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How to Develop a Marketing Plan 
Marketing is an important function of any business, organization, or agency. 
Knowledge of marketing helps your team determine the content of messages, the 
channels for sending messages, and the types of messages to reach the desired 
audience.  The Conservation Partnership has a variety of important messages and 
services to deliver to an assortment of customers. Understanding marketing and how to 
develop and implement a marketing plan is one of the best ways to achieve 
 objectives, priorities, and conservation goals. 
 

What Is Marketing? 
 

In some circles “marketing” still has negative connotations. It is sometimes linked with 
overbearing salespeople and unethical advertising, or viewed solely as a private sector 
activity. However, marketing can be a useful process for exchanging products, 
services, and ideas efficiently in any sector, public as well as private. Marketing is a 
business tool based, to some degree, on art and, to some degree, on science. 
 
A working definition of marketing for the public sector is, “the process of determining 
what people want and/or need and delivering it to them.”1 In government, marketing is 
useful because of the ongoing and widespread exchange of ideas and services, as well 
as partnership development. Because the government is in the business of serving the 
needs of citizens, the people are the government’s primary customer. The needs and 
desires of our customers provide the basis for the marketing plan. Simply put, 
marketing is customer-driven, outward-focused, and changes as our customers change 
or their needs change. 

Why Market? 
 
In addition to meeting customer needs, marketing is important for other reasons. 
Marketing can promote a valuable product, service or idea, build awareness about an 
issue or program, or even create or repair an organization’s image. We live in an 
unpredictable and changing world, where forming alliances among groups that share 
conservation-related interests is important. Competition, accountability demands, and 
even survival are reasons to market conservation products, services, and results. The 
steps necessary for your team to reach potential customers, who would otherwise be 
unaware of what the Agency or district offers, are made clear through the 
development and implementation of a marketing plan. Here is how to get started. 
 
1Pandolfi, Francis.  (Dec. 1999).  “To Market  To Market.”  Government Executive  , p. 72. 
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Create a Marketing Team 
Marketing is a team effort that utilizes a variety of 
people’s ideas, abilities, experiences, and research. 
Before you begin the marketing process, think about 
which individuals should serve on the marketing team. 
You should consider people with marketing and/or 
public affairs experience, cutting-edge information 
technology skills as they relate to marketing in the 
Internet, and/or those with significant knowledge of the 
customer base.  The marketing team might include an 
individual who is knowledgeable about the products and 
services that will likely be marketed. A 
“visionary” type person who sees the “big picture” and 
has the ability to think “outside the box” could also be a 
good marketing team member. Team members don’t 
all have to come from your agency or district. A team 
with different expertise and experiences who work 
together will produce a more comprehensive marketing 
plan. 

 
 

Development of a Marketing Plan In 
the process of developing a marketing plan, your team 
selects the target audience or primary customer base; 
systematically determines their needs; develops key 
messages, strategies and tactics to communicate those 
messages to the target audience; and provides 
a timeline for implementation. The process will 
require the team to think strategically about some of 
the challenges you might encounter and how to plan 
accordingly. It is important to remember that these 
steps can occur concurrently and do not necessarily 
operate in a linear process. Although there are a 
number of ways to develop and implement a 
marketing plan, we suggest a 7-step process. 
These steps are: 

1. Identify critical issues/needs 
2. Develop alliances and determine your role 
3. Identify your customers 
4. Identify customer needs 
5. Develop a strategy and goals 
6. Develop and implement the marketing plan 
7. Evaluate plan effectiveness 

 
Step 1 - Identify Critical Issues/Needs 

A conservation issue is any topic related to natural 
resources that impacts customers or land use. 
Examples of critical, ongoing, or emerging conservation 
issues in your community might include improving 
water quality in a watershed, increasing outreach 
activities, animal waste management, or providing 
educational information to technical service providers. 
 
Every agency and district has finite resources.  For 
some, there might be a lack of funding, while others 
may lack human resources, technical expertise, or 
time.  Due to limited resources, priorities or critical 
issues must first be determined in order to set 
appropriate marketing priorities.  Once the team has 
identified issues consistent with the agency or 
organizational priorities and have identified the 
necessary resources, proceed to the next step. 
 

Step 2 – Develop Alliances and 
Determine Your Role 

 

Working with other groups who have an interest in 
conservation programs or services is one way to 
consolidate your marketing efforts. Building alliances 
enables your team to share ideas and resources 
between groups, accomplish common goals, and 
benefit the groups involved. The Conservation 
Partnership should consider alliances composed of 
agricultural, conservation, environmental, community 
service, or other special interest groups. The media, 
educational, and professional organizations are other 
sectors with interests in conservation issues. Tips for 
developing an effective alliance include2: 

1.  Contact community opinion leaders and get 
them involved. 

2.  Determine their views about your issues. 
3. Talk to community groups that have political 

influence.  Learn their “hot buttons” and 
positions on key issues. 

4.  Create a list of key contacts.  This list may 
include organization leaders, media, staff from 
local or state agencies, or non-profits. 

 
2 National Association of Conservation Districts.  (1994).  “Marketing for Conservation Success.” 
<www.ssi.nrcs.usda.gov/publications/3_Marketing/M001_GuideBooksMarketingConservationSuccess.doc>. 
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After an alliance is established, determine your team’s 
role and the role of other groups in the effort. Identify 
the different groups, what they can provide, and how 
the alliance benefits them.  This clarifies the specific 
role each group can play in the alliance.  For example, a 
community service organization might contribute 
money or volunteers to a conservation initiative.  They 
might also agree, along with other alliance members, to 
publicize information about the alliance and its 
membership in their newsletters. 

 
 
 

Analyzing the 
Marketing Environment 

 
 In developing a marketing plan, you must also 
consider forces outside the agency or district that 
can shape marketing decisions.  Legislation, 
budgets, and new competitors are examples of 
outside factors that are beyond the control of the 
group implementing the marketing plan. Political 
and legal trends, technological developments, and 
availability of natural resources can also impact the 
marketing process. Through a marketing analysis, 
you need to assess the effect that these factors 
might have on your marketing activities. How do 
these factors impact the use of the products and 
services you offer, how you distribute them, and 
what do they cost in terms of time and materials? 
What are the strengths, weaknesses, opportunities, 
and threats to your program or services in your 
area, RC&D, field office, or watershed team? 

 
Some teams also find it helpful to conduct a review 
of their organization before developing a marketing 
plan, whether they are part of a watershed group or 
a conservation district.  It is always important to 
understand the internal limitations the team might 
encounter as you proceed in marketing a new idea 
or service. In this rapidly changing world, your 
marketing plan should be fluid rather than static. It 
is important to modify existing strategies and 
develop new strategies to deal with changes. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Step 3 - Identify Your Customers 
 
In order for your marketing plan to be most effective, 
the agency or district must know who your customers 
are. In marketing, there is no such thing as the 
“general public.” Targeted customers must be 
identified so that your agency or district can more 
efficiently direct your marketing plan. Use the 
following information to help define your audience: 
 
 

 Demographics (age, gender, income, etc.) 
 Type of agricultural producer, if applicable 

(livestock, crop, specialty crop, part-time 
farmer, renter). 

 Psychographics (social class, lifestyle, 
personality). 

 Geographic location (nation, region, state, 
city). Where do your customers live? You 
may want to define the geographic areas by 
watershed, county, city, state, or a region 
such as the Great Lakes. 

 Behavior (adoption rate, user status).  How 
likely is the customer to adopt the service? 
Do they currently use your service and at 
what rate?  Who in the community has 
influence on them?  Peer pressure impacts 
how most people behave. 

 
Your customers might be “gatekeepers” such as 
elected officials. As noted in step 2, agri-business; 
conservation, environmental and agricultural 
organizations; professional associations; the media; 
colleges and universities; and community service 
organizations are some of the categories of 
customers and partners. 
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Step 4 - Identify Customer Needs A 
golden rule is to gather information about the 
customer’s needs.  Do not develop programs and 
services based upon your own, the team’s, or anyone 
else’s assumptions about the target audience. Beyond 
the natural resource issues or needs identified in Step 
1, what are the specific needs and priorities of your 
diverse set of customers?  They might, for example, 
need to be better informed about Farm Bill programs 
or new program updates, technical assistance, financial 
support, or training. 

 
A marketing environment analysis, surveys, advisory 
groups, demographic analysis, interviews with local 
leaders and officials, and focus groups are helpful ways 
of determining the actual needs of your customers.  For 
example, conducting a focus group is a particularly 
useful tool for gathering information and clarifying the 
needs and priorities of an audience. Focus groups are 
small group meetings of 8-10 participants that enable 
your team to identify opinions, impressions, and 
perceptions in a relatively short amount of time.3  They 
can be effective at the beginning of a process to 
identify needs.  For more information on focus groups 
and other information gathering techniques, visit the 
Social Sciences Team Web site for a variety of fact 
sheets on the topics . The more information your team 
can collect on the characteristics of your customers, the 
more customized the information, services and 
assistance your team can provide. 

 

 
Step 5 - Develop a Strategy and Goals 

After the team has identified your target audiences and 
determined their needs, you are ready to develop 
marketing strategies and establish marketing goals. 
Strategies are assortments of tactics and approaches 
that enable you to attain your team’s objectives. The 
 following are different types of strategies: 
 
 Market penetration strategy — present program in 

existing markets to develop greater customer 
support. For example: encouraging more customers 
to sign up for the CRP program by sending a direct 
mail/e-mail notice is a market penetration strategy. 

 
 Market development strategy – present program to 

new markets/customers. Notifying local garden 
clubs about plant fact sheets and the usefulness of 
this information in native plant gardening could be a 
market development strategy. 

 
 Reformulation strategy — improve programs for 

existing customers.  For example, providing 
existing customers with a handout about how to 
contact technical service providers in their area is 
a reformulation strategy. 

 
 Market extension strategy – modify an activity to 

reach new markets/customers.  For example, 
making changes in your field day program to 
attract a broader audience. Using e-mail to send 
invitations to new or potential customers and 
community leaders could also be a market 
extension strategy. 

 
 Replacement and extension strategies — replace a 

program with an improved version of the same 
program or increase the range of services offered. 
For example, replace a RC&D annual meeting 
program that is attended only by council members 
with a new one.  Invite partners, customers and 
potential customers, and local officials to attend the 
event.  Provide an opportunity before, during,  or 
after the meeting for council members to meet the 
guest speaker. 

 
3 NRCS Social Sciences Institute, 1997.  “Focus Groups.”  People, Partnerships, and Communities, vol. 1. 
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con’t from p. 4. 
 

 Diversification strategies – present a new 
program to new customers. Providing new 
information relating to a Farm Bill program to 
local Native American tribes and bands or to 
limited resource farmers if they previously 
weren’t customers could be a diversification 
strategy. 

 
 
 
 
 

Building or Improving Your Organization’s Brand Identity 
 

The development of ‘brand identity’ is an important component of any marketing plan. In many ways, brand 
identity is a simple game of word association. For example, when one mentions the automobile 
manufacturer BMW, the words “elegance,” “style,” and “safety” may follow. A customer’s perception of 
an organization is what constitutes that organization’s ‘brand identity.’ In the same way that an agency or 
organization can have a positive image, it can also have a negative image—or none at all. Below are three 
steps you can take to build or improve your organization’s brand identity, whether you are a district office or 
an RC&D council. 

 
 

1) Develop a Niche 
Understand your strengths and weaknesses. Where does the agency or organization excel?  Determine 
what makes your group unique. Analyze your competition and their strengths and vulnerabilities. Use this 
information to develop a brand identity that will set your agency or organization apart from the 
competition, generate recognition, or improve your reputation among a specific customer base. 

 
 

2) Communicate Identity 
Once you have determined your niche, develop specific communication strategies to “communicate your 
unique identity so the right people know you, value you, and most of all, support you.”4 An example of 
communicating identity would be to publish your success stories through news releases, newsletters, or 
your Web site, when applicable. 

 
 

3) Consistency 
Consistency is critical in building brand identity. Anything associated with your organization or agency 
communicates to your customers—from promotional materials like newsletters, brochures, or press 
releases; signs; Web site; or even the way phones are answered. Inconsistencies lead to confusion about 
who you are and what your organization or agency offers.  Creating a style guide for your organization 
that defines specific letterhead, logo, or font usages, organizational color schemes, page layout guidelines, 
key messages, etc., is a good way to ensure consistency. The Natural Resources Conservation Service 
(NRCS) home page has guidelines for NRCS logo usage at www.nrcs.usda.gov/about/logo/. 

 
 

4 Engelberg, Moshe, 2002.  “Building Brand Identity.”   Government Executive.  p. 82. 
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Step 6 - Develop and Implement the Marketing Plan 

Once the team has compiled its research and chosen its strategy, it may begin developing its overall marketing 
plan. This consists of developing action programs. Action program guidelines provide a written description of: 

 
 

1)   Each target market, program, and key message(s) 
2)   Customer needs in each target audience that will be satisfied by the activities or programs 
3)   Objectives for each target audience and for each program 
4)   Establish benchmarks, or points of reference, from which measurements may be made. 
5)   The marketing plan (messages, products, for each target audience) 
6)   Performance standards based on such broad criteria as effectiveness, efficiency, and equity. 
7)   Key elements of success such as a increasing the number of partners in a watershed initiative. 
8)   Promotional materials needed (brochures, newspaper articles and other materials) 
9)   Third party endorsements (a customer that is willing to be quoted saying something positive about a 

program or how a program helped him/her.) 
 
After the action program is developed, a timeline that identifies specific steps or objectives and provides target 
dates to accomplish objectives and goals should be written. This will serve as your team’s implementation guide 
throughout the process. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Subject Lines: 

 
 

E-mail Marketing 
 

Marketers in every industry are embracing the use of e-mail in attaining 
their marketing goals.  E-mail marketing enables efficient communication 
with a larger number of customers at a lower cost both monetarily and in 
time. The recent surge in e-mail marketing has made crafting useful e-mail 
messages that attract customer attention more difficult because of the 
prevalence of SPAM, unwanted e-mail.  It is forecasted that SPAM will 
soon overtake HAM, desired e-mails. The following are items to be 
considered when communicating and marketing to customers through 
e-mail. 
 

From Line: 
These need to be compelling and grab attention. Start 
with a provocative statement or questions. Always 
review previous subject lines you have sent to avoid 
repetition. Additionally, consider sending different 
subject lines to different groups or segments of 
customers. 

 
 

Message Content: 
Use multiple and different calls to action throughout 
the e-mail.  Provide contact information that is easy 
to use.  E-mail enables immediate customer response 
to your message. 

 

The origination of all messages from your organization 
should be directly connected to your organizational 
brand identity. When a customer receives an e-mail, 
they should recognize instantly the organization’s 
name or contact person and associate 
it with a product or service.  Once a source is 
selected, it should be used consistently for quick 
recognition by your audience. 
 
 
The Closing: 
End with a strong benefit to the customer. Too many 
e-mails simply summarize instead of providing a 
strong reason or deadline for taking action. 
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Internet Marketing 
 

Here are a few tips to consider before marketing your organization on the Internet. Be aware that your state 
or national organization/agency may place restrictions on content, layout, and color schemes to establish 
consistency. Build the Web site from the assumption that the average viewer has an older computer and a 
slow internet connection. The longer it takes for the viewer to load your webpage, the more likely they are 
to lose interest and cancel the page load completely.  What does this mean? 

 
Keep it simple. Pages with lots of color, text, and 
especially images typically take longer to load. 
Choose a few significant graphics or images instead. 

 
Make it easy on the eyes. Use a color scheme 
that is aesthetically pleasing. Nothing is harder on 
the eyes than red text on a black background.  If 
you have questions about color schemes, contact 
your public affairs specialist or visual information 
specialist for recommendations. 

 
Organize the information. Use the home page to 
break down your information into logically organized 
categories.  Always assume the viewer knows 
nothing about your organization when creating those 
categories. 

 

 
Consider Accessibility Issues.   Web sites should 
be accessible for those with disabilities and satisfy 
Section 508 Federal requirements.  For more 
information on accessibility guidelines, consult The 
Access Board’s Web site at 
http://www.access-board.gov/. 
 
Update regularly.  A neglected Web site will only 
promote disinterest. Update with news, interesting 
tidbits, and new features. 
 

 
List contact information.   Provide a way 
 customers can contact you regarding any questions 
or concerns they may have. 
 
Utilize customer feedback. Provide a “user 
feedback” section on your Web site where your 
viewers can comment. 

 

 
 

Step 7 - Evaluate Plan Effectiveness 
 

After your marketing plan has been implemented, it is 
important to compare changes between your team’s 
benchmarks and actual results. With this type of 
comparison, the team can evaluate successes and 
identify areas in need of improvement.  Examples of 
evaluation questions to answer might include: 

 
 What strategies or activities were successful and 

which ones were not? 
 What was learned from customer feedback? 
 Based on the feedback, how might the team 

improve the marketing plan? 
 Did the team fulfill objectives and goals or meet 

the identified need? 
 Have other needs emerged? 

 
 
 

 

For example, if your team’s objective was to target and 
reach a specific number of customers with invitations to 
attend a district’s field day, it is important to assess 
afterward who came and how they heard about the 
meeting.  Consider a sign-in sheet that enables you to 
gather contact information on attendees and also 
determine how they heard about the meeting.  Did they 
receive an invitation, read about the field day in the 
newspaper, or hear about it from another person? This 
will give your team specific feedback on the channels 
that were successful in reaching your customers. 
 
This step may require your team to re-evaluate any or 
all of the previous steps. Adjustments are usually 
necessary.  Be honest.  Rarely does a marketing plan 
make it to this step without identifying areas with room 
for improvement. 
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In today’s world of tight budgets, diverse customers, 
new and powerful technologies, and increases in 
competing messages, we must be more creative in the 
ways we communicate. A marketing plan is an 
important tool for The Conservation Partnership to 
utilize.  It enhances the transfer of technology, 
information, and services to constituents and can also 
facilitate the development of alliances among 
community groups.  Marketing enables us to 
understand and more effectively meet our customers’ 
needs. 

 
 
 
 
 
 
 
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The U.S. Department of Agriculture (USDA) prohibits discrimination 
in all its programs and activities on the basis of race, color, national 
origin, age, disability, and where applicable, sex, marital status, 
familial status, parental status, religion, sexual orientation, genetic 
information, political beliefs, reprisal, or because all or a part of an 
individual’s income is derived from any public assistance program. 
(Not all prohibited bases apply to all programs.).  Persons with 
disabilities who require alternative means for communication of 
program information (Braille, large print, audiotape, etc.) should 
contact USDA's TARGET Center at (202) 720-2600 (voice and TDD). 
 
To file a complaint of discrimination, write to USDA, Director, Office 
of Civil Rights, 1400 Independence Avenue, SW, Washington, D.C. 
20250-9410 or call (800) 795-3272 (voice) and (202) 720-6382 
(TDD). USDA is an equal opportunity provider. 
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MARKETING DISTRICTS & PUBLIC RELATIONS 

 

Marketing is an element of any successful business, organization, agency or group. It is no 

different for districts. Marketing is critical to gaining visibility and credibility.  SWCDs cannot 

grow, flourish without marketing.  Once you understand how to market effectively, you’ll 

enhance your chances for name recognition, be viewed as an expert source for information 

and/or direct assistance in the field of conservation. 

 

For many of us, marketing is a real mystery.  We don’t know exactly how it works.  We’re not 

sure what will be most effective for us and we may have no idea where to start.  The good 

news is that the process of developing and implementing a marketing plan for your SWCD is 

not nearly as difficult as it may seem.  The core of marketing is very simple:  It’s about 

communicating the value of what you offer to those who can benefit the most.   

 

You can greatly improve the impact of marketing by using multiple marketing channels.  

Prospects will likely become supporters and participants if they, for example:  read about our 

services in the newspaper, attend a seminar, take home a brochure, and visit the county SWCD 

web site.  The further you can “stretch your marketing dollars” to reach your target market in 

multiple channels, the higher the impact of your marketing message. 

 

Let’s take a look at some basic Marketing Principles you should consider: 

 Marketing is repetitious.  To create impact, build rapport and establish relationships with 

your prospects, repetitious marketing works best.  Your audience may need to hear your 

name or message 5-7 times before you can anticipate a response. 

 Marketing must be performed continuously, not infrequently.  Avoid marketing in spurts. 

 Marketing creates impact gradually – not immediately. 

 Marketing sells solutions.  People are more interested in what SWCDs can do for them to 

help solve a problem. 

 Marketing involves targeting specific individuals or groups of people. 

 

Let’s now take a look at various Marketing Strategies you could utilize.  It is not critical that 

you incorporate all these into your marketing plan.  As a board, discuss these options and 

decide where you want to put your efforts.  You may also need to change your approach after 

a few years if your efforts do not seem to produce the necessary results. 

 

Physical Office 

 Outdoor signage and indoor directional signs (if needed). 

 Welcoming entrance. 

 Staff easily seen from the entrance to greet visitors 

 Guest waiting area. 

 Brochures and pamphlets displayed for easy access 

 Accessible walkways (at least 32” wide) for physically challenged individuals. 

 Answering machine for when the office is closed or staff is not available. 
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Office Operations 

 Consistent way of answering the telephone 

 Consistent local SWCD letterheads for letters, FAX cover sheets, envelopes, etc. 

 Business cards for staff 

 Informational brochures and pamphlets 

 Telephone system – voice mail, directional tree, etc. 

 Name tags for staff 

 Shirts with local SWCD name and/or logo 

 Effective use of e-mail among staff and supervisors  

 

Networking and Event Participation 

 High quality booth or display at 4-H Fair, Flower Show, field days, trade shows, Ag. 

Days, lake association gatherings, Chamber of Commerce events, annual meetings (Farm 

Bureau, Cooperative Extension, Co-op, seed and fertilizer dealers, Ducks Unlimited, 

Pheasants Forever, Farm Credit Services, etc.) 

 Attend and/or serve on various community committees – Chamber of Commerce Natural 

Resources Committee, Extension Service Agriculture Committee, lake association boards, 

river watch, tree planting, community clean-up, drainage board, etc. 

 Offer to give presentations for service clubs and organizations 

 Sponsor or co-sponsor events, seminars and training programs on appropriate SWCD 

topics 

 

Direct Mail 

 Newsletters, special promotion letters, flyers, etc. 

 Obtain information (name, address, phone number, and e-mail address) from every 

person who attends any of your programs.  Keep an excel spreadsheet on your computer 

with specific columns for each event so you can track participation. You can e-mail/mail 

information to these individuals on the spreadsheet. 

 Utilizing a mail service, SWCDs can send out information to a specific group of 

individuals based on location, homeowner vs. tenant, recent home purchaser, etc. 

 If your clients are agreeable, consider using e-mail rather than regular mail.  This will 

greatly reduce postage costs. 

