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State Agency Wildlife Viewing Plans

e Plans and templates developed for the
Wildlife Viewing Community of Practice

e Visit our website for examples of
completed plans and case studies

e 7 Templates are publicly available for
you to download and modify for your
needs

o May be applicable for projects
outside of wildlife viewing!




WILDLIFE VIEWING TOOLKIT Home  Resources  Research  Storymap

For case studies, check
out our wildlife viewing
storymap and website!

serving, or photographing

intentional
WHAT IS WILDLIFE VIEWING? wildlife, traveling to natural areas to view wildife, or maintain plantings

https://viewing.fishwild.vt.edu/



Developing Your Plan




Follow along on your
planning packet!

Wildlife Viewing Community of Practice

STATE AGENCY Plan

Insert agency logo here!

(LYY VY Type here
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Introduction

Background
Write a few sentences about where your agency is at now. How do they connect with wildife viewers, if

atall? What programs are in place? What do you know about wildlife viewers? What data do you have to
support this?
Justification

Write a few sentences here to set up the goal of your plan. Be persuasive. Why does this matter? How
willit help your agency?

Table of Contents
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Line of Logic Model
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Or, download the Word
template here!

An identifier to write
something down on
your planning packet!




Plan Introduction

Introduction

Background
Write a few sentences about where your agency is at now. How do they connect with wildlife viewers, if

at all? What programs are in place? What do you know about wildlife viewers? What data do you have to
support this?

Justification

Write a few sentences here to set up the goal of your plan. Be persuasive. Why does this matter? How

will it help your agency?



Plan Background: What is

known?

Help paint a picture of wildlife viewing within

your state.

1. “According to XX, there are XXX wildlife viewers in
the state. While they are supported by the agency
through XXX a need exists for XXX."

2. “Volunteers and staff in XXX report seeing more
wildlife viewers at XXX site/event.”

3. “According to XX, an increase in XX population has
occurred in recent years.”




Example: Evidence-Based Project

i g National and Regional Results of the
= Wildlife Viewer Survey

Enhancing Relevancy and Engaging
Support from a Broader Constituency

“The 2022 National and Regional
Results of the Wildlife Viewer
Survey found that 61% of wildlife
viewers in the West, including
Oregon, were beginner or novice
wildlife viewers, highlighting the
importance of providing
introductory information.”



Briefly explain the main point of your plan and how it will
positively impact your agency. Try to keep this short!

1. “This plan will help ABC Agency connect to more
audiences by providing information to wildlife
viewers.”

2. “This plan will help fundraise for conservation
through developing mechanisms for wildlife
viewers to support ABC Agency.”



Setting goals, objectives,
and strategies




The Benefits of Line of Logic Models in your Wildlife
Viewing Plans

1. Determine what success looks like in A
short-term and long-term

2. Understanding what resources (inputs) you
need to reach your goals

3. Ensure that your strategies line up with the
context in which you will be working

4. Evaluation: Identify how you will measure
what you accomplish (if you met goals or
outputs)




Program Logic

A program logic is like a roadmap for a project that sets out how a
project will achieve its desired outcomes.

Your Planned
Work

Your Intended
/ Results



Logic Models: A visual representation of the relationships between the different
components of a program or project

Inputs

Strategies

Objectives

These are the
material (e.qg.,
signs, staff)
and
nonmaterial
assets (e.qg.,
skills, laws,
time) that you
bring to the
project

These are the
activities,
processes,
actions, and
events that are
used to
implement
your program
or project

These are
process-
oriented

metrics that
derive from the
program
activities.

Short-Term

These are
faster-to-see
results of your
outputs, like
increased skills or
knowledge

Long-Term

These are often
beyond the scope
of the project but

serve as the overall
aim that will guide
your project




Plan Basics

\ 4
Objectives

\ |
Strategies




L4
Broad statements
about what you want to objectives
achieve.

“Develop information
for wildlife viewers
online”

|

Strategies




Long-term Goal

These are often beyond the scope of the
project but serve as the overall aim that
will guide your project. Your long-term
goal will be used to guide your model.

Examples:

e Increase overall public participation in
wildlife viewing

e Diversify the types of viewers engaged




Short-term Goal

These are the faster-to-see results, such
as increased skills or knowledge. This is
what you will accomplish at the end of

the first year of the project.

Examples:

e More urban people in Seattle involved in
wildlife viewing

e More people in Seattle aware of the agency




Your turn!

Take a few moments to brainstorm your
plan’s short-term and long-term goal.

e This can be a hypothetical plan

e You can have just one, or multiple!

e \Write down your goals on page 2 of
your plan worksheet




Inputs

Strategies

Objectives

These are the
material (e.g.,
signs, staff)
and
nonmaterial
assets (e.qg.,
skills, laws,
time) that you
bring to the

project

These are the
activities,
processes,
actions, and
events that are
used to
implement
your program
or project

These are
process-orient
ed metrics that
derive from the
program
activities. They
are typically
based on the
objectives in
your plan
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Inputs

These are the material (e.g., signs, staff)
and nonmaterial assets (e.g., skills, laws,
time) that you bring to the project.

Staff and volunteer time
Partnerships with agencies
Research projects and results
Marketing and design skills




Group Discussion:

1. Brainstorm the
material and
nonmaterial things
your agency has (or
needs) to help
achieve your goals

2. Discuss with the
group
3. Take notes on page 2

of your plan
worksheet

What does my agency or organization
have (or need) that will help me
achieve my goals?

