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Starting with Research

* Worked with Gud
Marketing

* Conducted survey
of the general publi

* Met with four focus in
southeast and southwest Michigan

e Separate survey of DNR users




Findings

Strong preference for
wildlife habitat
protection

Clean air and water
are vital

Want to ensure for
for future generations

Knowledge of forestry
nighest in Upper
Peninsula, lowest in
southeast Michigan




Marketing Michigan’s Forests

to a Wider Audience

Target audience: residents 18-49 in
southeast Michigan

Geographicall oved from state forests

Unfamiliar ard DNR terminology

Campaign ra reness of entire DNR

mission, not just FRD



Opportunities to Share Our Messages

Clean air and water, products we use every day
* Preventing disease and invasive species

* Assurances about long-t

erm plans for forests
* Success stories about our efforts
* How the public U Involved




‘re Doing

What We




Unique Look of Campaign

e TV commercial blends papercuts and
digital animatio

* Four, 30-sec
message, Wi
environmen
products

verall

* Forests for arkl



https://www.youtube.com/watch?v=TdEntizuyYk

Results So Far

50,000+
eaming

f first ad on
| to date
ime
ge football




Next Steps

npaign to Lansing,
la

* FY 19 request: $500,C
southwest Michi

* Wider varie
* Message n
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Building on Our Momentum

| We have strong rea to

continue our

source

* Campal
FRD stra

e Stakehold
efforts




Forests are a backdrop to all outdoor activity

A Tree for Life ...







