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1.0 Introduction 
 
The Land Between is a charity that is a grassroots non-governmental organization that works to 
achieve bioregionalism; a sense of place, and active broad stewardship that is rooted in 
understanding that our well being comes from the land. The charity conducts applied 
collaborative research and conservation projects, provides education and facilitates public 
engagement, in order to restore habitats and wildlife populations, cultural assets, and economic 
pillars across the Land Between bioregion.  
Established in 2011, The Land Between works in partnerships with existing groups and agencies, 
municipalities, and large non-governmental organizations. It understands that a region, from the 
land to the people, are interdependent and interrelated. The Land Between strives for 
bioregionalism, which is based on the knowledge that nature informs culture, which fosters the 
economy and wellbeing of people. The goals of conservation are not only based on a healthy 
natural foundation, but through relationships with the environment and each other. Thus, the 
vitality of our community-based conservation cornerstone programs are reliant on relationships.  
The Land Between became one of 15 Community Nominated Priority Places in Canada in 2019, 
where support over 2 years allowed the charity to establish invaluable Community Science 
programs and to undertake research, mitigation, and outreach activities to recover 57 federally 
listed Species at Risk found in the region. The engagement strategy provides a template to 
enhance these recovery goals. Furthermore, with Covid-19 in 2019, the charity’s capacity was 
hindered, and the Ontario Trillium Foundation support provided an opportunity to ensure that 
both a funding and engagement strategy could be executed to support greater and sustainable 
capacity for the charity’s work.   



 
 
 
 
 
 
 
 
 
2.0 Vision 
 
To foster cooperation between sectors and across levels, that results in understanding, 
behaviours, and adaptive solutions that benefit the totality of the region; from nature to culture, 
society, and the economy. 
 
3.0 Mandate 
 
To instill a sense of place and pride in place, that is demonstrated in behaviours and also 
relationships that respect the unique characteristics of and needs of the land (and region).  
 
4.0 Goals 
 

1. Foster cooperative solutions: bioregionalism. 
2. Conserve biodiversity: landscape and natural systems conservation. 



3. Sustain water quality: water and fisheries. 
4. Support a sustainable cyclical economy: society and economics/building better, 

agriculture and tourism. 
5. Create vibrant culture: cultural heritage. 
6. Enhance education: enhanced education and extended awareness. 
7. Engage youth: future leaders. 

 
 
5.0 Purpose 
 
The purpose of the engagement strategy is to provide a research-based, action-oriented 
framework for The Land Between to use to inform their practices. Community-based 
conservation recognizes that conservation work has a role to play in supporting the wider 
community, while still achieving important ecological goals.  
Engaging individuals, municipalities, businesses, and nations are imperative in conservation as 
The Land Between’s engagement strategy follows a research-based, behaviour change science 
approach, as well as the latest trends of engagement psychology and marketing.  
 
 
6.0 Engagement Framework 
 
Engagement is defined as, personal connection with climate change, comprising of cognitive, 
emotional, and behavioural aspects. The engagement goals of The Land Between are: 
 

1. Inform/awareness 
2. Involve/consult 
3. Collaborate/empower 
4. Partner/formal relationship 

 
7.0 Recommendations 
 
7.1 Mobile-friendly 
(Engagement framework 3) 

- Ensure that webpage can be navigated on a smartphone 
- Establish a mobile-friendly payment system for donations  
- Create a mobile-friendly volunteer database that allows registration on a smartphone.  
- Ensure that newsletters/blogs are mobile-friendly and establish a system where users can 

opt to receive newsletters/blogs through SMS text message.  
Note: It is important that the individual consents to a term of agreement. 
Rationale:  

- Non-profit engagement is trending toward the new social frontier of young adults aged 
18-29 who use their smartphones as a main source of data browsing.  

