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1
Introduction

The Oak Ridges Moraine Land Trust’s (“ORMLT” or the “Trust”) business is the long-term stewardship of lands on, or important to, the Oak Ridges Moraine and the securement of such lands.  In support of that business, ORMLT conducts fundraising activities and develops and implements communication and public outreach activities that support awareness of the importance of the Moraine.
The Oak Ridges Moraine Land Trust has a number of key stakeholders who need to be reached with clear and compelling communications about the importance of the Oak Ridges Moraine and the value that the Trust provides in conserving this critical natural resource.
The guidance provided herein is developed from and is supportive of the Oak Ridges Moraine Land Trust Strategic Plan as approved by the Board of Directors. 
This program document is to be reviewed annually and updated as necessary to reflect the current conditions, opportunities, key Trust and Moraine issues and the current ORMLT Strategic Plan.
2
Purpose

It is the purpose of this document to: 

· Provide the key messages the Trust needs to communicate;
· Identify the primary stakeholders to whom the messages need to be conveyed; and
· Outline how the Trust will communicate its messages; and

· Provide the process through which the Trust’s communication and outreach priorities will be established.
3 
The Key Messages
Two key message themes are important for all audiences that ORMLT needs to reach.  
First and foremost is the vital importance of the Moraine for the health of South Central Ontario’s waterways, wetlands and life. The facts supporting this message are as follows:

· The Moraine is South Central Ontario’s source of filtered rain water and snow melt and is an important source of drinking water and the water feeding 65 rivers and streams flowing south, east and north - parts of the Moraine serve as groundwater recharge and other parts serve as groundwater discharge areas for approximately 65 watercourses;
· The Moraine is rich in biological communities and natural habitats including kettle lakes and ponds, river valleys, forests and wetlands, which provide habitat for many different species of fungi, plants and animals;
· 88 Rare, threatened and special concern species exist on the Oak Ridges Moraine, 

· It is one of the last remaining continuous green corridors in southern Ontario – it is still 30 per cent forested and is one of six recognized areas for forest bird diversity in Southern Ontario  

The second key message theme is a clear outline of the value ORMLT provides in protecting the Moraine.  The Trust provides protection of environmentally sensitive areas and provides this stewardship for generations to come. Supporting value statements include the fact that the Trust provides a low cost alternative operated in partnership with landowners, municipalities and concerned individuals.  It is important to note that the interpretation of value will differ across audiences and, therefore, targeted value messages will be needed for each audience.

While these are key message themes, there will need to be specific focusing to ensure that the theme resonates with each specific audience.
In addition, the Trust must educate landowners and other stakeholders on the benefits of land securement and the process to undertake this form of protection. The education efforts need to deal with a number of topics, including:
· There are a variety of land securement options including conservation easements and fee simple acquisitions; and
· There can be financial incentives with respect to tax reductions, income tax charitable receipts and ongoing property tax reductions, where land is being protected.
4
The Trust’s Key Audiences

The communication and outreach efforts of the Trust must focus on audiences for access to:

· Land securement opportunities;

· Potential support and partners in stewardship and securement activities;

· Environmental legislation influencers and decision makers;

· Legislative bodies responsible for charitable organizations and charitable giving;

· Local activities and resource planners, legislators and decision makers;

· Funds for day-to-day operations and the fulfillment of long-term stewardship commitments; and

· Volunteers for day-to-day support, Board and Committee membership and special event planning and execution.

It is recognized that all audiences are important, but that trying to reach all audiences at all times with all messaging is ineffective. The Trust will prioritize its efforts and will identify key audiences to be reached. In order to extend its reach, the Trust will identify and address “connectors”, “mavens”
  and other “multipliers” to capitalize on their ability to support and spread ORMLT’s message. 
The key audiences, including all forms of “multipliers”, will depend on the current ORMLT Strategic Plan and approved annual Work Plan.
To obtain securement opportunities and to encourage environmentally supportive practices, Moraine landowners are an audience that must be reached, informed and engaged.

In addition to land owners with large or ecologically significant tracts of land, there are a number of types of landowners to consider, including owners and/or managers of:

· Hobby and working farms;

· Equestrian operations;

· Golf courses;

· Hunting, fishing and recreational camps; and

· Woodlots.

In addition to owners and/or managers of key Moraine properties, a number of other organizations can be effective partners in the Trust’s efforts to protect and conserve land including:

· Land Trust organizations including the Canadian and Ontario Land Trust Alliances and other trusts focused on specific opportunities or areas;
· Environmental funders and foundations;

· Moraine based environmental organizations;
· Moraine based conservation authorities; and
· All Moraine municipalities. 
There is also the need to ensure that organizations and individuals that work with or may be approached by owners and/or managers of Moraine properties are aware of ORMLT and are knowledgeable of its purpose and successes and are supportive of its efforts. These organizations include:

· National, Provincial and Moraine-based environmental organizations;

· Moraine-based businesses and groups who rely on or utilize the Moraine; and

· Professional services organizations (real estate agents, investment and financial advisors, etc.).

For ease of reference, an edited, consolidated list of these organizations and individuals is provided in Appendix 1 along with specific audiences for each of the categories listed above and outlined further below.

These audiences are subordinate to the main landowner audience group, but they are still very important.  They can provide introductions and reach that ORMLT may not be able to accomplish on its own in a cost effective manner.  

