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FOREWORD
oday, our nation faces great economic and conservation challenges. The
planet is warming at a record pace, habitats and corridors for wildlife are
disappearing, and Americans are becoming increasingly disconnected
from nature. In the midst of these challenges, and often as a result of them, the
nation is poised for a renaissance of civic engagement, and NWF must empower
Americans to protect our nation’s public “commons”—our clean air, clear water,
rich soils and diverse array of wildlife and natural areas.

T

Since its inception in 1936, the National Wildlife Federation has united Americans who believe that our air, water and wildlife habitats are valuable public
resources to be protected for future generations.
The National Wildlife Federation’s Board of Directors in 2006 approved an
ambitious strategic plan to “restore America’s wildlife.” Along with an overarching approach for building a national conservation movement, the plan laid out a
bold formula for instilling a conservation ethic in the hearts of Americans by
2020 and identified three strategic goals: confronting global warming, protecting
and restoring fish and wildlife habitats, and connecting people with nature. Such
programmatic focus during the past three years has tripled our annual support
from foundations to $15 million, strengthened a number of our affiliates and created new and diverse partnerships.
During the past three years, NWF has made great strides for conservation by:
• elevating climate change as an urgent national priority,
• engaging natural resource managers, outdoor enthusiasts, donors,
volunteer leaders and policy makers in efforts to safeguard wildlife
and people from the impacts of climate change,
• catalyzing state and national “No Child Left Inside” coalitions
designed to increase funding for connecting families with nature.

As we look toward the next three years, we recognize that creating a truly
diverse conservation movement will require a balance of strategic focus with
openness to other perspectives. NWF will work increasingly at the nexus of our
three strategic goals as we seek to inspire, empower and unite a variety of individuals and groups to repower a conservation movement in America.
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Along the way, NWF has built a reputation as an effective and respectful partner by sharing credit, supporting partners and developing relationships with a
diverse array of people who share a common vision of a healthy world for our
children.

Reduce global warming pollution and build a new energy future
An unprecedented social movement driven by people from all walks of life has made the reduction of global warming pollution and the creation of a new energy economy top national priorities. America and the world are on the verge of passing
legislation and treaties that cap carbon emissions and create a new energy future. NWF is helping to ensure that such legislation and treaties:
•
•
•
•
•
•

reduce fossil fuel use for electric generation and transportation,
improve forest and agricultural practices to reduce emissions and sequester carbon,
create investments and incentives for renewable energy and energy efficiency,
build a national “smart” grid that distributes clean power efficiently and equitably,
expand quality green jobs,
provide new funding to safeguard wildlife and people from the impact of climate change.

Safeguard wildlife and people in a warming world
NWF is a leader in protecting people and wildlife from the impacts of climate change by:
• reinventing ecosystem protection and on-the-ground restoration to incorporate the latest climate science,
• balancing the nation’s need for more energy with protecting important wildlife habitats on public,
tribal and private lands,
• empowering community leaders to support safeguards for people that also enhance wildlife habitat,
• serving as an innovative partner with governmental and tribal entities to test and evaluate climate-smart
restoration projects.

Connect people with nature and
get families to “Be Out There”
NWF has launched Be Out
There™, a national campaign to
re-connect families to the outdoors in order to raise healthier
kids and inspire a life-long
appreciation of wildlife and
nature. The Be Out There campaign builds upon a foundation of existing NWF programs
to engage families, educators, healthcare practitioners, corporate leaders, policymakers, the media and affiliates to
help Americans spend more time outdoors. We are building state and federal “No Child Left Inside” coalitions and
corporate partnerships while also engaging volunteers to
ensure that our children value and enjoy the great outdoors.
In order to reverse the growing societal problem of the
Indoor Child, NWF’s Be Out There campaign has three
primary objectives:

NWF

• raise awareness of the problem and break through
the media clutter,
• promote state and federal policies to increase
outdoor time within and outside of formal education,
• overcome barriers that prevent parents, educators
and childcare providers from encouraging children
to spend time outdoors in unstructured activity.

WWW.NWF.ORG
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BUILDING A POWERFUL CONSERVATION MOVEMENT
he National Wildlife Federation formed in 1936 at a national gathering of
state wildlife groups and garden clubs motivated by a common concern
for the future of American wildlife. This meeting occurred during the
depths of the Great Depression and the Dustbowl, when habitats for wildlife and
people were on the verge of collapse. Despite such an economic and natural
resource crisis, more than 1,000 conservationists braved a blizzard to meet at the
Mayflower Hotel in Washington, D.C. They came together with a collective
vision to form a powerful national conservation movement that would protect
America’s natural resources for future generations.

T

“Eleven million horses running
wild couldn’t pull a rubber-tired
baby buggy to town unless
there was a harness to hook
them to the load.”
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Pulitzer Prize-winning editorial cartoonist, conservationist and NWF founder,
Ding Darling noted, “Eleven million horses running wild couldn’t
pull a rubber-tired baby buggy to
town unless there was a harness to
hook them to the load.”
The creation of the National
Wildlife Federation harnessed local
leadership into a national conservation movement that leveraged relationships with local- and state-level
decision-makers into a national commitment to wildlife conservation.
Seventy five years later, wildlife and
people still face many of the same
natural resource and economic challenges. Rising to these challenges
requires updating the Federation
model to a 21st century approach. Such an approach builds and empowers diverse
networks of influential leaders across the country.

