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ABSTRACT 

This project proposes a marketing strategy for Treehaven to utilize its resources 

beyond the College of Natural Resources, University of Wisconsin – Stevens Point summer 

session resulting in increased revenue. The target audience of the research, which provides 

the background for the marketing strategy, is for-profit organizations from Wisconsin’s Fox 

River Valley region. It is assumed that these organizations are potentially able to rent 

Treehaven facilities for various professional needs while enjoying an outdoor experience. 

The development of this strategy required a prior research which was done in several 

stages, primarily through a qualitative approach in this study. The study analyzed the 

effective communication and marketing practices of existing residential environmental 

stewardship institutions in selected US organizations, Treehaven resources that are of 

potential benefit to for-profit organizations, and the needs and interests of for-profit 

organizations from the area defined above. The data from the research identified factors 

affecting consumers’ choices and determined best marketing practices, which served as the 

background for the development of the marketing strategy document.     

  



iv 
 

ACKNOLEDGEMENTS 

First of all, I would like to thank my sister, Sveta, for her patience, constant support, 

wisdom and encouragement during this program.  

Secondly, I am grateful for the Conserve School community that has been 

welcoming, kind and supportive. Specifically, I would like to express my appreciation to Kim 

Spagnoli and Cathy Palmer for their energy, honesty and motherly care. A special gratitude 

is extended to an amazing, wise and understanding supervisor, Phil DeLong, who has always 

been available to provide professional and personal feedback, support me in my future job 

search, and has been open and ready to listen during the challenging times.  

I am also acknowledging my advisor, Corky McReynolds, for helpful revisions and 

feedback on my project that guided me towards improvement.    

Lastly, I am grateful for the initiative that the Conserve School and the University of 

Wisconsin Stevens Point took to establish the Graduate Fellowship in Residential 

Environmental Education. This experience has empowered me to discover what I enjoy in 

my professional life, and to create meaningful relationships. 

  



v 
 

TABLE OF CONTENTS 

ABSTRACT _____________________________________________________________ iii 

ACKNOLEDGEMENTS ____________________________________________________ iv 

LIST OF TABLES AND FIGURES ____________________________________________ viii 

LIST OF APPENDICES _____________________________________________________ ix 

CHAPTER ONE: INTRODUCTION ____________________________________________ 1 

Research Problem Statement ____________________________________________ 1 

Sub-problems ________________________________________________________ 1 

Definitions ___________________________________________________________ 1 

The Importance of the Study ____________________________________________ 2 

The Limitations of the Study _____________________________________________ 3 

Assumptions _________________________________________________________ 4 

CHAPTER TWO: LITERATURE REVIEW _______________________________________ 5 

Marketing Plan vs. Marketing Strategy ____________________________________ 5 

Marketing Strategies Specific to Not-for-profit Organizations _________________ 10 

Marketing Experience of Not-for-profit Organizations _______________________ 12 

Environmental Organizations Connecting with For-profit Organizations_________ 13 

Summary ___________________________________________________________ 15 

CHAPTER THREE: METHODOLOGY _________________________________________ 16 

Sub-problem 1 _______________________________________________________ 16 

Analyze communication and marketing practices for existing residential 

environmental stewardship programs in the U.S. ___________________________ 16 

Sub-problem 2 _______________________________________________________ 17 

Investigate the programs and resources at Treehaven that are of potential benefit in 

raising revenue. ______________________________________________________ 17 

Sub-problem 3 _______________________________________________________ 17 

Analyze the needs and practices for off-site event space of the research sampling: 

for-profit organizations from Fox River Valley region, Wisconsin. ______________ 17 

Sub-problem 4 _______________________________________________________ 17 



vi 
 

Create a document describing a marketing strategy based on the research results. 17 

CHAPTER FOUR: RESULTS ________________________________________________ 19 

Introduction _________________________________________________________ 19 

Sub-problem 1. Analyze communication and marketing practices for existing 

residential environmental stewardship programs in the U.S. _________________ 20 

Analysis of Web resources of residential environmental stewardship institutions _____ 20 

Website Content ___________________________________________________________________ 20 

Website Presentation _______________________________________________________________ 21 

In-depth semi-structured phone interviews with marketing staff ___________________ 23 

The organization ___________________________________________________________________ 23 

For-profit rental of facilities and leading training programs _________________________________ 25 

Clientele __________________________________________________________________________ 27 

Factors that attract clientele to facilities and programs ____________________________________ 29 

Marketing of facilities and training programs_____________________________________________ 30 

Sub-problem 2. Investigate the programs and resources at Treehaven that are of 

potential benefit in raising revenue. _____________________________________ 35 

Current programs offered by Treehaven_______________________________________ 35 

Resources at Treehaven ____________________________________________________ 36 

Treehaven – the product _____________________________________________________________ 36 

Human resources ___________________________________________________________________ 37 

Physical resources __________________________________________________________________ 37 

Treehaven – the brand ______________________________________________________________ 38 

Sub-problem 3. Analyze the needs and practices for off-site event space of the 

research sampling: for-profit organizations from Fox River Valley region, Wisconsin.

 ___________________________________________________________________ 41 

The Company ____________________________________________________________ 41 

Off-site Company Events ___________________________________________________ 42 

Companies organize on-site employee trainings __________________________________________ 42 

Companies rarely/ never organize off-site events _________________________________________ 42 

Reasons for not organizing off-site events _______________________________________________ 43 

The Site _________________________________________________________________ 43 

Close location of the site is a determining factor for rare off-site meetings _____________________ 43 

Sub-problem 4. Create a document describing a marketing strategy based on the 

research results. _____________________________________________________ 45 

Business goal ____________________________________________________________ 46 

Key performance indicator _________________________________________________ 46 



vii 
 

Business strengths ________________________________________________________ 46 

Business weaknesses ______________________________________________________ 46 

CHAPTER FIVE: CONCLUSIONS AND RECOMMENDATIONS _____________________ 47 

Conclusions _________________________________________________________ 48 

Sub-problem 1. Analyze communication and marketing practices for existing residential 

environmental stewardship programs in the U.S. _______________________________ 48 

Sub-problem 2. Investigate the programs and resources at Treehaven that are of potential 

benefit in raising revenue. __________________________________________________ 49 

Sub-problem 3. Analyze the needs and practices for off-site event space of the research 

sampling: for-profit organizations from Fox River Valley region, Wisconsin. __________ 49 

Sub-problem 4. Create a document describing a marketing strategy based on the research 

results. _________________________________________________________________ 50 

Recommendations for Treehaven _______________________________________ 51 

Target audience __________________________________________________________ 51 

Market for-profit activity to a variety of target audiences___________________________________ 51 

Market for-profit activity to audiences within 120-mile radius of Treehaven ___________________ 51 

Programs ________________________________________________________________ 52 

Marketing _______________________________________________________________ 52 

Create an advocacy program __________________________________________________________ 52 

Raise the position in the” Google” search engine _________________________________________ 52 

Place networking above Internet presence ______________________________________________ 53 

Develop goals and objectives for Internet presence _______________________________________ 53 

Recommendations for further research ___________________________________ 53 

Methodologies ___________________________________________________________ 53 

Recommendations ________________________________________________________ 55 

Research a demand of for-profit organizations in Stevens Point, Wausau geographic area ________ 55 

In collecting data from for-profit professionals, carry out expert face-to-face interviews__________ 55 

Research the availability of grants for investing in a full-time marketing and communications 

employee _________________________________________________________________________ 55 

REFERENCES __________________________________________________________ 57 

APPENDICES __________________________________________________________ 59 

 

  



viii 
 

LIST OF TABLES AND FIGURES 

Figure 1 The Four P’s of Marketing………………………………………………………………………………………6 

Figure 2 Marketing Plan Diagram…………………………………………………………………………………………8 

Figure 3 Treehaven Logo Image…………………………………………………………………………………….……39 

 

Table 1 Analysis of Web Resources of Residential Environmental Institutions……………….22 

Table 2 For-profit Programs and Activity at Residential Environmental Institutions………27 

Table 3 Clientele in Relationship to For-profit Activity…………………………………………………..28 

Table 4 Research Methods Overview…………………………………………………………………………….47 

  

file:///E:/Grad%20Project/FINAL/Final%20Project_Makova%20Polina_FINAL.docx%23_Toc293175966


ix 
 

LIST OF APPENDICES 

Appendix A.  The List of Residential Environmental Institutions for Web Analysis…………….60 

Appendix B.  The List of Interviewed Communication and Marketing Specialists………………61 

Appendix C.  Interview Guide. Non-profit Communication and Marketing Specialists………62 

Appendix D.  The List of Interviewed Organizations from Fox River Valley Region…………….63 

Appendix E.  Interview Guide. Professionals from For-profit Organizations………………………64 

Appendix F.  Fox Valley Chamber of Commerce Advertising Opportunities……………………….65 

Appendix G.  Marketing Strategy Document……………………………………………………………………..69 

 



 
 

CHAPTER I 

INTRODUCTION 

 Research Problem Statement 

The research problem is to develop a marketing strategy document for the 

purpose of raising revenue to support the mission at Treehaven, a residential natural 

resources education and conference facility Treehaven. 

Sub-problems 

1. Analyze communication and marketing practices at existing residential 

environmental stewardship institutions in the US. 

2. Investigate the programs and resources at Treehaven that are of potential 

benefit in raising revenue. 

3. Analyze the needs and practices for off-site event space of the research 

sampling: for-profit organizations from Fox River Valley region, Wisconsin. 

4. Create a document describing a marketing strategy based on the research 

results. 