- Mobile-friendly engagement is efficient and cost-effective and allows an increase in 
flexibility and accessibility for volunteers, donors, and community members, as well as 
the non-profit that engages them.  
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7.2 Up-to-date donation campaign 
(Engagement framework 3) 

- Launch a text-to-donate program that allows a donor to seamlessly donate by texting a 
particular phone number. 

- Update payment system on The Land Between website to reflect the mobile-friendly 
recommendations outlined in (A).  

- Apply for Facebook ‘donate now’ button. 
Note: It is important that the individual consents to a term of agreement when participating in a 
text-to-donate campaign.  
Rationale: 

- Non-profit engagement is trending toward the new social frontier of young adults aged 
18-29 who use their smartphones as a main source of data browsing. 

- Allows for increased flexibility and accessibility for new donors, while still appealing to 
older donors.  

 
7.3 Profile social norm behaviour 
(Engagement framework 1,3, 4) 

- Launch The Land Between Stewards campaign 
- Interview individuals who are role models in The Land Between about their connection 

to place, knowledge of the land, and their tips for others on stewardship and kinship with 
the land. Add focused questions on The Land Between programs. 

- Record the interviews on a video platform such as Zoom (if possible), or in person (if 
Covid-19 restrictions allow). If possible, also capturing a photo of the individual 
stewarding their land.  

- Produce professional and short video clips of the interview and capture shorter quotes for 
social media.  

Note: Individual must consent to their photo/video being used for promotional materials.  
Rationale:  

- Behaviour change research strongly supports external motivations, which can take form 
in rewards and social norms. 

o Evidence has shown that recognition or public praise is more effective in 
encouraging desirable behaviours than monetary rewards.  

o Highlighting individuals stewarding their environment, leads to a larger social 
behaviour norm. 

- Important to record video as video is expected to receive 82% of all online traffic in 2021 
o 52% of people who watch a non-profit video make a donation  

 
7.4 Storytelling 
(Engagement framework 1,3) 

- Creating impactful videos for Youtube, Instagram, Twitter, and Tik Tok that can be used 
or shared to create empathy, and build an emotional reaction.  

- Use stories to extract excerpt quotes for emails, websites, newsletters, and social media. 
- Important to use a variety of people such as frontline staff, volunteers, participants, 

community members, etc. 
- When interviewing for the stories, ask about personal experiences with the 

organization/environment and associated emotions. 



 
Rationale: 

- Hearing stories, seeing people/animals/environment affected, empathizing with the scope 
of the crisis evokes a strong reaction in marketers and funders. 

- Emotions are what drive people to act, so spending time and resources on video 
production is worthwhile. 

- Important during major donating seasons. 
 
7.5 Foster a connection with nature 
(Engagement framework 1,3) 

- Promote programs such as The David Suzuki Foundation 30x30 challenge, encouraging 
the installation of nesting boxes for birds, and planting pollinator-friendly plants. 

 
Rationale:  

- People with higher nature connectedness engage in a wide range of environmentally 
friendly behaviours. 

- A disconnection with nature can lead some people to undervalue the natural world and be 
less motivated to protect it. 

- Can lead to changes in intrinsic motivation for conservation (changes in attitude from 
greater nature relatedness) 

 
7.6 Promoting local species knowledge 
(Engagement framework 1,3) 

- Educating citizens about common local species through social media, education 
programs, and citizen science. 

 
Rationale:  

- There is currently a lack of species knowledge that behaviour change science tells us 
hinders engaging in target conservation behaviour. 

- Local species knowledge can be beneficial in place connection and nature relatedness 
 
7.7 Targeted behaviour campaign 
(Engagement framework 1,3,4) 

- Focusing on specific (for ex. No-mow May), rather than broad (for ex. “make sure you 
use environmentally conscious practices on your property!”) behaviours in conservation 
campaigns. 

- Outlining concrete steps to reach the tangible goal. Focusing on engaging individuals in 
S.M.A.R.T goals.  