TOP, JIM CLARK (USFWS); MIDDLE, NWF ARCHIVES; LEFT, J.N. “DING” DARLING FOUNDATION



At the time an estimated 36,000 U.S. wildlife groups, clubs and chapters represented more than 14 million wildlife enthusiasts, with no unity of purpose and little ability to communicate with each other.

This update to the NWF 2006 strategic plan articulates how NWF will repower a national movement that instills a conservation ethic in the hearts of all Americans. Over the next three years, NWF will focus on approaches that:

FROM LEFT TO RIGHT, TOP ROW, JOHN GALE, AXEL RAMIREZ-MADERA, TREESFTF/FLICKR.COM, TAVIS FORD; BOTTOM ROW, STEVEN DEPOLO, KEVIN KREJCI, GREENFORALL.ORG/FLICKR.COM

• create diverse networks of influence and affluence,
• empower and support influential leaders,
• build a powerful affiliate network for the 21st century,
• expand and deepen our networks of volunteers,
• engage the next generation of conservation leaders.

All successful movements for social change include four key ingredients:
• an inspiring common dream,
• a vibrant and diverse social network built on relationships of trust, communication and shared resources,
• influential network leaders who foster collaboration to achieve clear outcomes,
• a social and political climate ripe for change.

Common dream
The National Wildlife Federation has a dream – that our children and our children’s children will live in a healthy world
where they can breathe clean air, drink clean water and enjoy a diverse array of wildlife and natural areas. For this dream
to be realized, we must engage Americans to advance conservation, environmental and socio-economic policies.
Specifically, NWF is strategically focused on programs that reduce global warming and create quality green jobs to build a
clean energy future, that safeguard wildlife and people in a warming world and that reconnect families with nature.

Diverse networks for social change
Successful businesses, non-profits and social movements rely on strategies that connect small, diverse social networks of common interest into larger diverse networks of common cause. A key ingredient for this strategy is the sharing of networking
systems and resources. Funders are pooling resources into larger grant-giving strategies and expect non-profits to collaborate
in multi-disciplinary campaigns to achieve significant collective outcomes. This sharing and collaboration requires network
leaders who distribute power and foster a multiplicity of authentic voices.

WWW.NWF.ORG
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A web of network weaving leaders
These are exciting times for our nation and for NWF. One of NWF’s greatest assets is our relationship with millions of people who share our passion for wildlife and nature. Connecting and empowering such people in vibrant networks can create
an America in which healthy ecosystems provide economic and spiritual benefits to people from all walks of life.
Over the past three years, our strategic focus on reducing global warming pollution, safeguarding wildlife and people, and
connecting children to nature has reinvigorated existing relationships as well as created new relationships with influential
leaders from a wide variety of networks.

Effective network leaders nurture relationships of trust and reciprocity, interact with a variety of people, share credit and
resources, accomplish significant social change by nurturing
alliances and inspire others to join a common cause. Linking such
network leaders together into a robust national network of collective leadership creates a national community of learning and
understanding that can lead America into a clean and healthy
future for people and wildlife.

NWF now has emerging relationships with hundreds of influential network leaders representing groups from sectors such as natural resource management, hunting, fishing, wildlife viewing,
civil rights, universities and community colleges, land trusts,
renewable energy ventures, education, public health, green job
creation, environmental justice, labor, climate science, urban
renewal, youth mentoring, volunteer service, garden clubs, faith,
forestry and watershed restoration.
It is clear that the common dream can unite these network leaders to provide a healthy future for their families and their communities in the face of increasing natural resource and socio-economic challenges.

Such strategies include training and supporting staff and volunteer
leaders of many of these groups to be effective network weavers,
convening a diversity of influential network leaders in regional and
national gatherings to co-create collaborative ventures, partnering
to secure significant funding to increase the capacity of these
groups, and developing opportunities for network leaders to learn from each other by sharing best practices and key insights.
Ultimately, strong social ties are built that serve as the foundation for a powerful diverse national movement.
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In the next three years, NWF is committing to intentional strategies that strengthen the social ties amongst such influential network leaders to create a broader and more resilient conservation
movement. Strengthening social ties is critical to the durability and
effectiveness of any network. Strong durable networks are built
upon relationships of trust, consistent communications, awareness
and celebration of cultural and mission diversity, common purpose
and shared resources.