Definitions 

Marketing strategy – the process by which the organization aligns itself with the 

market it has decided to serve (Fifield, 2007). 

Target audience - a specified audience or demographic group for which an 

advertising message is designed. 
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Treehaven – a 1400-acre residential natural resources education and conference 

facility located between Rhinelander and Tomahawk, Wisconsin. 

Outdoor experience – a system of programs, activities and personal recreation time 

spent outdoors. 

Environmental stewardship - the concept of responsible caretaking, based upon the 

premise that we do not own resources but are managers of resources, and are responsible 

to future generations for their condition  (Environmental Education Glossary, Wisconsin 

Model Academic Standards, 2008). 

For-profit organization – an organization, which operates for the purpose of earning 

a profit by providing a product or service.  

The Importance of the Study 

Two areas of the importance of this project can be defined, both pertaining to the 

importance of being aware about the environment, and therefore continuous development 

of environmental programs. 

The first area pertains to the importance of mission and mission-related 

programming in educational environmental centers. The non-profit nature of educational 

environmental and nature centers often times presents a challenge of financial shortages or 

tight budgets. This would not be a potential problem if these challenges did not reflect on 

organizations’ missions and mission- related activity. Therefore, many such organizations 

have been offering services that bring more revenue in order to support their missions: 

renting their facilities, selling team-building programs, etc. The value in understanding ways 
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of raising revenue at one such center, Treehaven, lies in making various environmental 

education programs more accessible to school groups and the general public.  

The second area pertains to the importance of raising awareness of environmental 

education. Environmental and nature centers attract a very specific audience, which is 

rarely associated with for-profit organizations chosen as the sampling for the project 

research. However, it is important to communicate environmental stewardship to various 

social groups regardless of their association. The key to such communication lies in 

developing a strategy which answers to the needs of a target audience while achieving one 

of the goals of environmental education, which is raising awareness. In addition, while the 

marketing strategy will help Treehaven utilize its resources and provide for-profit 

organizations with the opportunity to receive a unique experience, it also addresses the 

goal of raising awareness for the local environment and resources. 

Assuming the product of the study is implemented it will result in: 

1. Increased awareness and understanding of local resources and the environment 

among organizations coming to Treehaven; 

2. Increased visibility of Treehaven and the opportunities it offers within the selected 

region; 

3. Marketing strategy for Treehaven that will help it utilize its resources. 

The Limitations of the Study 

The main reason for existing limitations of the study lies in the fact that during its 

development the marketing strategy will not be tested. 

1. The project will not be piloted at the time of completion of the study; 
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2. The research sampling of the project is for-profit and professional organizations as 

the potential target audience;  

3. The existence of various factors that influence organizations’ choice to use 

Treehaven services is a limiting factor in predicting a demand; 

4. The research of demand only focuses on the Fox River Valley, WI region. 

Assumptions 

1. The sampling of the project research – for-profit organizations in the Fox Valley 

Region - best reflects the potential target audience for raising revenue at Treehaven.  

2. For-profit organizations hold corporate events for which they utilize outside 

resources. 

3. For-profit organizations, when holding corporate events such as meetings and 

conferences, focus primarily on a business task without considering recreation 

opportunities. 

4. For-profit organizations are attracted to new products that meet their needs. 

5. Treehaven resources are sufficient to raise awareness of the local environment and 

recreation opportunities among for-profit organizations located in the area 

identified by the project. 
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CHAPTER II 

LITERATURE REVIEW 

Marketing is a tool that can be used in many ways in order to create an effective 

communication of messages to the public through different means. This tool is utilized in 

the project to promote both resources and environmental programs at Treehaven. It is 

important to understand the meaning of marketing as a tool, and its place within an 

organization. As Treehaven is a not-for-profit organization, this literature review will 

primarily address marketing strategies for and marketing experiences of various not-for-

profit organizations, as well as current practices of organizations similar to Treehaven. In 

addition, it addresses an overview of a marketing plan concept and what it entails in order 

to provide the base and the structure for sub-problems 3 and 4. 

Marketing Plan vs. Marketing Strategy 

Various diagrams and structures of marketing plans can be found in modern 

literature. All of them have a common ground, yet some differences based on the marketing 

area. However, there are more steps that need to take place prior to writing a marketing 

plan. These steps include a development of business objectives, the outcomes an 

organization is trying to achieve, a marketing strategy, and a marketing mix. The marketing 

mix is also known as the four P’s of marketing: product, price, place and promotion – and 

they form a progression (Figure 1).  
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Figure 1 

The Four P’s of Marketing 

 

 
 

The “product” element refers to the right product that satisfies the needs of a 

customer. Then it progresses to the right product being offered at the right price followed 

by the right product offered at the right price at the right place. Finally through promotion 

customers are informed about the product (Ehmke, Fulton, & Lusk, 2007). Out of the four 

elements, place and promotion are most relevant to this research. In developing a strategy, 

however, one might mistakenly place both into a strategy category, while in reality it can 

confuse the logical marketing process. To clarify, the place is the channel of distribution - in 

simple words “the where” - through which customers receive information about the 

product such as direct sales in stores, mail, door-to-door etc. Promotion, on the other hand, 

is the means – “the how” – through which customers are informed about the existence of 

the product. Television and radio commercials, newspapers, flyers in magazines and direct 
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mailing are some of the examples of promotion (Ehmke, Fulton, & Lusk, 2007). The 

marketing mix serves a purpose of providing a ground for the marketing plan. 

What is important to understand in the four P’s of marketing in the context of this 

project, is that the four elements are connected. Changes in one element might lead to 

changes in another. Therefore we are looking at the system. 

In looking at the marketing plan in a more narrow sense, William M. Luther in the 

book “The Marketing Plan: How to Prepare and Implement It” (2001) proposes a structure 

for the marketing plan. In this structure a marketing plan consists of six areas of marketing: 

the product or service plan, the marketing communications plan, the sales plan, the 

customer service plan, the research plan and the Internet plan. Apart from the six areas of 

the plan, every marketing plan includes objectives (what to accomplish), strategies (how to 

accomplish) and tactics (the execution) (Luther, 2009) (Figure 2) that are developed prior to 

both the plan and the marketing mix. Their purpose is to provide direction for the more 

specific plan. As it is seen, a marketing strategy presents itself to be a bigger picture which 

becomes more focused in a form of a marketing plan. 
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Figure 2 

Marketing Plan Diagram 2 

 

The word strategy, in its business context, originated within the institution of 

business. It focused on ways in which the key unit of an organization manages its resources 

in order to achieve a business objective (Fifield, 2007). Through strategy the unit could 

match resources of an organization to different market needs for the purpose of achieving 

the objective. To be sure that the means to achieve objectives answer to the definition of a 

strategy, one can compare it against the following characteristics: 

 Strategy is based on analysis and understanding of what is happening and 

why it is happening; 

 Strategy is capable of implementation; 

 Strategy is a long-term activity; 

 Strategy is not synonymous with tactics, as tactics are short-term and can 

be adjusted and changed in response to a changing market situation (Fifield, 2007). 
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In a similar way, just like in business, a strategy in marketing can be looked at as “the 

how” of accomplishing the objective, or in other words the means of achieving it. The 

marketing strategy, in other words, translates business objectives into a market activity 

(Fifield, 2007), while practically speaking the strategies itself are the statements of the 

direction of the marketing efforts (Day, 1990). 

Marketing strategy is defined as the process by which the organization aligns 

itself with the market it has decided to serve (Fifield, 2007). 

Looking at the context of marketing within the organization better frames its 

place and application in the project. Whether the budget is low or high, one of the keys 

to successful marketing is to understand a mission of a marketed organization. Mission 

Driven Business Planning Toolkit Project, supported by Ford Foundation and Carnegie-

Mellon University (Sitkin, 1998), suggests that following the mission are several planning 

steps which allows an organization to evaluate its chances within the market, as well as 

to identify the best target area. The following steps are provided in the kit. 

 Profile analysis — a subjective evaluation of the internal capabilities of the 

organization and its staff 

 Present business activities – a listing of the benefits currently provided to 

clients through products and services. These can be categorized by client groups and 

delivery methods 
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 Environment, sector, and market analysis – a candid assessment of the 

leverage and vulnerability of the member’s organization vis-à-vis the competitive 

world 

 Environmental Analysis  

 Sector Analysis  

 Market Analysis – Qualitative  

 Market Analysis – Quantitative  

 Client Structure Analysis 

 Competitor Analysis – a subjective evaluation of the competition  

 Organizational Analysis – an examination of the main market trends and 

their effects on the current and future business activities of the organization  

 Main Trends and Effects  

 Possible New Business Activities  

 Product and Service Differentiation – a structured way to evaluate each 

product and service (Sitkin, 1998) 

Even though not every tool can be utilized by a not-for-profit organization, the steps 

can be used as guidance in developing a marketing plan, and strategies as part of it. 

Marketing Strategies Specific to Not-for-profit Organizations 

Marketing strategies are developed to fit different goals. While some marketing 

strategies are meant to communicate the mission of the organization and increase the 

awareness of its cause, others can be used to mobilize existing resources. In the UNAIDS 

publication “Strategies to Strengthen NGO Capacity in Resource Mobilization through 
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Business Activities” (Viravaidya & Hayssen, 2001), the authors suggest that non-profit 

organizations, just like business organizations, should take an approach of expanding into 

new core activities, instead of solely relying on core competencies. And while this approach 

will require time dedicated to activities that are not necessarily mission-related, it attracts 

more “clients”. There are multiple examples of effective and creative marketing strategies 

that suit a specific non-profit organization working in fields of health or environment. 