 

Web Site 

 An effective site can help build awareness and credibility for your SWCD 

 Keep it updated and change the information periodically 

 Develop an easy to remember URL or Domain Name 

 Remember, older computers may not download detailed pictures 

 Include the office phone number, address, FAX number, and an e-mail address on your 

home page. 

 Include links of other related agencies and organizations and ask others to include your 

SWCD link on their site.  Examples include:  surveyor, NRCS, Cooperative Extension, 

builders associations, FSA, Farm Credit Services, local Ducks Unlimited and Pheasants 

Forever, etc. 

 Keep it simple to use with easy access back to the home page 
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 Use your site to promote District programs and activities. 

Media 

 Developing a working relationship with key contacts is critical 

 Television and Radio 

o Public service announcements 

o When interviewed, provide background information and a possible list of 

questions to the reporter that he/she can ask you 

o Consider giving reporters some free items (trees, meal tickets, etc.) to give away 

to listeners when they mention your event 

o When interviewed, it is critical to give accurate information and advice, which 

will help you become known as an expert 

 Phone Book 

o Determine the best location(s) to list your district 

o Work with county officials to try to get multiple listings 

 Newspaper and Magazine 

o An article and press release with a photograph gains more attention than a paid 

advertisement.  Information printed under the photograph is the most often read 

part of the article or press release 

o Send information to a specific person (not just to the editor, for example)  

o Try to include something periodically (bi-weekly, monthly, etc.) 

o Submit articles for other business and organization newsletters 

o Give accurate information and advice, which will help you become known as an 

expert 

 Road Signs and Billboards 

o Review all county signage policies 

o Big letters and numbers are critical, especially if vehicles travel the route at a high 

rate of speed. 

o Keep the information as simple as possible to convey the message 

 

Give Away Advertising 

 Everyone likes to receive free items, so if you plan to purchase these for distribution, 

make sure you include the SWCD name, office phone number, and/or web site address, if 

appropriate 

 Examples of items are:  pencils, pens, refrigerator magnets, flyers, buttons, stickers, hats, 

shirts, mugs, date books, fly swatters, rulers, yard sticks, etc. 

 

Every year it is important that the SWCD board reviews the marketing efforts for the past 

twelve months to see what worked and what may need to be changed.  As mentioned earlier, it 

takes time to develop name-recognition and to see positive results.  It will not happen 

overnight, so be patient.  Marketing is critical to all corporations, agencies, and organizations, 

make certain it is part of your yearly strategic planning. 

 

 























































 

New York State Soil and Water Conservation Districts 
 

Leveraging Spreadsheet for Promoting 

Benefits of Districts vs. Costs to Local Governments 
 

 
Spreadsheet Purpose 
 

New York's Soil and Water Conservation Districts receive financial, technical and educational support from a number 

of federal and state agencies in addition to county government. They also receive direct or in-kind operational support 

from other public and private organizations that support their mission. County government support is vital to District 

operations to carry out programs and provide services. Too often county councils and commissions are reluctant to 

extend additional funding to Districts because they are unaware of the significant federal and state dollars, as well as 

private funding, that a District brings into their respective counties to support the local economy, improve the soil, 

water and related natural resources of the county and, in turn, improve the quality of life for its citizens.   

 

It is hoped that this Leveraging Spreadsheet will help Districts demonstrate the significant amount of non-county 

financial support that comes into their respective county through the network of partners working with and through 

their District. We encourage Districts to carefully complete the spreadsheet and use it to present their local officials 

with a “bigger picture” of how their District impacts their local economy and the quality of life in the community. 

 

Items to Promote & Discuss With Public Officials 
 

Once the spreadsheet is complete and desired handouts are created, there are several items of budgetary significance 

that District Directors, managers and staff should discuss with local officials: 

 

1.) Explain to your local official how your District is the local governmental agency responsible for determining 

their constituents' needs, and for setting local conservation policies carried out by various agencies and 

organizations.  Assisting the District with increased funding allows for trained and equipped staff to better 

meet the soil and water quality needs in the county. 

 

2.) Discuss how establishing specific agricultural and/or urban practices aids in controlling erosion and run-off, 

while reducing expenses to other county agencies by solving problems like ditches filled with sediment, 

decreased property values, poor water quality at water treatment plants, animal waste run-off, urban 

sedimentation in city streets, or other challenges that your District helps the county address or prevent. 

 

3.) When speaking with local officials, discuss facts such as how many dollars from outside sources are matched 

for each dollar invested by the county. Many competing county agencies will not have such matches, so 

demonstrate why it is wise for the County to invest in your District and its programs.   

 

4.) Bring attention to the fact that Districts are a key mechanism for federal NRCS assistance to local landowners, 

meaning that all salaries, office space, equipment, and all technical and financial assistance may not be 

available to your officials' constituents without your District's continued presence. NRCS staff often live and 

make purchases in the counties in which they work, adding to the local economy.  Practices installed through 

NRCS also utilize local construction firms, materials, seed, etc., further stimulating the local economy. 

 

5.) Demonstrate to local officials your District’s future plans for addressing county concerns by explaining your  

recent Business Plan or Long Range Plan, and explain how your budget is needed to accomplish your plans. 

Show your District’s goals for solving local challenges as well as your administrative ability to do so! 

 

For additional assistance, your AEA or State Committee staff are willing to assist with completing your spreadsheet. 

They will probably not have individual financial data for your county, but may be able to suggest resources and 

contacts to find the needed information.  



 

Spreadsheet Construction & Data Entry 
 

Completion of the spreadsheet is relatively simple for those experienced with Microsoft Excel software.  Items or 

programs are simply entered under the appropriate heading with the correct dollar amount to the far right, and the 

spreadsheet calculates most subtotals and totals, as well as the leveraged impact of the District on the local community. 

For best results, District Directors, managers, staff and conservation agency partners should discuss individual 

programs, practices, and funding amounts as a group to best represent total conservation efforts in your county. 

 

Contribution sources will vary depending on the agency or outside program being listed.  For local sources, individual 

Districts will identify and list those resources they received from the local community.  For state and federal grants, 

Districts will also list the source for non-traditional funds they are receiving such as Clean Water Act grants including 

EPA 319 grants, foundation grants, private or commercial donors, etc.  

 

Technical agencies, average salaries and support figures are provided within the spreadsheet to allow District staff to 

complete these sections.     

 

For the NYS Soil and Water Conservation Committee Associate Environmental Analyst (AEA) or other State 

Committee staff, you will need to locate the appropriate tables for each position located on the extreme right of the 

spreadsheet (follow blue arrows from main spreadsheet). The value of support for each position will be calculated by 

providing an estimated number of days each position has assisted your District and its programs. 

 

For USDA-Natural Resources Conservation Service staff stationed in your District, select the section at the bottom of 

the spreadsheet labeled “NRCS Salary & Support Info.” Select the averaged salary and support information needed 

based on the number of NRCS staff, their grades and appropriate support (office rent, vehicles, supplies, etc.).  

 

Installed conservation practices and their respective costs, which is a value to the local economy, are available from the 

USDA-NRCS P.R.S. reporting system, with assistance from your local NRCS District Conservationist. At printing, the 

conservation practices section of the spreadsheet should be printed on the back of any handouts generated for further 

discussion with officials on what the supervisors and local partnership staff have accomplished in your county and 

what these practices are worth to the general public. Note: If you prefer not to include the information on the value of 

conservation practices applied you can use only page one of the worksheet by itself, however adding the information 

on conservation practices applied provides a more complete picture for your local officials of the total benefits of your 

District to the county, and its taxpayers.  

 

Utilizing Spreadsheet Data 
 

Once the spreadsheet is completed, the marketing begins!  The spreadsheet is designed as a tool to assist District 

Directors, managers and staff in one-on-one discussions with County Councilmen, Commissioners, and other 

appropriate local officials.  However, we recommend that under no circumstances should the spreadsheet be printed 

and mailed to these individuals unless accompanied by a well written letter detailing how these figures are derived. 

Local leaders will not see the true value of what your District brings to the county without a detailed explanation. 

Without an explanation by someone in your District, officials may regard some figures as highly inflated. They need to 

know that even though the District doesn’t directly control some of the non-county dollars, they do however strongly 

influence these dollars coming into the county.  They also need to know that some other non-county appropriated 

dollars shown, such as 319 grants and state funds for operations, are in the direct control of the District. 
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Contribution Total

County Investment for District Operations

District Tree Sales 1  
Other District Income 2  
Total Local Investment for District Operations (Other Than County Tax Dollars) -$                  

Part A District Reimbursement
Part B Natural Resource Projects
Part C Performance Measures

 
Other State Investment for District Operations  
Total State Investment for District Operations -$                  

USDA - NRCS Staff & Support (Local - District Conservationist)  
USDA - NRCS Staff & Support (Regional - Watershed Team)
USDA - NRCS Contribution Agreement (Technical or Administrative)
Other Federal Investment for District Operations  
Total Federal Investment for District Operations -$                  

TOTAL PARTNER INVESTMENT FOR DISTRICT OPERATIONS -$                         

Cost Share to County Landowners/Operators 

for Conservation Practices:
Program Total Total

Local*:  
Other Local 1  
Other Local 2  
Total Cost Share Provided Through SWCD -$                  

State*:  
AgNPS Grants  

 
Other State  
Total Cost Share Provided Through State Agencies -$                  

Federal*:  
Environmental Quality Incentives Program (EQIP)  
Conservation Reserve Program (CRP)  
Conservation Reserve Enhancement Program (CREP)
Conservation Security Program (CSP)  
Wildlife Habitat Incentive Program (WHIP)  
Wetland Reserve Program (WRP)  
Grassland Reserve Program (GRP)  
EPA 319 Nonpoint Source Program  
Other Federal   
Total Cost Share Provided Through Federal Agencies -$                  

TOTAL COST SHARE THROUGH CONSERVATION PARTNERS -$                         

-$                     

RETURN: EACH COUNTY TAX DOLLAR INVESTED IN THE SWCD LEVERAGES: #DIV/0!

TOTAL CONSERVATION INVESTMENT LEVERAGED THROUGH THE SWCD

Assistance for District Operations Costs:

<YOUR> County Soil and Water Conservation District

FEDERAL Investments for District Operations

STATE Investments for District Operations

Other LOCAL Investments for District Operations

From (Month/Day/Year) to (Month/Day/Year) 

* Does not include landowners' investments in practices, which may range from 10% - 50% of total cost. For a detailed list of new conservation 

practices installed during this timeframe as well as their estimated values, see the reverse side of this form.



Local Economic Impacts of  
Soil & Water Conservation Districts 

 
Key Messages: 

 District work to address natural resource conservation needs identified at the local level and have the 

flexibility to respond as needs arise. 

 Districts are able to get conservation projects done quickly, efficiently and cost effectively.  

 Districts are able to build on their county appropriation, which pays for core staff, by bring in 

conservation dollars from state, federal and private sources. 

 As Districts bring in more dollars, it multiplies the benefits of the county’s investment in the District, 

but their county base funding is necessary to maintain operations.   

Example: 
Orleans County Soil & Water Conservation District - 2008 Local Economic Impact Summary 
 
This relatively small District with only 3 employees multiplied their $55,000 county appropriation over 27 

times, for a total for a total of $1.5 million in conservation projects supporting 63 local businesses. 

 District leveraging brought in $800,000 in grant funding for implantation projects on 27 farms. 

 The remaining $700,000 was mainly farmer contribution, along with FLLOWPA and AEM funding.  

 A total of $1.5 million benefited 63 local businesses hired or that sold products for the projects:  

Torrey Farms Manure Storage / Transfer 
 Wellmans Service, LLC 
 R&W Trucking & Excavating 
 Oak Orchard Concrete 
 Fairview Fencing 
 Troyer Construction 
 Pacesetter Trenching 
 Team Ag 

 

Van Lieshouts Manure Storage 
 Art Hill Excavation, Inc. 
 Wellmans Service, LLC 
 Panek Coating 
 Barre Stone Products 
 Shelby Crushed Stone 
 Eagle Harbor Sand & Gravel 
 Suburban Electric 
 VP Supply Corp 
 Lee Shuknecht 
 Team Ag 
 Tractor Supply 

 

Sun Rich Farms Barnyard Project 
 Ludwick Paving, INC 
 RKK Construction, LLC 
 Oak Orchard Concrete 
 Keeler Construction 
 Eagle Harbor Sand & Gravel 
 Wellmans Service, LLC 

Mathes Farms Barnyard/Bunk Leachate                    
Collection System 

 Grant Seaward Engineering 
 Drafting & Design 
 Richard Truesdell Contracting 
 Agenivine Farms 
 Hu-Lane Farms 
 North Star Pipe & Tank 
 Barre Stone Products 
 Lowes 
 Lake Shore Metal 
 Rochester Steel 
 ACE Hardware 
 Tractor Supply Company 
 Booth Electric Supply 
 VP Supply Corp 
 EJP 
 Oak Orchard Concrete 
 Stockham Lumber 
 Mark J. Seider, P.E. 

 

Hu-Lane Farms Agri-Chemical Mixing Facility 
 Tru-Cut Construction 
 Oak Orchard Concrete 
 Rochester Steel 
 ACE Hardware 
 Suburban Electric 
 County Line Electric 
 Barre Stone Products, Inc. 



 Kistner Concrete Products 
 VP Supply Corp 
 Charles A. Dahlke R.A. 
 Jim Babcock Construction 
 Stockham Lumber 

 

Kast Farms Agri-chemical Mixing Facility 
 Jim Babcock Construction 
 Kistner Concrete Products 
 Stockhams Lumber 
 Vinny & Ron Concrete 
 Oak Orchard Concrete 

 

S&K Herefords Barnyard Project 
 Mike K Shinnick P.E 
 Brigham Construction 
 Austin Industries 
 Frey Well Drilling 
 Tom Fuller Trucking 
 Shelby Crushed Stone 
 Oak Orchard Concrete 
 Art Hill Excavating 
 United Mileage Plus 

 

Sommerfeldt Rotational Grazing System 
 Rochester Steel 
 Brajo Incorporated 
 Kencove Farm Fence Supplies 
 Tractor Supply Company 

 

Angevine Farms Agri-chemical Mixing Facility 
 Sunrise Doors 
 Home Depot 
 Putney Construction 
 Barre Stone Products 
 Germeo Excavating 
 Kistner Concrete Products 
 Ludwick Paving  
 Rochester Steel 
 Hanson 
 Smart Design 

 
Toussaint Agri-chemical Mixing Facility 

 Tru-Cut Construction 
 Grant Seaward Engineering 
 Drafting & Design 
 Art Hill Excavating 
 Oak Orchard Concrete 
 Kistner Concrete 

 

Pettit Agri-Chemical Mixing Facility 
 Grant Seaward Engineering 
 Drafting & Design 
 Country Contracting 
 Oak Orchard Concrete 
 Kistner Concrete Products 
 Somerset Lumber Company 

 

Panek Agri-chemical Mixing Facility 
 Tru-Cut Construction 
 Grant Seaward Engineering 
 Drafting & Design 
 Oak Orchard Concrete 

 

Zone Tillage Program 
 Bentley Bros. 
 Monroe Tractor 
 Empire Tractor 
 Goodrich Farm Supplies 

 

Tile Drainage Installers - 250,000 feet designed on 
19 farms ~ $1/ft 

 Pacesetter trenching 
 Hu-Lane Farms 
 Mawinny 

 

Soil Sample Programs - 70 farms; Nutrient 
Management Planning on 50 acres 

 BCA AG Technologies 
 

District Purchases 
 Anderson Equipment 
 George & Swede Equipment 
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H
e was in the room, but he really

didn’t seem to relate to our is-

sues,” stated one district official.

The others agreed. 

Another district official exclaimed, “It

was the same with our second appoint-

ment this morning, and we have met with

him every year for the past five years dur-

ing these trips!” 

If this conversation sounds familiar to

you, it is time to examine your relation-

ship with your elected officials. Develop-

ing and maintaining personal relationships

with elected officials at all levels is an im-

portant part of successfully delivering

your conservation message and influenc-

ing legislation, policy and budgets. Devel-

oping a strong personal relationship with

decision makers is critical, and it does not

have to be difficult. 

Over the years, NACD has conducted

a variety of surveys of conservation dis-

tricts. A vast majority have indicated that

“lobbying for federal conservation pro-

grams that provide resources for conser-

vation districts” is the most important

function that NACD carries out. Similarly,

a high percentage of the responses indi-

cate that conservation districts are highly

satisfied with the services NACD pro-

vides in legislative affairs and helping dis-

tricts with access to Congress. 

However, sometimes districts indicate

that they would rather focus on state and

local issues and rely on NACD to work

on issues at the national level. Ironically, it

is you, our members who are needed to

carry out grassroots advocacy on the na-

tional level by personally contacting your

members of Congress. They want to hear

from you on all conservation-related is-

sues. The NACD Board is responsible for

fostering a single, unified voice for conser-

vation, but it is your responsibility to take

that voice to Capitol Hill. To your mem-

ber of Congress, yours is the only voice

that matters!

An important part of NACD’s legisla-

tive efforts is grassroots advocacy. When

legislation related to NACD’s legislative

priorities begins to move, NACD calls

upon conservation districts across the

country to communicate with elected of-

ficials and their staff about issues that im-

pact local conservation efforts. It is a

similar process when working with state

and local levels of government. Conserva-

tion districts work with state legislators or

county officials to ensure natural resource

conservation policy is written in a way

that works and that conservation pro-

grams have adequate funding.

A key to having the greatest impact

when participating in grassroots advocacy

is building relationships with lawmakers

and their staff. Lawmakers are always in-

terested in hearing from constituents, and

conservation district officials possess a

great deal of influence and credibility re-

lated to natural resource programs. The

next few pages include some valuable 

resources that can be used to develop

and maintain strong relationships with 

decision makers at all levels. 

CONSErvAtiON POLiCy

Supplement to the Resource, Summer 2009

Each year, a small group of 

conservation district officials made

visits to their U.S. Congressional

Representatives’ offices. As they

walked between appointments, 

discussion typically revolved around

whether or not the last visit was a

good one. The group measured their

success by how well the 

legislator or staff member seemed

to understand the message they 

delivered.  After leaving one 

particular appointment with a rela-

tively new Congressman, the district

officials were frustrated that he 

just didn’t “get it.”

EStAbLiSHiNg AND

MAiNtAiNiNg

rELAtiONSHiPS

witH LAwMAKErS
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Establishing 
Relationships 
Legislative bodies at all levels of govern-

ment are constantly changing. New law-

makers are elected frequently and

legislative staff members are always coming

and going. If you have never met or do not

know your lawmakers or their staff, it is

never too late to find an opportunity to in-

troduce yourself and get acquainted. Spe-

cific opportunities can include:

• Contact the lawmaker’s district office to

schedule a personal meeting with him

or her when they are back home meet-

ing with constituents;

• Attend a town hall meeting held by your lawmakers;

• Request a meeting with a member of your law-

maker’s staff. Staff members are often more accessi-

ble for scheduling face-to-face meetings; and

• Attend events attended by lawmakers that are

hosted by state or local associations, charitable or-

ganizations, or political parties to which you belong.

Check your local newspapers or visit your law-

maker’s website for announcements of meetings or

other opportunities.

Maintaining Relationships
The work involved in establishing a relationship with

your lawmakers is only half of the equation. There are

many people seeking to build relationships with lawmak-

ers in an effort to advance a variety of policy agendas. As

a result, efforts to maintain established relationships

should be ongoing and persistent. Below are some

methods for maintaining your established relationship.

• Provide regular constituent correspondence with

federal lawmakers by participating in NACD Action

Alerts and providing information that is specific to

your local area. It is important for lawmakers to

know how programs will work back home.

• Participate in NACD’s Legislative Conference and meet

with your federal lawmakers in Washington, D.C.

• Host conservation tours to highlight successful im-

plementation of programs.

• Serve on relevant advisory committees that your

lawmakers might convene. 

• Host issue forums and invite lawmakers to participate.

• Attend and participate in town hall meetings.

Remember that lawmakers are people too. Make sure

that any contact with them is in the appropriate context

and does not infringe upon their personal or family life.

Hosting Conservation Tours 
Inviting your lawmakers and their staff to participate

in a conservation tour is a valuable opportunity to

maintain a mutual relationship. Your lawmakers will

develop a better sense of how the conservation pro-

grams they influence are implemented on the ground

and see first-hand the benefits of sound natural re-

source management for the community. Tours also

provide opportunities to highlight program successes,

suggestions for improvement, or provide education

on emerging issues. The following are some key

points in planning a tour. 

• Plan tours during Congressional recess periods. Law-

makers will have the most time to take tours during

this time.

• Send a written letter of invitation to lawmakers

and staff. Offer several dates for the visit to ac-

commodate the lawmaker’s schedule. Sometimes

it can require several invitations before the law-

maker accepts. 

(left) Partners from
across Wyoming gath-
ered last summer for the
Sublette County Conser-
vation District’s Ecologi-
cal Site Description tour.
The SCCD Board served
as host to the County
Commissioner, represen-
tatives from Wyoming
Game and Fish, Bureau
of Land Management,
Forest Service, Wyoming
Grazing Association, Nat-
ural Resources Conserva-
tion Service and others.

(left) North Carolina conservation leaders James Ferguson and Franklin Williams
welcomed North Carolina Congressman Howard Coble to NACD’s 2008 Congres-
sional Reception. (right) NACD Board Member Andrew Wargo discusses state con-
servation issues with Arkansas Congressman Marion Berry at NACD’s 2008
Congressional Reception.
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(center) In October 2008 the Pecan Bayou
SWCD joined forces with local, state and
federal partners to host Texas Congressman
Mike Connaway on a field tour showcasing
local flood control structures and EQIP proj-
ects. In the picture on the left, SWCD Direc-
tor Jule Richmond and a local FFA student
discuss native grass identification with Con-
gressman Connaway. 

(right) Congressman Jerry Moran brought 
together various partners for a “Partners in
Conservation” tour last spring in Kansas. 
Pictured at left with the Congressman are
FSA County Executive Director Aaron Fall,
NRCS State Conservationist Eric Banks, and
Kansas Association of Conservation Districts
board member Bevin Law. 

• Confirm the visit with your lawmaker’s scheduler

or district manager. This may require several tele-

phone calls. Make sure to also invite key staff, such

as the legislative assistant for agriculture or natural

resource issues.

• Ask your state association representative to help plan

and participate in the tour. 

• Invite local news media to participate in the tour. 

• Consult with NACD Government Affairs staff for

guidance on current federal issues to discuss with 

the lawmaker. 

• Develop an agenda that allows enough time for the

tour and a briefing on the issues of concern to your

conservation district. There also should be ample

time for the lawmaker to meet and talk with cooper-

ators along the way. 

• Use the tour as an opportunity to communicate with

your lawmaker about the issues affecting conserva-

tion districts and how these issues affect natural re-

sources. Be sure to prepare handouts for the

lawmaker and staff to take home with them.