A time of change – important trends
New opportunities for volunteers, increased citizen participation in the political process and a shift by consumers toward
sustainable lifestyles indicate that Americans want to share responsibility for creating a healthy future for the nation. These
trends provide NWF with an enormous opportunity to catalyze a diverse social-change movement that instills a conservation ethic in the hearts of Americans.
The diverse face of America in the 21st century – The most recent demographic projections show that America’s ethnic makeup is changing quickly.
Economic crisis as an opportunity for collaboration – The current economic downturn places great financial pressure on nonprofits. Such pressure opens doors to new collaborative approaches as groups pool limited resources to achieve significant
outcomes within present economic constraints.
Information explosion and a knowledge gap – The exponential growth of the internet has put more information at our fingertips than any previous generation. The world of journalism is changing dramatically. As one commentator states, “Access
to content is no longer king, context is...”.
A campus student movement – A surge in social and environmental commitment is arising on college campuses across
America as students take responsibility for creating a clean energy future for our nation. Community colleges are serving
as training centers for green jobs as America struggles to provide a base of sound higher education for the coming green
economic future.
Green lifestyles becoming more mainstream – As consumers strive for a greener lifestyle, whether by reducing their energy
use, seeking out organic food choices, or reducing use of packaging and waste, they drive innovation. The U.S. “greener
schools” movement is burgeoning, creating new opportunities for students, educators and parents to incorporate environmental awareness and action into their schools and their homes.
Volunteerism – The Obama Administration has challenged all Americans to serve their country. Today, more than 60 million people volunteer through churches, communities and workplaces.

GREG A. SYVERSON (USFWS)

Disconnect from nature – America’s “indoor childhood” epidemic threatens to undercut the future protection of our natural
resources, increase an array of health issues for children and adults and disproportionately affects the well being of lowincome people and ethnic minorities.
In order to support the growth of this national movement, NWF will expand beyond it’s traditional direct-mail-centric
business to include a robust array of revenue and philanthropic funding built upon authentic relationships with foundations, individuals, businesses and government entities. Such fund raising efforts will be supported by systems and incentives to support a coordinated, strategic and yet opportunistic approach.

WWW.NWF.ORG
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INSPIRING AND EMPOWERING OTHERS TO INNOVATE AND TAKE ACTION
recent survey of more than 400 affiliate leaders, partners, habitat stewards, staff, board and advisory council members asked, “What’s the most
important thing that NWF’s leaders should do to be effective agents of
change?” The overwhelming majority responded,

A

“Empower others to innovate and take action.“
To be a successful social-change agent, NWF has embraced a “shared responsibility” culture that places priority on nurturing authentic relationships with a
diverse array of partners and donors. Staff and volunteer leaders share credit and
responsibility with others, develop and achieve significant outcomes, are smart
stewards of our human and financial resources, explore and test innovative
approaches and integrate diverse perspectives. Such collective leadership attributes are also critical for creating and knitting together diverse networks for
change.
NWF is investing in leadership development of staff, volunteers, affiliate and
partner leaders to create regional and national networks of individuals who
unite a variety of people to achieve collective change.
Over the next three years, we will focus on building and tending relationships in
online and face-to-face venues that engage others in meaningful interactions.
Staff and volunteer leaders will be potent change agents, applying a mix of
humility, self-awareness, clarity of purpose, openness to learning and artful persuasion to move others toward achieving shared outcomes. This means truly
meeting people “where they are” in order to understand and address their priority issues as well.

Three year outcome
NWF staff and volunteer
leaders possess the knowledge, skills and commitment
to empower 500 other influential leaders to innovate
and take action.

NWF staff collaborate in
effective teams to achieve
shared significant and measurable outcomes.
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Three year outcome

ESTABLISHING REGIONAL NETWORKS OF INFLUENCE
he National Wildlife Federation is transforming into a vibrant national network by bringing together
people of affluence and influence at the regional, state and local level to achieve conservation
victories.

T

To achieve significant regional and national outcomes, we aligned our nine Regional Centers and the National Advocacy Center
to implement our national program goals. Each Center aspires to be a regional hub, connecting influential people, affiliates and
partners into effective networks to restore ecosystems that span multiple states and territories. We are creating ways for our Centers to learn more effectively from each other. Through our Centers we will cultivate and train those who hope for a healthy future for their families, helping them become effective conservation citizens in their communities and networks.
Consistent with this broadened view of Regional Centers, the role of the regional executive directors has been expanded so
that they share responsibility with other senior staff for the health and welfare of NWF. Regional executive directors are creating a collaborative culture in each Center as they inspire people of influence and affluence to support NWF’s priority work
with their advice, time, social networks and donations.
An example of NWF establishing a multi-state network of influence is the recent creation of the Chesapeake Bay Coalition
in the Mid-Atlantic region.

Restoring the Chesapeake Bay
n 2008, the community of non-profit and philanthropic organizations that work on

IChesapeake Bay environmental issues came together to identify a more coordinated approach to protecting and restoring the hundreds of streams and rivers that make up the
bay watershed. After a series of strategy sessions among groups of many sizes, missions
and geographic focus, participants reached a consensus regarding how to restore a healthy
Chesapeake Bay watershed. All agreed that stopping waterway pollution requires a collective effort that enhances the capacity and political power of all of the groups.

