MARKETING
Ambassadors - Positive Communicators
What do you think of when you hear the words “public relations”?  Some con artist with a crocodile smile?  A guy who probably has swampland deeds in his pocket?  What comes to mind when you hear the word “MARKETING”?  Tossing food into a wobbly cart at a grocery store?  Well, surprise, surprise!  As an Ambassador, your job now is both public relations and marketing.  In fact, you probably won’t be able to tell where one ends and the other begins.  For example, look at this list of likely PR and/or marketing tasks:

(
Helping people find out what 4-H really is.

(
Explaining why 4-H is worthwhile - good for youth.

(
Getting people to serve as leaders.

(
Selling youth on the idea of joining 4-H.

· Helping 4-H’ers and volunteers feel good about being involved.  Making them want to get more involved.

(
Building or maintaining the support of people who:

Vote on 4-H’s budget.

Could donate money to 4-H.

Could help you spread the word about 4-H.

Now, DON’T WORRY!  You’re not alone.  Even your Ambassador group is not alone in trying to get all of these tasks accomplished!  Besides, if you look at the tasks listed above, you realize each of them is nothing more than a different type of COMMUNICATION, and you have been communicating since you were a baby!  Of course, communicating as an Ambassador will be a little different:

Ambassadors communicate with a purpose - to produce a particular positive result in a particular audience or group.

When Ambassadors are conducting PR, they are working on 4-H’s image - in other words, on people’s understanding of 4-H and their good opinion of it.

When Ambassadors are marketing 4-H, they are trying to get people to “buy into” the program.  In other words, marketing goes beyond people’s having a good opinion of 4-H to their actually getting involved as a leader, member, supporter, donor, or such.

BEING A SUCCESSFUL AMBASSADOR MEANS HOMEWORK
What kind of homework?  How about asking around until you find the answers to questions such as these:

1. Who is this person I am supposed to talk to, work with, ask for help, etc.?  Or - what kind of people belong to the group I am supposed to talk to, work with, etc.?  What kinds of things do they do?  What age(s) are they?  What are their biggest interests or concerns?

2. How much do they know about 4-H?  Are they likely to have mistaken ideas about it?  Do they already support 4-H?  Do they support some other youth program?

3. What positive results do I hope to achieve with this audience?  Am I aiming too high for this time around?  For example, should I be trying to help them understand 4-H better, rather than trying to get them to volunteer or join?

4. What are they likely to find interesting or appealing or worthwhile about 4-H?  Remember, what you see as the neatest thing about 4-H probably isn’t what your parents believe is its biggest benefit.  Likewise, a men’s club might get involved in 4-H because it develops leaders.  But sixth graders would probably rather hear about projects, fairs, and friends.

5. Do I know enough about 4-H to be able to deliver a message that will “hit the spot” with this audience?  Do I know enough to be able to answer likely questions?

6.
What is the best way for me to transmit my message?  (Message = what you decided for No. 4.)  Should I discuss things one-on-one?  Give a project talk?  Ask to hang a poster in their meeting room?  Show pictures?  Ask to put up a window display in a store where they shop?  Write a newspaper article?  Hand out brochures?  Invite them to a 4-H club meeting?  Something else?

Which item in this list do you think will be the hardest?  Believe it or not, many 4-H members find No. 5 is the most difficult.  Sure, they can tell what they do in 4-H, but describe the whole program?  No way!
To be a good Ambassador, you need to be able to describe 4-H so well that you can briefly tell almost anyone about it - citing what THAT PARTICULAR PERSON is likely to see as its major benefits.

BY THE WAY

As you fill your term as a 4-H Ambassador, you may find that Earl Newsome’s “Principles of Persuasion” will help you with your communications.  In summary, they are:

A.
Your message must be clear.  That message includes the words you use in writing and speaking, as well as the actions you take and the image projected by everything associated with you and your product.  You won’t be clear if different people can interpret your message in different ways, particularly in the mass media.  You also won’t be clear if different parts of your message don’t jibe (if, for example, you say, “I’m fine,” but your voice tone and body language say you are anything but fine).

B.
The message’s source should be familiar, trustworthy.  This principle is the reason advertisers use rock stars and ball-players as spokespersons for their products, and why groups such as 4-H sometimes use two-step communications:  from the mass media to the target, from a volunteer who is well-known to a target, etc.  Fortunately, many people are familiar with the name 4-H, and they have a pretty good opinion of it, although that opinion may be a little outdated.  But this principle is why YOU also must seem trustworthy - capable, for example, of being interesting to adults, of writing for the newspaper, of keeping a grade school class in line, etc.