 Conducting core activities for paying clients 

Society for Improvement of Quality of Life (SIQL) of Croatia promotes environmental 

awareness among the general public, supported in part by fees for training programs it 

provides to government and private groups. 

 Contracting out support to the private sector 

 Tie-ins to public relations activities 

Environmental NGOs such as Namibia Community Based Tourism Association 

(NACOBTA), the Sierra Club and country affiliates of the World Wide Fund for Nature run 

tourism businesses, publish nature books and own other eco-enterprises that generate 

profits and promote environmental awareness. 

 Maximizing utilization of assets and facilities 

Asklepyos in Romania brings mobile health services to the poor, and rents its 

vehicles to outsiders when not in use. In general, different non-profit organizations utilize 

facilities by renting them out as office or conference space (Viravaidya & Hayssen, 2001). 
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Marketing Experience of Not-for-profit Organizations 

The author of The Next Evolution of Marketing, Bob Gilbreath, brings up a good 

point in his “Marketing with Meaning” online resource, stating that “marketing with 

meaning is not solely limited to big brands with million-dollar budgets” (Gilbreath, 

2009). In his blog post he presents a good marketing technique used at the Cincinnati 

Nature Center. In this technique the nature center sent a letter of invitation to a pool of 

children, inviting them to attend a meeting where they will share ideas for a natural 

playscape to be created in a year. This mailing was direct and distinct in the pool of 

others, and most importantly it allowed the recipient to have a sense of ownership and 

involvement in the community. The author suggests that using current customers, in our 

case, environmental center attendees, as a resource is a good yet low budget tool, 

which does not require longitudinal studies and quantitative research. 

A research “Marketing Strategies used by NGO’s”, conducted by SIES College of 

Management Studies Research Team (2006), shows both gaps and unique marketing 

strategies utilized by NGO’s in India. In this study founders and staff from 30 different 

NGO’s were interviewed, 13% of which are international. The results showed that only 17% 

of NGO’s had a marketing department. The most utilized advertising resources were 

referred to as “traditional”, like newspapers and brochures. However, the authors 

suggested that utilizing modern marketing mediums such as web sources is important. 

Some successful and low-budget techniques presented in the research are participating in 

exhibitions, organizing workshops and small scale events, printing calendars with NGO’s 

logos and mission statement, and spreading NGO’s mascots. In conclusion, the authors 
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pointed out that in non-commercial marketing an organization should focus on innovative 

techniques and strategies in identifying marketing ways and avenues (Dhake, Dhawan, & 

...Shirwarkar, 2006). 

Environmental Organizations Connecting with For-profit Organizations 

A number of environmental centers across the United States offer resources in 

forms of programs or facilities for professional and for-profit organizations. Some of these 

centers are Islandwood and North Cascades Institute in Washington, Yosemite Institute in 

California, Teton Science School in Wyoming, Frost Valley in New York, Bradford Woods in 

Indiana, Cuyahoga Environmental Center in Ohio, and Wolf Ridge in Minnesota. This 

strategy is used not only to attract more funding to these not-for-profit environmental 

organizations, but to raise awareness toward the environment and to help connect people 

of various backgrounds with the outdoors.  

The institutions mentioned above can be divided into two groups based on their 

business activity: those who primarily offer the rental of facilities, and those who primarily 

offer professional team-building programs, such as outdoor team building and ropes 

courses at Frost Valley (Conference and Group Retreats) or Leadership and Organizational 

Development at Bradford Woods (About Us, Bradford Woods). Some organizations such as 

North Cascades Institute provide outdoor experience, such as organized nature hikes, with 

the renting of facilities, therefore contributing to the mission of the organization, which is 

“to conserve and restore Northwest environments through education” (About Us, North 

Cascades Institute). However, North Cascades Institute, unlike other environmental 
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organizations mentioned in the review, tries to cater mostly to professional groups that 

answer to the institute’s mission. 

Other missions that are found on organizations’ websites include “engaging public 

support for the park and enhance public use and enjoyment of the park” (About Us, 

Cuyahoga Valley National Park Association, 2002) in Cuyahoga Valley National Park 

Association, “inspiring personal connections to the natural world and responsible actions to 

sustain it” (About Us, Yosemite Institute) in Yosemite Institute, “providing exceptional 

learning experiences and to inspire lifelong environmental and community stewardship” 

(About Islandwood) in Islandwood. The products that institutions offer are never described 

as facilities or programs alone. On the contrary, each organization is offering a unique 

outdoor nature experience, whether in a form of a program or facilities’ location or 

available resources. For example, Islandwood offers its guests “facilities that can 

accommodate an intimate group or a conference for 200 and feature sustainable building 

elements and state-of-the-art technology” as well as “five miles of trails and encountering a 

Bird Blind, Suspension Bridge, pond, marsh, estuary, and Tree House overlooking a bog” 

(About Islandwood). Frost Valley invites companies into its scenery for holiday parties at 

“Historic Forstmann Castle with a beautiful view overlooking the pristine Catskill 

Mountains” (Conference and Group Retreats). Bradford Woods introduces a “magnificence 

of natural environment, facilities, and staff who allow for relaxation and the refocusing of 

creative energies” and offers to organize retreats of many kinds in Bradford Woods’ 

outdoor environment (About Us, Bradford Woods). 
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Summary 

In this chapter, in order to accurately place the marketing strategy concept, the 

review moved from a narrower picture of a marketing plan to the marketing mix (the four 

P’s of marketing), and finally to the marketing strategy concept presented in relationship to 

the plan. The value of looking at the full picture lies in gaining the understanding of where 

the marketing strategy concept fits, and in defining and studying Treehaven as both a 

product and a brand. 

The existing experiences of environmental non-profits prove that an organization’s 

brand is central in developing a marketing strategy and serving the market. A brand is not 

simply a name or a slogan that catches attention. It is connected to a mission and a vision of 

an organization, and it delivers well-defined benefits to potential customers. As is seen in 

the practices of other environmental centers, the benefits of their brands are translated 

into experiences unique to each organization to distinguish them from other players in the 

market. 

As a conclusion, this chapter does not only provide the foundation for the research, 

but for the development of research methods and the implementation of the research 

results. 
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CHAPTER III 

METHODOLOGY 

In this project research methods were used to collect supporting data for further 

project development, which is stated to be sub-problem 4. Therefore, the collecting of data 

occurred during the stages of sub-problems 1, 2 and 3. For these sub-problems a qualitative 

approach was used. Methods of research are described in relevance to each research sub-

problem. 

Sub-problem 1  

Analyze communication and marketing practices for existing residential 

environmental stewardship programs in the U.S.  

To solve sub-problem 1, two qualitative methods were used: 

- A series of web-site analyses is done to collect data on existing marketing practices 

in the realm of for-profit activity in environmental stewardship programs similar to 

Treehaven;  

- Communication and marketing practices were studied through a series of in-depth 

semi-structured phone interviews with marketing and communication specialists, or 

other representatives responsible for program marketing at nature or environmental 

centers and environment-oriented not-for-profit organizations.  

Timeline: February 2010 – February 2011  
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Sub-problem 2  

Investigate the programs and resources at Treehaven that are of potential 

benefit in raising revenue.  

To achieve the goal of investigating resources at Treehaven, one qualitative method 

was used: 

- Study and collection of data on Treehaven resources, including programs, through 

interviews, study of documents, and analysis of previous experience with utilization 

of existing resources. 

Timeline: December 2009 – March 2010 

Sub-problem 3  

Analyze the needs and practices for off-site event space of the research 

sampling: for-profit organizations from Fox River Valley region, 

Wisconsin. 

To solve sub-problem 3 a qualitative method was used: 

- Qualitative method of semi-structured phone interviews with for-profit 

organizations’ representatives responsible for corporate events planning.  

Timeline: February 2011 – April 2011 

Sub-problem 4 

Create a document describing a marketing strategy based on the research 

results. 

The results and data of sub-problems 1, 2 and 3 make up the ground for sub-

problem 4. To solve the sub-problem 4 the document with the description of the marketing 

strategy was created. The document consists of the following categories.  
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1. General overview 

2. Position in the marketplace 

3. Marketing strategy specifics 

Timeline: March 2011 – April 2011  
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CHAPTER IV 

RESULTS 

Introduction 

Results of the study provide a foundation and background for implications of the 

recommendations and for the further development of marketing strategies. These results 

are presented by sub-problem. The way in which eight residential environmental 

institutions serve for-profit organizations (for-profit activity) was studied and classified to 

gain understanding of their activities. Six semi-structured interviews with marketing and 

communication professionals were conducted to determine existing marketing practices of 

for-profit activity of environmental institutions similar to Treehaven. Information gained 

allowed a determination of differences and similarities in for-profit activity in these 

environmental institutions, which provided expert knowledge in understanding applicable 

strategies and techniques. Treehaven’s product and brand were studied through the 

observation and collection of information on its resources, both human and physical. 

Interviews with two key staff who work with marketing at Treehaven were conducted to 

determine the current marketing activities. Following the study of Treehaven itself, three in-

depth semi-structured interviews were conducted with professionals who each represent a 

potential customer. The interviews provided insight into the demand for off-site event 

space by their organizations, as well as expert knowledge concerning corporate culture and 

preferences of for-profit organizations. 
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Sub-problem 1. Analyze communication and marketing practices for 

existing residential environmental stewardship programs in the U.S. 