TOP, PHOTODISC/GETTY IMAGES; RIGHT, BARBARA A. BOONE

Regional funders and non-profits created the Chesapeake Bay Coalition and chose NWF
to serve as the coalition’s coordinating fiscal agent. NWF was chosen based on our reputation as an effective partner and convener in the multi-state Great Lakes “Healing Our
Waters” Coalition. Today, Chesapeake Coalition staff operate in the new NWF Mid-Atlantic Regional Center in
Annapolis, Maryland. The NWF’s role has been vital to bringing new and diverse partners, with fresh outlooks and
ideas, to Chesapeake restoration. In just six months, the coalition has grown to more than 100 member groups
(www.choosecleanwater.org). This new coalition is holding policy-makers accountable for restoration goals and
seeks federal leadership to help communities and counties clean up and protect local waterways and coastline
throughout the Chesapeake Bay watershed. The coalition is also hoping to serve as a collaborative vehicle directing
federal funds to top priority habitat restoration projects in the Bay.

Three year outcome
Each NWF Regional Center has established an effective regional network to protect and
restore at least one significant multi-state shared natural resource.

WWW.NWF.ORG

| 11 |

CREATING A DIVERSE NATIONAL NETWORK
WF is a politically pragmatic organization committed to diversifying the conservation movement. We aspire to
connect people of diverse backgrounds to the common cause of creating an America where strong natural
resource protections enhance social equity and economic opportunity. During the past three years, we have opened
new relationships with influential leaders from African-American, tribal, faith, sportsmen, agricultural, campus, business,
labor and green-job sectors; we also have deepened existing relationships with hunters, anglers, natural resource managers,
parents and educators. However, outreach to a diverse array of influential leaders does not, in itself, create a movement.
Building a truly diverse conservation movement for social change requires that we organize such leaders into vibrant social
networks at the community, state, regional and national levels.

N

National Wildlife Federation understands that to create a long-term commitment to conservation in diverse communities
across the nation, we must weave together networks of partners to work at the nexus of natural resource protection, social
equity and economic opportunity.

Natural Resource Protection

Social Equity

Economic
Opportunity

Three year outcome
In addition to having strong relationships with influential leaders of natural resource groups, NWF will also have
durable and relevant relationships with 300 influential leaders of groups whose core missions relate to social equity,
environmental justice, job creation, quality education, green economic development, livable communities and public
health.

NWF staff and volunteer leaders are effective network weavers, partnering with diverse people and groups to catalyze a cohesive social-change movement.

Three year outcome
Strengthen campus greening initiatives, secure funding for campus greening and job training and partner with
community colleges to expand formal green workforce training programs.
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Three year outcome

Two examples of working at this nexus are the Fair Climate Project and community college green job training:

Fair Climate Project
(www.fairclimateproject.org)
he National Wildlife Federation recog-

Tnizes that there is a disconnect between
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the people actively engaged in the federal
climate change movement and those who
are disproportionately burdened by the effects of climate change. The Fair Climate
Project addresses this disconnect by building relationships with organizations that
represent affected communities and by engaging leaders from those communities in
the development and support of comprehensive global warming solutions and safeguards. Global warming solutions offer
tremendous economic development and
job-creation opportunities that can improve
the quality of life for all Americans, if all
Americans actively participate in formulating those solutions.

The Fair Climate Project seeks to ensure that domestic and international policies and initiatives developed to address
global warming also provide appropriate safeguards and measures for minimizing the economic, environmental and
cultural impact on people; offer opportunities for economic growth; and create sustainable communities for all.

Community colleges and green job training
WF, through its Campus Climate program is assisting

N1000 campuses to reduce greenhouse gas emissions by

30 percent and organize one million students to take action
on campus and in their community while preparing them
for the greener jobs of tomorrow.
To achieve these goals, NWF is intensifying our work with
community colleges in partnership with a green jobs training organization. Two-year community and junior colleges
service and educate over one half of the nation’s college
students. One third of these students are from Hispanic,
native and African-American populations.

RIGHT, FRITZ MYER

As community colleges green their operations, they are in
turn greening professions on their campuses and beyond.

WWW.NWF.ORG
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FORGING A POWERFUL AFFILIATE NETWORK FOR THE 21ST CENTURY
he National Wildlife Federation was founded as a “federated” structure in
which local clubs/chapters elected leaders to represent them in state-level
Federations. Each state Federation was represented at the national level by
delegates who elected board members for the National Wildlife Federation.

T

Today, such a “bottoms-up” affiliate structure remains, making the Federation one
of the few national conservation groups that provides, in concept, leadership opportunities for conservationists from all walks of life. However, a recent survey of funders, affiliate leaders and other partners revealed difficult questions about the affiliate network, its capacity, effectiveness and internal politics. It is clear that the
affiliates are a group of unevenly matched entities, with weak affiliates holding back
the entire Federation. While some tout the affiliate model as a strong one, others
view it as archaic.

Leadership and grassroots clout
Today, NWF and its affiliates face societal challenges that require
new approaches to building and wielding political power, engaging new leaders and diversifying revenue sources. Americans are
less engaged with traditional ways of participating in civic
groups. We are a time starved and mobile society in which social
ties and civic participation often occur online or through community groups, transcending geographic boundaries. Due to these, as
well as other changes, it is increasingly difficult to engage people
as leaders in affiliates that have traditional club/chapter structures. As a result, affiliates that solely rely on such structures are
increasingly challenged with attracting and retaining dynamic
leadership. Conversely, affiliates that have diverse strategies for
recruiting and engaging leaders are healthy effective groups.

