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NACD’s Number One 
Communications Strategy:

Increase content, see what sticks



Continued improvements in publication content, volume, and 
design have led to increases in the number of subscribers across 
all four of NACD’s regular publications in the last year: 

– eResource (10,000+ subs) – Electronic; weekly on Tuesdays

– Conservation Clip List (9,600+) – Electronic; weekly on Fridays

– The Resource (7,000+) – Electronic and print; quarterly

– Forestry Notes (9,900+) – Electronic and print; quarterly

Increase Content and Quality of 
Communications… Regular Publications



Increase Content and Quality of 
Communications… Regular Publications



Side Note... Subscribe Online!



NACD’s Number Two 
Communications Strategy:

Identify audiences, target content



Cater to Audiences… Regular Publications

Forestry Notes primarily 
targets forest landowners 
and managers, but also 
districts with forestry 
programs.

Conservation Clip List is 
perfect for a Hill staffer, 
a farmer, or anybody in 
between that wants to 
stay up-to-date on 
conservation news.

eResource is read by 
districts, state 
associations, and ALL 
of NACD’s partners.

The Resource is an 
archive of the season’s 
happenings with some 
policy and 
organizational 
forecasting. 

The Soil Health Bulletin is for Soil Health Champions specifically.



Cater to Audiences… Blog

On average, NACD 
publishes 2.5 posts to 
the blog every week 
each generating 
between 100 and 2,200 
unique views (~5-minute 
read time)



NACD’s Number Three 
Communications Strategy:

Rebrand and push message



NACD Website



NACD Social Media

Facebook - @conservationdistricts

Twitter - @NACDconserve



NACD’s Number Four 
Communications Strategy:

Engage the media in more 
meaningful ways



Other Communications Components... 
One Pagers, Press Releases, Interviews



What existing modes of communications does your district have? 
Can they be bulked up, focused, or otherwise improved? (It’s OK 

to let a low-performing publication go, or to try a new one!)

Keep in mind:
1. Who are your main audiences right now, and who do you need to reach in 

the future?

2. What are the top three messages that your district can/should 
communicate? How can you use social media to communicate those 

messages and re-enforce your brand?

3. How can local media supplement and/or support your communications?

Workshop It!