Analysis of Web resources of residential environmental stewardship institutions 

The web sites of eight residential environmental stewardship programs were 

analyzed in order to determine the existence of for-profit activity (Appendix A). These 

organizations are:  

 Islandwood (WA) 

 North Cascades (WA) 

 Yosemite Institute (CA) 

 Teton Science School (WY) 

 Frost Valley (NY) 

 Bradford Woods (IN) 

 Cuyahoga Environmental Center (OH) 

 Wolf Ridge (MN) 

The analysis was aimed at determining the content and the presentation (verbal and 

visual) of the web page. 

Website Content 

Based on their for-profit activity, the organizations can be divided into two 

categories: 

1. Primarily offer the rental of conference and residential facilities; 

2. Primarily offer professional team-building programs: high and low ropes courses, 

outdoor skills survival, team-building, etc. (Table 1). 
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Website Presentation 

The text from the web site of every organization presented for-profit activity not as 

a product alone but as a brand: it is never described in sole terms of facility or program 

facts, but through a series of adjectives that communicate potential experience. The 

examples of such are provided in Table 1 below. 

From the visual standpoint, the majority of the web sites provided facility pictures 

and images that communicate the advertised experience: images of nature, trails, and 

water with human activities incorporated into these images. 

  



22 
 

Analysis of Web Resources of Residential Environmental Institutions 

 

Environmental Institution For-profit Activity

IslandWood. A School in The Woods

North Cascades Institute

Teton Science School

Cuyahoga Environmental Center 
Meeting/ conference space rental

Dining/ Lodging services

Wolf Ridge
Meeting/ conference space rental

Dining/ Lodging services

Frost Valley (YMCA)

Bradford Woods

Meeting/ conference space rental

Dining/ Lodging services

Transportation/ meeting planning

Wildlife Expedition

Meeting/ conference space rental

Dining/ Lodging services

Accommodations include the historic Manor House, Agape 

Lodge, cabins, conference and meeting rooms, professional 

food service, hiking trails, recreational opportunities, and a 

scenic lake.

...and provide fascinating educational experiences in a fun 

and relaxed environment.

The Jackson Campus of Teton Science Schools offer groups of 

all sizes a unique location with flexible spaces, unbeatable 

views in an incredible natural and environmentally friendly 

habitat.

The Advertised Experience

A short ferry ride from the city . . . a million miles from work. 

IslandWood provides a rich, natural setting to relax, connect 

as a team, and gain fresh perspectives on work.

A sustainable venue inside a national park

The spirit of the campus is one of refined, understated 

natural beauty. Throughout interior and outside spaces, the 

natural world and striking landscape of the North Cascades 

are close and accessible.

Rental and Coordination Services

Meeting/ conference space rental

Special events services

Dining/ Lodging services

The natural environment of Bradford Woods provides a novel 

setting that enables clients to share life's common 

challenges.

Help your business or organization reach its potential! 

Meeting/ conference space rental

Dining/ Lodging services

Leadership and organizational 

development

Recreational activities

Facilitation services for retreats

Our spaces are centrally located between Akron and 

Cleveland and offer a relaxing setting, enhanced by the 

natural beauty of Cuyahoga Valley National Park.

Our professional staff will help guide you in the planning 

process to ensure your event is successful

Bring your organization to Wolf Ridge for a conference that 

combines business in a beautiful setting with access to 

outdoor recreation.

In the evening Wolf Ridge staff can provide interesting and 

entertaining interpretive programs on topics such as the 

history of the North Shore or our live raptor show.

Wolf Ridge's 2000 forested acres overlooking Lake Superior 

provide an idyllic setting for your conference with it's 

breathtaking vistas, secluded trails and pristine lakes.

Rental, Coordination, and Team Development Services

Conference and Group Retreats...Your Catskill getaway.

Frost Valley YMCA’s pristine and secluded location allows 

guests to take a step back, slow down, and focus on what is 

important to them.

The Conference Retreat experience is filled with personal 

challenges and action-packed adventures during activities 

like our ropes courses…

Frost Valley YMCA is a place where good things happen when 

people pay attention to each other.

…we are happy to host your next independent or company 

project.

Meeting/ conference space rental

Dining/ Lodging services

Weddings 

Company weekend team workshop 

(family, groups or corporate) 

Team-based high ropes course

Workshop facilitator services

Table 1 

 

 

Table 1 
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In-depth semi-structured phone interviews with marketing staff 

Six in-depth semi-structured phone interviews were conducted with marketing staff 

from the following organizations (Appendix B): IslandWood, Teton Science School, Frost 

Valley, Bradford Woods, Cuyahoga Environmental Center and Wolf Ridge. The interviews 

were conducted in accordance with a prior-developed interview guide (Appendix C). The 

guide has three sections: the organization, for-profit rental of space and facilities/ training 

programs, and marketing of facilities and training programs. Each section contains a 

number of guiding questions. However, these questions were subject to modification based 

on each individual interview. For this reason, the results are organized by three sections of 

the interview guide, and by the central guiding questions within each section. For some of 

these questions categories are developed. 

The organization 

Organizational niche 

Since all of the interviewed organizations have an educational mission which relates 

to the outdoors and environment, their for-profit activities either fit their mission, or allow 

sustain their educational mission. The educational programs vary from summer camps at 

Frost Valley YMCA, environmental and adventure education programs at Islandwood, to 

therapeutic recreation at Bradford Woods. 

Marketing staff 

All of the interviewed professionals of the organizations have small teams of 

marketing staff ranging from one to three people, with various positions such as marketing 

director, marketing coordinator, marketing designer, communications and sales staff, 
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fundraiser, etc. The interesting finding is that most of these organizations have a culture of 

involving other staff in marketing activities and efforts.  

“Don’t forget your other staff and make sure you notify everyone of your marketing 

practices. If your receptionist gets a call about the advertising that you placed in the 

newspaper they should know how to respond and be notified of the advertisement.” (Denise 

Owens, Frost Valley YMCA) 

 

“Our approach is that most of our business units should be responsible for their 

marketing with the support from the marketing staff.” (Thatcher Heldring, Islandwood) 

 

“We ask everyone to pitch in and asking staff from every program area to post 

something on Facebook.” (Tim Street, Bradford Woods) 

 

“Our camp director does camp marketing and our assistant director does more 

marketing to schools.” (Carrie Anderson, Wolf Ridge) 

Demand for organizations’ for-profit activity 

Regardless of the fact that many residential environmental organizations struggle to 

get larger conferences and for-profit groups to use their space, the majority of interviewed 

professionals stated that they stay busy throughout the year. The slowest months are in 

winter, and the most popular months are in the summer. Fall and spring are a good fit for 

team building corporate training. 

“Fall and spring are the busiest months for our team building activities.” (Tim Street, 

Bradford Woods) 

In the interviews, professionals referred to the for-profit activity as serving not only 

for-profit organizations, but also private parties and non-profits. With that in mind, some of 

the numbers for bookings are as follows. 

“…175 retreats a year, some are small and some are big.” (Tim Street, Bradford 

Woods) 
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“We roughly host 200 events each year for private rentals.” (Lisa Battista, Cuyahoga 

Environmental Learning Center) 

 

“…2-3 groups a month doing activities.” (Denis Owens, Frost Valley YMCA) 

“The most popular facilities are the ones that have bedrooms. They are rented 

almost every weekend.” (Tim Street, Bradford Woods) 

For-profit rental of facilities and leading training programs 

Facility characteristics 

Lodging 

The environmental organizations presented by interviewed professionals have a 

variety of different lodging for small and large groups, as well as conference facilities that 

vary in size depending on the center. All of the centers interviewed are able to 

accommodate more than 100 people, ranging from 100 to 500 people. The lodging is 

available in both dormitory-style and lodges and cottages.  

“A lodge that can seat up to 200 guests with access to park trails; an attached screen 

porch and stage area…” (Lisa Battista, Cuyahoga Environmental Learning Center) 

Most of the organizations provide food service for those who rent lodging. However, 

Bradford Woods also provides an option of using the kitchen space for personal cooking. 

This saves their clients some money, while Bradford Woods is still able to bring in revenue 

by renting out the kitchen space.  

“We also provide kitchen space, a lot of groups are interested in making their food – 

it saves them money. Kitchen rental is a part of what we do for retreats.” (Tim Street, 

Bradford Woods) 
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Conference Facilities 

Similar to lodging, conference space characteristics are similar among the 

interviewed organizations, in that every organization is able to provide conference 

equipment and spaces that can be used for larger – up to 1000 people in Frost Valley YMCA 

- and smaller groups – a meeting room for 35 people at Cuyahoga.  

“We can host up to 80 guests for indoor/outdoor events at this property, or 45 guests 

indoors for meal service/conferences or meetings. We have an upstairs meeting room 

available in one of the national park visitor centers that can accommodate a group of 35 for 

daytime meetings.” (Lisa Battista, Cuyahoga Environmental Learning Center) 

“We are set up to accommodate lots of different groups at the same time, 2-3 groups 

at a time, with groups having privacy, and they might rarely see each other, but mostly it 

does not feel packed.” (Tim Street, Bradford Woods) 

Team and other for-profit programs 

The interview guide was developed with team programs in mind as a part of 

attracting profit. However, the majority of interviewed professionals provided information 

about additional programs and events that their organization uses to attract profit. Hence 

this section includes categories for both team and other for-profit programs presented in a 

table format (Table 2). 
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Table 2 

For-profit Programs and Activities at Residential Environmental Institutions 

 

Clientele 

Through the series of interviews it was discovered that generally clientele tends to 

be the same for both rental of facilities and team programs. Table 3 presents types of 

clientele for both rental of facilities and team programs in a table format (Table 3). 