Another factor in the reduced political clout of some state affiliates has been the proliferation of species-specific and issue-specific groups. Essentially, the “market share”
of a number of the affiliates has declined over time. Additionally, the futures of both
wildlife and human communities are increasingly determined by decision-makers
who are influenced in real-time through on-line and face-to-face contact with influential groups of politically savvy constituents, so that affiliates that act as intermediaries and that cannot mobilize vocal constituent groups are marginalized. These
changes require that NWF and the affiliates both solidify our relationship with traditional conservationists, as well as forge powerful new relationships with others
who share our dream of a healthy outdoors for our children. Those affiliates that
lead effective coalitions and networks thrive as conservation leaders in their state.
Presently, NWF has 47 state and territorial affiliates. In 2009, the average budget
for a NWF affiliate was $600,000. Two-thirds of our affiliates have annual budgets
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Effective networks – strong affiliates

under $600,000. Most of these affiliates have professional staff, but little cash
reserves, and are trying to transform into effective groups with broader public
support. A few of these affiliates are “at-risk” and face critical challenges related
to strategic focus, governance structure and leadership.
The other third of our affiliates have annual budgets over $600,000. These affiliates have strong leadership on staff and board, focus on programs that are relevant and timely, work collaboratively with diverse partners and are often the
leading conservation force in their state.



Enhancing diversity
Enhancing diversity among the affiliates as well as within each affiliate will
depend on strengthening existing wildlife conservation networks as well as engaging new diverse networks to be part of the affiliates.

Three year outcome
NWF has a national network of healthy and effective affiliated entities
in all fifty states and territories that effectively engage diverse networks
of people to create a clean energy future, protect and restore wildlife
habitat and connect families with nature. In some cases, these affiliated
entities will be single organizations and in other cases they will be robust
networks of multiple groups. The average affiliate budget will increase
from $600,000 to $800,000.

Three year outcome
NWF supports a national affiliate network of 100 effective leaders through
leadership training programs developed with, and for, our affiliate staff and
volunteer leaders.

Three year outcome
NWF has a significant joint project with each of the affiliates in all 50
states/territories, as defined by annual partnership plans.

among the affiliates as well
as within each affiliate
will depend on strengthening
existing wildlife conservation
networks as well as
engaging new diverse
networks to be part
of the affiliates.



Three year outcome

L.M. HALL (NWF)

NWF will work with 10 affiliates to develop and engage young adult
leaders who represent the racial and cultural diversity of each state.

WWW.NWF.ORG
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SHARING AFFILIATE BEST PRACTICES
WF will create and support a robust network among the affiliates that allows
staff and volunteer leaders to learn from each other by using online technology,
coaching, workshops and regional gatherings.

N

The following are some examples of affiliates that have excellent programs and practices. These affiliates can share best practices to create a stronger affiliate network.

Developing youth leadership
The Conservation Federation of Missouri (CFM)
believes it is essential that the strong conservation heritage of Missourians be passed from generation to generation, and with their Conservation Leadership
Corps (CLC) program, they actively engage high
school and college students in the politics of conservation. Founded in 2002, the CLC offers high school and
college students a unique opportunity to influence
conservation policy and actions. Each year the CLC
participates in CFM’s annual meeting, and with mentoring from natural resource professionals, students
draft policy resolutions for consideration at the meeting. Students return year after year to partake in this
opportunity, developing conservation leadership abilities while collaborating with their peers. In 2009 more
than 90 students participated. The CFM integrates
promising CLC leaders by having dedicated positions
on the CFM Board of Directors for two CLC students.

Establishing a state conservation alliance

Creating local chapters to engage members
The North Carolina Wildlife Federation (NCWF) has developed a new way to
engage its members by creating local NCWF chapters. NCWF’s growing network
of chapters extend and deepen NCWF’s influence across North Carolina. This
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The Texas Conservation Alliance (TCA) adopted its current name in 2007 as the
result of a transformational strategic planning process. The name reflects its new
vision and brand as an organization dedicated to developing and sustaining a broad
based network of diverse interests that works together to protect the natural
resources of Texas. TCA weaves together networks that include conservationists,
sportsmen, business people, the timber industry, tourism officials, recreation
groups, elected officials, community leaders, and others with an interest in protecting nature. In the past two years, the Alliance has developed a state-wide network
of 41 member groups, becoming a political force for conservation in Texas. The
Alliance is filling a much needed conservation niche in Texas, uniting sportsmen,
environmental groups, businesses, education, and faith groups around the common
cause of common sense conservation.

localized structure allows members to meet each other in their own
community to create and deliver educational programs, raise money
for NCWF, meet with decision-makers and engage others to support
the missions of both the chapter and the state organization. NCWF is
already seeing an increase in new diverse leaders arising from the
chapters, bringing new energy, networks and money to the affiliate.
Not only do the chapter leaders come together annually, NCWF supports online social networks for chapter members to connect, learn
and inspire each other throughout the year.

