Idaho Firewise Marketing Plan
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Objectives
1. Build awareness of the Idaho Firewise brand and its
role in public education about wildfires.
2. Expand the awareness of the possibility of wildfires in
Idaho’s open lands, forests, and communities.
3. Build understanding of the consequences of poor
protection of homes and structures.
4. Encourage persons in at-risk areas to take personal
responsibility of mitigating damage from wildfires in
their communities.
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Strategies
1. Engage communities, neighborhoods, organizations, and encourage businesses to be
an active member of Idaho Firewise.
2. Develop a public education program that builds awareness of wildfire issues
and stimulates citizens to take preventive measures to mitigate negative wildfire
consequences.
3. Focus resources on individuals, groups and communities with the highest levels
of potential interest in and exposure to wildfires. As campaign progresses, address
audiences of the next level of interest, until all audiences are effectively reached.

HIGH INTEREST

Land Management Agencies Resource Conservation Districts

Public officials and
employees in rural
communities

AWARE, BUT
UNMOTIVATED

APATHETIC

• Elected officials
• City and county
employees
• Fire fighters and
families

Citizens in rural
communities near
wild lands
• Community leaders
• Homeowners
• Homeowner
associations
• Neighborhood
associations
• Service groups
• Schools

General Public

Business community

•
•
•
•
•

Real estate agents
Builders
Developers
Insurance agents
Building material
retailers
• Lenders

Strategies
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4. Build and develop membership in Idaho Firewise to build community engagement and to provide
additional funding.
Basic Member

Individuals, families and/or
homeowners

Free registration on website
Open to purchase swag

Community Member

Public entities, cities and
counties, schools, non-profit
organizations

$100 fee to cover cost of
materials for distribution

Business Members

Business entities

$100 fee
Open to purchase swag

In addition to membership opportunities, create sponsorship opportunities for additional gifting other
than membership fees. Persons and entities making contributions would be recognized on the website. To
enhance tax deductible donations, consider establishing a 501(c)3 status.
5. Employ a two stage roll-out of the Firewise campaign. The first stage concentrates on rural communities
that have a higher risk of wildfires. The second stage expands the effort into Idaho’s urban centers.
A two stage approach has several advantages.
• Addressing the Firewise issue in small communities with wildfire exposure will result in a more
engaged audience.
• The cost to focus on smaller, rural communities will be less than attempting an immediate
statewide effort.
• Concentrating the message and effort in smaller communities will allow Firewise to polish its
program and its communications prior to entering the urban centers. Idaho’s larger cities will require
a more exacting message and higher commitment of financial and human resources.
• Generating membership in Firewise will be easier in at-risk communities than in urban areas. As
membership grows and revenues enhance, Firewise will have more resources to address the urban
markets more effectively.
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Community Outreach
Success with membership will likely be
higher in regions of the state with higher
risk of wildfires or in those communities
that have experienced wildfires in the
recent past. Using these communities at
the inception of the communications will
allow Firewise the opportunity to polish the
message and tactics before going into the
more expensive large radio markets of the
state.

A step by step approach is recommended
for these counties.

• Valley and Adams Counties
• Blaine County
• Custer County

Step 3.

The above counties have a mix of primary
residences and second homes which will
give Firewise a good temperature check on
message resonance between the
two ownership profiles. These counties
have strong local media outlets and active
community organizations that will provide
Firewise with community forums for
message dissemination. Similarly, these
counties will give an early indication about
the use of social media on the web.

Step 1.
Brief community leaders

Step 2.
Speeches before important civic
organizations. Handout materials and
educate audiences

Engage social media, op-ed and opinion in
local media, and, if budget allows, an ad in
local newspaper or local event sponsorship.

Step 4.
Meetings with local businesses for
membership and contributions
The other rural counties in Idaho should
be approached using this four step method
after an assessment is made to the
relevance of the Firewise message to
each county.

Community Outreach
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URBAN CENTER OUTREACH
Membership in Idaho Firewise will also come from
the state’s larger cities and counties. But most
likely membership from these more urban areas will
come from affinity groups: collections of people
focused around a common interest. The most likely
groups are:
•
•
•
•
•
•
•

Second home owners
Sportsmen
Forest and public land workers
Ranchers
Businesses with exposure to wildfire
Recreationists
Person with an emotional connection to Idaho’s
open lands and forests.

The size of Idaho’s urban centers offers good
opportunity to expand membership. Because
they are also media centers, they offer good
opportunity to disseminate the Firewise messages
to wider audiences. However, urban centers

also pose a problem to Firewise. The abundant
communication vehicles available, if not planned
and executed wisely, can lead to wasting resources
on unproductive media outlets and a confusing and
unfocused message. Effort in urban areas should
be concentrated toward Firewise affinity groups
using narrow media channels and more one-to-one
communication opportunities. When the urban
media are used effort should be made to align media
content with Firewise messages to maximize the
reach of affinity group audiences.
Rural communities, generally, are more personal than
urban centers, so the more face-to-face tactics used
in these communities, the better the outcome. The
urban centers are more of a challenge. Social media
and the internet will allow a one-to-one contact which
will mirror the tactics from the rural program. Also, a
speaker’s bureau which addresses important service
clubs, organized groups, and community forums will
also mirror what is done in rural communities.

Community Outreach
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COMMUNICATIONS SUPPORT
The achievement of Firewise objectives will require a broad communications effort to support the membership
campaign and to build awareness of wildfire issues. The extent of a communications campaign will depend upon
the resources available, the markets in which such a campaign would be directed and the season of the year.
The primary communications tool is the Firewise website, currently in development. All communications in the
campaign will direct interested persons to the website, so it’s vitally important that the site is easy to navigate,
filled with critical information, attractive in its design and searchable.
There are a number of communications tactics that are workable and appropriate for Firewise. Timing, resources
and budget will likely impact which are used and when.
• Social media. (monitoring and responding)
• Videos on You Tube
• My Space and Twitter accounts
• Linked In for business

• Public service ads for local newspapers

• DVD, PowerPoint or video for speakers and
presentations

• News events and news conferences to highlight
Firewise as fire season approaches

• Participation in forums on environmental issues

• Brochures and handouts which replicate important
pages on website

• Op-ed and opinion pieces for newspapers
• How-to video on best practices of fire prevention
and protection
• PSA’S for cable and television
• Sponsorship on NPR and IPTV with name
identification and website address
• Public school outreach. Work with Project Learning
Tree to expand awareness among educators

• PSA’s for local radio stations
• Paid outdoor billboards during fire season

• Decals and labels of Firewise logo to be used by
businesses and others to identify with program
• Graphics kit for supporters
• Email alerts of at-risk communities
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Critical Milestones

Website Complete

Winter 2010

Plan for roll-out adopted

Winter 2010

Confirmation of initial communities
for outreach

Spring 2010

Rural community outreach

Spring – Summer 2010

Assessment and Evaluation

Fall 2010

Adjust plan and prepare for Urban push
Launch urban push			
Re-hit rural plan by adding more
Communities
Assessment and Evaluation
Continue plan in both urban 		
centers and rural communities

Winter 2011

Spring – Summer 2011

Fall 2011
Spring – Summer 2012/2013