• Arrange to have a photographer take pictures of the

lawmaker and district officials during the tour. The pic-

tures can be useful in future district or state associa-

tion communications or when creating a press

release about the tour.

• Send a note of thanks to your lawmaker after the

tour is over. Do the same thing for any staff who 

also attended.

Information Gathering
For meetings and tours, it is always good to be prepared

and to speak knowledgeably about the topic on which

you are meeting. This involves making sure you have ade-

quate information about what you want to share with

your lawmakers. Thoroughly research the topic you want

to talk about, try to know your lawmaker’s position by

looking at his or her past legislation, news releases, or edi-

torials on the topic, and look for areas of current activity

on the topic in your lawmaker’s district

Congressional Schedule
Knowing when Congress is in and out of session can help

you plan meetings and tours more effectively with federal

lawmakers. Members of Congress generally are in Wash-

ington, D.C. while Congress is in session and return home

during recess and after adjournment. While specific dates

vary from year to year, Congress generally follows the fol-

lowing schedule for recess periods:

January – Martin Luther King, Jr. Day

February – Presidents’ Day

April – Spring District Work Period

May – Memorial Day District Work Period

July – Independence Day District Work Period

August – Summer District Work Period

September – Labor Day

October – December – Target Adjournment*

(*varies on an annual basis)

Things You Should Do and Not Do
Do:

• Schedule your appointment well in advance

• Be punctual for your meeting

• Dress appropriately for the occasion

• Prepare adequate materials, handouts and a brief

leave behind

• Stay focused on your issue

• Provide relevant, specific examples from the legisla-

tor’s home district

• Follow up after your meeting to answer any ques-

tions or unresolved issues

Don’t:

• Show up 15 minutes late

• Talk about your recent doctor’s appointment

• Wear your work boots

• Bring everyone you know to the meeting

• Get upset if you only get to meet with staff

• Wear out your welcome

• Mix personal and professional agendas

26745-Resource_Sum09:Layout 1  6/12/09  3:13 PM  Page 7



509 Capitol Court, NE 

Washington, DC 20002

(202) 547-6223

www.nacdnet.org

Checklist
Make sure to review your plans before any meeting

with lawmakers. Double check to be sure you:

¸ Know the date, time and location of the meeting;

¸ Have specific topics to discuss;

¸ Prepare materials and handouts for lawmakers

and staff; and

¸ Bring plenty of business cards.

Ideas for Effective Tours
Tours are a great way to give lawmakers first-hand

experience with conservation programs. Some ideas

for effective tours include:

• Visiting with local producers who have utilized

conservation district services to enroll in federal

or state conservation programs;

• Conducting a boat tour to talk about water. This

can include water quality or quantity, riparian

habitat, streambank erosion and any number of

other issues;

• Showcasing demonstration projects or other in-

novative conservation practices;

• Walking tours to highlight neighborhood conser-

vation projects or opportunities to implement

conservation practices; and

• Tours of forestland to show sustainable forest

management, wildfire risk or impact, and 

wildlife habitat.

Regardless of the type of activity, be sure to do your

homework, prepare relevant information sheets or

handouts, and be ready to answer questions.

E
stablishing and maintaining quality working relationships with your elected officials is not difficult, but it

is extremely important! For you to have an effective dialogue and the ability to influence legislation,

policy and funding, your elected officials need to know you on a first-name basis. As a locally-elected

conservation district official, one of your many duties and responsibilities is to work with local, state and fed-

eral elected officials to help carry out your conservation program. NACD counts on your engagement and

participation as a local leader to develop these close personal relationships.

To learn more about how your district can develop and maintain successful relationships with your law-

makers, visit NACD’s website at www.nacdnet.org.

“It all begins with Soil and Water!” explained Hardin Soil and

Water Conservation District (SWCD) Board Chair Jerry McBride to

Cliff Hite (pictured above). Mr. Hite was running for a seat in

Ohio’s General Assembly, but he had never heard of a conservation

district. The Hardin SWCD did not wait until Mr. Hite was elected;

they introduced themselves while he was on the campaign trail

and educated him about the importance of conservation and dis-

tricts. Since elected, Representative Hite has become a major sup-

porter of the Hardin SWCD, attending the Districts’ various

meetings, conservation tours and Customer Appreciation Days.

Hite was also instrumental in securing a substantial funding in-

crease for Ohio’s 88 SWCDs. 

Minnesota State
Representative Rick Hansen
(left) and Minnesota
Association of Soil and
Water Conservation
Districts President Steve
Sunderland (right)
participate in a legislative
tour in Southeast
Minnesota. The tour gave
Rep. Hansen and other
participants an opportunity
to view soil and water
conservation district projects
and on-the-ground results.

Supplement to the Resource, Summer 2009
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Garnering Support from Legislators 
Tips from County Legislators and District Managers 

Communications & Relationships are Key: 
 Keep in contact. Stay on top of their concerns, anticipate their needs & be 

responsive meeting them. Know what they are working on, offer them assistance. 
Focus on visible projects that matter to legislators and benefit their constituents.  

 Be responsive to their immediate needs, which creates opportunities to inform, 
educate and create buy in for bigger picture needs and opportunities to conduct a 
watershed assessment to gain data that can result in grant funding for projects.   

 Be responsive in disasters. When flooding causes roads and bridges to wash out, 
work to get funding to combine with funds secured by the Highway Department. 

 Keep them informed on what you’re working on.  

 Update them several times a year, not just at budget time.   

 Report monthly at the committee level and annually to the full legislature.  

 Attend Board of Supervisors meetings every other month. Request to be on 
the agenda at least once a year.  

 Give them ownership of what’s been done in their town & credit their help 
for everything you can. 

 Mail reports and letters. Follow up with a call to see if they have any 
questions. Email your monthly minutes highlighting any pertinent topics. 

 Mail your newsletter to home addresses when appropriate, rather than 
county offices.  

 Articulate how cost effective your important programs are. Emphasize how you 
leverage county dollars to bring in money from grants and other sources. 

 Because Districts bring in additional money, they run programs for cents on 
the dollar, getting the county more for every dollar they invest. Determine 
your percentage.  

 Help legislators to change their mindset so they realize that continuing to 
fund an agency that brings in money, gets them more for their dollar.  

 Get them to consider why they would cut a program that cost less and 
is as, or more, responsive to county needs than other agencies? 



 Translate everything into an environmental and economic message.  

 Connect how you are at the forefront of the County’s environmental efforts 
and the economic benefits of your programs:   

 Implementing projects supports local businesses – contractors 
hired, supplies and equipment purchased, etc. 

 Preventing erosion on farmland protects the local tax base. 

 Restoring land to better condition retains more market value. 

 Implementing AEM practices helps farmers protect resources, 
cut costs and stay in business, supporting the local economy.  

 Use every avenue to plug your program and its value to decision makers. 

 Develop partnerships and alliances. 

 Share equipment and services with Highway Department and 
neighboring Districts to get a bigger bang for the buck.  

 Join County Hwy Superintendent Associations, involve 
organizations like Trout Unlimited.  

 Promote programs to anyone who has a relationship with legislators. 

 Offer free services such as hydroseeding to Highways 
Departments or surveying road project centerline and cross-
sections to help save town money. 

 At budget time, be aware of the situation in your County 

 Get your budget requests in early; only ask for what you need.  

 Be prepared with well thought out answers to tough questions. Be 
transparent and straight forward. 

 Know your county employee bargaining agreements, so that you know what 
you are asking for is in line with the county. 

 Make sure they understand importance of what you do, how you leverage 
funds, ways you are working with other departments and that you are doing 
what no one else in the county does. 

 Utilize performance based budgeting to showcase what you do. 

B. Silvestri- Draft 10-09 NYACD Annual Meeting 



Legislative TOUR TIPS 
 

 
1. Feed them more than a meal – Feed them your key messages. 
2. An effective legislative tour demonstrates how valuable the District is.  
3. Prepare and convey 3 key messages. 
4. Assign staff to greet and talk with each legislator or staff member present. 
5. Use name tags so everyone knows who the legislators are. 
6. Explain how you leveraged funds to get projects done. 

• Connect the benefits to the environment, the local economy                                 
and to their constituents.   

• Connect to watershed needs and how the District can fill the                            
county’s long-term natural resource protection goals. 

7. On conservation tours, narrate in bus about what’s been done as you drive 
past projects in all towns with legislators present.   

• In Seneca County, the District rents a bus on the day of a County 
Legislature Board Meeting. They pick them up at 2:30 at the County 
Office Building. They make 2 stops, driving through every town 
represented on tour to talk about what was done in that town. They have 
dinner and get back for their 5:30 meeting. 

• In Chemung County, legislators look forward to the annual tour. They 
pick the day and rent the bus. They receive a basket of local farm 
products. Mark’s tip: feed them and give them a hat! 

8. Host the meal in or near an area where something was constructed. 
• In Madison County, lunch is held in a park where stream stabilization 

was implemented. 
9. Credit their help for everything you can.  

• Even if it was funding support for equipment you got years ago, if it was 
used to complete the project, give them credit that the project wouldn’t 
have been possible without their support. 

10. Generate press on your event and mail it to the legislators. If you don’t get 
 press, email photos of the legislators at the event. 

 





In a world of varied government programs,
 comprehensive legislation and broader focuses on national issues, everyone
can agree on one thing: no single program, piece of legislation or single issue
can fully address the needs of local communities across the country. This is
especially true of natural resource conservation.

Because of the vast array of natural resource conditions and uses through-
out the United States, it is common sense that community members are

best suited to identify and resolve the natural resource concerns in their
 respective areas, not just those identified by federal programs, legislation

or national priorities. 

Conservation districts’ success in the past has been largely due to
the emphasis on their ability to identify needs, set priorities and carry
out programs based on local conditions and needs. As conservation
programs, funding and focuses continue to shift, it is more important
than ever for districts to step up to the plate and fulfill their responsi-
bility as local leaders and facilitators—their communities’ gateways to
local, resource-driven conservation.

Locally Led—A Way of Life
In the past, the term locally led has been used to describe a way of
 addressing natural resources needs—one that begins, is carried out and
ends at the local level. Over the years, the term has been frequently
used— perhaps overused at times—but its core concept remains the same
and very relevant in the world of natural resource conservation.

The natural resource needs of the local community—whether a town,
county, watershed or multi-county region—are at the core of the locally led
process. It involves the community in the assessment of those needs, as well

as the solutions and priorities. The approach emphasizes voluntary, non-regulatory,
 incentive-based approaches before
use of regulatory measures. It is
not driven by any single piece of
legislation, any one fiscal year or
any individual program; it is an on-
going, timeless approach that is
not tied to any particular year. As
such, it is able to be evaluated reg-
ularly to ensure it is effectively
meeting the long-term needs of
the local community. 

Locally led is not a program; it is a way of doing business, a way to effectively meet
communities’ needs and get the right kind of conservation on the ground where it is
most needed.

Locally led conservation is a grassroots effort
to identify and resolve natural resource
conservation concerns. It is essential in
promoting and developing the stewardship
ethic where people help each other in local
communities to enhance and conserve those
resources today for future generations. 

NACD Secretary-Treasurer Jack Majeres

Courtesy of NRCS
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Conservation Districts’ Role
Conservation districts hold a unique position on local, state and
national levels. The nearly 3,000 conservation districts across the
U.S.—each governed and staffed by local people—are the ideal
facilitators for the locally led process. Districts are familiar with
the land uses and needs in their communities, and they can
build lasting relationships with their community stakeholders.

Conservation districts have demonstrated time
and again their ability to act as a focal point for
the local coordination and delivery of technical as-
sistance and funding to private land managers.
Over the years, all levels of government, private cor-
porations and nonprofit organizations have chan-
neled assistance through conservation districts to
address resource conservation needs. This process
has helped districts achieve their missions—to get
conservation on the ground. However, basing conser-
vation practices solely on broad-scale programs and
funding sources can ultimately dictate the work that gets
done at the local level, which can result in some local
needs going unmet. To be truly successful, conservation
needs to be resource driven, not program driven. 

Districts need to take the lead to ensure the process stays
at the local level. They can do so by helping each community
identify its needs and serving as a gateway between the
 community and outside technical, funding and educational
 resources, using a mix of federal, state, local and private sector
programs as tools to solve local concerns. Districts then need
to carry out all conservation programs at the local level.

With the leadership, hard work and ingenuity they are known
for, conservation districts have the ability to step forward and
ensure the process begins, is carried out and ends at the local
level, ultimately ensuring all the natural resource needs of their
communities are met.

Local Work Groups—Bringing Stakeholders
through the District’s Front Door
Local Work Groups are another example of local leader-
ship engaged in identifying and prioritizing needs.
Much of the work of Local Work Groups has
been focused on priority setting for Farm Bill
Conservation Programs. But when districts assem-
ble a work group and hold deliberations on local
needs, the output of the process can and should
be used for all of the districts needs. A key im-
provement in the 2008 Farm Bill created local
work groups as subcommittees of state technical
committees. Local work groups are not limited in
who can attend to contribute ideas and priorities. 
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Steps to Become Your 
Community’s Conservation Gateway
To position your conservation district as your local community’s gate-
way to conservation, there are several key steps you need to take:

✓ Public Outreach—obtain public participation
✓ Co nservation Needs Assessment—assess the 

specific  conservation needs of your community
✓ Identify and prioritize those needs
✓ Set goals
✓ Identify programs and funding sources to help 

meet those goals
✓ Develop the district’s area-wide conservation plan

and/or strategic or long-range plan 
✓ Implement your district’s plan(s)
✓ Measure performance

A few of the items above are detailed below. Additional re-
sources to aid your locally led efforts are available on NACD’s
website at http://nacdnet.org/resources/. 

Public Outreach
Reaching out to your community is the first and most important
step in the process. Without input from stakeholders, the locally
driven process cannot work. Community members must help
identify the natural resource issues that affect them. Their feed-
back will determine the resource base, help set district priorities
and ultimately help your district carry out the necessary conserva-
tion programs.

To begin your public outreach process, first identify all the individ-
uals, businesses, organizations and agencies within your commu-
nity that have a stake in natural resource management. Involving a
broad representation of your customer base increases your
 program’s credibility, visibility and base of support within the

 community. Be sure to include groups that have not tradition-
ally worked with the district.

Next, reach out to those groups and gather
feedback. Some of the activities your district

could organize to gather stakeholder input
include public meetings; ongoing advisory

committees; surveys; social networking sites
such as Facebook, Twitter and blogs; and focus

group meetings.

To ensure maximum credibility, conservation dis-
trict officials should convene and facilitate all out-

reach activities. In addition to gaining insight into your
community’s needs, the outreach process will build

your grassroots network and relationships with local
leaders that will be helpful in implementing the pro-

grams and activities needed to address their concerns.
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Assess, Identify and 
Prioritize Local Needs
Assessing, identifying and prioritizing your community’s
resource needs is another crucial element in determin-
ing the direction of your locally led process. A conserva-
tion needs assessment analyzes the work that must be
done to achieve broad conservation goals and solve
specific natural resource concerns. It should be based
on public input as well as a detailed analysis of natural
resource concerns within your district. The needs
 assessment should address the entire resource base,
 including the predominant land uses with which the
 district works.

To successfully assess your community’s conservation
needs, you will need to 
• identify specific concerns and existing conditions and

trends for each natural resource in your district;
• identify, agree upon and document community 

objectives;
• analyze conservation needs and priorities;
• prioritize natural resource concerns; and
• identify geographic areas and potential priority areas. 

The needs assessment and priority setting will ensure
the district’s efforts address the most important local
resource concerns. At the end of this process, you will
have a comprehensive evaluation of the condition of
your natural resource base. From that, you can build
the platform for priorities and policies in all your dis-
trict’s conservation programs. It will help you determine
the type and extent of needed conservation systems
and practices and provide guidance for funding priori-
ties and priority areas to be addressed. 

Conservation district staff and district officials can fur-
ther support the needs assessment process by keeping
track of resource concerns year-round; recognizing
problem areas around the county or watershed; and
discussing them at monthly district board meetings. You
should also call upon your federal and state partners
for technical advice and natural resource information to
present at stakeholder meetings.

Putting it All Together
Setting Goals; Identifying Funding Sources; Developing and
Implementing a Plan; and Measuring Performance

Once the information has been gathered through
 public outreach and the conservation needs assessment
process, the next steps in the process involves the
 district board. The district board will need to
• set measurable conservation goals and objectives; 
• identify conservation initiatives, systems and practices

needed to achieve these goals and objectives; and 
• identify federal, state, local and non-government

 programs and services that are available to address
specific conservation needs. 

As traditional funding sources decline or shift, this
process will provide opportunities to examine new
sources of assistance and new players to help carry out
your conservation program. Here, again is another rea-
son to include a large array of stakeholders in the input
process. Expanding constituent and stakeholder partici-
pation increases the number of potential ideas, opportu-
nities and financial resources available to carry out your
goals. This process will help you identify ways to secure
and coordinate support from a variety of sources. 

The locally led process establishes a foundation upon
which all of your district’s conservation efforts are
based. From there, your district can pull the necessary
resources from the state, federal, corporate and non-
profit sectors to carry out the conservation practices
your community needs.

This process will ensure that the conservation work in
your district is based on resource needs, not on pro-
grams and outside priorities. As a result, local elected
officials, organizations, businesses and individuals as well
as funders will recognize your district as the gateway to
conservation assistance in your community—the role
districts are meant to fill.

For additional resources about developing a district-
wide conservation plan, please see the many related
 resources available on NACD’s website at
 http://nacdnet.org/resources/.

509 Capitol Court, NE 
Washington, DC 20002

(202) 547-6223
www.nacdnet.org

Supplement to the Resource, Spring 2010
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Formula for County Funding Success 
New York Soil and Water Conservation Districts typically obtain funding from their County Legislature, Board of 
Supervisors, or City Councils.  Each District uses different strategies in this process. However, the most 
successful Districts have a year-round strategy, with specific actions planned to address each of the following: 

Key Ingredients 

Requesting 

The formal budget request 
should be presented by one 
or all District Directors.  The 
request should be well 
thought out, planned and 
presented along with a one 
page overview of your main 
points. A short, 15 minute 
PowerPoint with photos, 
graphs or other visuals 
illustrating projects and their 
benefits to the environment, 
the community and the local 
economy should reinforce 
the benefits of the District 
and establish the value of 
continued funding.  

Informing 

Informing elected officials of 
District programs and major 
activities is a year-round 
action.  Opportunities to 
inform include newsletters, 
annual reports, workshops 
tours and news clippings. 
Effectively communicating 
your vital role in addressing 
local conservation needs, 
supporting the local 
economy and contributing to 
public health, safety and 
quality of life, is key to 
garnering the understanding 
necessary for continued 
funding support.   

Involving 

Ask elected officials that are 
not on your Board to serve 
on program committees or 
as advisors for the District. 
Many of these elected 
officials have experiences 
on their own farms or 
businesses that will bring a 
valuable perspective to 
workshops, field days, tours 
or other District programs. 
They will feel more a part of 
the District if they are 
involved. 

 

Recognizing 

Elected officials appreciate 
public recognition of their 
official decisions and 
funding efforts.  Take every 
opportunity to recognize 
them at public meetings, 
award events, field days, 
workshops, in newsletters, 
news articles, etc.  Invite 
them to present your District 
awards and give them 
recognition for their support. 
This effort should be 
planned along with your 
other action items 
throughout the year. 

 

Ideas for Action 
The following are examples of actions Districts have taken to enhance understanding of the valuable 

services they provide and to support their local funding requests.  It is important to have as much information 
about the budget cycle, and your Legislature’s schedule to most effectively plan specific actions. 

A successful funding strategy will involve at least two

Requesting – Documenting Funding Needs: 

 actions for each component.  

1. Prepare a formal budget displaying major expenditures, total amount requested and various funding 
sources.  Explain that some funds are provided from the state as a match, but the remainder must 
come from county, city or private sources and earned income programs.   

2. Emphasize the necessity of the county appropriation for core staff, which enables the District to seek 
state, federal and private grants to support county conservation needs.  Illustrate how the District brings 
new funding into the county and how these project dollars support local businesses.  Express the new 
funding as a ratio to the county appropriation, for example, $1,000,000 grant compared to a $100,000 
county appropriation equals a $10 return for a $1 investment in the District program.  

3. Develop a County Highway Map with dots indicating the location of projects and those served that year.  
Create overlays with each layer representing a specific program, such as AEM, EQIP and WQIP. 

4. Prepare powerpoint presentation or video to visually display conservation practices applied to address 
priority conservation issues, and benefits to county residents, the environment and the economy. 

5. Create charts or graphs showing practices applied, persons assisted, conservation plans prepared, etc. 
displaying the types of services provided by the District. 
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6. Ask District Directors to make personal contacts with each elected official to inform them of programs 
and services prior to, or immediately following, the formal meeting with the governing officials. 

7. Submit your budget request early and only ask for what you need. Know your county employee 
bargaining agreements so what you ask for is in line with the county. 

8. Present a resolution adopted by the Board and signed by the Chairperson requesting the funding. 

9. Estimate the total benefits of District programs on the local economy.   

10. Provide letters of support from clients or other influential persons in the District. 

11. If additional funding is needed, meet with key decision-makers prior to the formal budget process. 

Informing – Keeping Legislators Knowledgeable: 

1. Be sure to keep all elected officials on the mailing list for District newsletters, annual reports, etc.                       
If more than one page, provide a one-page bulleted overview of major accomplishments. 

2. Send a personal letter to each elected official who impact your budget when there is something 
noteworthy occurring in their legislative district.  

3. Invite elected officials to all District sponsored events.  They may not come, but they will know you’re 
involved. Be sure to give them credit if they supported the event in any way.  

4. Host a breakfast, luncheon or tour aimed at informing Legislators of the District programs and benefits.  
You probably do not want to discuss or request funds at this time. (see ‘Tour Tips’ Sheet) 

5. Deliver a special copy of the District Annual Report to the Legislators along with a one page bulleted 
overview of accomplishments. Translate into an environmental and economic message. 

6. Develop a brochure or one-page fact sheet on the accomplishments and benefits of the District.  

7. Develop a strategic plan and share it with your Legislators.  

Involving – Continually Engaging Legislators: 

1. Ask elected officials to serve as advisors, meeting with the Board semi-annually or annually and recruit 
them on committees such as the AEM Advisory Committee or Water Quality Coordinating Committee. 

2. Ask a Legislator who has applied conservation practices on their farm to be a participant in a workshop 
or field day, or have the event on their farm. Get photos and articles in the press and your newsletter. 

3. Have Legislators present awards at the District’s Annual Meeting, workshops or other events. Include 
them in the recognition and get a picture and article in the local newspaper and your newsletter.   