It is important for the Trust to be in contact with those charged with creation or implementation of laws and decisions that govern:

· Environmental efforts, grants and requirements; and

· Charitable organizations and charitable giving (i.e. taxation);

· Local activities and resources.

These decision makers and influencers include elected officials in municipal, provincial and national governments as well as their key staff and advisors, a number of Federal and Provincial government departments (i.e. Environment, Fisheries and Oceans, Parks Canada, etc.) and environmental advisory committees.
Potential sources of support for the Trust’s activities can come from many of the audiences identified above. Other individuals can be found as members of environmental organizations and hiking, photography and birding clubs and individuals living off of the Moraine, but benefitting from the Moraine’s continued sustainability as a natural feature.
Likewise, potential volunteers for ORMLT can come from many of the audiences identified throughout the preceding material.
5
Message Conveyance to Key Audiences

The following sections outline the communication vehicles considered to be most appropriate for the Trust and the best and highest value venues for undertaking communications and outreach activities. All communications activities of the Trust must recognize the needs of the receiving audience. It is important to select communication vehicles appropriate for the identified audience and message.
The single most powerful communication “vehicle” the Trust employs is face-to-face personal contact. These contacts are made in day-to-day life for staff and Directors active around the Moraine, scheduled events such as the Neighbour-to-Neighbour program and activities organized by the Trust’s partners on the Moraine.
5.1
Communication Vehicles

The Trust employs a number of communication vehicles including its web site (http://www.oakridgesmoraine.org/), biannual newsletter and a printed brochure. It is the responsibility of ORMLT staff, supported by the Communications and Outreach Committee of the Board of Directors, to review and update these communication vehicles on a regular basis
.

The Trust also has a number of fact sheets and information packages (refer to Appendix 2 for a listing of these resources) that are able to be customized to individual audiences and/or communication and outreach activities.
The Trust has the ability to attend specific events as outlined below under Communication Venues. In addition, the Trust has access to a number of presentations and Moraine informed speakers for speaking engagements and special events.
The Trust employs news releases to notify the public of specific, noteworthy events and news items relevant to the Trust and to the Moraine.
The Trust may employ newspaper and magazine advertisements as deemed appropriate and as provided for in its annual budget.

In order to provide appropriate recognition of landowners and certain secured lands, the Trust has recognition plaques, certificates and large wooden signs.
Currently, the Trust does not have a social media program or capability. However, the Communications and Outreach Committee is to include the investigation and recommendation of an appropriate and cost effective social media communications plan as soon as is practical.
5.2
Communication Venues

In considering any communications venue, the audience reached, including multipliers, must be considered in order to ensure an effective and cost efficient communications approach is employed. As deemed appropriate such venues could include: 

· Print and brochure placements in municipal offices, chambers of commerce, libraries and professional offices;

· Events organized by affiliated organizations and/or partners including community fairs, forums and service clubs; 
· Moraine, environmental and landowner learning workshops; 
· Presentations to select community groups 

· Regional or Provincial events including eco-festivals, agricultural fairs, The Royal Agricultural Winter Fair and the International Plowing Match
· The Trust’s organized recognition ceremonies, Neighbour-to-Neighbour events and its Annual General Meeting.
6
Planning and Reporting

A commitment to solid planning and evaluation of all activities is required to meet targets and measure outcomes. To this end, all activities must be evaluated relative to fit with the ORMLT Strategy, the priority of the audience to be reached and the cost of the activity.  
Events are to be well spaced (time and geography), a variety of the key audiences are to be reached and the vehicles and venues employed are to be the most appropriate from the audience’s point of view.

All events and activities are to be planned using ORMLT’s Activity Planning Checklist (refer to Appendix 3).
7
Challenges and Issues
The Trust faces two challenges and issues in successfully executing its communication and outreach activities, as follows:
1. Capacity of the Trust to deliver clear and compelling communications including –

· Well-designed displays

· Effective and focused written materials for a variety of audiences and vehicles/venues

· Attraction and development of knowledgeable speakers; and
2. Ability of the Trust to afford the costs associated with the Trust communication and outreach activities.
Appendix 1: Identified Audience Listing
This appendix provides the currently identified audiences (not prioritized or necessarily defined as “key”) categorized as outline in the main body of this document. It must be noted that many of the individual audience segments can be in two or more categories. While every audience segment should be considered a potential source for fundraising activities, the main purpose for contacting an audience should not be compromised by adding a fundraising request.

1. Land Securement Opportunities
a. Individual and family landowners
b. Hobby and working farms, including factory farms
c. Equestrian operations
d. Golf courses
e. Hunting, fishing and recreational camps

f. Woodlots
Noted Influencers and “multipliers”

g. National, Provincial and Moraine-based environmental organizations as listed below under Item 2
h. Moraine-based businesses and groups who rely on or utilize the Moraine, such as
i. Citizens Groups including hiking, naturalist, birding, photography, cycling, orienteering and outdoor Clubs

ii. Tourism businesses including skiing, biking and equestrian facilities, camps and campgrounds, hunting and fishing camps and guides
i. Professional services organizations (real estate agents, investment and financial advisors, estate lawyers and estate planners and environmental consultants) 
j. Tourism businesses including skiing, biking and equestrian facilities, camps and campgrounds, hunting and fishing camps and guides
2. Potential Support and Partners in Stewardship and Securement
a. Nature Conservancy, Ontario Nature, Ontario Heritage Trust and Ontario Trails Council
b. Canadian Land Trust Alliance (“CLTA”) and Ontario Land Trust Alliance (“OLTA”)

