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My Forest Products Story ...

As a youth growing up in the Nicolet National Forest, | understood
the connection between the forest and Connor Forest Products
where my Dad worked. Despite moving from Laona in 5t grade, |
combined my youth goal of being a forester with a career in forest
products. After 25 years as a wood specialist in Minnesota, |
joined the Forest Service’s FPL in 2015 to fulfill a career goal and
work to strengthen the connection between our forests, research,
and markets. | am proud to work alongside my Forest Service
colleagues and partners to support resilient forests and
communities.

~Brian Brashaw
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Drax submits top bid for LaSalle wood pellet facility

Ashley Mott , amott@thenewsstar.com  Published 11:45 am. CT April 3, 2017 | Updated 7:25 p.m. CT April 4, 2017
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Pol |Cy and How one power plant 1s turning
away from coal to embrace wood

Regulations pellets and straw

Anmar Frangoul
9 Howurs Ago
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Albany wood pellet plant to re-open and become Australia's largest
ABC Rural By Tyne Logan



"WHEN | SEE
WOOD PELLET
SHIPS LEAVE OUR ISITTIME TO
PORT, | DON'T SEE RETHINK WOOD?
THE VESSEL. | SEE Discover for yourself.
THE MILES OF
CLEARCUTS |
KNOW HAPPENED.
IT'S A FEELING OF
LOSS"

Polarized

and T
Unpredictable! R -




________

Target initiates new forest
products sourcing policy

Customer Preference from
Resources we Believe In!

Lisa P. Jackson W Follow
@lisapjackson

Environmental protection = good for the planet & economy. Yet
another example through our work with @ConservationFnd
bizjournals.com/triangle/news

5:33 PM - 15 Mar 2017

An update on what Apple is doing with 3,600 acres in eastern Nor...
Two years ago, Apple bought 3,600 acres in Brunswick County.

« 1337 W80




North American Forest Partnership

 NAFP brings together diverse voices from across the United
States and Canada to raise awareness and understanding of
the broad social, environmental and economic value created
by the forest sector.

* The goal of the partnership is to highlight the sector’s shared
ethic of forest stewardship and unifying commitment to the
management of sustainable, healthy forests in North
America.
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Research: Overview

FOCUS GROUPS

SOCIAL CONVERSATION
AUDIT

BENCHMARK SURVEY

AUDIT & NEEDS
ASSESSMENT

w -
AN North American

\'i'ﬁ;,';, Forest Partnership

Identify conversations related to the sector that are already being
told online and identify opportunities for us to engage and share our

story

Better understand the attitudes, feelings and perceptions of external
audiences to inform our communications and messaging approach

Source existing content and collect input from across the sector; was
completed by nearly 100 participants from the sector (internal
audience)

break through



Since our Voice Is Being Created for us ...

we ha\{e ‘i “bunker Our credible — and if Others have created friction
mentality aggregated — powerful around products and policy
sustainability story is hard to
find.

Businesses, policymakers and
consumers are too often

NorthAmerican negative about the sector @

Forest Partnership
break through
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LEADERS INTERNAL AUDIENCES

We are innovative

s Y i

- J - -

We need more innovation

We're leaders e W. Europe would also say they’re the leaders
We replant a tree for every one we cut e Some say you do, some say you don’t

We create good jobs where needed most e Everyindustry tries to trumpet job creation
We have a great carbon story  We have a controversial carbon story

- - r = ™ E i B - E - L
= 3 LT i L i s . e B ey
— T e T L e = - ."'-"-:-t W R Pk o L#-an._"'_n.

Internal Cacophony




OUR OWN PEOPLE ADMIT THERE IS A
DISCONNECT WITH MANY EXTERNAL AUDIENCES

»They demand to know how this message
platform and effort will be different and
breakthrough

SECTOR SAYS EXTERNAL AUDIENCES HEAR
Green — * That’s their term, not ours

* Protecting the forest means never cutting down
trees (to outside audiences)

* We protect/preserve the forest

e Climate change * I’'m not sure if that even exists

. * The public’s view of what “responsible” means is
* Responsible not what we do

e The public doesn’t know what that means. They
think it’s what WE do
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e Deforestation
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Influencers

THEIR TRUTH ABOUT FORESTS
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AUDIENCES

POLICYMAKERS,
EMPLOYEES, CUSTOMERS

{primary audience)

ENVIRONMENTAL
CHAMPIONS

(channel to influence
our primary audience)

INTERNAL
STAKEHOLDERS

(C-Suite, Communication
Professionals,
HR/Employees/Internal
Audience Professionals,
Program Ambassadors,
Rank and File)



Key Findings:

Attitudes & Perceptions of Work & Values

A significant segment of those surveyed are undecided about the forest sector

Respondents overall are more likely to [ [ [
be comfortable than uncomfortable in 45% 33% 24%
regards to the way wood is used as a o _
resource in the U.S. but a large gap Two in five say they One third report they That Ieavgs one
exists for those who are undecided are comfortable are uncomfortable qugr.ter without an
opinion
\
Influentlal Influential Americans are significantly more
Amerlcans comfortable than Environmental Champions

Environmental
Champions

>

S

North American
Forest Partnership

when it comes to the way wood from North
American forests is used as a resource in this
country )

This is especially true of male
influencers, who are 21% more
likely to feel this way

break through



Key Findings:

Sentiment Towards Managed/Working Forests
O O O O o
Influential > While Influential Americans are more likely
Americans to feel favorable than Environmental
o Environmental Champions, both segments show strong

The concept of a “managed forest” to support the long-
term health of a forest is favored by respondents

Four in five (81%) respondents
are favorable towards managed
forests when given a definition

of the concept

North American @
Forest Partnership break th h
reak throug



Key Findings:

Sentiment Towards Managed/Working Forests

The majority of

respondents are 859, < 88% vs 83%

comfortable

Influential Environmental

- - Maintain a healthy forest Americans Champions
with CUttlng believe that trees must
down trees to: be cut down sometimes

to keep forests healthy

79%

()
As long as a new one ‘ 74/’
J Done so responsibly

comes up in its place

However, when it comes to harvesting trees for these reasons,
respondents are least likely to feel comfortable doing so for:

|.~ 41% 6 33%

II A product —~—

_ Implication: select topics are believable and should be @
North American .
Forest Partnership em phaS|Zed
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Key Findings:

Uncovered Myths & Misinformation

Myths about forescil:ry 4 45% Nearly half of respondents
practices exist and nee believe trees are cut down

:[:(())r?teindueebiurrr:gsgv?gg on national park land or
favorability of the sector protected land

Important to economy IIEEEEEEEEEEEEEEEEEEEE————— 5] 9%
Valuable to society IS 5 ] 9

Ethical E—— )77 Most frequently cited attributes of
Innovative  EE—— 7% our sector are “valuable to society”
Transparent EE——— 9%, and “important to the economy”

North American @
Forest Partnership break through
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Key Findings:

Uncovered Myths & Misinformation

Half believe that clearcutting is
commonly practiced in North
America

Two-thirds of respondents
believe that deforestation is a
major issue

Environmental Champions are particularly sensitive to
deforestation as 72%b believe it is a major issue in North America
compared to 56%b6 of Influential Americans who say the same

Millennials in both segments are more likely than their older counterparts
to believe deforestation is accelerating in North America
54%

629 68% __. m 21-34
>7% 51% 35-44

46%
34% 31%
, 45-54
55-64 @
North American
Forest Partnership bresk through
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Social Media Amplifies

Repost content across sector
channels

Make content discoverable
using paid amplification tools

Drive conversation on

v/

100 organizations
repost to web
platforms and
social media

channels

v/

40,000 - 70,000
people

North American
Forest Partnership

Potential
Reach

v/

Send e-blast to
relevant parts of
the sector with key
messages, how to
share, etc.

Vv

25,000 - 35,000
people

v/

Use Outbrain to
distribute content
onto popular
news sites

@y
Vv

20,000 - 30,000
people

Potential
Reach

v/

Leverage Google
paid search to
promote

Google
s

10,000 - 20,000
people

social media
Facebook post

Tweet content
Q O
Potentially reach additional
30,000 — 50,000 people via

v social media v

65 retweets / 15 820 likes /
likes / 725 shares / 73
50 replies comments

*Reach estimates scalable - contingent upon number of supporting orgs., budget parameters, etc.

break through



NAFP DIGITAL HUB: RESOURCES FOR MEMBERS

Materials to tailor for

. customer channels

Messages to
customize

Training program
for employees

Inspirational video
content

Brochures for
recruitment

CENTRAL
RESOURCE
HUB

Content for social
media

Creative visuals for
distribution

North Ame . . @
Forest Part, Assistance with
website development break through
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NAFI‘; E“:r':;tﬁ;“rﬁ;ﬁfsﬂip STORIES FROM THE SECTOR TREMDING TOPICS RESOURCE CENTER FACEBOOK GROUP

Resource Center

Here you will find materials that can be downloaded, printed and shared to help you communicate about the good work you do every day. We've
developed customized trainings to help you share your story on social media and discussion guides to help you earn trust and build the reputation of
our sector when engaging in conversations with stakeholders.