Rationale:  
- Behaviour change strategies must be tailored to meet the context, the target audience, and 

the target behaviour. 
 
7.8 Identifying target audience 
(Engagement framework 2,4) 

- Identify who you are talking to, tailor communication specifically to your audience. 
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- Identify your main external and internal stakeholders, what their goals are, and how you 
want to interact with them.  

- Can use second-hand sources like reports or demographic data, or can interview/survey 
your target audience. 

 
Rationale:  

- Helps to inform catered messages, and provides insight for personalized donor 
experiences.  

- By understanding your target audience, you will get a better understanding of the 
challenges they are facing, and how to help them.o 

- Intrinsic values and beliefs are important for The Land Between to understand. 
 
 
7.9 Promoting individual benefits of conservation behaviour 
(Engagement framework 1,3) 

- Incorporating human/society health and wellbeing benefits of engaging in pro-
environmental behaviour. 

- Highlighting individual needs and how this work may be important in aspects of life such 
as boosting mood and energy, living an active lifestyle, connecting with others, economic 
and job incentives, and engaging in meaningful activities.  

 
Rationale:  

- Speaks to the concept of behaviour change science that focuses on intrinsic motivations. 
- Supports individual need for autonomy, competence, and relatedness. 

 
7.10 Communicating the economic benefits of environmental work 
(Engagement framework 1,3) 

- Important to communicate that environmental benefits equal economic benefits.  
- Community-based conservation model - that conservation can provide community 

benefits while still obtaining important ecological goals. 
 
Rationale:  

- Cannot force environmental concerns to the top of everyone’s priority list. 
- If you want to achieve change and pursued people, you have to talk to them about their 

worries and concerns. In our world, many people have very fundamental worries like 
bills to pay, food to eat, etc., so how do they worry about the world? 

- By using clear environmental rationales to economic problems, the difficult economic 
issues of the world can be addressed. 

 
7.11 Transparency in data 
(Engagement framework 1,2,3) 

- Tracking and reporting data like social, product, or services (for example, data like 
volunteer impact can help you win grants and attract more donors and volunteers).  

- Helpful for both the community, and the organization.  
 
Rationale:  



- Becoming increasingly important to community supporters. 
- Consumers want to know that they are subscribing to socially responsible products or 

services. 
- Donors and volunteers like to understand how their efforts make a lasting difference and 

where their contributions are going. 
 
7.12 Personalized donor experience 
(Engagement framework 3,4) 

- Getting to know donors and demonstrating that your organization shares their values. 
- Providing opportunities for your existing volunteers and donors to contribute their ideas 

and feedback. 
- Increased success with membership programs that offer tangible benefits (for example, 

‘swag’ like t-shirts or water bottles, VIP admission to an event, or any other perk that a 
donor receives in exchange for their annual contribution). 

- To appeal to donors, highlight the problem, emphasize that they are needed to solve it, 
and outline how their gift will solve the problem. 

 
Rationale: 

- Today’s consumers are more likely to purchase a product if they receive personalized 
communication. 

- More important than ever to build relationships with your donors. 
- In 2021, fundraising should feel less transactional and more personal and engaging 
- Important to note that it is more than just a name on an email; donors who engage with 

your cause on a deeper level are more likely to become loyal supporters. 
 
7.13 Subscription giving 
(Engagement framework 3) 

- Giving the option of smaller monthly payments that automatically renew. 
 
Rationale: 

- Subscription services are flourishing. 
- Smaller payments are more manageable and convenient for consumers, while companies 

enjoy increased customer retention.  
- Monthly givers tend to donate more over time than their counterparts who donate once 

per year. 
 
7.14 Book speaking engagements 
(Engagement framework 1,2,4) 

- Provide live (in person or live stream) speaking engagements on a relevant and important 
topic.  

- Record, edit, and post a professional video. 
 
Rationale:  

- The Land Between becomes a household name. 
 