Volunteering to monitor climate change impacts to wildlife
Since its 1964 founding, the Delaware Nature Society (DNS) has
reached more than 1.3 million people of all ages through its education
programs and facilities. Annually, the DNS welcomes more than
52,000 students, members and guests to engage in more than 300 programs on natural and cultural history. The DNS engages and supports 1000 volunteers to achieve its mission. Recently, the DNS has
partnered with HSBC Bank employees to volunteer for Project BudBurst. Project BudBurst relies on scientists, educators, and citizens to
collect and submit data to track ecosystem health and the extent to
which climate change is affecting biological cycles and our food supply. The project requires significant manpower and utilizes HSBC
volunteers who can use the experience to learn about the effects climate change has on the natural world.

Building a rapid response network
of conservation advocates
New Mexico Wildlife Federation (NMWF) has made influencing state policy decisions and serving as the key watchdog for
wildlife and habitat issues their main priority. NMWF, learning
from the Georgia Wildlife Federation, revamped their business
model to take advantage of internet tools that do not rely solely
on direct mail and traditional outreach. NMWF now has a
vibrant database of advocates that can be activated at critical
moments with little lead time and preparation. With more than
8,000 sportsmen and members recruited in just a few years,
NMWF has organized its constituents into a rapid response
grassroots base that phone banks key legislative districts and
brings new voices for wildlife to the state legislature. NMWF
is, once again, a major political force that is at the center of any
significant decision in New Mexico related to wildlife and public lands conservation.

Recruiting an influential networked executive director

NORM RICHIE (2)

The Indiana Wildlife Federation (IWF) has achieved exceptional growth in professional staff and volunteer board
leadership in the past few years. Such growth is the direct result of the IWF board recruiting an experienced and
connected executive director to lead their organization into a modern conservation movement. By hiring a highly
qualified executive director who is an effective network weaver, IWF instantly became a political force in Indiana
and is now broadly recognized as the leading advocate for strong conservation policy in the state. Another key
benefit of a well networked executive director is IWF’s ability to attract knowledgeable, influential and effective
board members. With little added cost to the bottom line, IWF has made wise decisions which have greatly
enhanced their ability to enact positive change in Indiana for conservation.
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EMPOWERING VOLUNTEERS FOR CONSERVATION
he scale of social change the National Wildlife Federation envisions necessitates an organization-wide culture committed to nurturing and empowering volunteers. NWF will expand and deepen its volunteer reach by providing
national and regional non-profit, corporate and government partners with tangible and meaningful opportunities to
help NWF achieve strategic goals.

T

We must offer a suite of fun and meaningful volunteer opportunities to which a variety of individuals, affiliates and corporate and non-profit partners can donate their time, expertise and money, allowing them to say “I was a part of making a difference.” Such participants can engage with the Federation primarily as:
• service volunteers who create healthy habitats for people and wildlife,
• advocacy volunteers who influence decision-makers,
• trainers and conveners who empower others to take action,
• donors who engage others to support NWF with financial and in-kind gifts.
NWF will assess whether “volunteer” is an accurate term for people who give us valuable time, expertise and donations.
“Volunteer” highlights the unpaid nature of the work in contrast to staff. However, it also can unintentionally narrow or diminish the contribution of these individuals. Over the course of the next year, we will explore what language is most effective for describing and inspiring this important constituency.

Habitat Stewards and Habitat Ambassadors
Presently, a few staff tend relationships with thousands of Habitat Steward volunteers who train others to create backyard,
schoolyard and community wildlife habitats. NWF also has Habitat Ambassador volunteers who receive training to make
presentations to schools, civic groups and others on the value of creating wildlife habitat. The cultivation of these networks
is managed in a “one-to-many” relationship in which a few staff based in the headquarters support the network.

Three year outcome
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TOP, PHOTODISC/GETTY IMAGES; BOTTOM, NWF

NWF will broaden our connection with over 15,000 individuals who volunteer their time through interaction with
the Regional Centers, affiliates and other partners in support of NWF’s outdoor fundraising events and with each
other in vibrant social networks.

RECONNECTING WITH THE NEXT GENERATION OF CONSERVATION LEADERS
undreds of people started their conservation careers
by serving as NWF and affiliate interns, campus
fellows or high school leaders. NWF and the affiliates play a central role in those individuals’ personal and professional development. These alumni have moved on to a
variety of non-profit, governmental, academic and corporate
careers, yet many still have great affinity for the Federation.

H

Three year outcome

TOP, DEREK STONER (DELAWARE NATURE SOCIETY); BOTTOM, ALASKA YOUTH FOR ENVIRONMENTAL ACTION

NWF will establish a nationally diverse social network
of 500 young adults, many of whom will be alumni of
NWF leadership, campus and intern programs, to
inform and advance NWF’s programmatic and
fundraising goals.
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NWF AND NWF ACTION FUND
uring the past three years, NWF and its sister organization, NWF
Action Fund, have collaborated in engaging citizens to hold elected officials accountable for advancing NWF’s three strategic goals. Achieving
NWF’s ambitious goals requires bold leadership from our elected officials at all
levels of government. NWF and the NWF Action Fund must increase our ability to support courageous conservation leaders in policy making arenas. Additionally, NWF and the NWF Action Fund must evolve the brands of and the
relationships between NWF (c)(3) and NWF Action Fund (c)(4). Such a strategic
alignment will lead to enhanced political effectiveness as well as attract significantly more support. NWF supports the NWF Action Fund board’s efforts to
update their strategic plan to develop high impact strategies to influence key
decision-makers. NWF looks forward to strengthening our partnership with
NWF Action Fund.