Training & Education Materials @ ALL v

The rezources in this section are designed to aid you in discussing the work that you do with various stakeholders. The documents are for intemal use only and not intended fo be
zhared more broadly.

@ NAFP Conversation Training_Your Story VIDEO: NAFP Storytelling Training

=y  NAFP Social Media Training_Social Storytelling NAFP Getting Started with YouTube

NAFP Dizcussion Guide_Forest Sector Bazics and Common Concerns NAFP Getting Starfed with Instagram

| ED (&)

SAMPLE ONLY: NAFP Dizscussion Guide_Sustainability NAFP SM 201 Monitoring Listening Tools

o
=
=

SAMPLE ONLY: NAFP Dizscussion Guide_Biodiversity VIDEO: Social Media 201 Monitoring Listening Tools

||

SAMPLE ONLY: NAFP Dizcuz=zion Guide_Forest Management VIDED: Getting Started with Linkedin

o
L=
=

VIDEQ: How To - Write for Social Media

VIDEO: How To - #Hashtag 101

B B |8 (BB | ) || [E




What Is a Story?

On the one end of the spectrum, a story can be something as simple
as a photo with a caption. On the other, it can be a long-form article
or blog post with images, embedded videos, etc...and then there’s
everything in between.

PRIMARILY PHOTO

Visual(s) with brief
description (100 — 400

SELF-MADE VIDEO ARTICLE

Personal video with brief
description (can be recorded
nersonal device

Brief written story (500 -
800 words) with
embedded visual(s)

North American @
Forest Partnership break th h
reak throug



Stories Walk
the Wheel!

Building Bat

Marth American
Forest Partnership

STORIES FROM THE S5ECTOR

Stories from the Sector

Share your story

\We know you are passionate about the
work you do and we want to hear about
it! You're invited fo share experiences
and observations from your personal or
professional perspective. Please provide
photos, videos and your story in your
own words. We look forward to hearning

from you.

Share Your Story

Condqs _

Teaming up with the local high school
students, & Weyerhasuser f2am built

58 bat houses to benefit local bat

Showing 1- 12 of 18 results

VIDEO: Complex
Forestry Topics
Unpacked

JORDAM EEMMER

The Oregon Forest Resources Insfitute

produces educational media to help
people better understand the forests
around them.

read more —

Trees for Tribs:
Restoring New
York's Streams One
Tree at a Time

SARAH WALSH

TRENDING TOPICS RESOURCE CENTER

TORIC ~ SEGMENT ~r

Howl En;f-;ure Our
Family Tree Farm
Stays Healthy

After a decade of living in Seatile,
Andres Watts returned to the family
property to help her parents manage
the family tree farm to ensure it would

remain healthy and resilient.

read more —

| u:m=:stry,rr and

ﬁa_ckc_ountry Skiing

Faorestry and backcountry skiing form &
natural partnership. Braintree Mountain

Community Forest, owned and

FACEBOOK GROUP

REGION O

The Greening of
Detroit

HOWARD LINDEERG

The nonprofit organization, called The
Sreening of Detroit, has planted more
than 25,000 trees around the city.
Weyerhaeuser and the Sustsinable
Forestry Initiative (SF1) recently added
their suppaort.

read more —

How Forest
Stewardship
Became a Family for

Faorest stewardship has been a family
affair for the Westergreens since 1385,
Tom Westergreen and his family
continue to foster a diverse and
productive tree farm in Washington
State Forest stewardship has been a
family affair for the Westergreens since
1883. Tom Westergreen and his family

mantinia #n frctar a divarca and



Biomass
Energy
Stories

Stories from the Sector

Share your story

We know you are passionate about the
work you do and we want to hear about
it! You're invited to share experiences
and observations from your personal or
professional perspective. Please provide
photos, videos and your story in your
own words. We look forward to hearing
from you.

Share Your Story

Burns, Oregon

When a local school in Burns, Oregon
needed to replace an aging bailer,
community leaders discovered that a
biomasz district heating system would
dramatically lower their energy costs
and help keep local forests healthy.
Biomass energy is a perfect fit for their
rural community. Close to the forest
with a cold climate, they are used to
working with wood. The system burmns
clean, requires limited maintenance
and runs on plentiful locally-produced
wood chips - a perfect solution! Video
created by the Oregon Statewide
‘Wood Energy Team, Sustainable
Morthwest and the Oregon Department
of Forestry with funding support from
the USDA Forest Senvice. For more
information about the Oregon
Department of Forestry, please visit:
hitp:ffwww_oregon.goviodfy

read more

Bioenergy s~ SEGMENT -

" = |

VIDEO: A Passion
for Global Impact
HEATHER WISE

| am passionate becausze of
undizcovered breakthroughs in
bioenergy that will have an impact on a
global scale.

read more

REGION =~ Q

Bioenergy? The
Fate of Woody
Biomass in the
Absence of Markets

Much of our nation's forests, especially
public lands, suffer from unnatural,
overstocked (too many trees)
conditions that make them susceptible
to catastrophic wildfires, pesis and
diseases.

read more
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Home = Stories from the Sector = A Renewed Commitment to Renewable Energy from our Forests

Share your story

We know you are passionate about
the work you do and we want to hear
about it! You're invited to share
experiences and observations from
your personal or professional
perspective. Please provide photos,
videos and your story in your own
words. We look forward to hearing
from you.