EXAMPLES OF RELEVANT INTERVIEW COMMENTS

Ropes courses (high and low, zip line)

Geocaching

Outdoor challenges and facilitation

Adventure education

Group dynamic classes

Winter survival classes

Team exercises 

Guided hikes

Eco tourism
"…eco tourism business  - a minimum of a 4 hour tour, which we offer as 

a part of our expedition". (Steve Jansen, Teton Science)

Orienteering (map + compass skills)

Camping

Water activities: canoeing, kayaking

Wedding + optional outdoor program
"Weddings have been successful for us". (Thatcher Helding, Islandwood)

"…a chapel for weddings and religious services…" (Denise Owens, Frost 

Valley, YMCA)

Camping "Families come and camp". (Tim Street, Bradford Woods)

Wellness center
"Our wellness center operates as a full time hospital in the summer and 

offers health services". (Denise Owens, Frost Valley YMCA)

Therapeutic recreation
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"We offer rock climbing, team building games, winter survival…and you 

pretend you are trapped in the woods with 3-4 people; teams of people 

trying to meet different goals - those are our main team building 

activities". (Wolf Ridge)

"Team building activities attract corporate groups where they can do 

things outside of their regular routine". (Denis Owens, Frost Valley YMCA)

"We have team courses and educators who are trained to lead these". 

(Thatcher Heldring, Islandwood)
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"We've got three staff who coordinate adventure education groups and 

team building challenges, such as high rope course, adventure race, 

outdoor challenges and facilitation" (Tim Street, Bradford Woods)
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Table 3 

Clientele in Relationship to For-profit Activity 

 

It is important to report that many professionals mentioned that the majority of for-

profit activity is in higher demand among the organizations, groups, and people who relate 

to their mission. 

EXAMPLES

Bainbridge Graduate Institute

National Organizations of 

Fraternities and Sororities

Scouts Boy Scouts

Faculty retreats

School groups

Teacher groups

Local fair

Eco fair

Family retreats

Family holidays

Family reunions

Weddings

Art groups

Social events

Nature Conferences

Association of Nature Center 

Administrators (ANCA)

Natural resources 

organizations
Local watershed groups

Sierra Club

Nature Conservancy

Hiking Trail Association

Forest Service

Department of Environmental 

Protection (DEP)

Religious university groups Campus Crusade

Churches

Faith-based organizations

Microsoft

Starbucks

The Gates Foundation

Corporate groups from New 

York City

Business luncheons
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Community groups

Environmental organizations

Government organizations

Religious organizations

N
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Corporations

Nature centers

Grassroots environmental 

organizations

University groups

Educational groups

Families

Community organizations
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“We’ve had Forest services, Trail Associations – organizations that relate to our 

mission.” (Carrie Anderson, Wolf Ridge)  

 

“We have not had corporate groups – mostly strictly educational and community 

groups.” (Steve Jansen, Teton Science) 

 

“We do a lot of environmental groups that like to come here, like local Watershed 

groups, DEP.” (Denise Owens, Frost Valley YMCA) 

 

Factors that attract clientele to facilities and programs 

Most of the interviewed specialists from the above-mentioned environmental 

centers stated various characteristics that, based on their professional opinion and 

experience, attract corporate groups and other organizations. The list of these factors is 

presented below. 

Convenient Location 

This factor mostly relates to the distance. The interviewed organizations that have a 

larger number of corporate for-profit groups are located in close proximity to a large 

metropolitan area (e.g. Seattle, Indianapolis, New York).  

“We get corporate groups from New York City because we are 2 hours away.” 

(Denise Owens, Frost Valley YMCA) 

 

“A lot of organizations are based in Indianapolis, and we are 25 minutes away from 

the city.” (Tim Street, Bradford Woods) 

 

“The location is the big selling point for us; we are 35 minutes away from Seattle. The 

trip is by ferry and is pleasant. You feel like you are much farther away from the city. We are 

trying to get people to drive 35 minutes. If you think about it from a practical standpoint, 

asking a group to leave their families and offices to spend a day driving there and back 

might be a deal breaker.” (Thatcher Heldring, Islandwood) 



30 
 

A Mission that Clients Can Relate To 

The interviews showed that the majority of profit comes from organizations that 

share and can relate to their mission. This leaves most of these centers to make profit from 

mostly non-profit organizations, unless the location allows marketing to corporate groups.  

“We reach out to groups who are a good fit for us: people who are more 

adventurous and outdoorsy.” (Denise Owens, Frost Valley YMCA) 

 

“REI has come as well…it is also a good mission match with them.” (Thatcher 

Heldring, Islandwood) 

 

“…clients appreciate the camp like setting, simplicity, usage of equipment. People 

who like to camp.” (Carrie Anderson, Wolf Ridge) 

Marketing of facilities and training programs 

Interviewed professionals stated that while marketing is a part of their 

organizational responsibility, it either has not been as successful as they want it to be, or is 

in need of a more strategic approach. 

“We have not found great success but I’ll tell you what we have done.” (Carrie 

Anderson, Wolf Ridge) 

 

“We’ve done some advertising, but not a lot. We have just recently started thinking 

strategically about our sales and marketing for conferences…we are working toward our 

strategic marketing and communications plan.” (Thatcher Heldring, Islandwood) 

However, every interviewed professional shared their marketing expertise. The 

current marketing practices of other residential environmental organizations in promoting 

for-profit activity are similar in many ways, which allows for identification of categories of 

such practices, starting from the most mentioned to the least-mentioned.  
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Advertising instruments, strategies and marketing sources 

Word of Mouth 

Word of mouth was mentioned by every interviewed professional and has proved to 

be the most effective marketing source in bringing business into the interviewed 

organizations. In this category, various mediators are present in delivering the message via 

the word of mouth about the for-profit services of a particular organization: 

 Board members 

Advertise to their colleagues or corporations they partner with; 

 School teachers 

Advertise to other teachers, parents of the students; 

 School groups chaperones  

Advertise in their work places, to other parents; 

 Previous clients  

Advertise to friends, acquaintances, community members, at their place of 

employment; 

 Advocacy program  

Teton Science School developed an advocacy program, in which the school 

pays an advocate (who is not a staff member) a fee for each booking that he/ 

she brings to the school. The advocates receive marketing materials (printed 

and links to the web site) to advertise and $500 once they bring a client. 

Electronic media 

Based on the interviews, electronic media as a source of advertising serves two 

major purposes: availability of information about the organization, and cyber presence. 

Information availability refers to the existence of a professional, all – encompassing, and 

descriptive web site of an organization. 

“One of our tactics was improving…web site.” (Tim Street, Bradford Woods) 

“Invest in social media for a presence. A web site needs to be robust with pictures, 

videos. Make sure you include everything you can on it.” (Denise Owens, Frost Valley YMCA) 

 

“We try to draw people to our web site as much as possible.” (Thatcher Heldring, 

Islandwood) 
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“You’ve got to have a web presence.” (Steve Jansen, Teton Science School) 

Cyber space presence refers to social media web sites as a well as high position in 

search results of the “Google” search engine. The importance of social media in the context 

of these interviews lies, according to the marketing professionals, in being present to 

various audiences online and in entertainment. None of the interviewed organizations used 

Facebook for advertising their for-profit activity.  

“People on Facebook are not looking for you to advertise to them, but mostly to 

entertain them. Huge amounts of success were pictures and videos of what has been going 

on here and then we can track feedback from people. Most successful posts are visually 

interesting and something people want to see.” (Tim Street, Bradford Woods) 

“We use Facebook for weddings, graduate students and to give kids the opportunity 

to post something of how much fun they had here.” (Thatcher Heldring, Islandwood) 

The following e-sources were reported to have been used for marketing purposes. 

 Organization web site 

 “Google” search engine 

 Electronic newsletters 

 Electronic e-mail database 

 Facebook 

 Twitter 

 YouTube 

Printed advertising 

This category includes such means of advertising as brochures for facilities and the 

organization, direct mailing of cards and flyers, and publications in chamber of commerce 

newsletters. This category was mentioned the least number of times.     
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Professional appearance 

Professional appearance is the strategy that was stated to have high importance 

when advertising for-profit events. This category refers to both electronic resources and 

printed materials. 

“…making all of our facility information look really professional and showcase the 

property well.” (Tim Street, Bradford Woods) 

 

“If someone is looking for the information make sure everything you can is out there 

(on the web site).” (Denise Owens, Frost Valley, YMCA) 

Direct sales 

In the pool of interviewed professionals only one organization does direct sales with 

travelling to events and conferences. However, much of this travel is done as a part of 

program promotion, with for-profit activity promotion tagging along.  

“…direct sales, travel around West and country.” (Steve Jansen, Teton Science 

School) 

Most cost and communication effective advertising 

The top two most effective advertising strategies were word of mouth, direct sales, 

and electronic media. 

Word of mouth does not require a large investment, yet brings the most clientele. 

“…but I don’t have much faith that advertising drives much business. People ask 

around about us before researching us. They usually hear about us in another channel and 

then ask a friend, look for a reference.” (Denise Owens, Frost Valley YMCA) 

“We rely a lot on the word of mouth. We’ve done some advertising but not a lot. 

Microsoft and Starbucks it was more word of mouth than anything.” (Thatcher Heldring, 

Islandwood) 

 

“Our primary source of marketing is the word of mouth.” (Tim Street, Bradford 

Woods) 
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“Most effective is our advocacy program – we are paying someone a percentage to 

spread the word, someone who is not even our staff.” (Steve Jansen, Teton Science School) 

“…30 person board; largely corporate people, give them tools to spread the word.” 