4. Invite them to participate in the Water Taste-Off, Envirothon, etc., and to serve contest judges. 

5. Involve them in videos or presentations about the District programs and accomplishments. 

6. Ask them for quotes in your press releases and be sure to mail them the clipping if it gets in the press. 

Recognizing – Publicly Acknowledging Support: 

1. Seek opportunities to include Legislators in newsletters, news articles, radio programs, etc. to 
recognize their support.  Elected officials who have to seek re-election appreciate the publicity. 

2. Host an annual awards banquet to thank elected officials for their support. News articles with photos 
are almost an essential outcome. This is a great opportunity to prepare the way for next year’s funding.   

3. Recognize County elected officials at demonstrations, workshops, tours, annual dinners, award events 
or other District meetings as major supporters of District programs.  Inclusion of their attendance in 
news articles related to the event is also a key outcome. 

4. Send them the press clippings with a note thanking them. Send your newsletter with a personal letter 
from Chairperson pointing out their photo, thanking them and highlighting accomplishments.    
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Managing the Calendar Example of Monthly Activities with Legislators: 

January – Ask County Legislators, City Council, and State Legislators, department heads to attend a District 
Board Meeting to review strategic plan goals and objectives and discuss Annual Work Plan.  This could be a 
banquet or pot-luck supper at the District Office. (Informing, Involving, Recognizing) 
February – Send the County Legislators, City Council and State Legislators, etc. copies of District Annual Report 
highlighting last year’s accomplishments and Annual Work Plan for the coming year highlighting key goals and 
activities along with a personal letter from the Chairperson thanking them for their support and looking forward to 
the working with them in the coming year.  Attend at least quarterly meeting of Legislature, Board of Supervisors, 
City Council, Environmental Committee or Committee who approves your funding request. (Informing) 

Have one or more County Legislator or City Council member to judge and present awards for Conservation 
Poster Contest that illustrates value of District to county.  Picture and article published in local newspaper 
recognizes Legislature/Council support of District.  (Involving, Recognizing) 

March – Send a copy of newsletter or with a personal letter from the District Chairman to each County 
Legislator, City Council, State Legislator, etc. illustrating the help the District is providing to the citizens of the 
county.  Also include a feature story of a successful conservation practice or event of the District.  (Informing) 
April – Invite County Legislators to attend County or Regional Envirothon and present winners with a plaque or 
certificate.  Take photos and publish in local new recognizing their support.  (Involving, Recognizing)   
For Soil Stewardship Week, Earth Day or Arbor Day have Legislators, Councils, etc. sign proclamation of 
observance.  Provide news release with photograph to send to local newspapers.  (Involving, Recognizing) 

May – Celebrate “Water Week”, invite the County Legislators to participate in “Water Taste Contest” or taking 
water sample.  Photograph and publish an article in the newspaper to recognize what the district is doing to 
protect drinking water and acknowledge support of all involved. Send them press clippings with their photo in it 
with a note thanking them. (Involving, Recognizing) 
Send District newsletter with a personal letter from Chairperson to the Legislature, Council, etc. pointing out 
their photo, thanking them, and highlighting the District’s progress during the past quarter.  (Informing) 

June – Submit request signed by all board members to the County Legislature, Board of Supervisors, County 
Administrator/Executive or City Council for funding for the next year.  This date will vary from County to County 
and City to City. Board Chair and Manager attend committee meeting to explain budget request. (Requesting) 
July – Each Director makes a point of contacting their County Legislator or City Council Member personally to 
encourage their funding support for the District programs.  The two legislators on the Board explain budget 
needs to the county legislature in a joint presentation. (Requesting, Informing)  
August – Ask County Legislators or City Council Member to present the “AEM sign” to recognize a farm’s 
environmental stewardship.  Provide photo of farmer with Legislator or Council Member for news article on 
districts work with farms in the county.  (Involving, Recognizing) 
September – Ask County Legislators or City Council Member to attend dedication of District developed 
outdoor classroom at a local school.  Recognize County Legislators and/or City Council for supporting District 
Conservation Education efforts.  Provide picture of Legislator or Council member teaching some children and 
include with article for publishing in local newspaper emphasizing district’s conservation education efforts.  
(Involving, Recognizing) 
October – Send copy of District Newsletter with a personal letter from Chairperson to County Legislators, City 
Council, and State Legislators highlighting progress of District during the last quarter, current conservation 
issues and issues involving their legislative district. (Informing) 
November – Invite County Legislators, City Council and State Legislators to Annual Recognition Banquet or 
Holiday Get-together and thank them for their support of District Program.  No hard sell or request at this time 
just a friendly get-together. Present a brief (15 minute power point highlighting projects and their benefits to 
residents, the environment and economy, while recognizing how these projects wouldn’t get done without their 
support. Photo, article and quotes in newspaper.  (Recognizing) 
December – Give them a rest. 
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Communication Success CALENDAR 

JANUARY 

FEBRUARY 

MARCH 

APRIL 

MAY 

JUNE 



JULY 

AUGUST 

SEPTEMBER 

OCTOBER 

NOVEMBER 

DECEMBER 



 

 

 





• Define who you are, who you serve and how you serve them. 

Mission Statements Should: 

• Be clear enough to serve as a test of every action made by the District at any time. 

• Be short, no more than two sentences. If it is too long, people cannot remember it. 

• Be a brief answer to the question, “What exactly does the District do?” 

Developing a Mission Statement

An easy way to develop a mission statement using the assistance of a facilitator is as follows:                              

: 

Write the following questions on a flip chart: 

1. Why do we exist? 

2. What do we hope to accomplish?  

3. Who do we need to target to be successful? 

4. How will the mission be accomplished?    

The facilitator leads a brainstorming session with the group (District staff, Directors, and key 
stakeholders) to provide answers until each topic is fully addressed.  
 

• All answers are posted on flip charts around the room.  
 

• Each member of the group is asked to privately draft a mission statement utilizing all or 
part of the information gathered. Allow about 20 minutes or until most people have 
finished writing.  

 
• Willing individuals share their mission statement with the entire group.  

 
• The shared mission statements are written so everyone can see them at the same time.  

 
• With the group’s input, the facilitator underlines key phrases or words that are common 

among the various statements.  
 

• Using consensus, the group selects one or two of the statements to work on. These are 
modified until the group develops a statement that all can support.  

 
Once developed, a typed copy of the mission statement should be provided to the group.  
A large copy of it should be on display at all future group meetings. 



• Example process of honing down the core mission: 

Sample Mission Statements: 

 
The mission of the New York State  
Soil & Water Conservation Committee 
is to develop a responsible natural 
resource conservation program 
implemented     by County Soil & 
Water Conservation Districts by 
establishing policy to guide District 
programs and assist in organizing, 
developing, and implementing them. 
The State Committee fosters new 
partnerships and secures new          
funding sources to support District 
efforts on farms and in communities 
as the statewide focus for water 
quality protection is addressing both 
agricultural and non-agricultural 
pollution sources. The State 
Committee also serves to advise all 
agencies of government on matters 
relating to soil and water  
conservation, and works in concert 
with partner agencies to protect and 
improve the state’s water resources.  
 

 
The mission of the New York State 
Soil & Water Conservation 
Committee is to promote a 
comprehensive natural resource 
program for New York State by 
supporting local Soil & Water 
Conservation Districts to develop  
and implement projects and                                    
programs that will preserve, protect                                    
and enhance the wise use of the                                    
state’s soil, water and all related                           
resources. 
 

 
The mission of the New York State                   
Soil & Water Conservation Committee       
is to preserve, protect and enhance              
New York’s natural resources by 
supporting County Soil &Water 
Conservation District projects and 
programs.  
 

 
• Example of a District Mission Statement 

The District’s mission is to protect & improve the lakes, rivers, streams, soils                                
& other natural resources of Warren County through                                                                  

locally-led conservation projects & programs 

 

 



Talking Conservation: Does the public hear what we say?  

In an effort to increase public awareness of the conservation cause in America, a 

Communications Research Report prepared by the National Conservation Partnership highlights  
results of a study that determined whether messages developed by the partnership are 

understood by the general public.  

To test the public's understanding of 13 key conservation terms and their interest in 
the cause, four focus groups of urban and suburban participants were held across the nation. 

Participants were screened to ensure a cross section of men and women distributed by age, and 
a representation of various ethnic and racial backgrounds.  

Survey results showed the general public does not understand the terminology that the 
Conservation Partnership uses in its messages and is not influenced by conservation messages 
directed to them.  In addition, the words that are understood are generally thought of as 

conservation on public lands, not private lands.  

Results  

Public's level of understanding of 13 key conservation terms: 

 Most said they understood: conservation, natural resources and, water quality.  

 1/3 said they didn't understand: technical assistance, wetlands and stewardship.  

 1/2 or more said they didn't understand: biodiversity, locally led conservation, best 
management practices, sustainable agriculture, watershed, nutrient management and 

nonpoint source pollution.  

Understanding of issues associated with conservation: 

 Public understanding of conservation issues is largely based on popular opinion of the day.  

 When asked what topics came to mind when they heard the term conservation, many 
mentioned common headline issues of the day, such as recycling, endangered species, 

forest preservation, waste management and water conservation.  

 They generally don't think in terms of private land conservation or associated benefits.  

 Consumers feel the major focus of conservation should be on education and information, 

especially with the youth.  

Assessment of 5 statements describing the conservation cause: 

 They liked “Conserving natural resources for our children and future generations.” 

 The statement most liked was “Helping citizens become better stewards of natural 
resources in their own backyards.”  

 To improve public awareness, respondents recommended that messages be few and brief.  

 Respondents said nature-oriented messages and appropriate graphics have strong appeal.  

Preferences about conservation services and individual involvement: 

 People are interested in learning what they can do for the environment in their own 
backyards and exhibited a broad-based willingness to volunteer on their own terms.  

 Respondents were concerned about the potential negative impact conservation efforts 
may have on jobs and business success.  

 Respondents recommended the primary focus be on local government involvement with 
state and federal support.  

 



Recommendations  

Utilizing these recommendations in communications efforts should improve the chances of 

delivering more effective messaging and increase involvement of consumers in conservation 
activities.  

Message delivery  

 Express messages in non-technical terms the public understands. Most conservation 
words need supplemental explanation with specific examples.  

 Shorter and fewer messages should be used in order to gain attention and interest. 
Messages and graphics should be designed with personal, relevant appeal and tested with 

target audiences.  

Conservation terms  

 Emphasize water quality in communication efforts, as it is a well understood and 

important issue.  

 Use the phrase natural resources freely as it is a well understood term.  

 Use the term conservation in communication efforts, but provide some explanation to 
ensure the interpretation is consistent with goals of your message. This explanation must 
emphasize conservation on private lands because consumers today generally limit their 

interpretation to that of preservation related to public lands.  

 When using the locally-led conservation concept make sure to explain what it means.  

Strategies  

 Identify partners who have an interest and ability to communicate similar messages.  

 Work the volunteer element into outreach efforts.  

 Don't make the public choose between conservation and business success.  

 Specify the benefits of private land conservation, such as wildlife habitat, water quality, 

air quality, tourism, aesthetics, and recreation such as fishing and hunting.  

Guiding Principles for Public Communications  

Compiled from results of this and other conservation communications surveys: 

1. People will support messages they see that affect them personally. Make your message 
relevant.  

2. People buy into ideas when they see actions they can take to improve their situation. Your 
message should ask them to do something.  

3. People support ideas put forth by people they trust. Build relationships of trust before you ask 
for action.  

4. People respond to ideas that are practical, easy to do and clear. Your message should focus 

on one idea and be easy to understand.  

5. People form opinions more by events than by words. Center your outreach efforts around 

events as much as possible.  

6. People will allow local leaders to make decisions for them if they feel they have had input. 
Your messages and activities should always allow for public discussion.  

 

Barb Silvestri: Promoting the Value of Districts – 3/10 



Who Are You? 

 

Soil & Water Districts are the unsung heroes of conservation across the nation.  

 Their vital role assisting landowners and municipalities is essential to addressing local conservation 
needs, safeguarding public health, safety and quality of life, and supporting the local economy.    

 Recognizing the trends that are unfolding around us, their work helping farmers to protect the 
environment and remain profitable is more important than ever to the survival of our local farms. 

 Districts are key to protecting our precious natural resources and to the future of farming because:  

Districts are Respected:  
o They have earned the trust of farmers and other landowners. 

o Their programs are growing in participation and recognition. 

o They have helped farmers to be good stewards and comply with environmental regulations. 

o They provide answers and solutions to diverse local problems, before anyone else can respond.  

o They have helped to bridge the gap between agricultural and non-agricultural communities. 

o They are known for their technical expertise and ‘know-how’. 

 

Districts are Resourceful: 
o They leverage money better than anyone for a minimal investment.  

o They are very good at getting the resources needed to get the job done.  

o They work as a team, sharing services and equipment across county boundaries, to get the 
biggest bang for the buck. 

 

Districts are Effective: 
o They get conservation on the ground quickly, efficiently and cost effectively. 

o They are flexible, and respond to conservation needs on farms and in communities as they arise. 

o They help farmers and communities implement conservation practices that protect the 
environment, which often also help communities save time and money. 

o The grant dollars they bring into their county also help support the local economy. 

 

Districts are Humble: 
o Once the best kept secret in their county, the success of Districts is now more in the public eye 

helping the public understand their vital role in safeguarding natural resources, the local tax base 
and local food supplies for all New Yorkers.  

 
 



Connecting to what Matters
Conservation practices 
protect drinking water quality & 
enhance fish & wildlife habitat.

Erosion control practices                     
& improved drainage
enhance food production.

Stream & stormwater projects
help protect public health
& safety.

Farm ponds provide 
rural fire protection 
& recreational opportunities.

Conservation projects maintain 
working landscapes, open space
& a rural quality of life.

Improving soil health
& preventing erosion 
protects the local tax base.



Drinking Water 
Supply 
Protection

Rural Fire 
Protection
Emergency
Assistance

Multifaceted 

Benefits

Farmland 
Preservation

Open Space

Natural 
Resource 
Protection & 
Enhancement

Regional 
Economy

Local Food 
Supply
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Tourism

Cultural Heritage







County Soil and Water Conservation Districts work with farms of all types and sizes to help safeguard 
our environment, while supporting our local food supplies and rural economies.  A wide range of 
conservation projects are helping farmers protect natural resources and remain economically viable 
by reducing input costs, improving efficiency, recycling waste and even creating on-farm energy, while 
also benefitting the local economy.  

What Conservation Districts do for Agriculture & Your Rural Economy 

KEY MESSAGES: 

• Districts work with farms of all types and sizes.  

o Assist farms, including NY’s larger livestock farms that are regulated by the state, with the 
development of comprehensive nutrient management plans. 

o Utilize new techniques and technology to helping growers reduce fuel consumption, labor per 
acre, nitrogen and spray chemical applications by more than 40%. 

o Work with farmers to adopt changes in farm operations that do not require public funds, yet still 
provide public benefit. 

o Recognize farms for exemplary environmental stewardship with AEM Sign Awards which: 

 Educates the public about the value of well managed farms. 

 Helps producers market their farm products and attract customers. 

• Districts coordinate and deliver the technical, educational and financial resources necessary to 
help farmers in their efforts to farm cleaner, greener and more efficiently into the future.   

o From 1994 - 2009, Districts have acquired over 100 million in State grants, cost sharing over 5,000 
conservation projects on over 2,000 farms in 50 counties. (MAP in 09 AEM Report).  

o For their share, farmers contributed over $25 million toward state sponsored projects, and 
millions more through federal and local programs.  

o In 2009, $8 million in projects were funded with a direct farmer contribution of over 5 million. 
Districts also assisted in leveraging over $43 million in USDA conservation program funds. 

• Good Environmental Stewardship is Good Business:  Delivery of AEM; types of projects reducing 
input costs, improving efficiency; creating on-farm energy – digestors and windmills boost 
bottom line, while reducing greenhouse gases and energy costs. (Biomass crops?) 

• AEM Recognition: District AEM Sign Awards recognizing exemplary farmers. Helps producers to 
market their farm products and attract new customers. Also helps educate the non-farm public 
on the value of local farms.  

• Environmental benefits:  Farmers are doing their part to protect and enhance water quality. 
Restored water quality of waterbodies now removed from State’s impaired water bodies list. 

• Community Benefits: Local food supply, local/regional economy, agricultural heritage, tourism, 
rural quality of life. 

• County and State Funding Support:  Vital for Districts to maintain the level of assistance 
provided to farmers as their programs diversify to meet other local conservation needs. 



• Districts can diversify to meet local needs:  By law, the breadth and scope of what Districts can 
do. Ability to work with private landowners and municipalities on public and private lands. 
Coordinate shared services within the County and neighboring Districts. 

• Help farmers chart the course to energy independence: Traditional practices & technology. 
Protect the environment, cut costs and boost their bottom line.  

o Many traditional AEM practices help farms to conserve energy and reduce petroleum 
consumption while also providing water quality benefits. For example, prescribed grazing systems 
and no-till plantings cut down on machinery use, and nutrient management decreases the need 
for fossil fuel-based fertilizers.  

o Districts are assisting a growing number of farmers who are producing energy on-site with 
anaerobic digestion, wind turbines and biomass crops.  

o Innovative manure storage systems collect and destroy greenhouse gas, reduce odor, 
improve farm efficiency and keep clean water clean.  Some larger farms even producing 
energy on-site with anaerobic digestion, powering the entire farm operation.   

o Biomass Crops and Wind energy on farms also on the rise. 

o New legislation in 2008 broadened the role of the State’s AEM program beyond protecting water 
quality to help connect farmers with expanded opportunities to produce renewable energy and 
further reduce greenhouse gas emissions. 

o Strengthening the relationship between agriculture and renewable energy helps keep farmers 
farming by reducing their input costs while diversifying into profitable new opportunities. With 
the support of Districts delivering the State’s AEM program at the local level, New York’s 
agricultural community is ready, willing and able to step up and meet this challenge. 

• Benefits to local economy: Districts multiply conservation dollars in local economies 

o Leveraging  funds from county, state, federal and private sources for conservation projects 
provides economic stimulus in rural communities by creating or maintaining hundreds of green 
jobs and supporting an estimated 40,000 local businesses including hardware stores, construction 
companies and equipment dealers 

o For Example, multiplied county appropriation over ___ times, totaling $___ million in 2009 by 
bringing in funding from state, federal and private sources for AEM projects on 26 farms.  

o In addition to multiplying the county’s investment, these dollars benefited __ local businesses 
including hardware stores, construction companies and equipment dealers, that provided services 
and materials needed to complete the conservation projects. 

o County and state funding are vital for Districts to maintain the level of assistance provided to 
farmers as their programs diversify to meet other local conservation needs. 

• Recycling saves space time and money for farmers and municipalities: 

o Districts are helping farmers recycle their agricultural plastics, eliminating up to 80% of 
their trash hauling fess, while keeping the plastics out of landfills - saving municipalities 
space, time and money.   

o Clinton County Conservation District manages the Lake Champlain Ag Plastics Recycling Program 
that has grown into a commercial scale enterprise helping farmers, while benefiting the regional 
economy. Their success has helped to develop similar programs expected to launch in Jefferson, 
Otsego, St. Lawrence, Tompkins, Washington and Wyoming Counties.  



 

What better opportunity to acknowledge the many achievements of County Soil and Water Conservation Districts 
in New York than as we celebrate the 70th Anniversary of the State’s first Districts. Soil and Water Districts have a 
lot to be proud of, and their delivery of conservation programs is vital to helping New York agriculture thrive and to 
protecting natural resources for all New Yorkers.  

County Soil & Water Conservation Districts: Working for You 

Soil and Water Districts have delivered significant benefits to both individual landowners and communities. Districts 
safeguard our environment, support our rural economies, and help to protect the local food supply. Together with 
the thousands of family farms across the state, they protect nearly eight million acres of New York land, and 
support the farm businesses that are the backbone of our local economies. Well managed farms protect natural 
resources, preserve open space, maintain our cultural heritage and provide recreational opportunities for residents 
and tourists alike. Districts provide technical, educational and financial resources to assist farmers in their efforts to 
farm cleaner, greener and more efficiently into the future. More than 12,000 farms in 55 counties are participating 
with local Districts in the State’s Agricultural Environmental Management (AEM) program delivering tangible, cost 
effective improvements that benefit farms and communities. Districts also play a key role in linking individual farm 
level projects together with others, creating watershed-level results.  

Districts Multiply Dollars in Local Economies 

Between 1994 and 2009, Districts put over $100 million in State grants to work on over 2,000 farms across 50 
counties involving more than 5,000 conservation projects.  (A map showing the distribution of these funds and 
projects is on the Web in the “2009 AEM Annual Report” at: www.nys-soilandwater.org) This truly is a partnership, 
for farmers have also contributed over $25 million toward projects sponsored by the state, and millions more for 
projects sponsored by federal and local funds. In 2009, $8 million in projects were funded with an unprecedented 
direct farmer contribution of over $5 million. Districts also assisted in leveraging over $43 million in USDA 
conservation program funds into the program. 

This money gets spent in our rural communities, creating and maintaining hundreds of green jobs. It is believed that 
this spending supports 40,000 local businesses like hardware stores, contractors, construction companies and 
equipment dealers.  

Districts can only bring this money in if they are adequately funded by their annual county appropriation. County 
support provides operational expenses like staff, office space and vehicles. The return on their County’s investment 
is multiplied several ways. Consider, for example, the Orleans County Soil and Water District. They multiplied their 
county appropriation over 32 times, totaling $1.8 million in 2009, by bringing in funding from state, federal and 
private sources for AEM projects on 26 farms. In addition, these dollars benefited 61 local businesses that provided 
services and materials needed to complete the conservation projects. 

Extensive Community Benefits 

Agriculture and tourism are two of the largest industries in upstate New York, and for many recreational areas 
statewide, the economic health of the communities surrounding lakes and streams depends on the ecological 
health of the water itself. Anglers and boaters alone spend millions annually enjoying the State’s water resources, 
and Districts, together with farmers, landowners and municipalities protect the natural resources that attracts 
them. 

Moreover, by protecting drinking water, District watershed projects have delivered environmental improvements 
to save municipalities money. For example, Herkimer County Soil and Water District efforts in the Steele Creek 
Watershed improved water quality for Ilion’s 10,000 residents, saving the Village thousands of dollars annually in 
water treatment. 

http://www.nys-soilandwater.org/�


Districts are also helping farmers recycle their agricultural plastics, eliminating up to 80% of their trash hauling 
costs, and keeping the plastics out of our limited and expensive landfills.  The Clinton County Soil and Water District 
manages the Lake Champlain Ag Plastics Recycling Program that has grown into a commercial scale enterprise 
helping farmers across 10 northern counties, while benefiting the regional economy. Its success has helped to 
inspire similar programs expected to launch this year in Jefferson, Otsego, St. Lawrence, Tompkins, Washington and 
Wyoming Counties. 

