—focusing instead on building the awareness and commitment that are 
necessary precursors to fundraising. 

Plan development 

 The Curry Watersheds Partnership communications team identified several audiences critical to meeting 
these goals. These audiences are described in detail on the following page. 

 Consultant Amy Stork conducted background research to inform the development of messages and 
communications strategies. The research included review of past surveys as well as direct interviews and 
focus groups with members of the key audiences identified by the Curry Watersheds Partnership. A list is 
attached. We also reviewed national research on perceptions of environmental conservation and 
stewardship. 

 On August 11, 2020, consultant Amy Stork presented the research and worked with a team of staff and 
volunteers to workshop key messages and develop strategies and tactics for reaching identified audiences. 
This plan incorporates the results of the workshop as well as the research findings.  

 
Communications plan glossary 
Important terms in this plan include: 

 Audiences: The specific groups of people who can help CWP reach its goals. 

 Communications objectives: The specific actions CWP hopes these audiences will take.  

 Strategies: Overarching communications approaches CWP will take to move its audiences towards these 
communications objectives.  

 Tactics: Specific activities and tasks that support the strategies. 
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 Tools: Communications vehicles (such as social media postings, publications, etc.) that need to be 

developed by CWP to execute the strategies and tactics. 
 
Communications objectives 
The communications plan focuses on three core objectives to help CWP achieve its vision:  

 Increase private fundraising from foundations and local individuals 

 Increase volunteer engagement in CWP 

 Increase participation in CWP restoration and education programs 
 
Audiences 
While the engagement of the entire community may be desirable, certain audiences are more critical to success. 
Priority audiences identified by Curry Watersheds Partnership include: 

Funders (Those who can offer direct financial support) 
 Statewide and regional foundations 
 Local individuals with capacity to make charitable contributions (including second home, retired, and newer 

community members)   

 
Program participants (Those who enable on-the-ground work) 
 Longtime landowners including agricultural property owners and small timber operators 
 Second home and newer landowners 
 
Influencers (Those who help CWP reach its other audiences) 
 Community leaders such as elected officials and business leaders 
 “Mavens:” Community members who share information with others, formally or informally 

o Examples: realtors who can inform new owners; lawyers, accountants and estate planners who 
can help with planned giving 

 K-12 educators, students, and families  
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Communications strategies 

 Where practical, tactics are listed in order of ease/priority. 

 
Strategy #1: Build baseline communications practices and systems. 
Baseline communications practices will help Curry Watersheds Partnership be ready to implement the plan.         

Tactics Tools 

1.1 Create baseline information 

 Rewrite program descriptions to follow basic messaging ideas from this process 
including: 

o Focus on people 
o Focus on core shared values (clean water, youth education, working 

lands) 
o Trading scientific terms for lay terms 

 Update website and other materials to reflect new messaging. Ensure website 
matches the messages in the plan, and use stories gathered from Watershed 
Stewards (See Strategy 2) 

 Develop impact metrics 

 Existing tools 

1.2 Train staff and board  

 Train staff and board to use key messages and participate in executing the plan 
o Staff meetings, workshops with consultants, staff reports/check-ins 

 Comms plan doc 

 One pagers for staff 
and board 

 

1.3 Establish a schedule of regular outreach 

 Send regular e-newsletters using key messages and content developed via 
Strategy 2. (For example a regular “Stewards” profile feature 

 Update website on a regular basis.   
 Develop a CWP Facebook page. Facebook is widely used in your community and 

relies on sharing. You must have your own page to control the content. 

 E-newsletter 
 Website 
 Facebook page 

 

1.4 When possible, conduct additional general outreach activities 

 Propose articles in the local newspaper 
 Request Public Service Announcements, opportunities for interviews on local 

radio 
 Consider support announcements on public radio, including a targeted ask for 

education funding 
 

 News releases or 
story pitches 

 Banner/tabletop 
display for tabling 

 Tabling 
giveaways such 
as stickers 
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Strategy #2: Create a CWP “Watershed Stewards” endorsement program.  
CWP’s credibility with all key audiences is built through endorsements from trusted local sources and through 
building a sense of shared effort. Invite individuals and business to endorse your work by signing on. This is a core 
strategy (rather than a tactic or tool) because it will take time and energy to recruit participants and maintain 
the program. To be successful, CWP must plan to invest ongoing time in working with participants.         

