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INTRODUCTION



Pathf inders RC&D is beloved by c l ients 
and stakeholders,  but  there 's room for  
growth in  te l l ing the story of  their  impact 
more widely.  

Through research with c l ients,  board 
members,  and staff ,  we developed a 
strategic  communication plan to leverage 
Pathf inders ' exist ing resources to c lear ly  
communicate their  mission and successes 
to community  leaders across southeast  
Iowa.

INTRODUCTION



CAMPAIGN GOALS



Goal 1: Develop a clear and consistent brand identity 
for Pathfinders
• Objective 1.  To develop owned media that clearly 

convey the mission, services, and successes of 
Pathfinders

• Objective 2.  To implement updated visual 
branding that represents the current direction of 
Pathfinders 

• Objective 3.  To enhance web design and 
communication so it is user-friendly for current 
collaborators and new potential partners 

GOALS AND OBJECTIVES



Goal 2: Raise awareness of Pathfinders services 
among potential client and collaborators
• Objective 1.  To increase awareness of Pathfinders through 

media coverage in all five core counties in the service area

• Objective 2.  To enhance the website with current media 
materials that illustrate Pathfinders' successes 

• Objective 3.  To establish Pathfinders as a first-choice 
collaborator for economic development and conservation 
projects through consistent digital media communication 

• Objective 4.  To develop Board of Directors members as 
ambassadors for Pathfinders in their local communities 
through improved onboarding 

GOALS AND OBJECTIVES



KEY MESSAGES

Conservation + Economic 
Development = Vibrant 
Communities
• Vibrancy of  rural  communit ies 

depends on both conversat ion and  
economic development

• The domains of  expert ise for  
Pathf inders are deeply connected 
and work together  to create thr iv ing 
rural  communit ies



KEY MESSAGES

Communities are the Experts; 
Pathfinders Provide Scaffolding
• Community  leaders have creat ive ideas 

about what their  towns and counties need to 
thr ive

• Pathf inders provide whatever  support  is  
needed to in i t iate projects with the goal  of  
pi lot ing self -sustain ing projects with local  
management and long-term benef i ts

• “They take ideas to real i ty”



TACTICS

• Brand Guide
• Media Kit
• Brochure
• Website Redesign
• Digital Newsletter
• Social Media Marketing Plan
• Explainer Video 



BRAND GUIDE



TACTIC: LOGO, BRANDING GUIDE, AND BRANDED 
TEMPLATES

New Logo
• Kept the or iginal  

orange and green 
colors and the main 
font

• Modernized the 
compass and 
integrated with text

• Simpler  font  for  the 
secondary text

Branding Guide
• Main logo
• Colors and hex 

codes
• Secondary 

icons

• Brand fonts

Branded Templates
• Blank letterhead
• Press re lease 

template
• Presentat ion 

template

• Report  template 

How the Brand Guide Supports Our Goals

• Honors Pathfinders' history while updating visuals and maintaining consistent visual branding





SECONDARY ICONS

Path and grass colors can 
change with the brand guide 
color palette!







MEDIA KIT



TACTIC: MEDIA KIT

The media kit  is  a  strategic  tool  for  generat ing earned media coverage,  coverage 
that  comes from news out lets choosing to share your  story because i ts  t imely ,  
re levant ,  and community  focused.  

How the Media Ki t  Supports  Our  Goals
• R e i n f o r c e s  a  c l e a r ,  c o n s i s t e n t  b r a n d  i d e n t i t y  t h r o u g h  s t r u c t u r e d  m e s s a g i n g  a n d  p r o f e s s i o n a l  m a t e r i a l s  

• I n c r e a s e s  v i s i b i l i t y  o f  P a t h f i n d e r s  s e r v i c e s  b y  s e c u r i n g  c o v e r a g e i n  t r u s t e d  l o c a l  o u t l e t s .   

• H e l p s  a t t r a c t  c o l l a b o r a t o r s  a n d  c l i e n t s  b y  h i g h l i g h t i n g  c o m m u n i t y  i m p a c t  a n d  t i m e l y  i n i t i a t i v e s .

What  We Made
• M e d i a  P i t c h  a n d  P r e s s  R e l e a s e  T e m p l a t e  

• S a m p l e  P r e s s  R e l e a s e  a n d  P i t c h  f o r  t h e  A M L  F i e l d  D a y  

• I m p l e m e n t a t i o n  S t r a t e g y  

• L o c a l  M e d i a  L i s t



MEDIA KIT IMPLEMENTATION
Timing 

• Typica l ly  want  press re lease and p i tches 
sent  out  min imum of  two- three weeks before  
the  event  

Responsib le  Person

• Person in  charge of  event  would be best  to  
wr i te  the  press re lease/pi tch.  Th is  should 
save t ime by  fo l lowing the  template  and not  
having to  ask others  for  informat ion  about  
the  event

Key Performance Indicators  (KPIs)

• Number  of  media  ment ions 

• Websi te  t raf f ic

• Increased at tendance fo l lowing coverage







BROCHURE



TACTIC: BROCHURE
How the  Brochure Supports Our Goals

• A visually-pleasing general Pathfinders Brochure that informs and engages key stakeholders by 
focusing on the key messages: 
o Domains of expertise for Pathfinders (economic development, conservation) are deeply 

connected and work together to create thriving rural communities
o Communities are the experts; Pathfinders provides the scaffolding

• Utilize the brochure as the backbone of communication with stakeholders

Key Components:

• Updated visuals: new branding and colors, photos
• Overview of the five service buckets + key projects
• Service map
• Client testimonials 