c. Local Land Trusts – Kawartha Heritage Conservancy, Northumberland Land Trust, Ontario Farmland Trust

d. Land Trust and Conservancy Foundations
e. Oak Ridges Moraine Trail Association (“ORMTA” and STORM
f. Caring for the Moraine Coalition (32 environmental organizations)
g. Moraine Conservation Authority Coalition (9 conservation authorities based on the Moraine) 
h. Ontario Environment Network (http://www.oen.ca/)
3. Environmental Legislation Influencers and Decision Makers

a. National, Provincial and Moraine-based environmental organizations as listed above under Item 2
b. Canadian, Ontario and Moraine-based Municipal governments, elected officials, election candidates (in election years), support staff and government ministries and their Ministers (i.e. Natural Resources, Environment, Health Promotion, Municipal Affairs and Housing, Transportation, Culture and Tourism, Agriculture and Rural Affairs, Northern Development and Mines and Parks Canada)
c. Greenbelt advocates and leaders
d. Building Industry and Land Development Associations and aggregate businesses

e. Citizens Groups including hiking, naturalist, birding, photography, cycling, orienteering and outdoor Clubs

f. Environmental Advisory Committees (9 known to be active across the Moraine)
4. Legislative Bodies Responsible for Charitable Organizations and Charitable Giving

a. Canadian, Ontario and Moraine-based Municipal governments, elected officials, election candidates (in election years), support staff and government ministries and their Ministers (Canada Revenue Agency)
b. Ontario Non-Profit Network
5. Local Activities and Resource Planners, Legislators and Decision Makers

a. Moraine-based Municipal governments, elected officials, election candidates (in election years)
b. Community Thought Leaders
c. Service Clubs and special interest clubs (see 1 h i above)
6. Fundraising

a. South Central Ontario, particularly Moraine-based, residents and landowners

b. Environmental and general charitable foundations

c. Government based grant providers (i.e. Trillium Foundation)

7. Volunteers

a. Individuals as identified throughout the above sections

b. Moraine based high school students working toward their required 40 hour volunteer hours

The following tables provide these audiences grouped according to audience type (i.e. Municipalities, Provincial and Federal Government Offices and Organizations, National and Provincial Interest Organizations, etc.) as well as key participants, interests, expectations and possible communication vehicles.
Oak Ridges Moraine Land Trust Listing of Identified Audiences

	Target Audience
	Participants
	Interests
	Expectations
	Communications Vehicles / Best Timing / What are the targets reading, where do they get their information?

	MUNICIPALITIES

	General 
	32 across the moraine
	
	
	There is a direct relationship with municipalities who must adhere to the Act. M4L needs a continual positioning with this target to ensure they understand the long term value of their place on the moraine. 

see the pdf in RDO hard drive under Volunteers – Evergreens report on working with volunteers (and municipalities) 

see also Municipal Toolkit in same folder

	
	Mayors

Wardens

Councilors

	Serving taxpayers 

Responsibly managing tax dollars

Attracting business 

short term view limited to service time frame and next election

will this get us votes? 


	The moraine is protected

Moraine resources generate economic benefit

ORMCP is a barrier to development (eastern sentiment in particular)
	273 municipal councilors and key municipal staff, second level through downstream municipalities i.e., P’bor, Simcoe, Toronto, 

32 municipalities each with varying degrees of operating arrangements internally (i.e., some with sep planning departments, others with planning role rolled with other duties) 



	
	several in each municipality
	
	information 

http

HYPERLINK "http://durhamregion.typepad.com/voteajax/"://

HYPERLINK "http://durhamregion.typepad.com/voteajax/"durhamregion

HYPERLINK "http://durhamregion.typepad.com/voteajax/".

HYPERLINK "http://durhamregion.typepad.com/voteajax/"typepad

HYPERLINK "http://durhamregion.typepad.com/voteajax/".

HYPERLINK "http://durhamregion.typepad.com/voteajax/"com

HYPERLINK "http://durhamregion.typepad.com/voteajax/"/

HYPERLINK "http://durhamregion.typepad.com/voteajax/"voteajax

HYPERLINK "http://durhamregion.typepad.com/voteajax/"/ look in other regions for similar coverage pages 
	**municipal elections November 2010 

	
	
	
	
	http

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"://

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"www

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2".

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"greenbeltalliance

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2".

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"ca

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"/?

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"q

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"=

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"node

HYPERLINK "http://www.greenbeltalliance.ca/?q=node/2"/2  formed June 9, Erin Shapiro (ORMF board member) is co-chair

	
	-CEO and CAO’s

-planning

-parks and recreation

-economic development
-public works 

-other staff
	Applying existing planning regulations

Utilizing the moraine for economic benefit

longer term view and more interested in working with NGOs 
	Boundaries are identified and job is done

Allowable activities are defined within the conservation plan 

not all staff and/or departments are aware of ORMCP detail in their own official plans 

ORMCP is a barrier to development (eastern sentiment)
	-municipal world magazine

-FCM, AMO

-direct contact, relationship building 

-committees 

* note that benefits, interest and reception may be very different between various departments i.e., reluctance on behalf of econ development but accepted by parks for greening and trails 

-concerns expressed to outreach winter 09 that junior staff members less aware of ORMCP and impact on their work due to timing on the job.  