Tactics Tools 

2.1 Launch the program 

 Gather a small steering committee of (3-4) of individuals who are connected 
and good at communications (e.g. some individuals from the focus groups) 

 Ask the group to name the program (e.g. Watershed Stewards, but it is taken) 
and develop a list of “how I can help” for program participants 

 Train this small group on core messages for CWP 

 Engage the group in refining this communications plan 

 Direct outreach 
 

2.2 Develop the endorsement “ask” 

 Develop materials explaining “Why become a Watershed Steward?” (e.g. 
Because you care about keeping Curry County’s waters and lands healthy and 
clean.) and “What does it mean to become a Watershed Steward?” (e.g. Share 
your story and image. Repost social media information from CWP. Post a 
sign on your property or at your business. Etc. - Full list to be developed by 
committee)   

 Description of 
opportunity  

2.3 Identify existing program participants and collect stories, videos, and images 

 Identify participants whose image and words will help build credibility. Focus 
first on current program participants and known supporters, then expand. 

 Engage professional photographer/videographer.  

 Create a series of photos and short videos that capture stories of support for 
CWP and convey the key messages described in this plan 

 Create brief written testimonials (like book jacket blurbs) from Watershed 
Stewards of why CWP’s work is important to them 

 Short videos 
(professional or cell 
phone) 

 Photos 

 Testimonials 

 Include key 
audiences and 
influencers (see 
below) 

2.4 Recognize and continuously build your roster of Watershed Stewards 

 Develop a thank you letter and thank you packet for people who complete 
projects with you or otherwise qualify to become Watershed Stewards. 

 Develop a plan to touch base with Watershed Stewards on a regular basis 
(such as once per quarter) to see if they have any new ideas for the group 

 Showcase your list on the website and elsewhere; add to the list of endorsers 
quarterly or more often; continue to gather photos, videos, testimonials 

 Appreciations and 
small gifts such as 
stickers, hats, etc. 

 Signs for property 
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Strategy #3: Build CWP’s profile with regional / statewide funders. Build new connections and 
deepen existing relationships by showcasing your work through online and direct outreach.         

Tactics Tools 

3.1 Baseline systems 

 Identify specific individuals connected to the recently-developed list of 
statewide and regional funders for CWP.  

 Add all individuals to CWP general outreach lists such as e-news 

 Acknowledge all funders on website, and specific funders in e-news articles 

 Acknowledge all funders with personal notes from leadership team or board  

 List of funders 

 Regular e-newsletter 

 Website 

3.2 Direct outreach including in-person visits 

 Reach out to program officers for initial conversations, followed by regular 
check-in conversations with funders – not just official reports. 

 Create scripts for each conversation using messages from this plan. 
 Create opportunities for program officers or others to visit Curry County and 

see the work of CWP/meet program participants. (Covid careful)  
 Ask program officers for introductions and invites to other funders. 

 Conversation scripts 

 Visit itineraries 

 Direct emails and 
phone calls 

 

3.3 Social media 

 Identify social media accounts of existing funders. 
 Provide content for existing funders (e.g. supply stories and images gathered 

through Strategy 2) that highlight the results of their funding 
 Follow funder social media accounts; comment on posts and repost their info 
 Ask funders to share your information 
 

 Photos, videos, 
testimonials from 
Strategy 2 

 

3.5 Post-Covid: Events and gatherings 

 Present the CWP story at statewide environmental events and conferences 
where funders are likely to be present. Go beyond the Watershed Council and 
SWCD world to participate in conferences that include larger conservation 
nonprofits.  

 Meet with current funders at statewide events. 

 Ask current funders to help set up one-on-one conversations with new 
funders.  

 Presentations 

3.5 [If possible] Statewide media / environmental partner story placement  

 Identify 4 to 6 places where your funders get their information, such as larger 
media outlets (the Oregonian, OPB) and larger environmental non-profits 
such as Trout Unlimited, TNC, Oregon League of Conservation Voters, etc.  