7.15 Identifying shared purpose 



(Engagement framework 3,4) 
- Targeting communications and collaboration to identify shared purpose/values of 

individuals involved. 
- Involves a skilled facilitator to help individuals identify shared purpose as different 

groups may have different ways of doing things but actually have similar goals.  
Rationale:  

- A impactful way to shape a powerful campaign. 
- Can challenge assumptions, test decisions about who we want to reach, and unlock new 

ideas for communities. 
 
7.16 Form influential partnerships 
(Engagement framework 2,3,4) 

- Understand who is important in a community, and get them on your side.  
- Find out what is important to them and have dialogues about how your programming 

aligns with their values. 
- Intrigue them to craft a quick post and call-to-action about The Land Between on their 

social media.  
Rationale:  

- Strategy backed by behavior change science, focusing on social norms and social 
modelling. 

- Strong social influence on our behaviour and many outreach efforts do not sufficiently 
make use of this important reality.   

 
7.17 Properly define organization objectives 
(Engagement framework 1,2) 

- Ensure the website clearly and concisely outlines the goals of The Land Between. 
- Set benchmarks for success to track progress. 

 
Rationale:  

- Increased brand awareness, increased cause awareness, increased support from 
institutional donors.  

- If you can’t measure it, you can’t improve it. 
 
Note:  
Measure brand awareness by: 

- Direct traffic to the website 
- Backlinks 
- Referral traffic 
- Earned media 

 
7.18 Funneling marketing content  
(Engagement framework 1,4) 

- Audiences go through three phases - awareness, consideration, decisions.  
- Awareness: 

- When the audience is becoming aware of your offer. 
- Content is not very in-depth. 



- Using attention-grabbing marketing like ads, podcasts, videos, and infographics. 
- Consideration: 

- When the audience considers your offer.  
- The organization provides more information like in-depth articles, case studies, 

and webinars.  
- Decision: 

- When the audience decides to accept your offer. 
- May involve a gentle push: personal emails, special offers, etc. 

 
Rationale:  

- This strategy is used commonly in the for-profit marketing sector, but has been proven 
effective in non-profit organizations when raising awareness about your missions. 

 
7.19 Post-donation engagement 
(Engagement framework 3,4) 

- Ensure that The Land between does not neglect a post-donation strategy as we might miss 
out the money that they may donate in the future. 

- Things like hosting donor appreciation events, and sending thank you messages, sending 
a birthday or holiday card, or sending email newsletters are important for nurturing first 
time donors into repeat donors. 

 
Rationale:  

- The cost of nurturing a first-time donor into a repeat donor is much less than acquiring a 
new donor. 

- Returning donors are already familiar with your mission and purpose and will likely be 
willing to contribute to your non-profit again.  

- First time donors require more education about your organization before they make a 
commitment to donate. 

 
Measuring impact: 

- Your email campaigns 
- What are the average open, click, and response rates? Evaluate these metrics 

against nonprofit benchmarks to zero in on issues to address. 
- Donations 

- How many donations do you bring in during certain periods (one month, one 
quarter, etc.)? How many are new donors? How many are recurring donors? 

- Social media 
- What type of content captures the most attention or brings in the most donations?  

How do followers interact with your content (likes, comments, shares, etc.)?  
 
7.20 Host donor appreciation events 
(Engagement framework 3,4) 

- Low budget events which bring organization donors together to foster a sense of 
community.  

- For example, host a tour for the donors. 
- Invite recurring donors to visit your office to meet staff.  



- Ensure a majority of staff are present so donors can get to know the organization 
on a personal level.  

- Put together an agenda of ice-breaking or team activities to strengthen the bond 
between you and your core supporters. 

- For example, hike with your donors. 
- Research easy, family-friendly hikes. 
- Offer ample time to engage in conversation with your donors.  
- Provides an opportunity to educate donors on local species on-the-ground. 

- For example, tour your community with donors. 
- Rent a bus and check out local programs that The Land Between has 

implemented. 
- Allows donors to see projects in action, and to understand their impact. 