	
	9 or more known to be in place across moraine 
	environmental protection within development framework in their municipality 
	Source of information
	Direct mailing through municipality



	Libraries
	44 or more across the moraine 
	Current information

Material for researchers, school projects

Speakers series availability
	Information be available and up to date
	Direct mail addressed to chief librarian

	Community Information Centres and Volunteer Bureaus
	Number not known
	Volunteer opportunity

Trails information 
	provide volunteer opportunity information 

provide recreation information
	Direct mail or telephone call find the contacts 

Training and orientation sessions 

	PROVINCIAL AND FEDERAL GOVERNMENT OFFICES AND ORGANIZATIONS

	General strategic opportunity
	
	
	
	In addition to ORMCP there are other legislative instruments that guide this target. M4L messaging is but one piece for them to work with, activity with this segment will require an understanding of their mandates and other concerns. Framing M4L goals against their interests will be important. 

	
	 7 principal ministries with direct ORM interest and responsibility 

 
	Serving all taxpayers, responsibly managing tax dollars and looking after the environment


	Protection is done

Short term economic concerns are of more importance
	-constituency offices

-local MPPs

-Deputy Minister and Assistant Deputy Minister offices 

Natural Resources, Environment, Health, Municipal Affairs & Housing, Transportation, Culture & Tourism, Ag Food and Rural Affairs, Northern Development and Mines

	
	-16 ridings 

- constituency  offices

- MPP
	Serving taxpayers, responsibly managing tax dollars

will this get us votes 
	Moraine is recognized in their riding.

Moraine is a significant feature in their riding.
	 -constituency staff change over, best reached with one on one meetings?

presumed next provincial election October 2011

need to position M4L as credible orgs for the politicians use.

	
	
	Applying existing regulations with respect to or as a compliment to the scope of their mandated work
	ORMCP offers additional protection to other legislation
	-branch level connections in each ministry 

-South Central regional office MNR

-area offices with different boundaries 

-committees 

	Moraine based MP’s 
	-16 ridings 

direct efforts to constituency offices

AND personal contact with the MP
	Serving taxpayers, responsibly managing tax dollars


	Moraine is recognized in their riding.

Moraine is a significant feature in their riding.

-any difference in perception with airport lands? 
	important connection wrt Airport/Rouge lands and activity at east York/west Durham areas 

	
	
	
	
	-branch level contacts in each Department as appropriate. *note that the moraine crosses three DFO areas (offices in London, Peterborough and Kingston) depending on content, Environment tbd

- Ag and Ag Food Canada, Canada Revenue Agency, Southern Ontario Economic Development, Health Canada (pest management), Industry Canada

	NATIONAL AND PROVINCIAL INTEREST ORGANIZATIONS

	General strategic opportunity
	
	
	
	This target is best utilized as credible partners for M4L and the moraine as a place where their activities can take place and be recognized for greater public benefit. 

	
	Common goals for protection


	Lands that meet NCC framework criteria

Lands that support species and campaign interests 
	Work in best interest of spaces and species, cross promotion of expertise

Support for each other, can add additional levels of protection
	-direct contact

-committees 

	
	Common goals for use and enjoyment
	 
	Ongoing use of trails

Free exchange of information
	-direct contact

-committees

-service on committees 

	
	all trail user sectors, 
	use of trails motorized and non
	
	-participate direct or via Hike Ontario

	
	Common goals for standards and practices
	
	Operating to standards that protect the reputation of similar organizations. 
	-direct contact

-committees

-service on committees

	
	
	
	Operating to standards that protect the reputation of similar organizations.

Sharing of best practices information 
	-direct contact

-committees

-service on committees

-submit articles to newsletter 

-attend workshops and conferences 

	
	several non-profits all sectors across Ont 
	promoting value and interests of third sector 
	spread non-profit news, concerns and participate in the network 
	-good learning and networking opportunities through their meetings, many top-notch people dealing with similar admin, governance and operating issues etc. Potentially more urban centred, driven and led. Ideally need to maintain some profile for environmental sector (2%) and for more rural interests. 

Are planning better promo of what third sector value is.

	
	All sectors, numerous across the province 
	sharing environmental values 
	participation in their activities on committees etc. 
	 some difficulties with consistency of communications as of 2008/9 better with OTF support. Considerable duplication of info distributed but great source for finding info about smaller, unincorporated groups 

	
	** # of current

Significant # of potential 
	Supporting work of the organizations, not necessarily work on the moraine 

Interested in supporting environment, not aware of moraine need in particular nor who is helping
	That contributions will make an impact

That they will be asked for support of good, measurable work 
	-established relationships

-participation in conferences and workshops 

-inclusion here for purposes of ensuring that this target is included for other types of communication activity, not just funding requests. 

	INDIVIDUAL CITIZENS (resident and non-resident)

	General strategic opportunity
	No consistency across demographics


	are all voters 
	
	Activity with this target will be focused on moving each group just one notch higher on the scale of concern. 

Is no distinct collection point, communications vehicle etc. for this target, they are everywhere and within other groups. 