 Reach out directly to these outlets and offer stories using the materials 
generated in Strategy 2.  

 Photos, videos, 
testimonials from 
Strategy 2 

 Direct outreach to 
media and partners 
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Strategy #4: Build awareness with new and existing local influencers by focusing on shared 
values. Several key aspects of CWP—clean water, children’s environmental education, and working lands—
are shared values throughout Curry County. Focus first on building awareness with key audiences through these 
aspects of your work.  

Tactics Tools 

4.1 Social media 

 Develop and execute a schedule for posting regularly to Facebook, combining 
updates (events, news) with rolling out the stories gathered in Strategy 2 

 Respond regularly to interaction on your page and reshare relevant content 
from other organizations in your community. 

 Ask local accounts that reach your audiences and to share your content 

 Facebook page 

 Photos, videos, 
testimonials from 
Strategy 2 

4.2 Presentations   

 Develop a branded 15-minute PowerPoint presentation about CWP that uses 
elements from Strategy 2 and core messages from this plan to explain the 
basics of what CWP is and does. 

 Schedule presentations to target groups including: 
o City councils, county commission, school boards, Rotary, 

Soroptimists, Churches, Homeless Coalition, Arts Council, 
Library, Senior Center, Realtors, Chambers of Commerce, tourism 
groups, guides assn., etc. 

 Share printed materials (See strategy 5) 
 Invite groups to attend CWP board meetings, participate in tours, etc. 

  PPT presentation 

 Tours (see Strategy 
5) 

4.3 Visibility 

 Install project signage. Simple lawn signs are affordable, can be removed 
and/or used again. Develop simple signage for roadside CWP projects 
including weed removal, restoration, etc. Use signs during and after projects. 
Use signs to thank landowners as stewards and show CWP logo and website. 
In some cases, include funder acknowledgement on signs  

 When possible, develop additional projects on public land. 

 Lawn signs like these 
or other temporary, 
removable signage 
 

4.4 Post-Covid: Volunteer opportunities 

 Create or leverage a small number of annual volunteer opportunities that 
support the key messages listed here.  

o For example: riverside clean ups, work parties at school gardens, 
opportunities to participate in restoration e.g. tree planting. 

 TBD depending on 
the event 
 

4.5 Post-Covid: Other events and gatherings 

 Host X number of public educational presentations and/or “town halls” each 
year (Focus on clean water, children’s environmental education, and working 
lands) 

  

     

about:blank
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Strategy #5: Position CWP as a reliable land management problem solver for all landowners. 
CWP has tools to help any landowner in Curry County. Outreach should be designed to build credibility and let 
specific landowners know how CWP addresses their needs, with special attention to endorsements by existing 
CWP program participants who are longtime landowners.         

Tactics Tools 

5.1 Enhance / organize landowner resources on CWP website and in e-news 

 Create easy-to-find pages organized by landowner issue w/links and PDFs 

 Add a “are you new here?” link with specific info for new landowners 

 Include a feature in each e-news on landowner problems and CWP solutions 

 Website 

 E-news 

5.2 Produce and distribute postcards or rack cards w/CWP overview for landowners 

 Produce rack card or brochure listing CWP services for landowners 

 Place card or brochure at key locations e.g. feed stores, hardware stores, etc.   

 Connect with local realtors to distribute the card or brochure   

 Intro to CWP for 
landowners 

5.3 Produce and distribute an introductory “how to care for the land” handbook 

 Produce a handbook with resources to help local residents care for their lands – 
not in detail but enough for people to get an idea of where to go deeper. 

 Feature some stories from Strategy 2 in the handbook 

 Make the handbook easy to download from the CWP website 

 Ideally, mail the handbook to property owners when property changes hands (or 
mail postcard / brochure with a link to the handbook)   

 Mail the handbook to specific geographic areas that are the focus of specific 
projects, initiatives, or funding 

 How to Care for 
the Land handbook 
– example here 
from the Methow 
Valley 

5.4 Develop promotional partnerships with trusted people and institutions 

 Partner with institutions that serve ag and rural landowners, e.g. feed store, other 
ag vendors, Grange, Farm Bureau, utilities, county permit office. 