 
7.21 Developing an Indigenous Land Trust 
(Engagement framework 1,2,3,4) 

- Structuring the Land Trust around a conservation easement agreement, or a fee-simple 
donations 

- Educating landowners on the economic benefits of engaging in conservations  
o Landowners can receive favourable tax benefits under the provisions of Canada’s 

Income Tax Act, and the Ecological Gifts program. 
- Partnering with... 

 
Rationale: 

- Economic incentives for engaging in conservation practices can be effective when 
motivation is low. 

- Many people are frustrated with current fortress conservation methods as they follow a 
Eurocentric paradigm. An Indigenous Land Trust is a step towards reconciliation through 
conservation, engages Indigenous Peoples, and could attract a new group of non-
Indigenous allies to support The Land Between.  

 
 
7.22 Generation-friendly engagement 
(Engagement framework 1,2) 

Generation Characteristics How to engage 

Baby Boomer 
(1945 - 1960) 

● Ambitious (workaholics) 
● Like face-to-face interaction 
● Appreciate print (with small 

doses of digital) 

● Coordinate in-person meetings and 
events (much more likely to 
attend) 

● Continue publishing white papers, 
newsletters and other print 
publications 

● Do use Facebook 

Generation x 
(1961 - 1980) 

● Value people/relationships  
● Grew up with baby boomer 

workaholic pressures 

● Upbeat Messages 
● Provide opportunities to hangout 

and mingle 
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● Care about efficiency (don't 
waste time) 

● Appreciate humour 
● Laid back environments   

● Keep processes efficient and 
simple 

● Incorporate humor into messages  

Generation Y 
(Millenials) 
(1981 - 1996) 

● Multitaskers - rarely focused on 
just one task 

● Love technology 
● Value flexibility (laid-back 

environments and the ability to 
choose) 

● Create short, snackable content 
(make it scannable- blog posts, 
infographics, social media posts) 

● Stay active on social media (best 
way to engage millennials 

● Allow flexibility (Dont give them 
just one opportunity to volunteer, 
give several dates, and times) 

Generation Z 
(1996 - 2015) 

● Uber tech-savvy 
● Willing to work hard (watched 

their parents struggle with 
finances) 

● Want to have an impact on 
society 

● (Both professionally and 
personally) 

● Take your tech game up a notch 
(do everything online)  

● Make sure websites and emails are 
mobile-friendly 

● Provide them with plenty of 
professional development 
opportunities (accreditations, 
certifications, mentoring programs 
etc) 

● Provide them with plenty of 
volunteer opportunities (they want 
to give back) 

 
Rationale: 

- Important to understand the generation that you are trying to engage. 
- Need to know the characteristics of the people who might find appeal in the 

service. 
- For engagement, you need to know exactly how to present an attractive, personalized 

appeal.  
 
7.23 Employee engagement 
(Engagement framework 2,3,4) 

- HR and communications leaders must identify who their audiences are and what content 
will resonate the most. 

- The content and tone of a message can impact how employees receive and choose to 
engage with it. 

- When providing the same information to all generations, communicators should explore 
ways to share that message to younger versus older employees. 

- A more detailed email about a new company policy might translate better with baby 
boomers, while it could be ignored by millennials and Gen-Z who prefer more informal, 
casual language. 



- In multigenerational workplaces, communicators should find ways to personalize and 
distribute content on employee types and preferences quickly and easily.  

Rationale: 
- Employee expectations have evolved and no longer does a “one-size-fits-all” approach 

work. 
- Failing to create a variety of workplace engagements can result in decreased productivity 

and high turnover in an increasingly competitive economy.  
- Explore ways to better unify employees and harness the power of a diverse workplace. 

 
7.24 Communicate how Covid-19 relates 
(Engagement framework 1) 
 

- Being transparent about impacts like working from home, how focus has been diverted 
from environmental work, how the crisis has been impacting the organization.  