Generally hard to pin-point level of concern and ability, where or how they will be found or how they will be motivated. For this reason hard to benchmark and evaluate efforts at reaching what’s also known as “general public”. Cost/impact hard to judge on awareness and undocumented action. 



	
	devoted conservationist 
	Being actively involved in moraine protection 

Upholding current regulations to protect moraine spaces 


	That moraine based organizations will help with their local efforts 
	-members in collaborating organizations 

-regional and local media

-through fraternal and social organizations 



	
	
	moraine means something to their health, safety and enjoyment
	Can help in some way

Enjoy what is there

potential to become organized group


	-members in collaborating organizations 

-regional and local media

-through fraternal and social organizations

	
	downstream recipients of the water 
	Know moraine is important

Pursuing their own lifestyle
	It’s beyond them, someone else will do it
	-is this the largest segment? Define simple actions (in line with other environmental beliefs) 

Best approach is face to face? 

	
	downstream recipients of the water

new to the area and unaware of its significance 
	Pursuing their own lifestyle without knowing about natural processes or knowledge of ORM
	Have no expectations. 

Have a right to do what they want.
	-regional and local media

-through fraternal and social organizations

	EDUCATION AND ACADEMIC COMMUNITY

	General strategic opportunity
	
	
	
	Sub targets in this segment are in a position to develop new knowledge, lead and inspire others and contribute in a very major way to longer term understanding, concern and work on the moraine. Activity here will be quantifiable but not necessarily qualifiable (will be outputs not outcomes). 

	14 school boards plus numerous private schools 


	
	Want to teach about the environment as a whole

Some teachers know about moraine, far fewer know why it is important


	That moraine information is accessible and free and ready to use in classroom settings.

That moraine organizations have the ability to provide learning opportunities either in class or through outdoor experiences. 

that moraine organizations are doing something 
	-build relationships with curriculum developers in each board

-target mailings to specific school principals 

-target mailings to school councils 

- potentially one of the best multiplier audiences for general awareness of moraine importance? Is difficult to measure outcomes. 

	School environmental clubs 
	
	Hands on projects, short term 
	Available on short notice
	-target mailings – would benefit from list of short term project suggestions? Can be some longevity as teacher advisors sometimes remain constant over several years (can also be big turnover) 

Can be good leads for broader school activity 

-is good segment for culturing volunteers, outcomes could be more easily traced, i.e., who went onto post secondary studies in related fields etc. (timely and costly to track) 



	Parent Councils 
	
	Quality learning opportunities for their children 
	
	Can be sources of support (moral and financial) for in-class or out of class learning. Contacts need to be updated regularly as they change frequently – some parents get involved early in school career and stay involved. Best target elementary councils as secondary typically have shorter span. 

participants tend to be leader/multipliers – have impact and some influence on teachers 

-outcomes could be easy to track as are centred geographically 

	University Researchers 


	
	Learning more about moraine environment, species, creating new science 


	That moraine organizations will support, encourage and facilitate research and monitoring activity

That moraine organizations will assist in defining application needs and facilitate opportunities
	-committees 

-research institutions

-research chairs each institution

-direct contact and relationship building with researchers, participate in science forums i.e., Latornell Conference, symposia etc. 

	Community colleges
	
	Opportunities to engage in applied learning activity
	Orgs will provide guidance, ready-to-do work, info and equipment 
	-build direct personal relationships with department heads as appropriate including co-op and continuing education 

-where and how to reach college instructors less standard than university as frequently part-time, sessional, higher turnover in faculty situations. However, some are very stable. 

-need to tap into northern colleges a little more to access geology/hydrogeology applied focus? 

	individual students elementary to post doc
	
	
	
	

	MORAINE BASED ENVIRONMENTAL ORGANIZATIONS

	General strategic opportunity
	
	
	
	M4L has an opportunity to assist and support the work of this target audience while at the same time enlist further support from each in return. 

	
	
	Restoring the moraine’s functions while also promoting protection. 

focus on CPA’s
	Cross promotion of stewardship. 

Continued good working relationships
	-active participation in committees, CPA work, 

-landowner workshop presence 

-email distribution 



	
	
	Protecting and restoring moraine functions 

Shared and complimentary activity in land acquisition and protection

Shared interest in stewardship activity 
	Cross promotion of activity, active partnering and sharing 


	-continue direct contact and relationship building 

CA’s are most closely aligned organizations across the moraine with shared headwaters focus.



	
	
	Very select aspects of moraine ecology and significance (i.e. birds, woodlot protection, species reintroduction etc). 

Local versus regional interest and reach

Protection of status quo, aesthetics, specific health concerns (pesticides, air quality),
	Will work together, non competitive, take lead with more political/policy and or regional issues

to be able to send information out to mobilize 

to tap into like minded, -what the legislation is 
	- committees

-workshop and conference attendance

-participate in open houses 

- become members 

-offer services (i.e. Moraine Watch) 

	
	
	Unaware that M4L interested in helping, have tools, experience to share
	No expectations. 

Possible that the collaborating organizations will reach out to them.
	-regional and local media

-source through information centres, municipal listings, Welcome Wagon etc.

	MEMBERS AND VOLUNTEERS OF EACH COLLABORATIVE ORGANIZATION

	General Strategic Opportunity 
	
	
	
	Continual increase of support for all M4L activity and increased action and leadership by members. Benefit from understanding work of all three orgs, 

	
	+700
	Hiking, walking, socializing, learning
	a safe environment, clear trails in return for member $
	cross references with individual citizens awareness levels, may be keen hiker but totally unaware / not care about the moraine 

	
	Mailing list +1200
	Protection of personal property and/ or offering support for protection
	assistance with land transactions, funding, purchase interest 
	Outreach through presentations, talks, exhibits. 