Share Your Story

Related Topics

Learning about Forest
Management as a 10th
Grader

Amphibians Matter

Restoring Wildlife Habitat
through Active Management
in North Carolina

A Renewed Commitment to Renewable Energy from our Forests

By Norman Shawanckasic

For more than 150 years, the Menominee people have ulilized sustainable Torestry practices to preserve a unique ecosystem with a
wide variety of species and varied habitats. In 2016, Menominee Tribal Enterprises, the business arm of the Menominee indian
Tribe of Wisconsin, completed a biomass-fueled district combined heat and power (CHP) project in an attemnpt to create energy
independence, reduce our carbon footprint and reduce air emissions.



Closed Facebook Group
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EHORTCUTS

’ MNAFP Community -
E Kings Couwrt

’ Superior Hiking Trail 20+
T US Forest Service E... 15

EXPLORE Discussion Members Events Wideos FPhotos Files Search this growp o
[7] Ewents I
T Groups & Write Post & Add Photo/Video il Add File B more ADD MEMEERS

Pages =+ Enter name or emall S00ar2Es. .. F

QP Fundrsizars ‘ Wirite something. .. MEMEBEER S
2L | Friend Lists FINHED PO ST =

Members (& new)

0On This Day 3 C
€2 On This Beth Scott shared a link. BEE”E Frron
. Sawed Moermber 1 200E WWhat is NAFP?
T o WWe are a diverse group of mdividuals, companies
S EEs e Welcome to the Morth American Forest Parinership group! Please introduce £ . Ses= Mars
CREATE yoursslf and get to know one ancther. Share information, stories and links to
Ad - Page - Group - Event articles about our sector that are of interest to you. Use this group to CREATE NEW CROUPE
Fundraiser comimunicate with cne ancther and join in on the conversations! Also, . 5
) B ) Groups maks it egasisr than ever
register & login to the MAFP Hub (hitp-ibit 1y/MAFPreg) to access tools & o e vt Friere. Family oo
resources that will help you share our stony. tearmmates.

Below are easy instructions to gain access to the MNAFP Hub. Itis ...

MORE WAY S TO CREATE
Ses Mors o -

INorth Ameri Forest Parinershi
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NAFP TURNS OUTWARD
MAY 2017

POLICYMAKERS
EXISTING & POTENTIAL EMPLOYEES

CUSTOMERS



External Launch — May 2017
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Walk in the Woods

1. Our Precious Resource - We’'re passionate about how forests
make our lives better. Learn more about the forests around us.

2. Forest Choices - As a society, we make essential choices about
how to manage our forests. The result is many different forests
managed for a range of important goals and needs.

3. Forest Voices - A diverse community is responsible for the
future of our forests. Passion, pride and stewardship - the voices
of this community.

4. The Path Forward - A rich past and a rich future. Innovations
and inspiration - tales from our forests' future.

5. About Us -

=) .
‘w‘g‘ North American
g/ Forest Partnership




Why It Will Work

* Cross-sector leadership and 24 months of research

- Landowners, softwood and hardwood lumber, agencies, paper, bioenergy, non-
profits, associations, etc.

- Used focus groups, assessment of past industry efforts, and deep dive into USFRA

* A different approach to execution
- Social media is where dialogue is happening
- It is a solution that matches our Sector’s distributed geographic footprint

- If we engage even a modest percentage of the Sector, we will have measurable
Impact

North American @
Forest Partnership break th h
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100 Organizations Bound By Values

* Agencies

e Conservation Groups

« Companies

* Trade Associations

* Universities

* Foresters

* Professional Associations
 Landowners

North American @
Forest Partnership break through
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NAFP CONTACTS

Will Novy-Hildesley
Executive Director
whovvhildesley@forestfoundation.org

Beth Scott
Communications and Program Manager

bscott@forestfoundation.org
Office: 202-765-3561

Rae Tamblyn
Membership Manager

rtamblyn@forestfoundation.orq
Office: 202-751-2445 @

North American
Forest Partnership

break through
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