(Steve Jansen, Teton Science School) 

Electronic media as mentioned above for many organizations creates a presence 

with minimal investment. What became important to the majority of interviewed 

professionals is the position in Google search engine. The position was reported to be 

important in a sense that the top searches tend to be selected and looked at by those 

looking for services. 

“Part of what drives search engines is the amount of times you update your web site, 

building more of a daily environment to our website.” (Tim Street, Bradford Woods) 

In addition, the search engine provides Google analytics services, which allow 

tracking of web site visits, including visited pages. 

Least cost and communication-effective advertising 

Professionals gave specific examples for least effective advertising instruments 

interviewed. 

Advertising without a strategic purpose 

“If we pay for advertising without thinking through why we are doing it and how we 

are going to know if we are successful. If we try to buy an ad in Seattle Times and then just 

hope that people see it, is it not an effective approach for us.” (Thatcher Heldring, 

Islandwood) 

Printed advertising 

“We dropped a lot of printing advertising.” (Steve Jansen, Teton Science School) 

Direct calling 

“Low response from direct calling, I think it is a very difficult channel for us.” (Denise 

Owens, Frost Valley YMCA) 
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Sub-problem 2. Investigate the programs and resources at Treehaven that 

are of potential benefit in raising revenue.  

Current programs offered by Treehaven 

An interview with the Assistant Director of Treehaven, John Heusinkveld, was 

conducted in spring of 2010 in order to gather information about programs offered by 

Treehaven that do not relate to the summer activity of the University of Wisconsin Stevens 

Point. The expertise that John could offer was valuable, because his responsibility includes 

working on the development and implementation of programs at Treehaven on a regular 

basis. The interview was unstructured yet guided by the three major sections: types of 

offered programs, program marketing, and program evolution. Based on the interview, the 

programs at Treehaven can be placed into three categories: 

 Public Programs (target group: community members and families); 

 School and Youth Programs (target group: school groups, some of which 

return annually); 

 Survival Programs (target group: professional work teams). 

However, it is important to point out that survival programs are not offered on a regular 

basis due to the lack of demand. 

Based on the fact that each program has a separate budget, it is also marketed 

separately, depending on the type of the program. Overall, the leader of the program is 

responsible for marketing and advertising it to a potential target audience. In this way the 

staff - in most cases John Heusinkveld - are responsible for the organization of the program 

also becomes involved into sales and marketing procedures. 
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Lastly, the development of program activity was traced through time. John pointed 

out that in the period of 1985 – 1999, Treehaven offered fewer programs, while receiving a 

higher level of attendance. John attributes this to more competitors who since have 

emerged in close proximity to Treehaven, and tighter organizational budgets that relate to 

economic changes. Therefore, since 2000 Treehaven offers more public programs, yet is 

experiencing a lower level of attendance. 

Resources at Treehaven 

In this section, Treehaven and its resources are presented and analyzed as both the 

product and the brand. In addition, the data on Treehaven not only includes services that 

are relevant to this project, but the full organizational capabilities. This approach provides 

an all-encompassing understanding of Treehaven as both the object of the project and the 

marketed product. 

Treehaven – the product 

As a product Treehaven has a number of characteristics that define its activity and 

set it apart from other similar institutions. In this section, to describe the product, the 

definition of Treehaven is given, followed by the three types of resources relevant to this 

project: human resources, physical resources (facilities, conference and recreational 

equipment), natural resources, and the audiences it serves with these resources.  

Treehaven is a 1400-acre residential natural resources education and conference 

facility located between Rhinelander and Tomahawk (Treehaven home). 
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Human resources 

 10 permanent staff members 

 8 kitchen staff 

 Part-time outsourced educators 

 Work-study students 

 Volunteers 

Physical resources 

Facilities 

Facilities offer a wide variety of lodging space and conference space.  

 Dining room (60-70 people plus additional seating) 

 Library (over 2000 resources) 

 Lounges 

 Classroom center (meeting rooms accommodate 15-125 people) 

 Dormitories (accommodate up to 107 people) 

  Rooms can hold up to 4 with bunk beds and bathrooms 

 Cottages (accommodate up to 17) 

Fern Young Cottage (5 bedrooms: 3 rooms – 2 single beds, 2 rooms – 

queen size bed) 

White Pine Lodge (4 carpeted bedrooms, private baths, 2 common 

living areas with a deck and a kitchenette. 

Recreational and Conference Equipment 

 Snowshoes 

 Skis 

 Sleds and tubes 

 Audo-visual equipment 

 Computer room  

 Internet 
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Natural Resources 

 10 miles of groomed XC ski trails  

 1400 acres of land 

 Lakes and streams 

The above mentioned resources allow Treehaven to cater to a number of audiences 

its activities, programs and space. Based on the inside organizational document “Guidelines 

for Treehaven Programs: Planning, Development, Marketing, Evaluation” (2002), there are 

three primary audiences Treehaven defines for its activity, within which more specific 

audiences can be outlined. 

 Students 

  University of Wisconsin-Stevens Point undergraduate students 

  Public School system students 

 Community 

 Professionals 

  Natural Resource professionals 

  Teachers/ Educators 

  Business Leaders 

Treehaven – the brand 

In looking at Treehaven from the brand perspective, it is a local organizational brand 

– where the brand is distributed and promoted in a small geographic area (usually 

encompassing one or less metropolitan areas), and the organization is treated as the 

product. In discovering the Treehaven brand the following is addressed: visual and verbal 

representation and its relationship to the customers and partners, the experience it 

communicates, differentiation of the brand from competitors. In the context of this project, 
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competitors are other facilities in Northern Wisconsin, residential and not, which provide 

conference and retreat space as a part of their business activity. 

Visual representation of Treehaven contains white, black and green colors with 

leaves in the background and triangle geometric shapes representing trees. The background 

does use the green color commonly associated with natural growth, trees, and plants, and 

communicates nature in general. The verbal representation - slogan - “Where Learning 

Comes Naturally” is incorporated into the visual, which communicates the message of the 

brand without a consumer having to go and investigate more about the brand (Figure 3).  

Figure 3 

 

The message in the slogan represents education, learning and nature. At the 

same time the context in which the word “naturally” is placed serves to communicate 

two messages at once. The primary message is that of natural learning, or an 

unenforced and pleasant learning experience. The word “naturally” also conjures 

images of the natural world and nature, in the midst of which Treehaven is located. 

Both visual and verbal representations ought to relate to customers and/or 

partners in order to be successful. In the case of Treehaven, the message relates to 

customers with values such as learning, education, outdoors, natural environment, and 

experience. These values do have a direct connection with most of the audiences served 

by Treehaven: students (College of Natural Resources in the University of Wisconsin-

Stevens Point, public school students); community members who come for workshops 
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to relax, and receive knew knowledge; professionals from science and natural 

resources-related organizations. 

Beyond the visual and verbal representation, Treehaven also communicates and 

sells a specific experience stated on its website:  

…ideal Northwoods location and facility for programs and meetings that 

celebrate and educate and welcomes groups wishing to host conferences and 

meetings in a relaxed natural setting with well-equipped facilities, professional 

hospitality, and excellent food service. Treehaven is the ideal place to build 

leadership toward a healthy lifestyle and environment! (Treehaven home) 

The following experiences are delivered through this message: welcoming environment, 

relaxed atmosphere, quality service, health, and good fit for leadership. 

The last component of the brand that is discussed here is its differentiation from 

competitors. Looking at competitors as organizations which provide residential and non-

residential facilities for conference and retreat rental, the differentiation of Treehaven 

can be derived from its mission: 

Treehaven is the Wisconsin center for integrating natural resources education, 

management, research and recreation (Treehaven home). 

This mission is unique in the sense that the four components of the mission - natural 

resources education, management, research, and recreation - form a system which can 

be experienced during the visit. Therefore, in the context of the project, the 

differentiation lies in the fact that through its recreation and facilities, Treehaven offers 

a deeper optional educational hands-on experience such as professional skills training 

and natural programming (Treehaven Conferences). 
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Sub-problem 3. Analyze the needs and practices for off-site event space of 

the research sampling: for-profit organizations from Fox River Valley 

region, Wisconsin. 

The Fox River Valley region was selected as the sampling for the project research 

due to the fact that it is a developed business area with a variety of for-profit organizations 

that relate to or specialize in natural resources, thus home to potential businesses to rent 

facilities at Treehaven. The sampling consists of experts - for-profit organizations’ 

representatives responsible for corporate events planning who work for companies that are 

a part of the Fox Valley Chamber of Commerce (Appendix D). In addition, two Chamber of 

Commerce representatives - one specializing in members’ relation and one in advertising 

and marketing (Appendix D) - were interviewed for the purpose of learning current 

advertising possibilities, business networking practices, and the involvement of other 

conference-related businesses. The professionals were contacted via both e-mail and phone 

for interviews, and were interviewed based on a prior-developed interview guide. 

Out of 10 for-profit organizations’ professionals contacted, excluding the Chamber 

of Commerce, four responded. The results of the interviews are organized based on the 

sections of the interview guide (Appendix E). It is important to note that not every section 

of the guide was relevant to the interviewees’ company. 

The Company 

 Represented fields and industries: water testing, energy, paper, and 

packaging 

 Number of employees: from 25 – 500 

 Type of business: business to business (B2B) and business to consumer (B2C) 
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Off-site Company Events 

During the interviews, the experts were asked questions both about their company 

and the industry in which they are involved, regarding off-site company events. According 

to their experience and professional opinion, the following statements can be identified 

regarding off-site company events. 