	
	
	That there is adherence to ORMCP and OP’s by their municipalities.
	Leadership with issues, spokesperson, research assistance

Support to their causes due to experience 
	Outreach through presentations, talks, exhibits.

	Volunteers 

Current active


	
	Helping a good cause, making a difference for the environment


	That there is meaningful work to be done

That they won’t be working beyond their expectation

That someone else ‘knows more’
	updates, feedback and recognition ongoing contact all required. 

	Volunteers Potential
	
	Making valuable contribution of time and effort
	That there is lots of work to be done.
	Orientation and training, feedback and recognition ongoing contact all required.

	RELATED ORGANIZATIONS (on and off moraine) AND ASSOCIATIONS

	General Strategic Opportunity 
	
	
	
	Opportunity to position M4L collaborators(ion) as a leader, and as willing participant within the sector.  Cross promotion of activities, sharing of best practices. Coordinated advocacy and awareness. 

	
	
	
	able to use trails at any time 

ORTA provide a good experience 
	http

HYPERLINK "http://www.outingclubofeastyork.org/"://

HYPERLINK "http://www.outingclubofeastyork.org/"www

HYPERLINK "http://www.outingclubofeastyork.org/".

HYPERLINK "http://www.outingclubofeastyork.org/"outingclubofeastyork

HYPERLINK "http://www.outingclubofeastyork.org/".

HYPERLINK "http://www.outingclubofeastyork.org/"org

HYPERLINK "http://www.outingclubofeastyork.org/"/


	
	
	Moraine protection in their respective areas 
	Sharing of contacts, opportunities
	Staff to staff and board to board  - direct communications 

	
	
	Healthy environments 
	
	Opportunity to make stronger connections 

	MORAINE BASED BUSINESSES AND GROUPS WHO RELY ON OR UTILIZE THE MORAINE’S PHYSICAL SETTING

	General strategic opportunity
	
	
	
	This segment is in a position to make a direct physical connection with the moraine and influence others in appreciating and understanding. In some cases they are in a position to work against the goals of M4L and the ORMCP. 

	
	
	To profit from their operations, continue their operations and expand opportunities. 

To provide quality experiences for their clients and customers.
	That physical properties of their setting can be utilized for their operations. 

If the activity is permitted then operation is legitimate and no further action is required.
	-chambers of commerce, BIA, associations, business after 5, 

-direct contact and relationship building

-join/serve on committees 

Northumberland: The Executive Summary for the PRTD Report is currently available by clicking

HYPERLINK "" 

HYPERLINK ""here. The full report will be available on the Premier-Ranked Tourism Destination Project web site at www

HYPERLINK "".

HYPERLINK ""nprtd

HYPERLINK "".

HYPERLINK ""com

HYPERLINK ""/ by the end of October, 2009.


	
	Destination Marketing and Management Organizations 
	Able to promote public 
opportunities
	That orgs will participate in destination packages through purchase of ads or provision of services 
	Moraine crosses 5 DMMOs 

	
	How many on the moraine in total? 
	Select properties want no further regulations or interference 
	That setting can be utilized for their operations. 

If the activity is permitted then operation is legitimate and no further action is required.
	-newsletters

-regional publications 

M4L can highlight those with good or improving practices in place. 



	
	How many on the moraine in total?
	Select properties want no further regs or interference 

Want to expand moraine boundaries 

Want to be perceived favourably
	That setting can be utilized for their operations. ORMCP is restrictive, enviro groups are a nuisance. 

If the activity is permitted then operation is legitimate and no further action is required.

They will credited for contributing to economy, and restoration efforts 
	 Is a mix of operators, need to focus on those with improving records and find ways to make their operations the social norm. 

	
	
	To realize maximum profit from ownership and development of lands on the ORM 

(some) to respect the intent of the ORMCP but still maximize profit


	That short term economic gain is more welcomed by municipalities and general public. 

That zoning is defined and no further consideration need to be taken with respect to protection of the moraine. 

That they can utilize the moraine setting to increase the value of their product.
	-associations 

-direct contact

As with aggregate producers, need to find a champion or two and work on promising compromises. 



	
	
	using ORMCP as both positive and negative depending on the particular transaction
	
	

	
	Appreciate and understand ORM location benefits –lead others 

Appreciate and understand ORM location benefits – act but don’t lead

Aware of ORM location but not active 

Unaware/ambivalent about ORM location 


	Being good corporate citizens, want to do right things 

Commitment to action is actually support only (monetary/sponsorship) 

Use of moraine images, connection with name 

Doing their own business
	Recognition, support for efforts, information on how to participate more fully. 

None 

None
	-economic development officers at municipalities

-regional and local media

-direct contact 

-employee groups and associations within individual companies 

	
	Regional municipalities

Conservation Authorities 
	Cooperation in protection and stewardship to fulfill a range of mandates including flood and habitat protection, provide recreational opportunities. 
	That M4L will enhance their conservation and protection efforts. 

That moraine wide organizations understand, support and compliment their roles.
	-established relationships, partners

Are good champions for M4L – need to work with field staff (those in public contact) level for best multiplication of messaging. 

Consider presentations for staff training days

	
	Other Trust organizations i.e., Ontario Nature, NCC

individual owners 

resident and non-resident owners (holding companies)


	Use and enjoyment of their property. 