Sustainability = Profitability for Farmers 

Soil and Water Districts have traditionally worked with farmers to adopt techniques and conservation practices that 
prevent soil erosion, improve soil health and protect water quality. Today, Districts combine traditional practices 
with innovative technology that also helps farm businesses remain profitable. Innovative manure storage systems 
now collect and destroy greenhouse gas, reduce odors, improve farm efficiency and keep clean water clean. New 
techniques and technology also help growers reduce fuel consumption, labor per acre, nitrogen and spray chemical 
applications.  In the grape industry, that translates into nearly half a million dollars in reduced fertilizer costs, and 
environmentally-friendly growing practices also provide an advantage when marketing their products.  

Charting the Course to Energy Independence  

Many AEM practices help farms conserve energy and reduce petroleum consumption while providing water quality 
benefits. But there’s a lot more happening. A growing number of farmers are now producing energy on-site through 
anaerobic digestion, wind turbines and biomass crops, and we are working together to increase this effort. 
Legislation in 2008 charged AEM with connecting farmers with opportunities to produce renewable energy. 
Strengthening the relationship between agriculture and renewable energy helps keep farmers farming. It reduces 
input costs and opens new opportunities. With the support of Districts delivering the State’s AEM program locally, 
New York’s agricultural community is ready, willing and able to step up and meet this challenge. 

Celebrating Success 

Back in 1940 when the Schoharie County Board of Supervisors created the State’s first Soil and Water District, 
they were at the forefront of the conservation movement that led to the creation of Districts across the rest of 
the state. Today, New York is nationally recognized as a leading state in agricultural conservation.  As we celebrate 
the success of Soil and Water Districts, it is also a tribute to the strong local, state and federal partnerships forged 
over the years. Seeing the progress that has been made can only strengthen our resolve as we move ahead 
together to meet tomorrow's environmental and agricultural challenges.  

 

 

 

 

 

 

 

- Adapted from NYS Association of Towns Magazine article – Fall 2009 
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“12,000 farms across 
New York are working 

to farm cleaner and 
greener through 

Agricultural 
Environmental 
Management”  

 

CAFO regulated farms are 
family-run businesses 

grown from a long legacy 
of farming in New York. 

 

“CAFO regulated 
farms follow  

farm-specific plans  
to guide 

environmentally 
sound management  
and minimize risk.” 
 

Agricultural  
   Environmental  
      Management 

 
 

Key Messages for Key Issues*  
 
 
 

 

 
Agricultural Environmental Management (AEM) 

What does AEM have to do with it? 
 
In the face of growing public concerns regarding food production and the 
environment, AEM is helping New York State’s farm families continue to 
farm cleaner and greener in today’s globally competitive market.   
  
AEM brings together the technical, educational and financial resources farm 
families need to be proactive in safeguarding water quality and other natural 

resources in their community. Local AEM teams of conservation professionals’ work with farmers to 
develop farm plans that identify and address potential environmental risks before problems occur. 
  
Over 10,000 farms of all types and sizes across New York are participating in this voluntary program. 
 

 
Concentrated Animal Feeding Operation (CAFO) Regulations 

What is a CAFO? 
 
The US Environmental Protection Agency (EPA) and the NYS Department 
of Environmental Conservation (DEC) regulate water quality impacts from 
agriculture through the Concentrated Animal Feeding Operation (CAFO) 
section of the Clean Water Act.   
 

CAFO regulated farms, often larger livestock farms, are required to follow a Comprehensive Nutrient 
Management Plan (CNMP) which guides environmentally sound management of farmstead and fields, and 
includes record keeping requirements and emergency action plans.  The DEC oversees CAFO permitted 
farms through regular on-farm inspections and review of annual farm reports.  
 
CAFO permitted farms in New York are family-run businesses, which have 
grown from a long legacy of farming.  New York’s soils, climate, and nearby 
markets have made livestock and field crop farming a lasting pillar of our 
communities, providing locally produced food, unpaved open space, rural 
economic development, jobs and lower taxes for non-farming neighbors for years.   
 
These farms are doing their part for the economy, food security, and 
environmental protection by making significant investments for the benefit of 
soil, water, and air quality.  When packaged together, agriculture represents a form of development which 
serves the economy, local communities, and the environment - the three pillars of sustainable development.  
How many other forms of rural development provide so many valuable products?! 
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“CNMPs are complex, 
science-based plans 
farmers use to help 

conserve soil, recycle 
nutrients, and manage 
their farm businesses  
in harmony with the 

environment.” 
 

 
 
Comprehensive Nutrient Management Plans (CNMPs)  
 
What is a CNMP?  

 
Comprehensive Nutrient Management Plans (CNMPs) are developed and 
regularly updated for farms by Certified AEM Planners according to the 
State’s AEM process and standards developed through the AEM partnership.   
 
CNMPs assess environmental risks on farms and identify site-specific 
conservation practices to address concerns, while also meeting farm business 
objectives.  Practices include managing nutrient sources, conserving soil, 
controlling runoff, and recycling nutrients on crop fields.  
 

CNMPs are complex, science-based, site-specific plans farmers use to help conserve soil, recycle nutrients, 
and manage their farm businesses in harmony with the environment. 
 
The plans are based on USDA-Natural Resources Conservation Service (NRCS) standards, research from top 
universities, and policies from the EPA and DEC. 
 
The plans assess farmsteads and fields and recommend conservation practices to protect natural resources, 
based on USDA-NRCS standards, Cornell University guidelines, and DEC policy.  Practices include 
structural items, such as manure storages, barnyards, and filter strips, as well as management practices 
including careful timing and placement of nutrients, conservation tillage, crop rotations and cover crops.   
 
In addition to conservation practices, the plans include:  

• annual updates to keep the plan current, 
• recommendations for proper operation and maintenance of practices,  
• record keeping requirements, such as for tracking nutrient applications and recording soil and 

manure analyses, and  
• Emergency Action Plans to guide responders should an accident occur. 

 
The farm plans often cost each farm several thousand dollars to develop and hundreds of thousands to 
implement and maintain, all toward the goal of protecting water quality.  
 
Are CNMPs required for all farms? 
 
CNMPs are required for livestock farms designated as CAFOs by the US-EPA and the DEC, as well as for 
farms seeking federal or state cost-sharing to construct nutrient storage and handling facilities.   
 
Any livestock farm seeking to achieve their production and natural resource conservation goals can develop 
and implement CNMP. 
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“AEM Planners undergo a 
rigorous training and 

certification process to assure 
farmers, environmental 

regulators and the public  
of quality planning.” 

 

 
 
AEM Certified Planners 
 

What is a Certified AEM Planner? 
 
A Certified AEM Planner is a professional, certified by the USDA-
NRCS and the NYS Department of Agriculture and Markets, to 
develop and certify CNMPs in New York.  They are uniquely 
qualified to develop CNMPs because of their cross-training and 
expertise in environmental conservation, best management practices 
and standards, farming, and environmental policy.  They coordinate 

the efforts of other planning team members, such as Professional Engineers, crop consultants, nutritionists, 
and others, to ensure the most effective CNMP for the farm and the environment. 
 
What training and credentials are required? 
AEM Planner certification is performance based and rigorous for the life of the certification.  Certification 
requires that a planner: 

• be a Certified Crop Advisor by the American Society of Agronomy, a distinction requiring 
education and experience in agricultural environmental management, continuing education 
requirements on a two-year cycle, and a code of ethics 

• pass the online NRCS Conservation Planning Course 
• take the 4-day CNMP Training at the Water Quality Symposium in NYS; 
• receive successful reviews of all 3 plans required to be submitted to the CNMP Specialists to 

achieve certification based on the standard CNMP criteria 
• receive successful quality assurance reviews of 1 or more randomly selected plans submitted to 

the CNMP Specialist every two years  
 
Why are planners certified? 
 
The three primary reasons that AEM Planners are certified as part of the AEM Program are to:  

• assure the public that experienced and properly trained individuals, working under a code of 
ethics and public oversight, are developing sound plans to protect and enhance the environment. 

• assure farmers that the planner developing their plan has the training and experience necessary to 
develop an effective CNMP meeting NRCS Standards and the specific needs of their farm. 

• assure regulators that planning is done by qualified professionals who have been appropriately 
trained to meet federal and state standards and address the needs of specific watersheds. 
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“We follow our farm plan 
carefully to safeguard the 

environment,  
but situations beyond our 

control, such as un-forecasted, 
severe weather and equipment 

malfunctions can  
still present challenges.” 

 

 
 
Spill, Runoff & Leaching Concerns 
 
If the plan is so good, why did manure…runoff into the stream?  

              …contaminate the well? 
                            …spill from the storage? 
 

Customized farm plans are developed to minimize risk.  Farmers 
follow their plans carefully to safeguard the environment, but variables 
such as un-forecasted, severe weather and equipment malfunctions can 
still present challenges.  
 
Even the best available technology may not prevent problems in all 
instances.  If an incident does occur, farmers initiate their Emergency 

Action Plan in the farm’s plan to quickly and safely respond.  By following their plan, farmers help to 
prevent isolated incidents and are poised to respond should one occur.  

 
If you’re not clear that your farm or client has caused a problem, consider the following messages: 

 
After talking with our neighbors, we understand that some of their wells may 
be impacted with [for example, total coliform, nitrate, E. coli, odor, 
particulates, etc.]. 
 
We’ve been applying manure to our fields according to our farm’s plan, so 
we wouldn’t expect that the source of the impact would be from our farm.  
 
Regardless, we’re working with our neighbors, the DEC, the Soil and Water 
Conservation District, Cornell Cooperative Extension, our planner, and local 
officials to determine the source of the impact and fix the problem.   
 
In the meantime, we’re supplying our neighbors with bottled water.  
 

 
If an incident has occurred, consider the following messages: 
 
CNMPs are developed to minimize risk. We follow our plan carefully to 
safeguard the environment, but variables such as un-forecasted, severe 
weather and equipment malfunctions can still cause incidents to occur.  
 
We are a [ # ] generation farm committed to environmental protection.  
We have implemented multiple conservation practices and have even 
received awards for our good stewardship.  This is the first time we have 
had a problem like this in [ # ] years of farming. 
 
We experienced an unexpected, isolated nutrient runoff event.  We 
informed our neighbors and the DEC right away and will make sure the 
situation is corrected.  The situation is being addressed and is under 
control. 

We’ve been applying 
manure to our fields 

according to our farm plan, 
 so we wouldn’t expect that 

the source of the impact 
would be from our farm. 

 
Regardless, we’re working 

with our neighbors, the 
DEC, and others to 

determine the source of the 
impact and fix the problem. 

By responding immediately 
according to our 

Emergency Action Plan, 
involving the DEC, local 

emergency responders, our 
planner and the Soil and 

Water Conservation 
District, we were able to 
stop the flow and reduce 

impacts to the environment. 
 

We will continue working 
with them to modify our 

farm plan and make sure it 
never happens again. 
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We experienced a manure spill this morning due to a valve malfunction on our storage.  This is the first time 
we have had a problem like this in [ # ] years of farming.  The storage was designed and certified by a 
Professional Engineer and properly maintained, but malfunctions happen in farming, as in any industry.   

 
By responding immediately according to our Emergency Action Plan, we 
involved the DEC, local emergency responders, our Certified AEM 
Planner and the Soil and Water Conservation District and were able to stop 
the flow and reduce impacts to the environment. We will continue working 
with them to address the accident and make sure it never happens again. 

 
Our family takes part in the State’s AEM program.  We farm according to 

a plan developed specifically for our farm by a Certified AEM Planner.  This science-based farm plan takes 
into account soil type, slopes, vegetative buffers, etc., and prescribes exactly what needs to happen, when 
and where, to maximize nutrient recycling by crops and minimize nutrient loss.  Our farm’s plan cost our 
family thousands of dollars and many hours of time, and we follow it carefully.  If we did not follow our 
plan, we would be in violation of New York State regulations, would be subject to punitive action and could 
be put out of business. 
 
Yesterday we checked the weather, checked the plan, and chose the best available field to apply manure.  
Unfortunately, farming is a weather-dependent industry.  Sometimes things happen outside the parameters of 
our plan.  Because of AEM and our hard work toward the AEM goals, this is an extremely rare occurrence.  
Things like this would happen much more often without AEM. 

 
We are working with a team of professionals to modify our farm plan to 
minimize the risk of future runoff.  The AEM team includes our Certified 
AEM Planner, the USDA NRCS, the local Soil and Water Conservation 
District, Cornell Cooperative Extension, and Cornell University.  There are 
hundreds of conservation professionals in the field helping us farm cleaner 
and greener in New York. 

 
Like any public policy, CNMP development is designed to minimize risk because risk elimination is not 
possible or has unintended negative consequences.  It’s a cost-benefit scenario like the speed limit; if we 
travel at 55 MPH we reduce our risk of an accident, but we can still have an accident.  If we drive at 25 
MPH, we further reduce our risk, but our productivity and economy significantly declines.  55 MPH is the 
speed that society has agreed upon as the optimum point between safety and productivity.  The CNMP is the 
equivalent for Agricultural Environmental Management.   
 
Farmers follow their farm plans to prevent accidents and safeguard the environment.  If un-forecasted, severe 
weather conditions happen or equipment malfunctions, the best management practices may not prevent 
accidents in all instances.  If an accident does occur, farmers initiate their Emergency Action Plan in the 
CNMP to quickly and safely respond.  By following CNMPs, farmers both further prevent isolated accidents 
and are poised to respond should one occur. 
 

“Our farm plan prescribes 
exactly what needs to 

happen, when and where, 
to maximize nutrient 

recycling by crops and 
protect water quality.”  

 

“There are hundreds of 
AEM conservation 

professionals in the field 
helping us farm cleaner 

and greener in New York.”  
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Pesticide and Fertilizer Concerns 
 
What about all the pesticides and fertilizer runoff from farm fields? 

 
No farmer wants to use more chemicals than absolutely necessary because they 
are expensive!  We use precision in applying the minimum amount necessary 
according to our AEM plan.  Farms generally apply far less chemicals per acre 
than other land uses. For example, pesticides and fertilizers are often used 
much more intensively for residential lawn care than for agriculture.   
 
Through AEM we evaluated our pesticide and 
fertilizer mixing and storage facility and made 
the changes necessary for the safest and most 
efficient use. 

 
Pesticides are strictly regulated and used only when necessary. Pesticides 
are applied by NYS Certified Pesticide Applicators in accordance with DEC 
and EPA regulations, which require detailed recordkeeping, annual 
reporting, and regular training. 

To make the safest and most effective use of pesticides and fertilizers, we 
apply them to crops when weather conditions are most favorable with carefully calibrated equipment. 

Many farmers use a combination of practices to manage pests based on an approach called Integrated Pest 
Management (IPM).  IPM is a systematic way to manage pests that focuses on long-term prevention or 
suppression with minimal impact on human health, the environment and non-target organisms.  

IPM incorporates all reasonable measures to prevent pest problems by identifying and monitoring pest 
populations and combining cultural, physical, biological or chemical pest control methods to reduce pests to 
acceptable levels. 

IPM practices help minimize or avoid pest problems, reduce or eliminate pesticide use and costs, and 
maximize profitability of crop production. These practices include crop rotation, use of disease-resistant 
varieties, cultivation, timing of planting or harvest, appropriate soil pH and fertility, and pest scouting. 

“To make the safest 
and most effective use 

of pesticides and 
fertilizers, we apply 
them to crops when 

weather conditions are 
most favorable with 
carefully calibrated 

equipment.” 

 

“We minimize pesticide 
application using a 

combination of on-site 
weather monitoring 

equipment and frequent 
scouting for insects, 
which benefits the 

environment and our 
bottom line.” 
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Manure Storage & Recycling 
 
Why does the plan allow for that huge pond of manure at the farm? 
 

Cow manure is a sought-after, natural, organic fertilizer that enriches the soil 
naturally and reduces the need to import synthetic fertilizers.  Nutrient storage 
facilities provide temporary storage for nutrients that will be recycled and 
carefully spread at prescribed rates and times to enrich the soil for healthy crops. 
 
Nutrient storages are often an integral part of a farm’s conservation plan.  Nutrient 
storage systems allow farmers to carefully apply nutrients at times of the year 
when they can be best conserved and recycled by crops.   
 

Professional Engineers design and certify nutrient storage systems according the Natural Resources 
Conservation Service standards and farmers follow maintenance programs to ensure sound operation. 
 
Why does the farmer spread manure on the ground? 
 

Cow manure is a sought-after, natural, organic fertilizer that enriches the soil 
naturally and reduces the need for synthetic fertilizers.  By using our farm’s 
manure to fertilize our crops, we’re recycling nutrients right here on our farm.   
 
In developing a farm’s conservation plan, AEM Planners assess each field for 
the risk of runoff, erosion, and leaching with established, science-based methods.  
Manure is a local, natural form of nutrients and organic matter, essential for 

healthy soils and healthy crops.  When applied according to the farm’s plan, nutrients are targeted for 
efficient use by crops. Farmers do not want to waste this valuable resource by treating it like a waste.   
 
We farm according to a plan developed specifically for our farm by an AEM Planner.  This science-based 
farm plan takes into account soil type, slopes, natural resource concerns, etc. and prescribes exactly what 
needs to happen, when and where, to conserve soil and minimize the chance of nutrients running off the land.   
 
The plan cost our family thousands of dollars and many hours of time. We follow it carefully in order to 
safely recycle manure nutrients for both crop production and environmental protection.   
 
Won’t it be harmful to apply manure containing contaminants near our home? 

 
Manure is a natural, organic form or nutrients and organic matter, 
essential for healthy soils and healthy crops. There are many sources of 
nutrients and pathogens in the environment, including wildlife, pets, 
septic systems, soil microbes, livestock, and even us.  Some of these 
sources cannot be managed, but others, such as residential septic 
systems and livestock manures, can.   
 

In developing a farm plan, AEM Planners assess each field for the risk of runoff, erosion, and leaching with 
established, science-based methods.  Manure is a local, natural form of nutrients and organic matter, essential 
for healthy soils and healthy crops.  When applied according to the plan, nutrients are targeted for efficient 
use by crops. Farmers do not want to waste this valuable resource by treating it like a waste.   
 

“Nutrient storage 
systems allow 

farmers to carefully 
apply nutrients at 
times of the year 
when they can be 

best conserved and 
recycled by crops.” 

 
 

“Manure is a local, 
natural form of 

nutrients and organic 
matter, essential for 

healthy soils and 
healthy crops.” 

 

“In developing our farm’s 
plan, our AEM Planner 

assessed each field  
for the risk of runoff, erosion, 
and leaching with established, 

science-based methods.” 
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The most effective, state-of-the-art methods for maintaining clean well water in rural areas are two-fold:  
first, manage agricultural lands according to Comprehensive Nutrient Management Plans and second, make 
sure residential septic systems and wells are installed and working properly and evaluated frequently. 
Contact your local health department and/or Cornell Cooperative Extension for further guidance.  Do these 
methods eliminate risk?  No; other uncontrollable sources still exist and accidents can happen, but these 
methods are key for reducing risk.  
 
Why does the plan allow winter spreading? 
 

Spreading manure on snow covered fields can be an option in a farm plan, 
given proper soils, slope, etc. AEM Certified Planners assess each field for 
the risk of runoff, erosion, and leaching with established, science-based 
methods.  Based on the assessment, they plan conservation practices with the 
goals of soil conservation, nutrient recycling by crops, and risk reduction.  

The practices will include specific restrictions on nutrient applications to achieve these goals.  Some fields 
will be low enough risk to achieve these goals with winter applications; others will be restricted to the 
growing season only.  
 
This field-by-field approach is better for the environment than one-size-fits-all winter spreading bans, as it 
provides a way for farms to safely apply nutrients in frequent, small applications, throughout the year.  
 
Manure Odor Concerns 
 
Why do I still smell manure when it’s applied? 
 

Farmers do their best to control odor through technology and good 
management.  At the same time, it’s important to remember that there 
can be odors at certain times of the year associated with agriculture. 
 
We’d like to work more closely with our neighbors to see if we can 
plan our manure applications to accommodate their plans, avoiding 
times when they are hosting parties or outdoor activities. 

 
While odor can occur, it is a short-term effect of recycling our on-farm nutrients to produce healthy, fresh, 
local food, while following a plan to protect water quality.   
 
Technology to reduce odors on farms continues to be researched and is in the development phase. While 
currently cost prohibitive for most farms, this technology may become more practical and affordable in the 
future.  
 
Manure is a natural, organic fertilizer that we use to meet our 
crops’ needs.  We do our best to minimize odor by quickly 
incorporating the manure into the soil.  
 
We participate in New York’s Agricultural Environmental 
Management program and apply manure according to a farm-specific conservation plan that prescribes 
efficient use of nutrients for the benefit of crop production and the environment.  We spent a lot of money on 
our conservation plan, and we follow it. 

“Some fields identified in 
our plan have a low 

enough risk to allow for 
winter applications.” 

 

“Manure is a natural, organic 
fertilizer that we use to meet our 
crops’ needs. We do our best to 

minimize odor by quickly 
incorporating the manure              

into the soil.” 
 

“Odor is a short-term effect of 
recycling our on-farm nutrients 
to produce healthy, fresh, local 
food, while following a plan to 

protect water quality.” 
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Manure produced on our farm is a local form of nutrients and organic matter, essential for healthy soils and 
healthy crops.  Its effective use allows us to rely less on imported, synthetic fertilizers, that are costly and 
don’t contain the valuable organic matter that keeps our soil and crops healthy. This approach is best for the 
environment and the farm’s bottom line. 
 
Occasionally weather conditions are such that manure odor can be detected after application to a field, but 
the odor will soon dissipate.  When applied according to the Comprehensive Nutrient Management Plan, 
nutrient applications are targeted to minimize odors and maximize recycling by crops.  Manure is a local, 
organic form of nutrients and organic matter, essential for healthy soils and healthy crops.  Farmers do not 
want to waste this valuable resource by treating it like a waste.   
 
Farmers and the citizens of our community want the same thing – a healthy environment in which to live and 
work, and quality water to drink.  If our neighbors have concerns, we want to address them. There are many 
factors that contribute to the quality of our water and air.  
 
Through AEM, farmers are working with a team of conservation professionals to protect water quality and 
other natural resources. 
 
Expansion: 
 

Farmers expand for the benefit of their family and family-
run businesses, their employees, the environment, and the 
communities in which they live. 
 
Protecting the environment has more to do with proper 

management practices than the number of cows on the farm.  When working with AEM, farmers consistently 
meet state and federal standards and work to farm in harmony with the environment. 
 
As farmers, we live on the land that our families farm and understand the importance of protecting our 
natural resources. We depend on this land for our business and our quality of life.  
 
Farmers buy supplies and equipment at retail prices and sell their products at wholesale prices.  While costs 
continue to rise, along with the cost of living for their families and employees, the prices received for their 
products have remained the same.  To bridge that gap and maintain the family run business, farms have 
expanded to stretch their investment costs over more cows to become more efficient. This allows farm 
families and their employees to enjoy a better standard of living, invest in conservation, and continue their 
contribution to the local economy.   
 