C.
Proposed action must accompany ideas.  In other words, you can’t just tell an audience that you have a good organization.  You must explain how they can join and/or support it.  You can’t simply say you have a worthwhile program.  People will also be much more likely to take the proposed action if it is convenient (that is, simply logical) and if you can get them to suggest the action themselves (also logical).

D.
The recipients of the message must identify with it to be persuaded by it.  In other words, the idea’s point of view or associated benefit must seem to relate to audience member’s personal hopes, fears, desires, dreams, experience, etc.

PUTTING IT ALL TOGETHER

Be honest.  How much would you really accomplish if:

(
You wrote a great news release about a ribbon-cutting ceremony the Ambassadors organized for your new 4-H camp, but you got the release to the newspaper two weeks after the event.  Or you had to write the release by hand, rather than typing it, and your writing is difficult to read.

(
Your Ambassadors sponsored a petting zoo in early May for young school children.  Teachers arranged for busloads of youngsters to come, and the children were excited about 4-H.  But you forgot to tell the youngsters how they can join, or you could not figure how to get that information to the parents.  You also did not consider if May or June is a good time for children to become new members of a 4-H club.

In the first case, the news release was a chance for you to build 4-H’s image - in other words, to do some good PR work.  If you did a slipshod job on that release, however, you may actually have hurt 4-H’s image with an important audience, the editor who decides whether 4-H ever gets mentioned in the paper.

Simply because your petting zoo worked, it was a good PR tool, but on-target timing and further communications were needed for it also to be a good marketing tool - a way to get youngsters involved in 4-H.  Without those ingredients, your zoo was a waste of time, so far as marketing is concerned.

How can you avoid such mistakes?

1.
Target

2.
Brainstorm

3.
“Get Real”

4.
Get Specific

5.
Get on Paper

1.
TARGET


Targeting doesn’t have to be your first step.  You could do it after brain-storming or “getting real,” or you could try to do it while you do those other steps.  Nevertheless, targeting is a good idea.  After all, since you must do everything with particular audiences in mind, starting by picking your targets makes sense.  Targeting also can save time, because it can keep you from wandering off on tangents.

How do you pick target audiences?  Some of them can be easy to select.  If you think about it, you may find some persons or groups could be important to your success from the very beginning.  For example, the pros who decide what gets on the local radio and TV stations, in newspapers, and in other local media are important to most communications plans.  Persons who could help you via their talents, skills, position, knowledge, contacts, and so on could be important as well.  Such targets might include the 4-H photography leader who sometimes takes publicity shots, the superintendent who could give 4-H Ambassadors permission to speak in local schools, the leader whose husband is president of the JayCees.

You should work with you county Extension professional and Ambassador volunteer coordinator to figure out which persons or groups could:

(
Help 4-H meet its educational goals, and

(
Benefit from participating in 4-H.

You may find you’ll need to do some homework before you can identify all possibilities.  You also may find that in the broadest sense, EVERYONE in your county could fit in those two categories.  Remember though, your job in this step is to TARGET, to insure that you have quality communications that are the best use of your time.

You can build your target list from a positive or negative pole:

· Start with all the possibilities and eliminate those audiences that don’t fit well with your goals, won’t be likely candidates, will take too much time, etc.

· Build a list from scratch, starting with audiences that are “must-dos.”  Add on others after rating them on such things as the help they could give, the chances they’d join, their history of supporting youth groups, etc.

At this stage, picking an audience will not mean you are locked in - that you will be a failure if you don’t reach a particular person or group.  It will just mean that you have selected a person or group as one that COULD help you meet your goals of building support for and involvement in 4-H.  In other words, later you may discover you are likely to get big results with some targets, after minimal effort on your part, but you may not have the time or resources needed to reach others.

2. BRAINSTORM

Anyone can brainstorm.  You often end up with more ideas, though, if a group brainstorms together.  For group brainstorming to work, you need three things:

1.  A recorder who writes down ALL the ideas, so they don’t get “lost in the shuffle.”

2.  Group members who agree to laugh with, not at each other.

3.  A discussion coordinator, who makes sure everyone’s ideas get heard and who lets the discussion roam wildly - even crazily - but keeps people on the subject.