4

Tip: It may be useful to use two colors to
separate what you have and what you need



Inputs

Strategies

Objectives

These are the
activities,
processes,
actions, and
events that are
used to
implement
your program
or project

These are
process-orient
ed metrics that
derive from the
program
activities. They
are typically
based on the
objectives in
your plan




“Create and get online 10
Goal new pages for the website
that cover the how and
| where of viewing wildlife
for a beginner/novice
website by the end of the
project”

Specific and measurable
targets or milestone that
will contribute to the
realization of your

goal(s) Strategies

Objectives

|




Set SMART objectives!

Do: Make sure
your goal is

trackable.

Don't: Hide
behind
buzzwords like,
“brand
engagement,”
or, "social
influence.”




Strategies

Goal

y

Specific actions that can be implemented
to achieve our objectives

“Develop a pitch for the

Objectives

new menu item based on
wildlife viewer survey data”

|

Strategies




Example Goal:
Develop information for wildlife viewers online

Objective(s)

Create and get online 10 new pages
for the website that cover the how
and where of viewing wildlife for a
beginner/novice website by the end
of the project

Strategies

1. Talk to IT to determine how to get
permission for new menu items (who
influences this decision)

1. Develop a pitch for the new menu item
based on wildlife viewer survey data



Inputs

Strategies

Objectives

These are the
material (e.g.,
signs, staff)
and
nonmaterial
assets (e.g.,
skills, laws,
time) that you
bring to the

project

These are the
activities,

processes,
actions, and
events that are
used to
implement
your program
or project

These are
process-orient
ed metrics that
derive from the
program
activities. They
are typically
based on the
objectives in
your plan

Short-Term

These are
faster-to-see
results of your
outputs, like
increased skills or
knowledge

Long-Term

These are often
beyond the scope
of the project but

serve as the overall
aim that will guide
your project
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Inputs

What resources do you
have to accomplish
your objectives?

What actions can
you take to achieve
your objectives?

What are the direct,
measurable results of
your strategies?




Line of Logic Model

Consider how the inputs you identified directly connect to your anticipated strategies and the specific, measurable
target objectives you hope to achieve.

1. Connect your
anticipated strategies | |
and outputs to the , =

inputs you identified

On Page Five:

2. Separate what inputs
and what outputs are
associated with each
strategy by color
coding or using arrows




Your turn!

Let's give each other feedback.

1. Are their objectives really SMART?
2. Are their strategies going to help them get to their objective?
3. Are there any strategies that they're missing?
4. Does their goal seem to be achievable based on the objective
they have?




Does anyone have any
questions?




Connecting the Pieces

Inputs Strategies Objectives
Short-Term Long-Term
Inputs What Strategy What Strategy
related to A Strategy A A will deliver A will achieve
Overall aim;
big picture
Inputs Strategy B What Strategy What Strategy goal

related to B

B will deliver

B will achieve




How can you determine if
your program is reaching
your desired goals?




Identify how you will measure what you plan
to accomplish through evaluation metrics

OBJECTIVE:

Host multiple guided
walks for members of
BIPOC communities to
engage in wildlife
viewing opportunities

Record the number, location, and duration of events

Record the number of people who attended events

Record the number of new vs experienced wildlife viewers
Record the number of returning people

Record if the person took any information (e.g., brochures, maps)
When possible, record demographics

GOAL:

Reach a broader
audience of wildlife
viewers in outreach
efforts

Report changes in the number of people engaged with agency events
Report on the growing distribution of locations of events and outreach
(e.g., more in urban areas)

Record recruitment of people engaging in nonconsumptive forms of wildlife
viewing

When possible, record demographics and compare to state representation
or compare to baseline in the Wildlife Viewing Survey for your state




Short-term
Outcome

Example:
Increasing
participation in
wildlife viewing
educational
programs

Weekly programs
hosted at nature
center

New lesson plans

How might you track participation?




How can you increase

agency buy-in?




Develop science-based plans that
can be supported by case studies

e Reference published

research or reports in your

state
e Connect to existing
priorities:

o State Wildlife Action

Plans?
o Conservation or

communication targets
e Show success stories from

other agencies

ram National and Regional Results of the

Wildlife Viewer Survey

Enhancing Relevancy and Engaging
Support from a Broader Constituency
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Communicate & advocate

e The squeaky wheel gets the
grease

e Identify champions for
wildlife viewing in your
agency

e Connect with other agencies
who have success stories




Focus on the benefits of managing

for wildlife viewing

e Wildlife viewers are:
o Conservationists
o Likely to donate to
conservation
o And can contribute to
citizen science
e Promote ethical wildlife
viewing
e Audience to increase
relevancy
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Fish and Wildlife Relevancy Roadmap (1.0

A practical guide to help fish and wildlife agencies
engage and serve broader constituencies

A recommendation of the Blue Ribbon Panel on Sustaining America’s Diverse Fish and Wildlife Resources
September 2019




Good luck, and
happy

implementing
and evaluating!
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Check out our
toolkit website!
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Your turn!

Take a few moments to brainstorm your
plan’s objectives.

e Try to tie them directly to your goal(s)
e Make sure they are SMART

©)
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Specific
Measurable
Attainable
Realistic
Time-bound




Your turn!

Take a few moments to brainstorm your
plan’s strategies.

e Like the example, try to tie them to
your objectives




Program Logic

Inputs Outputs Goals

These are the
material (e.g.,
signs, staff)
and
nonmaterial
assets (e.g.,
skills, laws,
time) that you
bring to the
project

These are the
activities,
processes,
actions, and
events that are
used to
implement
your program
or project

These are
process-oriented
metrics that
derive from the
program
activities. They
are typically
based on the
objectives in
your plan

Short-Term

These are
faster-to-see
results of your
outputs, like
increased skills or
knowledge

Long-Term

These are often
beyond the scope
of the project but

serve as the overall
aim that will guide
your project