Similar to other industries, agriculture is a regulated industry and should be allowed to grow and expand as 
long as we follow the rules, which we are willing to do. 
 
Often, additional family members choose to work on the farm. Just as when a son or daughter comes back to 
work in any family business, farm families need to grow to provide a living for a second-generation family. 
 
Just like every other aspect of life, dairy farming has become more expensive, and the price we receive for 
our milk has not kept up with our costs of doing business, including costs of feed, animal care, energy, 
equipment, labor, etc. So we choose to expand in order to produce more milk to cover those costs.  

“Protecting the environment  
has more to do with 

 proper management practices  
than the number of cows on the farm.” 
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Conserving Natural Resources through AEM 

 
AEM farmers are doing their part to farm cleaner and greener while remaining 
competitive in today’s global market.  
 
AEM is a voluntary program with over 10,000 farms of all types and sizes 
participating across New York State. 
 
Farmers know that in order to remain economically viable, they need to be 
vigilant about protecting natural resources.  AEM provides the tools to help 
accomplish both.  

 
Farm families work with their local AEM team of conservation 
professionals to make practical, cost-effective decisions that help 
them continue to farm cleaner and greener.   
 
AEM brings together the technical, educational and financial resources farm families need to advance their 
commitment to conservation, which benefits all New Yorkers. AEM makes good business sense, especially 
since many farmers plan to pass their farms on to family members. 

 
In the face of growing public concerns regarding food production and related 
environmental impacts, AEM farmers are doing their part to farm cleaner 
and greener while remaining competitive in today’s global market.  
 
AEM brings together the technical, educational and financial resources farm 
families need to be proactive in safeguarding water quality in their 
community.   

 
Local AEM teams of conservation professionals work with farmers to develop individualized, 
comprehensive farm plans that specifically prescribe where, when and how organic nutrients should be used 
on the farm. By following their conservation plans, farm families are proactively protecting water quality. 

 
The goal of the AEM program is to support New York’s diverse farming community in its efforts to 
conserve and protect our natural resources, while helping farms remain economically competitive. Local 
AEM teams work with farmers to assess potential environmental impacts of their operations, and plan, 
implement and evaluate new conservation practices. 
 
New York’s farm families work hard and spend millions of dollars annually to implement these conservation 
practices.  For example, if a stream runs through the farm, the farmer may set aside land on both sides of the 
stream as a conservation buffer and plant that land with trees and other permanent vegetation.  The 
conservation buffer filters out sediment and nutrients from rainwater runoff flowing across farm fields, while 
also enhancing habitat for birds, fish and other wildlife. 
 
County Soil and Water Conservation Districts work with local farms through the AEM Program to 
implement projects that protect soil from eroding and keep our water clean. Water quality projects range 
from those preventing rainwater from carrying soil or other contaminants into waterbodies, to the planting of 
streamside buffers that also help sustain a rich diversity of fish and wildlife. By participating in the AEM 
program farm families are helping to keep our streams and lakes clean, while also maintaining the status of 
agriculture as a preferred land use for natural resource protection.  

“AEM brings together 
the technical, 

educational and 
financial resources  

farm families need to be 
proactive in 

safeguarding our 
natural resources.” 

 
AEM farmers are doing their part 

to farm cleaner and greener   
while remaining competitive in 

today’s global market.” 
 

“We work with our 
County Soil & Water 

Conservation District and 
other local AEM partners 

to protect our soil and 
water resources.” 
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Benefits of Agriculture 

 
Farming is a preferred land use for protecting natural resources, 
providing open space and enhancing critical wildlife habitat.  
 
As stewards of nearly eight million acres of New York’s land, farm 
families work every day to protect our valuable natural resources.  
 
Most farmers live and work on their farms, so it’s important to them to 
protect the land, water and air for their families, communities and future 

generations. When you make your living from the land, you take care of the natural resources you depend on. 
 
Farmers work hard and spend millions of dollars annually to implement conservation practices on their farms 
to protect water quality and other natural resources that we all depend on! 
 
Farms produce the fresh, quality food and beverages we enjoy 
everyday. Farmland provides habitat for birds, fish and other wildlife 
and offers recreational opportunities, such as hiking and fishing. New 
York farmers plant hundreds of thousands of trees on their farmland, 
along streams and wetlands every year. Farms preserve our open 
space, scenic views and rural quality of life. Farms keep the great 
outdoors great! 
 
Farms play an important role in our local economy. They keep rural taxes low by requiring less infrastructure 
and fewer services compared to other land uses.  Every dollar they earn multiplies four times in our local 
economy. For example, for every 200 cow dairy there is over $1 million that circulates in the local economy. 
 
Agriculture is a major industry in New York, one that we can keep, one that is about more than the food on 
your table. Buying New York products supports the multiple benefits that farms provide - from producing 
abundant, safe food, to protecting the environment, preserving open space and providing wildlife habitat! 
 
Our farm has been here for [ # ] generations [or # years].  We’re part of the community and our local 
economy. The food each farmer produces feed an average of 144 people. 
 

“New York’s family farms 
produce abundant safe food, 

protect the environment, 
preserve open space and 
provide wildlife habitat, 

which benefits all  
New Yorkers!” 

 

“Buying New York products 
supports the multiple benefits 

that farms provide - from 
producing abundant, safe 

food, to protecting the 
environment, preserving 
open space and providing 

wildlife habitat!” 
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Sustainable Development 
 

Environmental stewardship, economic growth, and prosperous communities, are 
the pillars of sustainable development, which protects natural resources, wildlife 
habitat, and open space, while supporting the production of a safe local food 
supply. Agriculture, including the larger family-run livestock farms designated as 
CAFO farms, is a key a component of sustainable development in New York for 
the following reasons: 
 
Environmental Stewardship  

• Farmers grow crops on 25% of the state’s land area (7.5 million acres), 
yielding locally produced foods, unpaved open space, wildlife habitat, storm 
water management, soil conservation, water and air quality, and local energy 
production.  Large dairy farms in NYS grow crops on over 1 million of those 
acres (National Agricultural Statistics Service, NYS). 

 
Economic Growth 

• Farms contribute billions of dollars to New York’s economy, including over $3 
billion in annual sales ($0.75 billion by large dairy farms) and an additional 
$2.5 billion in economic multipliers ($0.63 billion by large dairy farms) due to 
the local, in-state nature of agricultural transactions (National Agricultural Statistics 
Service, NYS; Nelson Bills, Cornell University, 2001). 

 
Prosperous Communities 

• Farms stimulate employment in rural communities because 1.24 additional 
jobs are created in the community for every on-farm job (Nelson Bills, Cornell 
University, 2001).   

• They are also highly beneficial for local tax bases. For every dollar paid in 
taxes, residential areas require $1.11 in public services compared to only $0.33 
in services required by farmers (American Farmland Trust).   

• Finally, farms further contribute to quality of life by conserving the scenic 
landscapes treasured by both rural residents and tourists, alike.  

 

*6-07 Draft 
These messages were developed from AEM Working with the Media Workshops and with AEM partners, 
including the NYS Department of Agriculture and Markets, NY Farm Bureau, and the American Dairy 
Association and Dairy Council, Inc.   

This collection of key messages is intended to support work with the media, and we welcome your 
suggestions for additional topics and messages for future draft.   

Contacts: 
Barb Silvestri, AEM Outreach Coordinator 
518-457-3186 or 518-461-6843 (cell) email: barb.silvestri@agmkt.state.ny.us  

Greg Albrecht, CNMP Specialist email: galbrecht@twcny.rr.com  
607-3330-1242 or 607-257-3058 (cell) 

“AEM brings 
together the 
technical, 

educational and 
financial resources 
farm families need  
to be proactive in 

sustaining natural 
resources and 

working landscapes 
 in their 

community.” 

mailto:barb.silvestri@agmkt.state.ny.us�
mailto:galbrecht@twcny.rr.com�


Example: Nonpoint Sources of Pollution 
(per land unit)

Urban vs. Ag 
landuses

• manure runoff
• fertilizer runoff
• milkhouse waste
• livestoc k in streams• ground  sp read ing of sludge

• munic ipa l sewage overflow
• paved  surfac e runoff
• fa iling  on-site systems
• pet wastes

• soil erosion/  runoff
• streambank mod ific a tions 
• agric ultura l runoff

• urban runoff
• c ontaminated  sed iment
• industry
• munic ipa l land fill leac ha te
• hazardous land fill leac ha te
• d redg ing
• sp ills a tmospheric  deposit
• munic ipa l trea tment p lant overflow

• c onstruc tion sites
• road  sand ing
• streambank mod ific a tion

• fa iled  sep tic  systems
• lawn fertilizers and  ma intenanc e
• land  d isposa l of sludge
• impervious surfac es
• leaks sp ill and  ac c idents
• golf c ourses
• erosion/ runoff

Heavy Metals
Phosphorous
Sediment
Pathogens

Urban 

Agricultural

Lake Champlain 
Basin Program 



Agricultural  

   Environmental  

      Management 

 

AEM Vocabulary 
Words matter! 

 
 

Commonly Used                  Public Messaging     
  

1. Animals     Cows, chickens, etc. 

2. Best Management Practices  Conservation practices or projects 

3. Confinement                             Free stall; Controlled feeding 

4. Confinement Facility                 Barn; Animal housing 

5. Expand; Expansion                   Grow; Growing 

6. Factory Farm; Corporate farm  Farm operated by several generations; Farm families 

      99% of the 36,000 farms in NYS are family owned 

7. Inject     Administer 

8. Manure                                     Organic nutrients; Natures fertilizer; Natural form of 

      nutrients and organic matter; manure 

9. Manure injection                       Nutrient Incorporation 

10. Manure Lagoon; Pit                   Nutrient Storage & Recycling System 

11. Manure Management                 Nutrient Management 

12. Manure (waste to energy)          Biomass Material 

13. Migrant Worker    Seasonal Labor; skilled, reliable workforce 

14. Producer; Operator                   Farmer; Farm family 

15. Spread                                     Recycle; apply 

16. Spread manure                         Recycle organic nutrients 

 

 

AEM…For the Future of Farming! 
 

 

 

 

 

Draft: 6-09 



I Have Only One Day to Prepare for a Presentation! What Should I Do
One hour: Research and gather as much information as possible on the topic you’ll be presenting. You 
will be tempted to spend many more hours than this on research, but that’s a huge mistake. Additional 
research this late in the game is just an excuse for you to avoid doing the hard work of preparing, 
refining, and rehearsing your presentation. If you don’t stop gathering facts after one hour, you will doom 
your presentation because you will waste the time necessary to do the remaining vital tasks. 

?  

30 minutes: Make a bulleted list of points—10 words or less each—of every major message point you 
might want to communicate to that audience. 

30 minutes: Email the bullet points to any friends who might be in the audience or who have a similar 
mind-set to audience members. Additionally, call three people and tell them your options for messages. 
Ask the friends you’ve emailed and called for a list of their top five messages on this topic. 

30 minutes: Narrow your 20 to 30 message points down to your top 5 points.  

One hour: Think of a case study, an example, and a story involving a conversation you had with a real 
client, colleague, or customer involving this issue for each of the five points. 

30 minutes: Write down every fact, number, or data point that is absolutely essential for you to present. 
Eliminate anything that is not 100 percent imperative. 

30 minutes: Type a simple outline that has five key bullet points—one for each or your main messages. 
Underneath each one, include a couple of words to remind you of your stories, examples, and case 
studies. Finally, put at most one or two essential facts under each message point. Make sure the outline is 
in large font of at least 20 points and that the entire outline fits on a single sheet of paper. 

30 minutes: Create one PowerPoint slide for each key message. It’s preferable to use a picture or image 
instead of text; but if using text, limit each slide to three bullet points with no more than five words for 
each. 

One hour: Create a document that has all of your remaining factors, numbers, slides, charts, graphs, 
messages, and data points on your topic. Organize in either bullet points or paragraphs, whatever is easier 
and faster for you. This is not for you to read during the presentation, but to hand out to audience 
members afterwards to help those who want to learn more, and to impress the rest that you did your 
homework. 

One hour: Rehearse and time your presentation by going through the whole thing as if you were 
delivering it for real to your intended audience. Record the entire presentation using a webcam, flip 
camera, cell phone camera, digital camera, or other video recording device that’s available to you. Watch 
the video and figure out what you like and don’t like. Do this as many times as possible in one hour 
(even if it’s just once). 

15 minutes: Make any final adjustments to your outline, examples, facts, and slides. 

45 minutes: Do final rehearsal. Record and watch yourself. Do as many times as possible until your time 
is used up. Preferably, don’t stop rehearsing until you like the final video of your speech.  

  You are now ready to deliver your presentation! 



1 
 

 

ACRONYMS & TERMS 

• AEM - Agricultural Environmental Management.  New York’s agricultural conservation  program  to 
assist farmers maintain viability while protecting the environment 

• AMA - USDA Agricultural Management Assistance Program. Federal program provides cost sharing to 
farmers for irrigation water management, water quality and erosion control. 

• ANSACP - NYS Agricultural Nonpoint Source Abatement and Control Program. State grant cost-share 
funding for AEM projects. 

• AWEP - USDA Agricultural Water Enhancement Program. Federal program leverages financial and 
technical resources to help state or local government, organizations, and groups of producers to 
address water quality or quantity issues in a geographic area. 

• BCAP – Biomass Crop Assistance Program. Provides financial assistance to owners and operators of 
agricultural and non-industrial private forest land to establish, produce and deliver biomass 
feedstocks. 

• BMP- Best Management Practice.  Practices determined to be the most practical in preventing or 
reducing the impacts of pollutants generated by nonpoint sources to a level compatible with water 
quality standard established by NYS Law. 

• CAFO - Concentrated Animal Feeding Operation. 

• CALS - College of Agriculture and Life Sciences at Cornell University. 

• CAP – USDA Conservation Activity Plan – Provides funds for farmers to develop a management plan, 
which must be developed by a TSP. 

• CCA - Certified Crop Advisor. 

• CCE - Cornell Cooperative Extension. 

• CCPI – USDA Cooperative Conservation Partnership Initiative. Federal funding to state or local 
government, organizations, and groups of farmers to address resource concerns in a geographic area. 

• CFO - Conservation Farm Option Program of the US Department of Agriculture. 

• CBWI – Chesapeake Bay Watershed Initiative. 

• CCRP – USDA Continuous Conservation Reserve Program.  Federal program similar to CRP focusing on 
smaller parcels of land that provide high environmental benefits. 

• CMZ - Critical Management Zone.  A compilation of hydrologically sensitive areas. 

• CNMPs - Comprehensive Nutrient Management Plans. 

• Conservation Plan - Record decisions and schedule of operations to solve natural resource problems. 

• Conservation Practice - Specific treatment, usually part of a plan. 

• Cooperator - Any client with a working arrangement with a SWCD. 

• CREP - Conservation Reserve Enhancement Program.  Federal program that provides rental payments 
and reimbursements for farmers to place environmentally sensitive land located near streams, lakes, 
water bodies and public wellhead areas into an approved vegetative cover. 
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• CRP - Conservation Reserve Program.  A federal program that pays farmers to retire environmentally 
sensitive lands from crop production. 

• CSP – USDA Conservation Stewardship Program. Rewards farmers for stewardship with incentives. 

• CWA - Clean Water Act.  The Federal Water Pollution Control Act Amendment of 1972 that contains 
provisions regarding point and nonpoint source pollution. 

• CWICNY – Champlain Watershed Improvement Coalition of NY. 

• CWQCC - County water Quality Coordinating Committee.  A group of agencies and organizations 
within a county that coordinates nonpoint source pollution efforts. 

• CZARA - Coastal Zone Act Reauthorization Amendments of 1990.  Federal legislation that states with 
approved coastal management programs (such as NY) to develop and implement programs to protect 
coastal waters. 

• DC - District Conservationist. USDA NRCS employee. 

• DFN – Debt for Nature Program or Debt Cancellation Conservation Contract Program. Provides debt 
management for landowners that protect important natural resources and sensitive areas. 

• ECARP – USDA Environmental Conservation Acreage Reserve Program.  Includes the Conservation 
Reserve Program (CRP), the Wetlands Reserve Program (WRP), and the Environmental Quality 
Incentives Program (EQIP).  Allows the USDA to designate environmentally sensitive areas as priorities 
eligible for enhanced federal assistance. 

• EIS - Environmental impact statement. 

• EPA - United States Environmental Protection Agency. 

• EPF - New York State’s Environmental Protection Fund.  Provides funding for nonpoint source 
programs and SWCD reimbursement 

• ESF - State University of New York College of Environmental Science and Forestry at Syracuse. 

• FA – Financial Assistance. 

• FDA - Food and Drug Administration. 

• FEMA - Federal Emergency Management Agency. 

• FIP – USDA Forestry Incentive Program. 

• FLLOWPA – Finger Lakes-Lake Ontario Watershed Protection Alliance. 

• FPP – NYS Farmland Protection Program. Provides grants to municipalities for the purchase of 
conservation easements, or development rights, from farmers. 

• FOTG - Field Office Technical Guide.  The official guidelines and standards of the USDA NRCS for 
planning conservation practices. 

• FRRP – USDA Farm and Ranchland Protection Program. Federal program provides matching funds for 
the purchase of development rights with State or Local Farmland Protection Programs to keep 
productive farmland in production. 

• FSA – USDA Farm Service Agency (or Food Security Act). 

• GIS - Geographic Information System.  A computer system that allows for the manipulation and 
layering and of land use data. 
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• GLCI – USDA Grazing Land Conservation Initiatives.  Provides technical assistance to farmers on the 
planning and design of grazing systems. 

• GLRI – Great Lakes Restoration Initiative. 

• GRP – USDA Grassland Reserve Program. Federal Program that funds restoration and preservation of 
pasture and grassland with easements, rental agreements and cost share payments. 

• HEL - Highly Erodible Land. 

• HSA - Hydrologically Sensitive Area. 

• ICM - Integrated Crop Management. 

• IPM - Integrated Pest Management. 

• LHCCD – Lower Hudson Coalition of Conservation Districts. 

• LPA - Local Priority Area.  A local area with high priority natural resource needs. 

• LWG - Local Working Group.  The county-level group formed to designate priorities for federal 
agricultural incentive programs. 

• MRBC – Mohawk River Basin Coalition of Conservation Districts. 

• NACD - National Association of Conservation Districts. Nonprofit organization representing America’s 
3,000 SWCDs and the 17,000 individuals who serve on their governing boards. 

• NASS – National Agricultural Statistics Service. Provides timely and accurate statistics on US 
agriculture. 

• NOAA - National Oceanographic and Atmospheric Administration.  Oversees the Coastal Zone 
Management Program of the EPA. 

• NPS - Nonpoint Source.  Water pollution that does not come from a point source, such as a pipe. 

• NRCS – USDA Natural Resource Conservation Service.   

• NYFB – NY Farm Bureau. 

• NYACD - NY Association of Conservation Districts, Inc.  A professional organization representing the 58 
SWCDs in New York State. 

• NYC DEP - NYC Dept. of Environmental Protection. 

• NYC - New York City. 

• NYC WAP - NYC Watershed Ag. Program. 

• NYS AMP – NYS Agricultural Mediation Program. 

• NYS CDEA - NYS Conservation District Employees’ Association.  A professional organization of the 
employees of the SWCDs. 

• NYSCHAP – NYS Cattle Health Assurance Program. 

• NYS DAM - NYS Dept. of Agriculture and Markets. 

• NYS DEC - NYS Dept. of Environmental Conservation. 

• NYS DOH - NYS Dept. of Health. 

• NYS DOS - NYS Dept. of State. 
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• NYSERDA – NYS Energy Research and Development Authority. 

• NYSHHAP – NYS Horse Health Assurance Program. 

• NYS WRI – NYS Water Resources Institute. 

• PWL - Priority Waterbody List.  Published by NYSCDEC, it identifies waterbodies that may have its use 
impacted. 

• QA/AC – Quality Assurance/Quality Control. 

• RC&D - Resource Conservation and Development. 

• SDWA - Safe Drinking Water Act.  Federal Law authorizing EPA to regulate public drinking water 
supplies. 

• Section 319 - A section of the federal Clean Water Act that requires states to develop and implement 
programs to control nonpoint pollution sources, and provides grant funding to manage such 
programs. 

• SLWAP - Skaneateles Lake Watershed Agricultural Program.  Protects City of Syracuse drinking water. 

• SWCC - New York State Soil and Water Conservation Committee.  By NYS Law, sets policy and provides 
administrative support for the SWCDs in New York State. 

• SWCD - Soil and Water Conservation District.  There are 58 in New York State. 

• SWTR – Surface Water Treatment Rule. Federal requirement that surface water used for drainage be 
tested to remove pathogens. 

• TA – Technical Assistance provided to landowners to plan, design and install conservation practices. 

• TMDL - Total Maximum Daily Load. 

• TSP – Technical Service Provider. 

• USC – Upper Susquehanna Coalition. 

• USDA - United States Department of Agriculture. 

• USGS - United States Geological Survey. 

• WHIP – USDA Wildlife Habitat Incentives Program.  Federal program that provides funding for 
landowners to establish wildlife habitat improvement programs. 

• WRP – USDA Wetlands Reserve Program.  Federal program that provides landowners with funds to 
enhance, restore or create wetlands. 

• WQIP – Water Quality Incentive Program. NYS DEC grant funding for water quality projects. 



County Soil & Water Conservation District 
Technical Assistance to “Communities” 

authorized under NYS Soil &  Water Conservation District Law 

 

Public Involvement 
• Public participation/stakeholder advisory groups 
• Addressing customer needs - marketing plans 
• Identifying key audiences - communication p
• Confli

lans
ct resolution/complaint investigations  

ty building 
 

lannin

• Consensus building 
• Coalition building 
• Networking 
• Local capaci
• Environmental education

Land Use Planning 
• Soil interpretations 
• Site plan reviews 
• Environmental review teams 
• Stormwater management 
• Stream corridor management 
• Floodplain management 
• Recreation & open space p g
• Farmland protection 

plans 
• Wetlands protection  
• Watershed protection 
• GIS data management 
 

Natural Resources Management 
• Agricultural Environmental Management (AEM) 
• Mined land reclamation 
• Forest management, including urban 
• Wildlife & fisheries habitat management 
• Stream corridor restoration 
• Wetland construction and restoration 
• Aquatic weed control 
• Shoreline protection 
• Waste recycling 

Protecting Public Health & Safety 
• Water supply protection 
• Flood protection 
• Emergency watershed protection 
• Road right of way maintenance 
• Road salt monitoring & safe storage 
• Septic system siting & maintenance 
• Emergency spill containment plans 
      on farm & watershed level 
           • Water quality monitoring 
                   • Rural fire protection 

Project Implementation 
• Grant/contract administration 
• Interagency cooperative a
• Intermunicip

greements
al agreements 

ign 
ction 

  

• Permit applications 
• Project survey & des
• Layout/construction inspe
• Operation & maintenance plans
• BMP implementation on public 
   & private lands 
 
 



What Makes News? 