Companies organize on-site employee trainings 

“We do everything in house because it requires on-site scientific equipment.” (Fox 

Valley Energy Center LLC) 

 

“Our trainings are web-casted…” (U.S. Paper Mills Corp.) 

Companies rarely/ never organize off-site events 

“Most employees work at the plant therefore the valuable cost-effective training 

would be hands on. The only reason we ever go off-site is for new water regulations 

trainings organized by other institutions.” (Fox Valley Energy Center LLC) 

 

“We don’t have off-site retreats, trainings etc., because we are a small company.” 

(Badger Laboratories & Engineering Inc.) 

“We don’t have official outings and retreats etc.; we don’t use the outdoor space.” 

(U.S. Paper Mills Corp.) 

 

“Unfortunately not…” (CEI) (In response to the question whether the company has 

corporate retreats and trainings)  

 

“I don’t know any businesses that organize off-site events in the Fox Valley, and my 

wife works for the Chamber, so I get to go to a lot of events and things, but nobody is doing 

retreats now, money is just too tight.” (CEI) 

 

 

 



43 
 

Reasons for not organizing off-site events 

Off-site team building and training events are not a part of the organizational 

culture 

“We do a lot of sustainable type stuff but we have not yet realized the value in team 

building by going to an off-site location.” (CEI) 

 

“The off-site team building would be valuable and this is what we used to do under 

old owners and management. However, our new management does not value team-

building, and under no circumstances will we do that at this point unless the management 

changes.” (Fox Valley Energy LLC)  

 

Ownership of the company by a larger corporation 

“We are owned by a larger corporation that gives us directions.” (U.S. Paper Mills 

Corp.) 

 

Lack of financial resources 

“We are just barely coming out of the recession; the money is still tight for many 

companies and there are not a lot of funds available.” (CEI) 

 

“Unfortunately we Americans do everything faster, faster and faster and downtime 

seems to kill us.” (CEI) 

 

“In general in that area a lot of environmental companies are small because 

recycling etc. has not taken off yet. Therefore the cost of offsite events and the lack of cash 

flow don’t allow for extra spending.” (Fox Valley Energy Center LLC) 

The Site 

Close location of the site is a determining factor for rare off-site meetings 

“We usually rent a hotel nearby. The problem of Treehaven for us is the geographic 

location. Our company will not travel for meeting type stuff for more than 15-20 miles. 

There are so many things available in Green Bay and Appleton.” (CEI) 
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In addition to answering the questions, the following recommendations were 

provided by the experts regarding potential marketing activity for Treehaven in regard to 

making profit from the existing resources.  

 Not to waste advertising dollars on businesses in Fox River Valley region 

 Target audience: pursue youth groups, churches, married couples getaways, and 

people who connect with nature and the outdoors 

 Geography: Wausau/ Stevens Point area 

 Join a chamber of commerce within one hour from Treehaven for networking 

purposes 

 Exhibit at events in Wausau area, for example the Midwest Renewable Energy 

Fair 

As mentioned above, Fox Valley Chamber of Commerce professionals were 

interviewed: Pamela K. Hull, Vice President, Membership & Operations and Susan Vanden 

Heuvel, Marketing Manager & Octoberfest Executive Director. Through the two interviews 

conducted with the professionals from the Chamber of Commerce, the following 

information is relevant to the project. 

 The main competition of Treehaven in the Fox Valley region is Fox Cities 

Convention and Visitor Bureau. The bureau caters to businesses in the Fox Valley 

region to accommodate meetings, conventions, and overnight visits. In addition, 

it provides meeting planning services and is located in close proximity to the 

airport and major high ways (Fox Cities Meeting Planners) 

 Chamber businesses prefer to do business with other chamber members 
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“They turn to a chamber member first instead of looking in the phone book.” 

(Susan Vanden Heuvel, Marketing Manager & Octoberfest Executive Director) 

 

 Chamber members do participate in networking events 

 Chamber provides many advertising opportunities (Appendix F) 

Sub-problem 4. Create a document describing a marketing strategy based 

on the research results. 

This sub-problem is to create a document describing a marketing strategy (Appendix 

G). However, prior to doing so there is relevant research data to be reported, which are also 

both the background and the foundation for the document. 

Every strategy is shaped by business objectives, key performance indicators, 

business strengths and weaknesses, includes the description of the product (Sub-problem 

2), a profile of a target audience (Sub-problem 3), strategies, and a message communicated 

by the product (Sub-problem 2). Key performance indicators are measurements that are 

quantifiable and reflect organizational goals. This section reports the results that relate to a 

business objective, key performance indicator, and strengths and weaknesses of Treehaven 

in the context of the project objective. This served as a tool to create the marketing strategy 

document. 

In the spring of 2010 a meeting was organized with Corky McReynolds, Director of 

Treehaven, with the purpose of defining a business goal for Treehaven’s for-profit activity. 

The interview provided information about past experiences of Treehaven and an expert 

outlook on the current state of the organization in relationship to a business goal. In 

addition, business specificities were discussed. The following data was gathered. 
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Business goal 

To increase earned income for Treehaven from lodging, food service and 

programs. 

Key performance indicator 

In two years Treehaven moves from 3870 occupancy nights a year to 5070 

occupancy nights a year. 

Business strengths 

 Treehaven offers a unique combination of experiences: learning, recreating and 

extended stay 

 A location in a natural relaxing setting 

 Ability to accommodate groups of various sizes for both lodging and conferences 

 Availability of two types of lodging: dormitories and cottages 

Business weaknesses 

 A location which is remote from major populated areas which have a higher 

number of potential customers (e.g. Fox Valley River region and Southern WI) 

 Limited financial resources for marketing efforts 

 Absence of full-time marketing staff who is dedicated to promoting Treehaven 

facilities 
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CHAPTER V 

CONCLUSIONS AND RECOMMENDATIONS 

The project research was aimed at collecting data which serves as the background 

for developing a marketing strategy for increasing revenue of Treehaven. The research 

presented in Table 4 was done to construct the background (Table 4). 

Table 4 

Research Methods Overview 

 

The literature review was also taken into a consideration when developing the strategy. 

RESEARCH RESEARCH METHOD PURPOSE

Analysis of for-profit activities on organizations' web 

sites

* To determine whether for-profit practices exist among 

residential environemtnal institutions

* To create background for developing the interview guide

6 interviews with marketing and communication 

professionals

* To gather information and ideas about existing marketing 

practices

* To determine cost and communication effective 

marketing practices 

* To receive an expert opinion about the consumers of for-

profit services

Data on corporate retreat and training 

practices among for-profit organizations in 

the Fox Valley region was collected 

4 expert interviews with parties responsible for or 

knowledgable about corporate retreats

* To determine the existing retreats and training practices 

within the corporate culture of interviewed organizations

* To receive an expert opinion about the preferences and 

practices of for-profit organizations in the area of retreats 

and trainings

Studying of documents about resources at Treehaven
* To determine the existing resources that benefit for-profit 

activitiy at Treehaven

3 interviews with Treehaven core staff responsible for 

and knowledgable about current marketing practices

* To gather information about Treehaven business 

objective and existing resources

* To gather information about Treehaven marketing 

practics and resources

Data on existing for-profit practices in 

institutions similar to Treehaven was 

collected 

Data on Treehaven resources was collected
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In this chapter, conclusions of the research and recommendations for Treehaven 

and for further research are presented. Conclusions are organized by each sub-problem 

and based on the research data. Recommendations are presented in relationship to the 

project and are based on the research data. 

Conclusions 

Sub-problem 1. Analyze communication and marketing practices for existing 

residential environmental stewardship programs in the U.S. 

All of the interviewed professionals stated that their organization has for-profit 

activity to increase revenue in order to support mission-driven programs. However, two 

organizations provide only mission-driven activities, meaning that the rental of facilities is 

not available unless a group purchases a mission-driven training or activity. The for-profit 

activity can be divided into two categories: rental of facilities, training and team-building 

programs and rental of facilities. 

The clientele for for-profit programs proved to be consistent in all of the interviewed 

organizations. A majority of groups are non-profit: families and members of community, 

community organizations, faith - based organizations, and university groups. Less clientele 

comes from corporate or for-profit organizations. However, these are the groups that bring 

the most income if and when they book, and that demand a combination of a close location 

and a feeling of being remote from urban settings. 

The most instrumental tool in the marketing of these for-profit activities has been 

word of mouth for all of the interviewed organizations. “Word of mouth” marketing 

happens through various channels, starting with previous clients or existing board 
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members, and ending with a separate advocacy program, where “advocates” are granted a 

fee for each sale brought into the program. Electronic resources and media were also 

mentioned as a marketing channel which caters to increased visibility and presence in cyber 

space. This presence was stated by four out of six interviewed specialists as being important 

in constantly reminding the audiences about the existence of a given organization. 

Sub-problem 2. Investigate the programs and resources at Treehaven that are 

of potential benefit in raising revenue. 

Treehaven has sufficient physical resources to provide for-profit activities such as 

meeting facilities and technology, lodging, food service, recreational equipment, and 

recreational natural resources. However, the location of the site is remote from the desired 

target area of the Fox River Valley region. 

The human resources at Treehaven are not sufficient to accommodate the 

marketing needs for the for-profit activity. Most of program marketing responsibility is 

carried out by the Assistant Director, who is also responsible for program planning. In 

addition, the part-time marketing employee is not a sufficient enough resource to cover all 

of the marketing areas needed for the organization, because marketing requires a full 

immersion into the organization, its partners, relationships, and connections. In addition, 

this immersion requires a strategic approach to marketing. 