Improving their property through sound stewardship

Sharing access for others to enjoy

change to use of property for profit 

what can and can’t my neighbours do
	That private conservation and protection efforts will be appreciated and recognized. 

That access to private property will respect the environment and respect landowner preferences. 

what are the three top questions asked?


	-regional and local media 

Find replacement for contact in light of Caring/ORMF closure.  Contact info remains with lead organizations under Caring. 

how do we get these into the website to find the info they need 



	
	(resident) Mixed use farming 

 (lease hold) Cash cropping, Factory farm

Horse Farms 
	
	
	Vehicle for each is quite different especially resident/leasehold as their environmental values are considerably different 

Horse operations tend to be larger acreages and could therefore be a good conservation easement target. (through tack shops, trade magazines etc) 

	  PROFESSIONAL SERVICES

	General strategic opportunity
	
	
	
	As influencers of long term decisions this target is an important one to cultivate professionally and consistently with focused and well prepared materials. Activity here should be regarded as an investment. 

	
	Private, insurance, bank, 

Social Investors 
	Best ROI for their clients
	Professional presentation, customized options, clear and concise 
	http

HYPERLINK "http://www.socialinvestment.ca/"://

HYPERLINK "http://www.socialinvestment.ca/"www

HYPERLINK "http://www.socialinvestment.ca/".

HYPERLINK "http://www.socialinvestment.ca/"socialinvestment

HYPERLINK "http://www.socialinvestment.ca/".

HYPERLINK "http://www.socialinvestment.ca/"ca

HYPERLINK "http://www.socialinvestment.ca/"/ 

	
	
	
	
	-associations 

-direct contact 

-Chambers of Commerce

	FRATERNAL AND SOCIAL ORGANIZATIONS

	General strategic opportunity
	
	
	
	The value in this target lies in their ability to become ‘multipliers’ for M4L goals and messages on all fronts including fundraising, volunteering, membership and understanding. It can also be a source for partnership activity.   

	faith groups
	#s unknown
	Need to assess
	Need to assess
	faith and the common good has large environmental program, is cross denominational, good link to memorial giving and bequests as well as active supports 

	cultural organizations and specific cultural markets 
	#s unknown
	Need to assess
	Need to assess
	Need to identify ethnic groups as a significant target as large % of population necessary to become supportive through understanding

	Women’s organizations
	#s unknown
	Need to assess
	Need to assess
	-presentations at monthly meetings often set up well in advance

-in rural areas UCW and the like are often key links into long-term community

-in urban areas can tap into business interests, often support youth and development causes, 

	Service clubs
	#s unknown
	Need to assess
	Need to assess
	Lions, Rotary 

	community thought leaders
	#s unknown
	Need to assess
	Need to assess
	


Appendix 2: Fact Sheets and Information Packages
The Oak Ridges Moraine Land Trust maintains fact sheets and information packages covering the Oak Ridges Moraine, the Trust and its activities and information provided by partners.
This list will be managed and updated as materials are added or deleted from the collection maintained at the offices of the Trust.

Oak Ridges Moraine

1. Quick Facts and Facts and Figures (http://www.oakridgesmoraine.org/qfacts.html)

2. Moraine Formation (http://www.oakridgesmoraine.org/formation.html)

3. Moraine history including Early Occupants, Trees and Fields and Citizen Action (http://www.oakridgesmoraine.org/history.html)

4. The Moraine as source and storage of water (http://www.oakridgesmoraine.org/water.html)

5. Wildlife on the Moraine including Habitats and Species (http://www.oakridgesmoraine.org/wildlife.html)

6. Links to many map sources (http://www.oakridgesmoraine.org/maps.html)

Oak Ridges Moraine Trust
1. Oak Ridges Moraine Land Trust Options for Land Securement and Stewardship (March 31, 2007)
2. Partners in Protection and Land Securement (January 21, 2011)

3. A Decade of Progress (April 18, 2011)
4. ORMLT Framework for Securement (May 2011)
5. The Oak Ridges Moraine Land Trust Overview (July 2011)
6. Board of Director Handbook / Manual (under revision)

7. Volunteer Orientation Handbook (February 10, 2011)

8. Newsletters and Annual Reports (http://www.oakridgesmoraine.org/reports.html)

9. Web site material on the Trust (http://www.oakridgesmoraine.org/landtrust.html)

a. Accomplishments (http://www.oakridgesmoraine.org/accomplish.html)

b. What is a Land Trust (http://www.oakridgesmoraine.org/whatlt.html)

10. Secured Properties and Descriptions (http://www.oakridgesmoraine.org/properties.html)

Partner Information

1. ON Nature Magazine, Summer 2011, Vol. 51, No. 2

2. Trail Talk, Oak Ridges Trail Association Quarterly, Winter 2012

3. Caring for the Moraine, Oak Ridges Moraine Foundation Newsletter, Undated
4. Hilts, Stewart and Peter Mitchell, Caring for Your Land, A Stewardship Handbook for Oak Ridges Moraine Landowners, Centre for Land and Water Stewardship, University of Guelph, 2005
Appendix 3: Activity Planning Checklist
ACTIVITY PLANNING CHECKLIST: (activity name)        

Last Updated: enter date here each time something is added to this document 

(Answer as appropriate and remove excess as you work through this)

PART A – Overview and Execution

	
	
	YES
	NO

	Is this the first event or product of this type? 
	If no, have you reviewed files, records and reports of similar activity for best practices, recommendations and evaluations? **check other moraine orgs if appropriate


	
	

	Name (event, activity, product or service): 


	If this is an event does the name reflect the activity?