- Interview, press release, press conference, PSA, ads - 

 

If your first three sentences can’t convey how your story fits into one of these categories, 
you’re sunk!  

 
1. Affects large number of people, directly or via direct connection…connect the dots for media 

2. Has the power to alter lives, lifestyles or routines 

3. Evokes strong emotions or opinions 

4. Is shocking, surprising or funny 

5. Marks a milestone in local/regional/national history –a first  

 
Use simple terms: 
 
 Complicated explanations and terms unfamiliar to city folk make you sound unsure or evasive 

 Many of the people you need to reach live in the city 

 Very few of them took earth science beyond high school 

 Avoid acronyms or jargon 
 

Press Release Outline 

 
News Release – Large Font 

Your Logo 

Contact for more information: 

Spokesperson 

Phone, Email 

For Immediate Release, DATE 

Headline –The one you want to see in paper (one line best, two OK), boldface 

CITY (TOWN), N.Y. –Lead Paragraph is the single most important sentence 

Two more sentences to tell entire story 

“First quote“ 

Two pages tops, one page better 

End with a sentence on who you are, your website and other contact information 

- END - 



 
 
 

TV News Media: What you need to know 
 

o Always looking for local ‘spin’ 
o Not always in search of ‘negative’ news 
o Typical use of ‘1 man band’ 
o Loves real people stories/visuals (kids and cows) 

 
 
Newsroom Structure: 
 

General Manager   News Director  Executive Producer  
Assignment Editor  Reporter  Producer  

 
 
Best time to call: 
 

o 8:30-9:00am 
o 12:30-2:00pm 
o 6:30-8:00pm 

 
Best time to schedule an event: 
 

Early in the week, early in the day 
 
 
Best method to get coverage: 
 

Send Press Release – 2 weeks in advance and again 1 week in advance.  
o Snail mail is best, fax 2nd, email 3rd. Call to see if received. 
o KIS(S)!  Keep it Simple 
o W-W-W-W-W: Who, What, When, Where, Why 
o Time, location, DATE!!!  
o Follow up call morning of the event 

 
Don’t overlook smaller regional papers, radio stations, especially public! 
 









An Editor’s Primary Nuisances and Gripes, 

For Those Writing Press Releases 
 

1. If space is limited, and your release involves a lot of editing, it may not take highest priority, 

unless it is of general interest or importance. If you are trying to get a message out to wood 

lot owners, and it’s up against a release from bird watchers, who conformed more closely 

with newspaper style, you may lose out. Write clear, concise properly formatted releases.   

2. Newspapers don’t print the news using all capital letters. E-mailed messages that require 

turning all those capital letters into lower case letters become tedious, and there is never a 

time that an editor feels that writing in all caps is anything but intentionally annoying. 

3. Funny colors and fonts are also annoying, see #2. 

4. The newspaper is the only we. The agency submitting the copy is what it is, for example: We 

will hold a project tour …, should be, The Conservation District will hold a project tour…  

5. Newspapers don’t talk to ‘you’. For example: “Have you ever wondered how you can help 

protect natural resources? The Conservation District will hold a workshop on....). 

6. Acronyms may be common language in the office, but probably not elsewhere. Newspapers 

will usually spell out the entire name once, before using abbreviations. However, an acronym 

in one office can mean something entirely different elsewhere. (We see this most often in 

government offices and public schools). An example is NYPA, which stands for the New 

York Press Association and the New York Power Authority.  

7. An advisory board, town council, board of directors, etc. is a single entity. Newspapers don’t 

refer to a school board as they, but as it, or preferably, the board of education or the board. 

8. Pet Peeve: Will be holding, instead of will hold. Writing should be tightened, where possible.  

9. Newspapers don’t use address abbreviations for states. Newspapers use p.m. and a.m., not 

PM and AM. Today is April 26, not April 26th. Know what capitalizations newspapers do use 

and where, and which months are abbreviated.  

10. The AP Stylebook should be used to format press releases correctly. 



Six Tips for Writing Concisely 

 

Long, wordy text is as obsolete as the typewriter. But what exactly does it mean to be concise? 
Many people think that concise means short. But short by itself doesn’t guarantee conciseness. 
Concise writing is also precise, straightforward, and relevant. The American Heritage Dictionary’s 
definition of conciseness—“Expressing much in few words”—is itself an illustration of conciseness.   
 
Writing concisely doesn’t mean providing a summary or truncating your message. The key to 
conciseness is honing the essential and editing out the non-essential.  
 
But how exactly do you do that?   

1.  Stay on Message 
One of the obstacles to conciseness is losing focus. It’s easy to veer off course and take a side 
road that includes interesting but unessential information: background, history or a related idea. 
Here’s an example:  

Where Does Your Natural Gas Come From? Most of the natural gas used in the United States 
comes from domestic gas production. The remainder comes from imports, primarily from 
Canada. Domestic gas production and imported gas are usually more than enough to 
satisfy customer needs during the summer, allowing a portion of supplies to be placed into 
storage facilities for withdrawal in the winter, when the additional requirements for space 
heating cause total demand to exceed production and import capabilities. 

The following concise edit answers the question succinctly, deleting the interesting but off-topic 
info about seasonal demand: 

Where Does Your Natural Gas Come From? Most of the natural gas used in the United States 
comes from domestic gas production. The remainder comes from imports, primarily from 
Canada. 

2.  Say It Clearly--Once 
If you’ve struggled to explain a difficult concept you may find yourself using words such as “In other 
words, ”In short,” “To restate this.” These phrases creep in when you haven’t done a good job of 
saying something clearly. So rather than try to clarify your original attempt, you take a second 
stab.  If you see these phrases in your writing, take a second look and see whether both are 
needed.  Here’s an example: 

Researchers found that national rates of breast cancer inversely correlate to solar radiation 
exposure. In other words, breast cancer occurs at a much higher rate in colder, cloudier 
northern regions than in sunnier southern regions.  

The second explanation (In other words) says in plain language what the first explanation said 
more technically.  A concise revision: 

Researchers found national rates of cancer occur at much higher rates in colder, cloudier 
northern regions than in sunnier southern regions. 



3.  Use Plain Language 
Many people think that writing like a bureaucrat gives their writing power. That’s not true. Powerful 
writing uses plain and straightforward language. Bureaucratic language tends to inflate your word 
count and confuse your reader. Here’s an example of inflated and officious writing: 

Local Veterans Employment Representatives conduct outreach to employers to engage in 
advocacy efforts with hiring executives to increase employment opportunities for veterans.   

Using plain language, we reduced this 22-word mouthful to 14 words: 

Local Veterans Employment Representatives reach out to employers to encourage them to 
hire veterans. 

4.  Say It Simply 
Sometimes your writing has so many trees that you lose the path through the forest. In this overly 
specific, tree-filled sentence, the main message gets lost:  

To inquire concerning the status of your compensation, DIC, pension, burial, accrued, 
clothing allowance, automobile, specially adapted housing, or spina bifida claim or to ask 
any general Compensation & Pension (C&P) benefit question, you may call our toll-free 
number. 

By taking out some trees, our clear and simple message emerges:  

Call our toll-free number if you have any questions about Compensation & Pension benefits.  

5.  Show, Don't Say  
A picture, figure, diagram is often worth 1000 words (or 10 or 50).  Here’s a description of a bride’s 
gown from a wedding announcement. "The bride wore an empire waist, ivory-beaded Chantilly 
lace over rum-pink silk-duchess satin-soft fluted gown.”  Wouldn’t you rather have a photo?  
 
6.  Write In The Active Voice 
Structuring your sentence to emphasize the “doer” of the action, rather than the object, helps you 
write short sentences. This active voice sentence is six words: Jane delivered the gift to William. 
Writing in the passive voice uses eight words: The gift was delivered to William by Jane. 
 
Writing concisely is difficult and takes more time, since it often means taking your first draft and 
chopping away with an eye to conciseness.  

Witness Mark Twain’s reply to a publisher who sent this telegram:  

NEED 2-PAGE SHORT STORY TWO DAYS 

Mark Twain’s pithy and concise reply: 

NO CAN DO 2 PAGES TWO DAYS. CAN DO 30 PAGES 2 DAYS. NEED 30 DAYS TO DO 
2 PAGES.  

Mark Twain would have hated text messaging!       











 

 

 

Dear ________: 

On [date] the ______ County Soil and Water Conservation District Board approved a motion to request that the 
_______ County Board of Legislators proclaim [date, week, month] as “_____ County Soil & Water Conservation 
District [Day, Week, Month].” 
 
The District has achieved great success over the years getting conservation on the ground, which benefits all 
residents of _______ County.  Proclaiming the [date, week, month] as _____ County Soil & Water Conservation 
District [Day, Week, Month] will allow us a greater opportunity to inform, educate and involve the public 
regarding the environmental stewardship of our local farms and the conservation of our county’s precious natural 
resources.  
 
We have reserved a radio spot on WXXX

 

 on [date] and plan to provide press releases to all local papers 
highlighting the following activities and events: 

• Date:    Ag Tour & Local Foods Luncheon – Visits to farms to observe conservation 
   practices that are protecting the environment and helping farmers reduce costs, 
   improve efficiency and increase productivity. Legislators, elected officials, local 
   farmers, and interested individuals will be invited to attend. The event will  
   feature a homegrown/local foods luncheon prepared by _______. 
 

• Date:     Cover Crop Demonstration – Area farmers and conservation partners will see 
   our new 15’ grain drill in action. This equipment will help farmers  
   save time, energy and money, while improving soil health, crop productivity and 
   water quality. Lunch will also be prepared by the ______ Fire Department. 

 

• Date:     Conservation Farm of the Year Award – Dinner honoring the environmental 
    stewardship of ______, owners of ______ Farm in ____.    

Agricultural Environmental Management (AEM) Sign Awards - AEM Roadside 
 Signs will be installed on four farms previously awarded our AEM signs.    

Conservation Project Tour - Riparian Plant Materials Center, Stream Stabilization 
Projects, Rain Gardens, Stormwater Projects [as in examples above, mention 
benefits of each

 

]. 

We are looking forward to the exciting weeks ahead and hope that we can count on your support to proclaim 
______ as “_______ County Soil & Water Conservation District [Day, Week, Month.” 

If you have any questions, please contact me at ___________.  

Thank you for your time and consideration. 
 
Sincerely, 
 



 
Conservation District Day/Week/Month Proclamation 

 
COUNTY BOARD OF Legislators LETTERHEAD: 
 
 
 
 
 
 

P r o c l a m a t i o n  
 
 WHEREAS, the _______ County Soil and Water Conservation District helps 
farmers, landowners and municipalities make environmentally sound, cost-effective and 
science-based decisions that support farm businesses, save taxpayer dollars and protect 
the County’s natural resources; and 
 
 WHEREAS, the Farmers of _________ County have long been regarded as 
stewards of the land and the Farmer’s livelihood directly depends on the health and 
vitality of the soil and water resources; and 
 
 WHEREAS, a primary goal of the District is to protect and enhance the 
environment while maintaining the economic viability of agriculture in ______ County; 
and 
 

WHEREAS, the _______ County Soil & Water Conservation District has 
established strong partnerships with landowners, farmers, municipal officials and 
cooperating agencies and associations in implementing a diversity of important 
conservation programs; and 
 
 WHEREAS, the implementation of conservation practices implemented by the 
District on public and private lands benefits every citizen of ______ County and 
surrounding Counties; 
 
NOW, THEREFORE, in recognition of the important role of the Soil and Water 
Conservation District in _________ County, I, _________, Chairman of the _______ 
County Board of Legislators, DO HEREBY PROCLAIM the [day/week/month] of [Date

 

] 
as Soil and Water Conservation District Day in the county of ______ and I urge all 
citizens to support District conservation efforts that benefit our local farms and our 
communities. 



 
PRESS RELEASE 

Jefferson County Soil & Water Conservation District 
 

 
 

FOR RELEASE:  Immediate, Tuesday, October 5, 2010 
CONTATCT:  Christine Watkins     (315) 782-2749 

cwatkins@centralny.twcbc.com  
  
 

Jefferson County proclaims October as  
Jefferson County Soil & Water Conservation District Month! 

 
 
On Monday, October 4, Jefferson County Administrator, Robert Hagemann III, signed a resolution 
proclaiming October as “Jefferson County Soil & Water Conservation District Month”. 
 
Executive Director, Brian J. Wohnsiedler, stated that “Jefferson County Soil & Water has achieved great 
success over the years in getting conservation on the ground, which benefits all County residents.  The 
proclamation will allow us a greater opportunity to inform, educate and involve the public regarding the 
environmental stewardship of our local farms and the conservation of our county’s natural resources.”  
 
On Wednesday, October 6, 790 WTNY will feature Jefferson County Soil & Water and review October’s 
upcoming activities:    
 
 Tuesday, October 5:   Annual Land Judging –Lewis & Jefferson County high school students 

compete to recognize soil variables for optimum crop production. 
 

 Thursday, October 14:  Ag Tour & Local Foods Luncheon – Visit local farms to observe conservation 
practices that are protecting the environment and helping farmers reduce costs, improve efficiency and 
increase productivity. Legislators, elected officials, local farmers, and interested individuals will be invited to 
attend. The luncheon will feature homegrown/local foods prepared by Delta Keeney. 
 

 Wednesday, October 20:  Cover Crop Demonstration – Area farmers and conservation partners will see 
our new 15’ grain drill in action. Purchased with grant funding for the Sandy Creek Ecosystem Based 
Management (EBM) project, this equipment will help farmers save time, energy and money, while improving 
soil health, crop productivity and water quality. Lunch will be prepared by the Smithville Fire Department. 
 

 Thursday, October 28:  Conservation Farm of the Year Award – Dinner honoring the environmental 
stewardship of David and Lisa Magos, owners of Morning Star Farm in Adams.  The dinner will be held at 
Maggies on the River, Newell Street, Watertown.    
 

Agricultural Environmental Management (AEM) Awards AEM Roadside Signs will be 
installed on four farms previously awarded our AEM signs for their dedication to conservation efforts.    

Ecosystem Based Management (EBM) Project– Signs will be posted on farms that participated in 
this project by planting trees and vegetative buffers to protect streams in the Sandy Creek Watershed. 

 

For more information contact Brian Wohnsiedler or Christine Watkins (315) 782-2749. 
  
End ### 
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AEM WEEK Proclamation: 

 
 
COUNTY BOARD OF Legislators LETTERHEAD 
 
 
 
 
 

P r o c l a m a t i o n 
 
 WHEREAS, Agricultural Environmental Management (AEM) is a voluntary, 
incentive-based tool that helps Farm operators make environmentally sound, cost-
effective and science-based decisions that help meet farm business objectives while 
protecting and conserving the County’s natural resources, and 
 
 WHEREAS, the Farmers of Allegany County have long been regarded as 
stewards of the land and the Farmer’s livelihood directly depends on the health and 
vitality of the soil and water resources, and 
 
 WHEREAS, the primary goal of AEM is to protect and enhance the environment 
while maintaining the economic viability of agriculture in New York State, and 
 
 WHEREAS, AEM promotes teamwork between Farmers, agricultural service 
agencies and agribusiness, and the public, and 
 
 WHEREAS, the implementation of best management practices identified 
through AEM benefits every citizen of Allegany County and surrounding Counties, 
 
NOW, THEREFORE, in recognition of the important role of our farm community in 
Allegany County, I, CURTIS W. CRANDALL, Chairman of the Allegany County Board 
of Legislators, DO HEREBY PROCLAIM the week of July 9th

 

, 2007 as 
AGRICULTURAL ENVIRONMENTAL MANAGEMENT WEEK in the county of 
Allegany and I urge all citizens to support the conservation efforts of our local farms. 

 



GOT PRESS?  
Lay the Groundwork for a Follow-up 
 
 
After your story get in the news, send the reporter a quick ‘thank you’ and lay the 
groundwork for a follow-up. Below are a few ideas: 
 
 

I want to take this opportunity to thank you for running the story ____ [title 
of story] ___ in/on ___ [name of news outlet] ___ last week. The story was 
terrific and we have received a great deal of positive feedback from 
__________. I greatly appreciate your covering this important issue for ___ 
[farmers and local residents] __.  
 
Please let me know if I can be of any assistance in the future or if you would 
like to run a follow-up story on ___ [the conservation efforts to protect 
water quality and natural resources] ___ in ___ [county/watershed/region] ___. 

 
Thanks again and I hope to have the opportunity to work with you again soon. 
 
Sincerely, 
 

 
 
 



Garnering Press – TV & Newspaper TIMELINE
 

: 

Below is a timeline for contacting TV News Stations
Also follow-up with 

 including contact information for stations in the Albany area.  
Newspapers

 
 in the same manner: 

• EMAIL the Press Release &, send a HARD COPY in the MAIL

- Always put your press release in the BODY of you email –attachments may not make it through.  

!  

- Call ahead to find out where/who to email photo files.  

• 

Call Times:  After morning news or noon news broadcasts – between 9 -11:00 or after 1:00 PM.  

PHONE CALLS: 

Sometimes you can reach the assignment editors on the phone during the noon news. 

Timeline:   
1. Call the ‘News Desk’ the NEXT DAY after sending email. Ask for assignment editor to 

see if they received the email and ask if they will cover the event

2. Call the week before to 

.  

check that the Press Release got in the ASSIGNMENT File 

3. Call the 

. 

DAY BEFORE the event to confirm that they are coming
 

. 

 Prepare Speaking Points for your phone calls: 

1. Exciting event to celebrate the 70 year conservation legacy of the 1st Soil and Water 
District in the State, whose work protecting our land, water and wildlife benefits all 
your readers/listeners. Name drop

2. Featuring innovative conservation practices that help landowners, farmers and 
municipalities protect the environment, while supporting the local economy and the 
local tax base. (Practices help farmers protect environment and remain the backbone 
of our local economy - improve efficiency, reduce costs, and increase production of our 
fresh, local food supply - everything from apples to zucchini.) 

 politicians expected to attend. 

3. ‘Photo Opportunities’
- Conservation Award to Farm Family - kids,  cows and conservation practices; 

 on the Tour include:  

- Rain Garden to prevent contaminated stormwater runoff from impervious surfaces 
like parking lots from entering ___ Lake; 

- Stream project to protect water quality of ___ River and improve habitat for birds, 
fish and other wildlife; 

- Join us for the Local Foods Luncheon featuring a meal entirely prepared from farm 
fresh foods produced within the County. 

 

 
ALBANY TV NEWS CONTACTS: 

WRGB - CHANNEL 6 NEWS - Albany 

  Peter Brancato, Assignment Editor  Brancato@wrgb.com  

Shane, Assignment Editor  news@wrgb.com  

 Greg Floyd, Anchor/Reporter  gfloyd@wrgb.com  (call after 2:30 p.m.) 

News Desk PHONE:     381-4988 (Assignment Editor) 

Mailing Address:   ATT: Assignment Editor 
WRGB Channel 6 News,  

     1400 Balltown Rd., Niskayuna, NY  12309 
 

mailto:Brancato@wrgb.com�
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WTEN - CHANNEL 10 NEWS – Albany 

Terry Cavanaugh, Assignment Editor  news@wten.com  

Elisa Streeter, Anchor/Reporter elisa.streeter@wten.com  

News Desk PHONE:     436-4822 x 1 (Assignment Editor) 

Mailing Address:   ATT: Assignment Editor 
WTEN – Channel 10 News 
341 Northern Blvd., Albany, NY 12204 

 
 
WNYT - CHANNEL 13 NEWS – Albany 

Jennifer Andrus, Assignment Editor  jandrus@wnyt.com        

  Elaine Houston, Anchor/Reporter ehouston@wnyt.com 

News Desk PHONE:     207-4801 (Assignment Editor) 

Mailing Address:   ATT: Assignment Editor 
WNYT – Channel 13 News  
715 N. Pearl St., Albany, NY 12204 

 
FOX 23 News – Albany 

 Newsroom    news@fox23news.com   
(Sabrina, Assignment Editor)     

  News Desk PHONE:   862-0995    

Mailing Address: FOX 23 News 
28 Corporate Circle 
Albany, NY 12203 

 
 

Capital News 9  

Tim Ruffinen, Assignment Editor  albanynews@ynn.com  

Dayana Perez, Video Journalist  dayana.perez@ynn.com    

News Desk PHONE:     641-6397 (Assignment Editor) 

Mailing Address:   ATT:  Assignment Editor 
YNN Your News Now 
104 Watervliet Ave. Ext.; Albany, NY 12206 
 

 
 
 
 
 
 
Barbara Silvestri 
Information & Education Program Coordinator 
New York State Soil & Water Conservation Committee 
10B Airline Drive, Albany, NY 12235 
phone: 518-457-3186 
email:   barb.silvestri@agmkt.state.ny.us 
www.nys-soilandwater.org 
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PRESS RELEASE 

Schoharie County Soil & Water Conservation District 
173 S Grand Street, Cobleskill, NY 12043 
 

 
Contact:               Brenda Weaver, Office Manager;  Stephen Hoerz, District Manager 

Phone:                 (518) 234-4092 

Fax:                        (518) 234-4093 

Email:                    brenda.weaver@schohariesoilandwater.org 
 
For Release:  IMMEDIATE, Tuesday, September 7, 2010 
 
 
NEW YORK’S FIRST SOIL AND WATER CONSERVATION DISTRICT CELEBRATES 70-YEAR LEGACY 
 
COBLESKILL, NY -   The Schoharie County Soil and Water Conservation District will celebrate their 70th

 

 Anniversary 
with a tour and local foods luncheon for state and local officials on September 7, 2010. 

“Over the years, the Soil and Water District has played a vital role helping farmers, landowners, municipalities and 
communities to safeguard the County’s precious natural resources,” said Claude Coons, District Chairman. “Bringing 
together local decision-makers and conservation partners to celebrate the progress that has been made will also help 
us strengthen our common goals as we move forward to meet tomorrow’s environmental challenges.” 
 
Back in 1940 when the Schoharie County Board of Supervisors created the Soil and Water District, they were at the 
forefront of the conservation movement, leading to the establishment of Districts in all 58 Counties across the state,” 
said Harold Vroman, Supervisor Representative to the District.   
 
The celebration will include a bus tour of District projects over the past 70 years that prevent soil erosion and protect 
water quality on farms, along streams and in the community. A ‘local foods’ luncheon prepared by SUNY Cobleskill 
Cullinary Students will feature products all produced within Schoharie County.   
 
A highlight of the event will be the presentation of the District’s Agricultural Environmental Management (AEM) Sign 
Award honoring the Prokop family of Crossbrook Farms for their longstanding commitment to conservation. 
 