 Work directly with state and federal agencies to provide continuing education 
credits, request landowner referrals, etc. 

 Reach out to architects, contractors, and landscapers so they can share info  

  See strategy 2 

 

5.5 Online and in-person educational opportunities 

 Quarterly landowner workshop online or in person –important species, fire, etc. 

 Host X number of tours each year of recent projects. Invite neighbors and other 
landowners as well as civic leaders and influencers 

 Market “walk your land” service for new landowners (see https://landsmart.org/ 

 Offer how-to workshops for common problems/projects 

 Brochures, 
handbook, etc. 

 Project / program-
specific materials 

about:blank
about:blank
about:blank
about:blank
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Additional general guidance 
Whenever possible, follow these core principles: 
 Use key messages. The power of communications planning comes from the collective and consistent use of 

the same ideas and language. 
 Highlight faces and voices of community members who can share their perspectives. People trust people 

and respond to people.  
 Invest in images. Consider investing in quality professional photography and video and creating a photo 

library for all your images. 
 Get people onto the land. When it is safe to do so, create volunteer projects, tours, etc. that happen in the 

places you are working to restore. 
 When it is safe to do so, get people together to learn, create, and celebrate. Be intentional about these 

gatherings.  
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Summary of tools and budget needed for success   

Tools you have: Cost (to be 
completed 
by client) 

Time commitment 

 Logo/Graphic symbol      No new 

 Website initial design      Revisions based on key message 

 E-news initial design     Revisions based on key message  

Tools you will only need to create once: 

 Initial outreach to Watershed Stewards steering 
committee and formation of the program 

   20 hours initially  

 Videos, photos, testimonials (Strategy 1)     Contractor + project mgt 

 Watershed Stewards lawn signs      Design + 2 hrs project mgt 

 Watershed Stewards materials or recognition 
such as ball caps etc.) 

    Design + 2 hrs project mgt 

 Brochure or rack card    Writing / Design + 2-4 hrs 
project mgt 

 How to care for the land handbook    Writing / Design + 8-12 hrs 
project mgt 

 Stickers, decals, hats etc.    Design + 2 hrs project mgt 

 Table top display for events (Information for 
adults; possible interactive for kids) 

   Design + 2 hrs project mgt 

Ongoing updates/maintenance: 

 Website (updates to general information, photos, 
stories, event info, etc.)  

    Average 4-8 hours/month  

 E-news    Average 4 hours/month 

 Watershed stewards group       

 News releases or direct outreach to news media     

 Direct outreach to funders     

 Promotional materials for specific events     

 News releases or direct outreach to news media     
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General messages 
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Who we are / Our mission 

• Our mission: To support our communities to care for our lands and waters, now and into the future. 

• Curry Watersheds Partnership is a group of non-regulatory organizations working together to help 
local landowners and communities keep our shared lands and rivers healthy and sustainable. 

o The Curry Watersheds Partnership includes the Curry Soil and Water Conservation District, the 
South Coast and Lower Rogue Watershed Councils, and the Curry Watersheds Nonprofit.   

Why we’re needed 

• Oregon’s South Coast is a place like no other—and we all want to keep it that way.  

• Natural resources are the wealth of our place, and our connection to generations past and future. 

• Our watersheds include some of the cleanest rivers, wildest mountains, and most resilient working 
farms, ranches, and forests in Oregon. 

• Healthy watersheds provide clean drinking water and support abundant wildlife. They support our 
communities with recreation, farming, and fishing. And they create the rural, natural way of life we all 
value.  

• Together we can protect and enhance our watersheds, so they sustain our communities for 
generations to come. 

What we do 

• We collaborate with anyone in our watersheds who wants to steward our shared natural resources. 
We offer reliable information, technical expertise, and on-the-ground assistance: 

o Supporting landowners to care for their land in ways that sustain clean rivers and streams, 
foster abundant fish and wildlife, and keep local farms, ranches, and forest lands productive. 

o Creating opportunities for local students and community members to learn about healthy 
rivers, streams, and forests, and about sustainable local agriculture. 

o Monitoring the health of our watersheds and sharing information with leaders and local 
communities. 

o Bringing public and private funding from outside our county to help local landowners.  