Will it be confused with another event?

Is it catchy and original?

If a product, will board, staff and volunteers recognize it by this name easily, now and in the future?


	
	

	Date (for event or product release) and time. 


	Have you scanned community calendars for other area events that may compliment or compete with this event?

Does this conflict with or take advantage of holidays, school schedules, other events etc? 

Is this a suitable time (weather, season, time of day) 


	
	

	Does this event or activity require any special permit or license or insurance? 
	-liquor license

-lottery and gaming permits (may be provincial or municipal depending on format and prize size) 

- special insurance rider?
	
	

	Who is the target audience for this event or activity? 

Circle (or remove excess) 

Are they defined as a priority audience in the current year work plan? 
	32 Municipalities – Elected 

                            -staff levels

Provincial government interests 

National and Provincial interest organizations

 Individual Citizens (resident and non-resident) 

Public and Private Foundations and Sponsors 

Education and Academic community 

Moraine based environmental organizations

Members of each collaborative organization 

Volunteers 

Moraine based business and groups who rely on or utilize the moraines physical setting 

Landowners

 Industrial, commercial and institutional organizations ON the moraine 

Professional services; i.e., environmental consulting firms, financial and estate planners, lawyers, real estate agents and brokers

Fraternal and social organizations, community thought leaders


	
	

	What will this funding support? 
	- an established fund; __________________________

-operations in general: ____

- a specific position or project: _________
	
	


If any of the above identifies gaps, please investigate and address them before going further in your planning. 

Provide an over view of the event or activity:

	


What steps will you have to take to create/deliver the goods, service or event? Articulate as much as possible in logical sequence but point form. 

	1. 

2.

3.

4.

5.

6.

7.

8.


	9.

10.

11.

12.

13.

14.

15

16.


How many people will this event/activity take to carry out successfully including planning and execution?

	
	Total # hours/days
	Approximate cost
	Actual time
	Actual cost 

	Meetings to plan (# of meetings # of hours each)
	
	
	
	

	Volunteer (# of each type and hours anticipated) 

Volunteer Co-ordinator

Volunteers (list each position type) 

Example: greeters, traffic control, sales, set up, clean up etc
	
	
	
	

	Paid staff (include processing of invoices, deposits etc) 

Executive Director

Administrative Assistant

Securement Officer

Resource Development Officer

Stewardship Coordinator


	
	
	
	


PART B - Budget

Please fill in the chart below with realistic figures for early planning. An Excel spreadsheet is available for more complex uses. 

	
	REVENUES 
	TOTAL PROJECT

	
	
	

	4010
	Foundations
	

	
	  Grant source one 
	

	
	  grant source two 
	

	
	  grant source three 
	

	
	grant source four
	

	4012
	Trillium
	

	4015
	NGO Donations
	

	4020
	Government Donations
	

	4025
	Corporate Donations
	

	4200
	Individual Donations- Receipted
	

	4250
	Individual Donations - Not Receipted
	

	4470
	Other Revenue
	

	4500
	Misc Revenue
	

	4505
	Advertising --Sponsorship
	

	
	list sponsors 
	

	4515
	Special Events
	

	4525
	Product Sales
	

	 
	TOTAL REVENUES
	 $                      

	
	
	

	5200
	C&O EXPENSES
	 

	5210
	Advertising
	

	5220
	Brochures
	

	5225
	Conferences
	

	5265
	Miscellaneous Outreach/ Media Costs
	

	5270
	Newsletters
	

	5285
	Public Meetings and Exhibits
	

	5288
	Special Events
	

	5290
	Volunteer Appreciation (lunches) 
	

	5500
	ADMINISTRATION EXPENSE
	

	5512
	Salaries, Wages & Contracts
	

	
	  ED time 
	

	
	  RDO time
	

	
	  Outreach officer 
	

	
	  Admin Assist
	

	5514
	EI Expenses
	

	5516
	CPP Expense
	

	5560
	Equipment and Maintenance
	

	5595
	Meal Expense
	

	5600
	Mileage
	

	5605
	Office Supplies/ Photocopies
	

	5610
	Parking Expenses
	

	5612
	Postage/Courier Expenses
	

	5615
	Professional Services
	

	5635
	Software
	

	5640
	Staff Resources & Education
	

	5645
	Stationery
	

	5655
	Miscellaneous
	

	5660
	Office Equipment Purchases
	

	5665
	Web Site
	

	 
	TOTAL EXPENSES
	 


What is the main purpose of this event?

To raise friends by encouraging socializing between donors, volunteers and others: ___







____

To increase profile by having a unique focus that fits the work of the organization:  ______






_

To generate revenue: ____








Given the planning you have articulated so far, now create an Objective Statement or Goal Statement for this activity that includes; what, when, why, where, who, how, and how much (attendees, profit goal etc). 
	


� 	Malcolm Gladwell, The Tipping Point, describes connectors as those people “who link us up with the world” and mavens as “people we rely on to connect us with new information”. Both types of people have a large impact on our beliefs, views and actions.


� 	Refer to the Communications and Outreach Committee Terms of Reference for further information.
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