D

Three year outcome
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TOP, COREL; BOTTOM, NWF ACTION FUND

NWF and NWF Action Fund will have significantly more resources to
organize and mobilize a diversity of people to educate and influence
elected officials to support our three strategic goals.

EXPANDING BEYOND NWF’S DIRECT-MAIL-CENTRIC BUSINESS
WF must expand beyond its direct-mail businesses to develop a diverse and robust array of online and offline revenue and philanthropic funding streams. Such an expansion will rely upon a culture that values relationships with
foundations, businesses, government entities and influential and affluent individuals.

N

NWF has highly sophisticated and profitable membership, children’s publications and catalog business units that are primarily direct-mail based. Recent increases in postal rates and paper, with anticipated future rate increases, will erode the
overall net revenue NWF receives from direct-mail based efforts. In addition, acquiring new members, subscribers and
customers through direct mail has become an increasingly difficult and costly challenge. Some increases in net revenue
from the online elements of these programs will help offset declines in direct-mail net revenue. However, it will be very
challenging to replace the bulk of direct-mail net-revenue over
the next three years with complementary online approaches. As
such, we will explore and test entirely new funding opportunities,
including scalable fund raising events.
Presently, the Federation has a relatively immature individual
philanthropy program with the exception of planned gifts which
are NWF’s largest net revenue source. During the next three
years, regional and national councils of volunteers with influence
and/or affluence will be cultivated as one approach to greatly
expanding our major individual donor networks. Staff and volunteers will be enlisted in achieving overall donor cultivation and
solicitation goals. The Federation will continue to focus on identifying existing members with high involvement and capacity to
be cultivated into significant donors.
In addition to reducing our reliance on direct-mail based efforts by shifting the direct response model more online, NWF
must significantly expand our major donor philanthropic fundraising efforts. We will undertake a review of our major
individual donor philanthropic efforts. This external review will include our staff and volunteer structures, our messaging,
our current systems and processes of identifying, acquiring and renewing major individual donors.

TOP, PHOTODISC/GETTY IMAGES; RIGHT, CARRIE AND DOUG SPRINGER

We will focus our efforts online to maximize our goals of reach, revenue and engagement. We will double our return visitation rates by providing more people with compelling messages and useful information; we will double our conversation
rates by providing more audience relevant engagement opportunities; we will double our walk on revenue by testing more
mission relevant, specific and compelling asks. We will prioritize our investments in online tools, search engine optimization, marketing, analytics and techniques that foster two way communication, engage supporters in meaningful ways, and
support new fundraising models.

STRATEGIES:
1. Position the National Wildlife Federation’s marketing efforts/activities to meet the changing needs and behaviors of the
marketplace, with a focus on increased engagement, reach and net revenue. Techniques include:
• Working more closely with program staff to develop long-term
revenue generating programs that cut across channels and marketing areas,
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• Developing relevant and mission consistent products,
• Testing marketing media to meet changing customer and market
expectations, such as direct TV, internet, television and events.
2. Optimize marketing resources to create long-term value for the current constituents and attract new and like-minded audiences to support NWF’s mission
and objectives. Methods include:
• Infusing a strategic marketing focus into the organization,
• Increasing overall performance through improvement in audience,
offer, contact, channel and creative strategies,
• Expanding current online marketing and content efforts to increase
awareness, engagement and revenue through measured behavior.
We will need to overcome several significant hurdles before and during the
implementation of the above strategies, including:
• Cultural – We will need a better understanding of what it means
to generate significant reach, engagement and revenue across the
organization through existing and future education and
conservation programs,
• Return on Investment – To understand the risks and returns for each
strategy and subsequent tactics, we will evaluate costs, resources,
staffing and revenue expectations,
• Research and Development – We will dedicate the time and attention
necessary to building out marketing strategies; because many of these
strategies involve new ways of thinking, we need to be realistic in our
approach based on expected outcomes; many of these strategies will be
tested and refined through incremental learning.

Three year outcome
NWF will triple the funding provided by major donors in part through a significant expansion of regional councils supported by each NWF Regional Center that will total 100 influential leaders. This will be achieved by
broad based staff and volunteer leader participation in identifying and cultivating major donors to raise philanthropic funds.

Three year outcome
Develop and implement a nationally scalable plan for outdoor fundraising events in at least 8 locations. By year
three, the expectation is that the events will generate net positive revenue.

Three year outcome
NWF will attract, educate and connect with at least one million kids and their families through a combination of
on line and offline products and services that have an accompanying financially sustainable business model. For
some period of time, these products and services may co-exist and be complementary with NWF’s children’s
magazines.

Three year outcome
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NWF will have launched an ambitious $75 million major fundraising campaign in 2011 as part of NWF’s 75th
Anniversary celebration.