The subject for brainstorming in your Ambassador group will be how you might communicate with your target audiences and thereby build support for and involvement in 4-H.  As you brainstorm, don’t worry about whether things are the “best” or easiest way.  Don’t worry about whether you could find the money or talent to do some of the ideas produced.  Instead, try to think of every idea you can.  Some really off-the-wall concept may be what makes a truly great idea come to mind.  Sure, you’ll come up with some things that are impossible to do.  However, the ideas you finally decide on may very well be more creative or exciting than those that would have resulted from your skipping the brainstorming step. 

3.  ‘GET REAL’

The “get real” step takes the ideas from your brainstorming session and reduces them down to those communications you’ll actually try.  Your Ambassador group will be able to cut your list to manageable size if all of you keep just two things in mind:

1.  Which communications ideas are most likely to bring the best results with our target audiences?

2.  Which ideas are possible—considering the talent, time, budget, contacts and such we have available?

The first question is something you can’t answer with full certainty, Even so, the more you find out about a target, the closer you’ll be able to “fit” communications to a person or group.  So, before you decide about No. 1, you may need to learn more.  You could talk to your county Extension agents, local librarians, your principal, teachers and parents.  Some media pros have a good idea about who their listeners/readers are; if you ask politely and they have time to talk, they may help.  You may find one target audience doesn’t listen to the radio.  So, public service announcements (PSA’s) designed for that group would be a waste of time.  Another target may expect personal treatment (as did the Rotary Club president, mentioned in an earlier exercise).  So, mailing him a mimeographed brochure could create a bad impression.

Your audiences’ communications “habits” aren’t the only thing you’ll have to consider, though.  You will also have to do your best at making an informed guess about their present relationship to 4-H.  Marketers tell us people typically move though six stages of acceptance for a product:

1.  Awareness

2.  Knowledge

3.  Liking

4.  Preference

5.  Conviction 

6.  Commitment  

People in the different stages often respond best to quite different types of messages and/or communications tools.  For awareness building, the mass media can do a good job.  However, as people move through the acceptance chain they often need increasingly personal communications, designed just for them.  For example, magazine or TV ads often are the ways we learn about cars.  But few of us would use a magazine coupon or “800” phone number when we are plunking down the money to buy a car.  We want to see the car, test it and talk to someone about it.  A window display could help youngsters and their parents become aware that 4-H is active in your county.  But the children probably won’t join 4-H until they have talked personally to a member or attended a club meeting.  Their parents probably won’t consider being leaders until they have had even more contact with the program.  

The second thing to keep in mind as you reduce your list of communications possibilities is your resources.  If you don’t have the time, equipment or skill to produce a quality newsletter, newsletters probably shouldn’t be an option.  If you’re sure you can’t find people who’ll donate the time, livestock, prizes, and /or meeting area for a hog calling contest, you might be better off finding another way to recruit teen 4-H members.

You will be through the “get real” step when you have a list of the ideas you think will get you the most results for the effort.  The ideas should be matched to target audiences.  They will be things your group should be able to do—one way or another.

4.  GET SPECIFIC 

OK.  So what do you do after you’ve got targets, matched to communications tools?  Well, you’d better figure WHAT you’re going to communicate to those targets.  Start by answering this:

WHY would this target want to support or get involved in the 4-H?


Answering that question is sort of like putting yourself in each target audience’s shoes.  You will need some idea of their wants, needs, worries.  In turn, that will help you figure out why THEY might find 4-H interesting, worthwhile, supportable and so on.  

You already know some audiences will be interested in your program only if you help them see it is news WORTHY.  Others may get involved or help only if they believe 4-H can improve their standing with voters…improve their town…bring them prestige…give them something useful to do…help them make friends…allow them to develop wanted skills…do something about the youth drug problem…give them time off from their kids…give them time off from their parents…create a family togetherness, or provide another benefit THEY see as important.  Remember, in a way, audiences are asking you one question:  “What’s in it for me?”  And the faster and better you can answer that question, the more likely you are to get the results you want.  

Deciding WHAT you are going to communicate is more, though, than just deciding which ideas are likely to appeal to which target audiences.  You have also got to decide the actual words and image(s) you will use to communicate those ideas.  Many companies and organizations have a theme or image they use with all their communications.  Sometimes it’s a symbol (clover), a logo (4-H) and/or a slogan:

· 4-H is 4 U

· 4-H:  Pathway to the Future

· 4-H Builds Leaders

· Young Citizens in Action: 4-H        


· 4-H Is a Family Affair

Ask your county Extension agents whether state or national 4-H has already developed promotional tools that use a slogan and/or the clover and logo.  If so and if they’ll work in your county, such professionally designed tools could be a real head start.  