How we do it 

• Our knowledgeable team has built trust by living and working right here on the South Coast for more 
than 20 years. 

• We work directly and confidentially with landowners and community members to address the issues 
that matter to you.  

• We start by understanding your needs and learning about your land and your ideas. Then we partner 
with you to design solutions that meet your goals and enhance watershed health. 

How you can help 

• Participate in our voluntary assistance programs for landowners. 

• Make a gift to support our community programs, including youth education. 

• Volunteer to help out at a clean-up event or other volunteer opportunity.  

• Spread the word to others in our community.   
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Key message details  
 

Who we are 

• Curry Watersheds Partnership is a group of non-regulatory organizations working together to help 
local landowners and communities keep our shared lands and rivers healthy and sustainable. 

• The Curry Watersheds Partnership includes the Curry Soil and Water Conservation District, the South 
Coast and Lower Rogue Watershed Councils, and the Curry Watersheds Nonprofit.   

Key audiences   Voices supporting this 
message 

Facts, stories, and images supporting this message 

 All audiences  
 

 Staff 
 Board members 
 Program participants 

 

 One sentence descriptions of the organizations  
 Lists of board members 
 Images of all board members and staff together 

 Statewide 
Funders 

 Staff  Unique nature of the collaboration  

 Local funders  Board members  501c3 status of the Curry Watersheds Nonprofit 
 

Why we’re needed 

• The South Coast is a place like no other—and we all want to keep it that way.  

• Natural resources are the wealth of our place. Our watersheds include some of the cleanest rivers, 
wildest mountains, and most resilient working farms, ranches, and forests in Oregon. 

• Healthy watersheds provide clean drinking water and support abundant wildlife. They support our 
communities with recreation, farming, and fishing. And they create the rural, natural way of life we all 
value.  

• Together we can protect and enhance our watersheds, so they sustain our communities for 
generations to come. 

Key audiences   Voices supporting this 
message 

Facts, stories, and images supporting this message 

 All audiences  
 

 Influencers (variety of 
local leaders and well-
known local residents) 

 Program participants 
 

 Personal stories of love for the South Coast 
 Statistics about the unique value of these 

watersheds 
 Economic statistics 
 Clean water statistics 
 Images of local landscapes and working lands 

(with and without people) 

 Images of influential / well known landowners 
 Images of children 

 
 
 



Curry Watersheds Partnership – Communications Plan  FINAL: October 8, 2020 

  Page 3 

What we do 

• We collaborate with anyone in our watersheds who wants to steward our shared natural resources. 
We offer reliable information, technical expertise, and on-the-ground assistance: 

o Supporting landowners to care for their land in ways that sustain clean rivers and streams, 
foster abundant fish and wildlife, and keep local farms, ranches, and forest lands productive. 

o Creating opportunities for local students and community members to learn about healthy 
rivers, streams, and forests, and about sustainable local agriculture. 

o Monitoring the health of our watersheds and sharing information with leaders and local 
communities. 

o Bringing public and private funding from outside our county to help local landowners. 

Key audiences   Voices supporting this 
message 

Facts, stories, and images supporting this message 

 All audiences  
 

 Landowner program 
participants 

 Teachers 
 

 Stories and images of program participants and 
projects, including both longtime and newer 
homeowners, and including geographic diversity 

 Stories and images of working with students 
 Student achievement statistics 

 Statewide 
Funders  

 Other experts/agencies/ 
funders 

 Impact statistics 
 

 Influencers  Program participants  Outside funding statistics 
 

How we do it 

• Our knowledgeable team has built trust by living and working right here on the South Coast for more 
than 20 years. 

• We work directly and confidentially with landowners and community members to address the issues 
that matter to you.  

• We start by understanding your needs and learning about your land and your ideas. Then we partner 
with you to design solutions that meet your goals and enhance watershed health. 

Key audiences   Voices supporting this 
message 

Facts, stories, and images supporting this message 

 All audiences  
 

 Program participants 
 

 Stories of staff in the words of program 
participants esp. longtime and newer landowners 

 Images of staff working with program participants 

 Statewide 
Funders  

 Other funders  Staff bios 
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