CONCLUSION
he mission of the National Wildlife Federation—“to inspire Americans
to protect wildlife for our children’s future”—requires NWF leadership
to weave seemingly disparate interests into a cohesive social movement.
This task requires NWF staff, board members, affiliates and volunteers to foster
relationships of trust and reciprocity, both within NWF as well as amongst networks of people who share our dream.

T



To achieve our dream
that our children and our
children’s children will live
in a healthy world, we will
bring networks of people
together to share the
collective responsibility of
protecting our nation’s
public “commons“—our
clean air, clear water, rich
soils and diverse array of
wildlife and natural areas.

TOP, JOHN AND KAREN HOLLINGSWORTH (USFWS); RIGHT, RACHEL KRAMER

This strategic plan update identifies a number of significant three year outcomes
that NWF will focus on in order to weave together networks of staff, partners
and volunteers into a national movement that instills a conservation ethic in the
hearts of Americans. Each three year outcome will have associated annual measurable milestones that will guide the priority work of NWF staff and board.
NWF has a culture of shared responsibility that fosters collective leadership to
achieve such significant outcomes, inspiring a personal commitment to the mission and purpose of NWF.



The success of NWF’s ability to create powerful networks for social change
requires clarity of common purpose, a deep understanding of our shared core
values and an openness to diverse perspectives. Cultivating and supporting network-weaving leaders internally and externally is critical to our ability to knit a
truly diverse swath of America into a national conservation movement.
To achieve our dream that our children and our children’s children will live in a
healthy world, we will bring networks of people together to share the collective
responsibility of protecting our nation’s public “commons”—our clean air, clear
water, rich soils and diverse array of wildlife and natural areas.
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SUMMARY OF THREE YEAR OUTCOMES
Inspiring and empowering others to innovate and take action
Three year outcome
NWF staff and volunteer leaders possess the knowledge, skills and commitment to
empower 500 other influential leaders to innovate and take action.

Three year outcome
NWF staff collaborate in effective teams to achieve shared significant and measurable outcomes.

Establishing regional networks of influence
Three year outcome
Each NWF Regional Center has established an effective regional network to protect
and restore at least one significant multi-state shared natural resource.

Creating a diverse national network
Three year outcome
In addition to having strong relationships with influential leaders of natural resource
groups, NWF will also have durable and relevant relationships with 300 influential
leaders of groups whose core missions relate to social equity, environmental justice,
job creation, quality education, green economic development, livable communities
and public health.

Three year outcome
NWF staff and volunteer leaders are effective network weavers, partnering with
diverse people and groups to catalyze a cohesive social-change movement.

Three year outcome
Strengthen campus greening initiatives, secure funding for campus greening and
job training and partner with community colleges to expand formal green workforce training programs.

Forging a powerful affiliate network for the 21st century
Three year outcome
NWF has a national network of healthy and effective affiliated entities in all fifty
states and territories that effectively engage diverse networks of people to create a
clean energy future, protect and restore wildlife habitat and connect families with
nature. In some cases, these affiliated entities will be single organizations and in other
cases they will be robust networks of multiple groups. The average affiliate budget
will increase from $600,000 to $800,000.

Three year outcome
NWF supports a national affiliate network of 100 effective leaders through leadership training programs developed with, and for, our affiliate staff and volunteer
leaders.

Three year outcome
NWF has a significant joint project with each of the affiliates in all 50 states/territories, as defined by annual partnership plans.

NWF will work with 10 affiliates to develop and engage young adult leaders who
represent the racial and cultural diversity of each state.
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Three year outcome
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SUMMARY OF THREE YEAR OUTCOMES
Empowering volunteers for conservation
Three year outcome
NWF will broaden our connection with over 15,000 individuals who volunteer their
time through interaction with the Regional Centers, affiliates and other partners in
support of NWF’s outdoor fundraising events and with each other in vibrant social
networks.

Reconnecting with the next generation of
conservation leaders
Three year outcome
NWF will establish a nationally diverse social network of 500 young adults, many of
whom will be alumni of NWF leadership, campus and intern programs, to inform
and advance NWF’s programmatic and fundraising goals.

NWF and NWF Action Fund
Three year outcome
NWF and NWF Action Fund will have significantly more resources to organize and
mobilize a diversity of people to educate and influence elected officials to support our
three strategic goals.

Expanding beyond NWF’s direct-mail-centric business
Three year outcome
NWF will triple the funding provided by major donors in part through a significant
expansion of regional councils supported by each NWF Regional Center that will
total 100 influential leaders. This will be achieved by broad based staff and volunteer
leader participation in identifying and cultivating major donors to raise philanthropic
funds.

Three year outcome
Develop and implement a nationally scalable plan for outdoor fundraising events in
at least 8 locations. By year three, the expectation is that the events will generate net
positive revenue.

Three year outcome
NWF will attract, educate and connect with at least one million kids and their families through a combination of on line and offline products and services that have an
accompanying financially sustainable business model. For some period of time, these
products and services may co-exist and be complementary
with NWF’s children’s magazines.

NWF will have launched an ambitious $75 million major
fundraising campaign in 2011 as part of NWF’s 75th
Anniversary celebration.
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Three year outcome
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