You will find an overall theme or image can be a good idea—IF:

· It fits and what you want to say to all your audiences and could go with the details and/or illustrations you’ll use in more in-depth communications, to appeal to each target.

· It reflects a major strength of the 4-H program.

· It’s catchy and/or memorable—plus simple and/or short.

· It’s liked by those who already belong to or support 4-H.  (If what you do isn’t liked by those who already are involved, that can create a backlash effect.)

· You really use it a LOT.  (This can create kind of a snowball effect that is well worth the effort.  On the other hand, off-and-on use can be a waste of time.)

Naturally, if you plan to give speeches, write the newspaper articles, organize an event or such, an overall theme or image will just be your starting point.  

Let’s say, for example, your Ambassador group has decided it wants to produce flyers to put in places where people have to sit and wait—places where people often look for something to read.  What are ALL the specifics your group would have to come up with?  

How about this:

Audience:  People in lobbies and waiting rooms, particularly those who have children.

Gatekeepers for that audience:  Those who must give you permission before you can leave things in lobbies and waiting rooms (bankers, librarians, dentists, doctors).



 
THEME to appeal to both audience and gatekeepers:




“4-H:  Building Head, Heart, Hands, and Health”



THE ‘WHAT’S IN IT FOR ME?’





For the audience:




   4-H is another way to help your children succeed (besides money) learn 




   (besides libraries) and be healthy (besides doctors and dentists).




For the gatekeepers: 

  Supporting 4-H is another way to show you really care about parents and                   

  children (i.e., it’s great PR).


The WORDS AND ILLUSTRATIONS that might help communicate that message to the audience:

· Photos of actual children involved in activities related to economics, reading, and health.

· An overall description of the program, using quotes from real 4-H members and examples that relate to families, health, learning.


To the gatekeepers:

--Quotes from well-known, successful citizens, saying how a 4-H background helped 

         them. 

    

--High quality photos of happy family members.

Other things to consider, since ‘EVERYTHING COMMUNICATES’:

· Quality of the flyer’s paper, printing.  
· How to make it easy for people to learn more.
· How and when to contact the gatekeepers, what to say, how to dress, etc. 
· How to respond to the phone calls, cards or such that result from the flyers.
· The timing of the display.  (For example, lots of people get the flu and colds in December, so go to the doctor.  But are they likely to join a club when they’re busy getting ready for Christmas?  The press tends to carry more 4‑H stories at county fair time and during 4‑H week.  Would those be good times for people to also see a flyer?)
· How many flyers to print and how long to display them.
· How to keep the displays neat, once people start looking at the flyers, leaving them around and/or taking them down.


By now, you probably can see that when you get specific about Ambassador communications, they can get fairly complicated and time-consuming.  If you are not careful, you may find yourself trying to do lots of activities at once-- perhaps writing a newspaper column, contacting a women’s club, AND giving a puppet show at an elementary school.  That’s why getting specific should also include setting priorities.  If you haven’t done so already, your Ambassador group should finish this step by choosing which audience or audiences you really want to reach--and have a good chance of reaching.  Then you should select those you will work on if you have time.

5. GET IT ON PAPER


You can create a bad image for 4‑H by rushing to create poor-quality materials or forgetting to meet with an important audience.  So, when you’ve gotten specific about your Ambassador group’s communications strategy, WRITE YOUR PLAN DOWN.  Spell out who is going to do what -- and when.  Include every step for every activity--from finding a mailing list to buying art supplies, from meeting the newspaper editor to addressing a civic group.  Try using a “Post-It” note for each task.  You can line them up by each Ambassador’s name.  That will help you see whether someone is getting an unfair number of assignments.  And then when you have listed all the jobs, you can shuffle the notes around and create a calendar.


However, your calendar shouldn’t be set in concrete.  Someone may think of a good idea later.  Maybe work with one audience doesn’t pan out.  One of your Ambassadors may get sick just when he or she is supposed to be doing something important.  YOU DO NEED A WRITTEN PLAN, though.  Being an Ambassador is targeting communications to produce particular positive results in particular audiences.  Most of the time you don’t get that by chance.  You also don’t get it by “winging it.”
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