“The District’s technical expertise and ability to obtain state and federal cost-share funds to help farmers afford 
costly conservation projects has helped farms like ours to maintain our commitment to the environment and remain 
the backbone of our local economy,” said Jon Prokop.  “The practices that we have installed help protect the stream 
that flows through our farm, while also helping us to cut costs, improve efficiency and increase production.”   
 
Tour stops will include visits to: 
 

• The  District’s Riparian Plant Materials Center, a parcel of land owned by SUNY Cobleskill where special plants 
are raised and provided free to county landowners for streambank protection.   

 
• Schoharie Valley Farm’s Carrot Barn, whose farm pond provides a water supply for the farm and wildlife 

habitat. This widely used conservation practice also provides fire protection in many rural areas. The Ball 

mailto:brenda.weaver@schohariesoilandwater.org�


family’s large farm market and farm markets throughout the county exemplify the vital role of local foods to 
the local economy. 

 
• Wellington’s Herbs and Spices, where a new micro irrigation conservation practice is being installed to 

provide a reliable water supply and protect water quality.  With the assistance of several conservation 
agencies, this small farm is diversifying to remain sustainable and incorporating cutting-edge conservation 
practices expected to substantially boost their bottom-line. 

 
• One of the District’s newest conservation practices, a rain garden near the overlook at Minekill State Park, 

where the Awards Luncheon will take place.  
   

In addition to celebrating the State’s first Soil and Water Conservation District, this event is a tribute to the strong 
partnership of local, state and federal conservation agencies, whose efforts have helped New York farm families to 
lead the nation in conservation. The funding that Districts bring together from county, state, federal and private 
sources for conservation projects on farms and other public and private lands also provides economic stimulus in 
rural communities by creating or maintaining hundreds of green jobs and supporting an estimated 40,000 local 
businesses including hardware stores, construction companies and equipment dealers. 

For more information about programs and services of the  Schoharie County Soil and Water Conservation District call 
(518) 234-4092 or visit www.schohariesoilandwater.org. To learn more about the Soil and Water Conservation 
District in your County visit the contacts page at: www.nys-soilandwater.org  
 

### 
 

Press are invited to join at any tour location, as well as for the luncheon. 

 
Schedule: 

9:30                  Guests load tour bus at Cobleskill Fairgrounds, South Grand Street, Cobleskill, NY 12043 
 
9:45                     SUNY Cobleskill Soil & Water Conservation District Riparian Plant Materials Center  

NYS Rt. 7, Cobleskill NY (Plant Nursery). 
 
10:15                   Schoharie Valley Farms, Carrot Barn 

5605 State Route 30, Schoharie, NY 12157 
 
10:45-11:30       Wellington’s Herbs and Spices 

649 Rickard Hill Road, Schoharie, NY 12157 
 
11:30 - 12:30      Tour Schoharie Valley 
 
12:30 - 2:15        Local Food Luncheon, Awards & Rain Garden Project 

Minekill State Park, 161 Minekill State Park, North Blenheim, NY 12131  
 
Media is encouraged to join us for lunch 

 
2:30                     Crossbrook Farm  

862 Mill Valley Road, Middleburgh, NY 12122   
 
3:15                     Bus returns to Cobleskill 
 
END 
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http://www.nys-soilandwater.org/�


 
PRESS RELEASE 

_______ County Soil & Water Conservation District 
[Address] 
 

 
 
Contact:               [Name & Title] 
Phone:                  
Fax:                         
Email:                     
For Release:  IMMEDIATE, [Date] 

 
____ COUNTY SOIL AND WATER DISTRICT CELEBRATES 70-YEAR CONSERVATION LEGACY 
 
COBLESKILL, NY -   The ______ County Soil and Water Conservation District will celebrate their 70th Anniversary with 
a tour and local foods luncheon for state and local officials on _________, 2010. 
 
“Over the years, the Soil and Water District has played a vital role helping farmers, landowners, municipalities and 
communities to safeguard the County’s precious natural resources,” _________, District Chairman. “Bringing 
together local decision-makers and conservation partners to celebrate the progress that has been made will also 
help us strengthen our common goals as we move forward to meet tomorrow’s environmental challenges.” 
 
Back in 1940 when the Schoharie County Board of Supervisors created the Soil and Water District, they were at the 
forefront of the conservation movement, leading to the establishment of Districts in all 58 Counties across the 
state,” said ____________, Supervisor Representative to the District.   
 
The celebration will include a bus tour of District projects over the past 70 years that prevent soil erosion and 
protect water quality on farms, along streams and in the community. A ‘local foods’ luncheon prepared by ______ 
will feature products all produced within ______ County.   
 
A highlight of the event will be the presentation of the District’s Agricultural Environmental Management (AEM) 
Sign Award honoring the ________ family of _______ Farms for their longstanding commitment to conservation. 
 
“The District’s technical expertise and ability to obtain state and federal cost-share funds to help farmers afford 
costly conservation projects has helped farms like ours to maintain our commitment to the environment and 
remain the backbone of our local economy,” said __[farmer]__.  “In addition to protecting the nearby stream, the 
practices we’ve installed have helped to reduce costs, improve efficiency and increase production on the farm.”   
 
Tour stops will include visits to: [EXAMPLES – be sure to connect to what is of public interest] 

• The  District’s Riparian Plant Materials Center, a parcel of land owned by SUNY Cobleskill where special 
plants are raised and provided free to county landowners for streambank protection.   

• Schoharie Valley Farm’s Carrot Barn, whose farm pond provides a water supply for the farm and wildlife 
habitat. This widely used conservation practice also provides fire protection in many rural areas of the 
county. The Ball family’s farm market along with farm markets throughout the county exemplify the vital 
role of local foods to the local economy. 



• Wellington’s Herbs and Spices, where a new micro irrigation conservation practice is being installed to 
provide a reliable water supply and protect water quality.  With the assistance of several conservation 
agencies, this small farm is diversifying to remain sustainable and incorporating cutting-edge conservation 
practices expected to substantially boost their bottom-line. 

• One of the District’s newest conservation practices, a rain garden designed to prevent stormwater runoff 
from parking lots and other impervious surfaces from entering nearby waterways, which is located where 
the Awards Luncheon will take place.  

   
In addition to celebrating one of the State’s first Soil and Water Conservation District, this event is a tribute to the 
strong partnership of local, state and federal conservation agencies, whose efforts have helped New York farm 
families to lead the nation in conservation. The funding that Districts bring together from county, state, federal and 
private sources for conservation projects on farms and other public and private lands also provides economic 
stimulus in rural communities by creating or maintaining hundreds of green jobs and supporting an estimated 
40,000 local businesses including hardware stores, construction companies and equipment dealers. 

For more information about programs and services of the ______ County Soil and Water Conservation District call 
______ or visit www... To learn more about the Soil and Water Conservation District in your County visit the 
contacts page at: www.nys-soilandwater.org  
 

### 
 
 

Press are invited to join at any tour location, as well as for the luncheon. 
 

 
Schedule: 

9:30              Guests load tour bus at Cobleskill Fairgrounds, South Grand Street, Cobleskill, NY 12043 

9:45                  SUNY Cobleskill Soil & Water Conservation District Riparian Plant Materials Center  

NYS Rt. 7, Cobleskill NY (Plant Nursery). 

10:15                Schoharie Valley Farms, Carrot Barn 

5605 State Route 30, Schoharie, NY 12157 

10:45-11:30     Wellington’s Herbs and Spices 

649 Rickard Hill Road, Schoharie, NY 12157 

11:30 - 12:30     Tour Schoharie Valley 

12:30 - 2:15    Local Food Luncheon, Awards & Rain Garden Project 

Minekill State Park, 161 Minekill State Park, North Blenheim, NY 12131  

Media is encouraged to join us for lunch; please call (518) 234-4092 if you intend to join us. 

2:30                   Crossbrook Farm  

862 Mill Valley Road, Middleburgh, NY 12122   

3:15                  Bus returns to Cobleskill 

 

---- END ----  

http://www.nys-soilandwater.org/�
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LOGO    _______ County Soil & Water Conservation District                         
 
FOR RELEASE: Immediate, Monday, April 20, 2011 
 
Contact Info 
- Photo visuals include: farm family, cows, kids, environmental sign award - 
 

Greening of America is business as usual for farmers 

Clean and Green for the Spring  

This is the time of year many homeowners are thinking about cleaning up their yard and heading out to the 
garden. For farmers, it’s no different.  

“Farmers have the biggest yards around,” said ________, District Manager of the _______ County Soil and 
Water Conservation District, “and the County's Agricultural Environmental Management, AEM, 
partnership is helping our farmers develop and implement plans to farm cleaner and greener.” 

 “Once the weather breaks I have the chance to work with AEM professionals to advance our farm's 
environmental goals,” said [ John Smith of Smith Farms

“Over a half-million dollars in state and federal funding has been allocated to assist ________ County 
farmers implement conservation practices on their farms,” reports _____________, “and these funds have 
also supported 

 ] in ___________. “Our fifth generation family 
farm has been working to protect natural resources in our community for over six decades. The technical 
assistance and AEM funding to help cost-share expensive conservation practices helps our farm to provide 
fresh, healthy products to our community in an environmentally conscious way.” 

70

“This job takes a lot of work and requires a plan,” said ________. “We take time over the winter months to 
help farmers develop AEM plans that meet their environmental goals and business objectives, and when 
good weather comes we mobilize to help farmers make improvements on the farm.” 

 local businesses such as contractors, equipment dealers and merchants. 

“The AEM program helped us install conservation practices that improve water quality, protect our topsoil 
from erosion and more effectively recycle farm nutrients to grow our crops,” said Smith. The recycling of 
organic nutrients is healthier for the environment, and reduces the use of fuel and commercial fertilizer.  

“Springtime also give us a chance to make improvements on the farm such as planting trees and shrubs as 
buffers along streams to filter any runoff from our fields from entering the water,” continued Smith. These 
practices benefit our farm, our community, and protect our natural resources for our children.  

For more information on _____ call _________or visit the website at: _____ 

 END      ### 



 
Ideas to draw local interest: 

•      Start out with a story on a local farmer implementing an AEM project this spring. Explain how the practice protects 
water quality and what water bodies are being protected. Incorporate a quote from the farmer expressing how they 
want to do their best to protect the soil and water resources, and how AEM is helping them do it. 

•      Talk about a common conservation practice in your county – something specific to the type of local agriculture, 
whether it’s dairy farms, orchards, etc. Highlight a farm using this practice with a quote from the farmer. Submit a 
photo if you have one. 

•       Focus on a waterbody targeted for AEM work and what has been done so far in that watershed. 
Tips to get your story in print: 

•       When emailing a press release, place it in the body of your email, as seen below (not
•       If submitting a photo, contact the paper to find out 

 as an attachment). 
how and to whom

 
 they would like the JPEG sent. 

LOGO
_______ County Soil & Water Conservation District 

 PRESS RELEASE 

  
Press Contact: Contact Name        FOR RELEASE
Phone Number                                     IMMEDIATE, Monday 

: 

Email Address                                    April 13, 2007           
  
FARMING CLEANER & GREENER IN _______ COUNTY  

Spring is here, and many families are getting outside to enjoy the beautiful weather and prepare gardens.  
Farmers are out too, getting a start on planting this year's crops, and the ________ County Soil and Water 
Conservation District is assisting them in their continued efforts to protect our area’s natural resources. 

  Conservation Districts works with local farms program to implement Agricultural Environmental Management 
(AEM) projects that protect the soil from eroding and keep clean water clean. Water quality projects range from those 
preventing rainwater from carrying soil or other contaminants into waterbodies, to the planting of streamside 
conservation buffers that also help maintain the rich diversity of fish and wildlife in our state.   

By participating in the AEM program, __________ County farm families are helping to keep our streams and 
lakes clean, and maintaining the status of agriculture as a preferred land use for natural resource protection.  

“Just like my father did for his children, I’m doing the right things to keep this land in farming, and to be a 
good neighbor, said [John Smith of Smith Grove Farms, a 3rd generation dairy in Cobleskill]. “AEM is good for my 
business and for the environment.”  

“Through AEM, we have developed a plan to address potential water quality concerns,” said farmer Smith. 
[EXAMPLE: We installed an alternate supply of fresh water for our cows and fencing to protect the nearby stream. 
The conservation buffer we planted added another level of protection for the stream, and even benefited the fish, 
birds and other wildlife on our farm!”] 

"It is in everyone's best interest to keep farming strong in ________ County to protect our fresh, healthy food 
supply, preserve our scenic landscapes, safeguard our natural resources, and support our local economy," said 
______________. 

The District also works with farmers to develop customized farm plans that specifically prescribe where, 
when and how organic nutrients should be used on the farm.  Most livestock farms grow crops to feed their animals, 
and they often recycle nutrients by using livestock manure as a fertilizer and soil conditioner. In certain cases, 
conservation planning indicates that farms should store manure over the winter and apply it each spring in the 
process of plowing and planting.  By following their individual nutrient management plans, farm families are 
proactively protecting water quality. 

 "Farm families work from dawn to dusk to feed our families and protect our environment," said ______. “Today's 
farmers know that in order to remain economically viable, they need to be vigilant about protecting natural 
resources.  AEM helps them to farm cleaner and greener while keeping their heads above water financially.”   

  For more information about AEM and how farms are working to protect the environment, contact the _____ 
County Soil and Water Conservation District at ________ or visit the AEM website: www.nys-soilandwater.org

### 
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LOGO    _______ County Soil & Water Conservation District                        
 
FOR RELEASE: Immediate, Monday, May 20, 2011 
 
Contact Info 
- Photo visuals include: Kids planting trees, kids stocking fish in ponds, hydroseeder equipment in action - 

Breaking out of winter & gearing up for summer activities.  
________ County Conservation District helps residents and communities go greener.  

While farmers, homeowners and communities are preparing for the warmer months ahead, the __________ 
County Soil and Water Conservation District is also gearing up to assist in their efforts to green up the 
environment.  “The Conservation District provides programs and services that are available to everyone,” 
said District Manager ___________. Most of them are free, some come at minimal cost, and all benefit the 
environment."  

One of their most popular programs is the District’s Tree and Shrub Seedling Sales. Tens of thousands of 
conservation plantings purchased at less than a dollar each will be greening up communities this spring. 
"These planting will be used for stream bank stabilization, windbreaks, erosion control and even living 
snow fences, while also creating wildlife habitat," said ____________.  We also offer advice and maps on 
soil types, which can help determine what to plant, when to plant and where.  

Popular among sportsman and kids alike is their Fish Sales and Stocking Program. Local stream and 
waterways across the county are being stocked with trout, bass and other species, which are also available 
to purchase at low cost for pond stocking. “Volunteers are important to the success of this program," said 
___ (name) ___, __ (title) __. "Everyone is welcome including children who especially love to take part. 
This program benefits the community, people who enjoy fishing and the local economy.” 

Farmer and landowners can also benefit from the District’s newest addition to their Pasture Management 
Program by renting the Districts 'No Till Drill' to plant their pastures without plowing up the ground. "This 
practice protects soil from erosion, builds organic matter and decreases nutrient loss,” said _____________. 
"For a minimal charge, this practice decreases fuel and fertilizer costs, while also saving time. It’s good for 
the environment and it’s good for the bottom line,” said ____ (farmer name) ______ of ___ (farm name) 
___ in ___ (town) ____.  

The District also offers Hydroseeding to green up stream and roadsides, which protects water quality and 
fish habitat. New programs underway include Agricultural Plastics Recycling, which transforms what 
would otherwise be waste material into useful products, and a Rain Barrel Program to help homeowner 
collect and store rainwater for lawn and garden use.  

For more information on these programs and the many other services your County Soil and Water 
Conservation District offers, call ___ (phone #) _________ or visit 

### END ### 
www.___________ 

http://www.___________/�
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For more information: 
Spokesperson Name, Phone and Email 
 
FOR IMMEDIATE RELEASE, (Day of Week, Month, Date, Year) 
 

Keeping it Clean and Keeping it Green 
Conservation Tour to Showcase Natural Resource Protection Projects in ___ County 

 
YOUR TOWN OR CITY, N.Y. – On ___________, 2009 the _____ County Soil and Water 
Conservation District is hosting a Conservation Bus Tour to help area residents and local 
legislators to understand how several innovative local projects are protecting clean water and 
natural resources in ________ County. Expected to attend are ____________________. 
 
The tour will include a visit to one of the County’s dairy farms to view Agricultural Environmental 
Management (AEM) practices that protect water quality and ecosystems on and around the farm.  
“Over the years, the ______ family has adopted numerous conservation practices that protect 
natural resources,” said ___________.  “In addition to their farm business supporting our local 
economy, their well managed farm also provides the open space, wildlife habitat and scenic 
landscape vital to maintaining the rural quality of life in _____ County.” In recognition of their long-
standing commitment to conservation, the ______’s will be awarded an AEM “Partnering to 
Protect the Environment” sign by the ______ County Soil and Water Conservation District, which 
will be proudly displayed at the farm entrance. 
 
Another stop on the tour will feature the ______ Demonstration Rain Garden in _____, which is 
one of four

 

 sites managing rainfall in an ecologically sustainable manner. The rain gardens are 
designed to capture runoff from adjacent parking lots, roofs, and other impervious surfaces, 
helping to prevent contaminated stormwater runoff from entering nearby waterways. Stormwater 
runoff picks up contaminants as it washes across impervious surfaces from petroleum products, 
fertilizers, road salt, litter and more. These gardens were constructed by Conservation District 
and municipality staff. Demonstration Rain Gardens are also located in the ___________. 

Also visited will be one of the several Dry Hydrants installed in ponds, lakes and streams around 
the County that offer fire protection to homeowners in rural areas. The District received funding 
from Senator _______, Assembly Member _________, and the ___________ County Legislature 
to support the Dry Hydrant Program, which provides financial and operation benefits to fire 
districts, increasing fire safety and responsiveness. District staff help locate and evaluate 
potential sites, then provides a field survey, hydrant design, materials and installation assistance.  
 
Projects like these are made possible through the partnership of natural resource professionals 
from the ___________ County Soil and Water Conservation District, Cornell Cooperative 
Extension, and the USDA Natural Resources Conservation Service.  
 
The mission of the ___County Soil and Water Conservation District is to __. For more information 
contact:  
 
- END - 



• 		 Protect drinking water quality 
• 		 Enhance fish & wildlife habitat
• 	 Prevent soil erosion to protect farms & communities
• 	 Assist local officials with flood prevention projects
• 	 Protect property with stream & storm water management
• 	 Increase farm profitability with conservation planning
• 	 Protect natural resources, cultural heritage & scenic vistas

Soil & Water
Conservation Districts

Providing Today...
									   Protecting Tomorrow



Communicating Your Value

“We can’t afford 
NOT TO

fund Districts!”



District Business Plan
Do You Have a Roadmap
for where your District is going?

Key Components:
• Evaluation of Effectiveness
 Internal & External

• 5 Year Strategy

• Communications Plan



Effectiveness

Do Board Members           
understand the issues & 
establish effective policies?

Is your District meeting                          
its full potential?

Are you engaging the public                        
in conservation decisions?



District Strategy

Maximizing 
your 

potential to                           
carry out 

your 
Mission



Long Range vs. Strategic  
Long range planning: 
Assumes the world tomorrow will look 
much like the world today.

Strategic planning:
Vision of what the world will look like 
in 3 - 5 years & your place in it.



Strategic  Planning is About Choices

• Mission & goals you will pursue.

• Programs, projects & services you will offer.

• How you will attract & utilize needed resources. 
 people, money, expertise, facilities…



Who Are You?



Mission Statement

Reason for the existence of the District:

• Business you are in
• What you do
• What is unique



SWCC Mission Statement

Preserve, protect & 
enhance New York’s                         

natural resources                       
by supporting               

County Soil &Water 
Conservation District 
projects & programs.

The mission of the New York State Soil & 
Water Conservation Committee is to develop 
a responsible natural resource conservation 

program implemented by County Soil & Water 
Conservation Districts by establishing policy 

to guide District programs and assist in 
organizing, developing, and implementing 
them. The State Committee fosters new 
partnerships and secures new funding 

sources to support District efforts on farms 
and in communities as the statewide focus        
for water quality protection is addressing              

both agricultural and non-agricultural pollution 
sources. The State Committee also serves              

to advise all agencies of government on 
matters relating to soil and water 

conservation, and works in concert with 
partner agencies to protect and improve                                              

the state’s water resources. 



“The District’s mission is to 
protect & improve the 

lakes, rivers, streams, soils & other natural resources 
of Warren County through locally-led 
conservation projects & programs”

Example District Mission



Drinking Water 
Supply 
Protection

Rural Fire 
Protection
Emergency
Assistance

Multifaceted 

Benefits

Farmland 
Preservation

Open Space

Natural 
Resource 
Protection & 
Enhancement

Regional 
Economy

Local Food 
Supply

Recreation &  
Tourism

Cultural Heritage



Connecting to what Matters
Conservation practices 
protect drinking water quality & 
enhance fish & wildlife habitat.

Erosion control practices  
& improved drainage
enhance food production.

Stream & stormwater projects
help protect public health
& safety.

Farm ponds provide 
rural fire protection 
& recreational opportunities.

Conservation projects maintain 
working landscapes, open space
& a rural quality of life.

Improving soil health
& preventing erosion 
protects the local tax base.

Conservation dollars support the local economy!



To: Undisclosed Recipients
From: Genesee.Soil_WaterConservation [mailto:genco.soil_waterconservation@yahoo.com] 
Sent: Thursday, March 04, 2010 10:24 AM
Subject: Feb-March "Soil & Water Update"

Watch the 
Wording

Opportunity to 
Plug Programs

Newsletters

http://geneseeny.org/dpt/soilandwater/treeplantdescriptions2010.pdf�
http://geneseeny.org/dpt/soilandwater/treeorderform2010.pdf�
http://geneseeny.org/dpt/soilandwater/newsletterfebmar10.pdf�


Formula for Funding Success

Ingredients for success with County Legislature:

• Requesting
• Informing
• Involving
• Recognizing

12 – Month Strategy



Keys to Success



Conservation Tours



Generating Press

Press ConferencesTours   Award Events  Workshops   



New Media 

Press Conferences

New 
opportunities
to get your 

message out!



Managing the Calendar



Board Involvement
From the beginning, a key to success has been 

Board Member understanding of the District’s vital role 
& their active commitment toward fulfilling it.

1940 Schoharie County 
Conservation Pledge

“I give my pledge as an American                                     
to save &  faithfully to defend from waste                  
the natural resources of my country –

its soil &  minerals, 
its forests, waters, &  wildlife.” 



www.nys-soilandwater.org

Developed & Compiled by:

Barbara Silvestri, Information & Education Program Coordinator

Rich Lewis, Associate Environmental Analyst
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