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AGENDA

• Welcome and Roll Call

• Anti-Trust reminder

• SFI Communications Highlights YTD

• 2017 SFI Branding and Outreach 
Campaign

• Update on path for 2017

• Any additional thoughts? 
Questions?



WELCOME & ANTI-TRUST

All SFI meetings, conference calls and webinars must 

comply fully with antitrust laws. 

If any participant is concerned with the 

direction of the discussion, please bring this to 

the attention of SFI staff immediately.



SFI 
COMMUNICATIONS 

HIGHLIGHTS 



PRESS RELEASES



TREEHUGGER 2015
SFI PERFORMANCE: January – October 2016

247K
Page Views

3:18
Time on page
2.2X th.com

13,579 hrs.
Engaged with SFI 

Content

58M
Ad impressions

2.5M+
Facebook 

Accounts Reached

1.2M
Max Twitter Reach 

Weekly

7,379
Social Shares

24
Social Pushes

4.5M+
Twitter Accounts 

Reached



SFI PRESENCE AT

Philadelphia
Orlando

11th Biennial 
Longleaf Conference



2016 Q2
SOCIAL MEDIA

3,150+
Facebook 
Followers



2016 Q3
SOCIAL MEDIA

September Tweet/Mention

October Top Tweet/Mention

39.1K Twitter followers to date
5,350+

Tweets sent out

November Tweet/Mention

SFI Annual Conference 
#sficonf

87.5K 
impressions



2017 SFI 
BRANDING & 
OUTREACH 
CAMPAIGN



RATIONALE

The goal is to shift perception so SFI is 

viewed as a sustainability organization 

dedicated to the future of our forests.

THREE KEY AUDIENCES

1. SFI Program Participants and key partners

2. Conservation organizations

3. Broad marketplace



ACTION ITEMS

PHASE 1: WEBSITE REDESIGN

• complete redesign of SFI website 

PHASE 2: CONDUCT ANALYSIS, DEVELOP OUTREACH 
CAMPAIGN STRATEGY AND ACTION PLAN

• examine current opportunities and challenges, including the 
market landscape, Canadian and US political contexts, and 
the forest sector in general 

• map out a comprehensive timeline and set of actions 



ACTION ITEMS

PHASE 3: ESTABLISH BASELINE AND TRACKING MECHANISMS

• identify a baseline which measures current perceptions of SFI
• surveys and possibly focus groups 

PHASE 4: LAUNCH OUTREACH TO ALL AUDIENCES

• outreach to the “inner circle”, through personal meetings, 
webinars, letters, and other means 

• hosting forums, participating in strategic forest and 
sustainability sector events, getting paid media in key 
publications, achieving unpaid media coverage, and other 
actions 

• develop and execute strategic advertising to elevate the 
campaign



OUTREACH CAMPAIGN

DESCRIPTION ESTIMATED COST TIMING

Phase 1:
Website redesign

$75,000 Q1-Q2 2017

Phase 2:
Conduct analysis, develop outreach 
campaign strategy and action plan

$25,000 Q1-Q2 2017

Phase 3:
Establish baseline and tracking 
mechanisms

$80,000 Initial Survey: 
Q2 2017
Resurvey:
Q3 2018

Phase 4:
Launch outreach to all audiences

$300,000 - $350,000 Q4 2017 to Q3 
2018

Total Cost of Outreach Campaign $480,000 - $530,000



SUPPORT AND ELEVATE
CURRENT INITIATIVES

• SFI conservation impact work

• SFI LEED outreach

• SFI Conservation and Community Grants

• SFI engagement with SICs

• Demonstrating relevancy of SFI to brandowners

• Canada’s 150th anniversary/SFI Annual Conference

• And more!



PATH FOR 
2017



SAVE THE DATE

SEPTEMBER 27 – 29, 2017



QUESTIONS 
AND 

COMMENTS