TACTIC: BROCHURE



TACTIC: BROCHURE



WEBSITE REDESIGN



TACTIC: WEBSITE REDESIGN
How the  Website Redesign Supports Our Goals

• Reorganizing the strong content already on the website improves the user experience and puts 
the Pathfinders mission front and center

• Adding strong visuals captures attention and features a range of projects to keep visitors on the 
site longer and to accurately convey the breadth of work

• Providing several ways to stay in touch encourages people to follow Pathfinders' work
• Focusing on the 5 service buckets and example projects helps potential clients see successes 

and envision collaboration possibilities 

Key Components

• New home page that includes the mission, key projects, ways to learn more and stay in touch
• Revised sample project page that features updated visuals and engaging project descriptions



TACTIC: WEBSITE REDESIGN, HOMEPAGE

What We Added

• Mission statement
• Portfol io
• Use of  pla in  language

• Upcoming events
• Brand anthem video
• Newsletter  s ign-up

• Work with us form
• Social  media channels



TACTIC: WEBSITE REDESIGN, CONSERVATION AND 
NATURAL RESOURCE MANAGEMENT PAGE

What We Added

• Examples of  CNRM 
projects

• Work with Us button:  
leads to a  form 
for potent ia l  c l ients

Why?

• Easier to navigate
• Visually appealing



TACTIC: WEBSITE REDESIGN SITEMAP



NEWSLETTER



TACTIC: NEWSLETTER
How the Newsletter Supports Our Goals

• Staying in touch with current stakeholders helps inform them about the range of projects 
Pathfinders works on throughout the year 

• Updated information develops stakeholders as ambassadors for Pathfinders' work
• Featuring clients helps them tell the story of successful collaborations to encourage more 

partnerships
• Adding photos helps stakeholders visualize the work 
• Using a digital template is cost effective and easy to update; email was the preferred channel 

among current clients

What We Made:

• Canva Newsletter template that adheres to new brand guide 
• Sample issue to be sent out in June 
• Implementation plan with publishing deadlines



TACTIC: NEWSLETTER

Overview
• Releases quarterly

o Through Mai lChimp 
& Canva

• Deliverables:
o Template

o Sample  Issue 1



TACTIC: NEWSLETTER

• Sections:
o Letter from 

Ashley
o 4 Updates
oClient Feature
oWork With Us
oCalendar



SOCIAL MEDIA MARKETING PLAN



TACTIC: SOCIAL MEDIA
How the  Social Media Marketing Plan Supports Our Goals

• Consistent social media posts provide a way to update stakeholders and attract new followers 
and demonstrate the range of successful projects to build a unified brand for Pathfinders 

• Using visual assets from current projects helps staff build social media posting into the work 
they're already doing 

• A detailed implementation and tip sheet make social media approachable for staff and spreads 
the responsibility across areas 

• Prioritizes platforms most used by current clients, Facebook and Instagram

What We Made

• Content examples from other RC&Ds
• Sample posts using Pathfinders' existing photos 
• Implementation plan and tip sheet 
• Advertisement for a social media intern



TACTIC: SOCIAL MEDIA TACTIC, CONTENT EXAMPLES



TACTIC: SOCIAL MEDIA, SAMPLE POSTS



TACTIC: SOCIAL MEDIA, SAMPLE POSTS



TACTIC: SOCIAL MEDIA, SAMPLE REEL



TACTIC: SOCIAL MEDIA, CONTENT CALENDAR



TACTIC: SOCIAL MEDIA TACTIC, TIP SHEET

Why Social  Media & What People Want to Consume

• Brief ly  explains why social  media is  a  tool  that  Pathf inders should be 
leveraging and how easy i t  wi l l  be for  staff  members to incorporate 
gett ing content  into their  rout ines.  

Facebook v.  Instagram
• Facebook is  focused more on detai ls  and information rather  than the 

actual  photos themselves.  

• Instagram is focused more on how visual ly  appeal ing the photos and 
videos are to the consumer.  

How to Take a Good Photo or  Video
• Photos or  v ideos don't  need to be perfect ,  but  they need to be done with 

intent ion.  



EXPLAINER VIDEO



TACTIC: EXPLAINER VIDEO

How the Video Supports Our Goals 
• Conveys the mission of  Pathf inders to promote economic development and 

conservation for  v ibrant  rural  communit ies,  through interviews and visual  
storytel l ing.

• Staff  members are the best  messengers:  they can explain  Pathf inders '  
approach to col laborat ion and how projects support  their  mission 

• Footage from Pathf inders '  projects and service area gives a sense of  
community  thr iv ing through nature shots,  events and community  meetings,  
and publ ic  spaces l ike parks and downtowns that  Pathf inders has helped 
improve.  



IMPLEMENTATION PLAN



CAMPAIGN IMPLEMENTATION PLAN



CONCLUSION



The new brand guide,  media kit ,  brochure,  
website redesign,  newsletter,  social  media 
plan,  and explainer video  convey Pathf inders '  
impact and establ ish Pathf inders as an 
important  col laborator in  the service era 
through:
• Consistent  branding
• Clear  messaging about Pathf inders '  

services and successes across their  areas 
of  expert ise 

• Adapting communicat ion tasks to the 
capacity  of  the current  staff

Together ,  these tact ics convey Pathf inders '  
commitment to sustaining vibrant  rural  
communit ies through economic development 
and natural  resource conservation.  



THANK YOU!
QUESTIONS?

STRATEGIC COMMUNICATION 
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UNIVERSITY OF IOWA
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