- Communicating the relation between land protection and the prevention of pandemics 
(i.e. zoonotic diseases) and emphasizing the importance of this work. 

 
Rationale: 

- People are much more likely to be supportive right now if they feel there is transparency. 
- Gives the opportunity for people to help. 
- Educates people about the interrelatedness of disease and the environment which can 

push the environmental agenda forward.  
 
8.0 Immediate priorities and implementation framework 
 

Based on current behaviour change science and non-profit engagement research, the 
following recommendations of immediate priorities are being offered to The Land Between.  

 
 The first priority is focusing on video content (over photos, written, audio content). 
Short video content is currently the best strategy for community engagement and initiating 
interest in environmental work. The videos must be produced in a professional manner, and thus 
it might be necessary to contract a video content creator. Although videos of all lengths are 
appropriate in different situations, a special emphasis must be placed on short, bite-sized videos 
that could fit in a Tik Tok or Instagram story. This priority will be implemented beginning in the 
third quarter of 2021 by the communications team.  
 
 The second priority is to focus on storytelling in content (sections 7.3, 7.4). Storytelling 
has proven to be an extremely effective tool in engaging communities. It elicits a feeling of 
connection, hope, and positivity. Stories of stewarding land and connection to the environment 
can be enough to inspire involvement and even donations of money or time. Using storytelling 
through video has the opportunity to reach many people, and further the environmental agenda of 
the organization. The behaviour change science theory of social norms as an effective tool for 
action-based environmental work also relates to storytelling. Featuring stories of environmental 
stewardship from influential community members may inspire others to follow and engage in 
their own environmental work. This priority will be implemented beginning in the third quarter 
of 2021 by the communications team.  



 
 The third priority is to properly define the objectives of the organization and nuance the 
goals (section 7.17). This is important for engaging the community as an ease of understanding 
the organization allows individuals to see tangible benchmarks and understand when their 
actions are making a difference. This goal can be achieved by starting with nuancing the goals as 
an organization, and picking specific benchmarks that can measure success. This information 
then needs to be reflected clearly and easily through organization branding. This priority will be 
implemented beginning in the second quarter of 2021 by The Land Between COO, Leora 
Berman, in collaboration with the communications team.  
 
 The fourth priority is to foster a connection with nature, specifically the land between. 
To do this, we must understand individual nature relatedness and species awareness (sections 8.3 
and 8.4). This information will help The Land Between cater educational material to fostering 
bioregionalism and a sense of place. This priority will be implemented beginning in the third 
quarter of 2021 by the Engagement Strategist. 
 
 The fifth priority is to develop an Indigenous Land Trust (section 8.20). With 
sovereignty of Indigenous Peoples being top of mind for many Canadians, ensuring that The 
Land Between is aiming for reconciliation through conservation is vital. This priority will be 
implemented beginning in the second quarter of 2021 by the Indigenous Land Trust team. 
 
 The sixth priority is to implement a more structured donor engagement strategy, 
using some of the recommendations outlined in section 8.0. However, because the current 
organization structure focuses on bioregionalism and not necessarily raising money for a specific 
issue, focusing on engaging the community in stewardship is the foremost priority. This priority 
will be implemented in the fourth quarter of 2021. 
 
10.0 Evaluation framework 
 To maximize the effectiveness of this engagement strategy, it is critical that we measure 
and evaluate the impact of the engagement work we do. It is also important to understand the 
further work needed to attain goals or continually improve the engagement in The Land 
Between. Not only is it helpful for the organization, but it is also an engagement tool in and of 
itself. Transparency in data and reporting is important for community members to understand the 
work that The Land Between is doing, and for donors to see where their money is going.  
 Figure 1, below, was developed by My Environmental Evaluation Resource Assistant, 
and depicts the thought that must go into each step of each engagement recommendation, if they 
are to be successful. 



 

 