Sub-problem 3. Analyze the needs and practices for off-site event space of the 

research sampling: for-profit organizations from Fox River Valley region, 

Wisconsin. 

Data collected during interviews with professionals from for-profit natural resources 

related organizations in the Fox River Valley region is very consistent among the four expert 
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interviewees in relationship to both the current retreat and training practices, and opinions 

regarding Treehaven business. 

The four professionals stated that their organization did not have a corporate 

culture of retreats and training. The two main reasons are lack of financial flexibility and 

senior management that does not value such experiences. In addition, the natural resources 

organizations require trainings with specialized equipment which is more convenient and 

cost-effective to carry out on site. While corporate meetings are a part of organizational 

practices, they are held in closer locations, such as hotels. The choice is based on financial 

and convenience factors. 

The four professionals, when interviewed in a role of an expert in the field, stated 

that a 4 hour drive to a site is too far away when the Fox Valley River region can offer many 

possibilities, both in and outside of cities. In addition, an industry in which environment and 

sustainability are valuable, and which can potentially support Treehaven’s mission, was 

stated to be new and therefore lacking finances, having a long way to go before retreats can 

become affordable or common. 

A trend in the suggestions given by the interviewees in the expert role indicates that 

investing advertising dollars in reaching out to for-profit organizations in the Fox River 

Valley region might not be an effective tactic for Treehaven. 

Sub-problem 4. Create a document describing a marketing strategy based on 

the research results. 

Due to a limited number of interviews with the potential target audience data might 

not be analyzed, however anecdotally certain trends were observed. Based on these trends, 



51 
 

the marketing strategy document is modified to exclude the Fox River Valley as the target 

audience. Instead, the strategies were developed based on the Treehaven business 

objective, key performance indicator, the research data and observations, and literature 

review. 

Recommendations for Treehaven 

Target audience 

Market for-profit activity to a variety of target audiences 

This recommendation is validated by the trends observed in sub-problems 1 and 3. 

These trends are consistent in that the same target audiences that were recommended by 

for-profit experts from the Fox River Valley region are the audiences to which existing for-

profit activities in environmental institutions are catering: 

 Community families and members; 

 Community organizations; 

 Faith-based organizations: local churches, faith-based groups; 

 Statewide regional professional organizations that relate to Treehaven mission. 

Market for-profit activity to audiences within 120-mile radius of Treehaven 

This recommendation is validated by the trends observed in sub-problems 1 and 3. 

These trends are consistent in that the for-profit experts from the Fox River Valley 

recommended targeting areas within a two hour drive from Treehaven, which is reflective 

of the existing most successful for-profit practices in interviewed residential environmental 

institutions. 
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Programs 

Introduce and develop family-oriented weekend retreats and programs as 

suggested by marketing professionals from non-profit environmental educational 

institutions. 

Marketing 

Create an advocacy program 

Due to the absence of a full time marketing staff at Treehaven, the advocacy 

program will reach the goal of raising revenue from for-profit clients. The advocacy program 

would attract advocates who are previous Treehaven visitors and are willing to promote 

programs and facilities at Treehaven to potential customers through their social 

connections (e.g. friends, acquaintances, community members). It is suggested that 

advocates are provided with the visual materials and encouraged to spread the word about 

Treehaven among colleagues, friends, etc., for which they are offered an incentive. As an 

incentive, each advocate will receive a fixed monetary reward for each sale. The rate of the 

incentive is a percent from sale. 

Raise the position in the” Google” search engine 

It is recommended to raise the position of the Treehaven web site in the “Google” 

search engine, since it is the most popular search engine. This can be done through a 

financial investment in purchasing a position or a regular web site update, and constant 

web site activity. 
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Place networking above Internet presence 

In prioritizing advertising spending, networking and establishing good connections 

with current and new clients encourages the people to use the “word of mouth” instrument 

to market Treehaven. As was shown in the research, “word of mouth” proves to be the 

strongest marketing tool for all of the interviewed non-profit residential environmental 

organizations. 

Develop goals and objectives for Internet presence 

Internet presence in social media such as Facebook proved not to be a primary 

advertising tool, therefore time and monetary investment need to have a specific set of 

goals and objectives consistent with Treehaven’s business objective. This finding points to 

the fact that a more valuable investment of human marketing resources is to utilize a part-

time marketing staff at Treehaven to plan marketing activity that brings revenue. 

Recommendations for further research 

This section presents methodological recommendations for further research, 

including validation for each recommendation. 

Methodologies 

Based on collected data, the following methodologies were sufficient in collecting 

detailed in-depth information in relationship to the sub-problems. 

1. The web site analysis and the interviews conducted with the marketing specialists 

from residential environmental institutions similar to Treehaven. The 

combination of these methodologies provided quality information about the 

current existing practices for bringing profit into non-profit residential 
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environmental institutions. The analysis of web sites provided the background 

for developing the interview guide. Contacting and interviewing marketing 

specialists presented little or no challenge as they were cooperative and willing 

to share their experience.   

2. Study and collection of data on Treehaven resources, including programs, 

through interviews, study of documents, and analysis of previous experience with 

utilization of existing resources. Collecting data regarding the resources at 

Treehaven allowed the researcher to understand the capacity of the institution. 

The interviews with key employees provided an all-encompassing and applicable 

data, deepening the researcher’s understanding of the marketed product.  

The result of selecting the following method became limiting in the research and 

presented challenges in collecting data about the target audience. However, it is important 

to note that data collected from these interviews was consistent with data gathered from 

non-profit marketing specialists. 

Qualitative method of semi-structured phone interviews with for-profit 

organizations’ representatives responsible for corporate events planning. The 

number of interviews conducted – four interviews – is not very sufficient in 

understanding the target audience. The target audience is challenging to reach 

due to the nature of for-profit organizations: head quarter corporate offices are 

responsible for event decisions, the receptionists are not able to provide the 

contact information of employees responsible for event planning and the 

potential interviewees are short on time. The advantage of these interviews was 
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data collected from the interviewees’ perspective, not in the role of the target 

audience but in the role of experts. 

Recommendations 

Research a demand of for-profit organizations in Stevens Point, Wausau geographic 

area 

This recommendation is validated based on the recommendations from for-profit 

organization professionals, and marketing professionals from non-profit residential 

environmental institutions. The non-profit environmental institutions stated that the 

corporate clientele is attracted to a convenient location, and the farthest their clients are 

willing to travel is 2 hours. For-profit professionals, when being interviewed in a role of an 

expert, suggested marketing to a close area within 2 hours away from Treehaven, 

mentioning Wausau and Stevens Point. 

In collecting data from for-profit professionals, carry out expert face-to-face interviews 

This recommendation is validated by the fact that the project research presented a 

challenge of connecting with for-profit professionals via the phone and e-mail. The majority 

didn’t respond to e-mails, didn’t return phone calls, and were away from their desks. In 

addition, the receptionists were not always willing to provide contact information. 

Therefore, visiting the organization is more efficient, if resources allow. 

Research the availability of grants for investing in a full-time marketing and 

communications employee 

This recommendation is validated by the fact that all of the interviewed non-profit 

organizations employ at least a full-time marketing staff responsible for strategic marketing, 



56 
 

which allows this marketing staff to wisely invest advertising dollars while giving smaller 

tasks, such as printing brochures and advertising the mission-related programs, to 

educators. 
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Appendix A 

The List of Residential Environmental Organizations for Web Analysis 

 

1. IslandWood. A school in the woods 

http://www.islandwood.org/  

 

2. North Cascades Institute 

http://www.ncascades.org/  

 

3. Yosemite Institute. Nature Bridge 

http://www.naturebridge.org/yosemite  

 

4. Teton Science School 

http://www.tetonscience.org/  

 

5. Frost Valley YMCA 

http://www.frostvalley.org/ 

 

6. Bradford Woods 

http://www.indiana.edu/~bradwood/ 

 

7. Cuyahoga Environmental Learning Center 

http://www.cvnpa.org/CVEEC/Default.aspx 

 

8. Wolf Ridge Environmental Learning Center 

http://www.wolf-ridge.org/ 

  

http://www.islandwood.org/
http://www.ncascades.org/
http://www.naturebridge.org/yosemite
http://www.tetonscience.org/
http://www.frostvalley.org/
http://www.indiana.edu/~bradwood/
http://www.cvnpa.org/CVEEC/Default.aspx
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Appendix B 

The List of Interviewed Communication and Marketing Specialists 

  

NAME POSITION NAME OF THE ORGANIZATION CONTACT INFORMATION

Thatcher Heldring
Marketing and Communications 

Manager
IslandWood. School in the Woods

E-mail: thatcherh@islandwood.org

Phone: 206-855-4300

Steve Jansen Communications Coordinator Teton Science School
E-mail: steve.jansen@tetonscience.org

Phone: 307-413-0492

Denise Owens
Director of Marketing and 

Communications
Frost Valley YMCA Phone: 845-985-2291 Ext. 211

Tim Street Retreats and Client Services Director Bradford Woods
E-mail: tstreet@indiana.edu

Phone: 765-342-2915 Ext. 5289

Lisa Battista Sales and Guest Services Director 
Cuyahoga Environmental Learning 

Center

E-mail: lbattista@cvnpa.org

Phone: 330-657-2909 Ext. 135

Carrie Anderson
Program Staff: website, technology, 

brochures

Wolf Ridge Environmental Learning 

Center

E-mail: carrie.anderson@wolf-ridge.org

Phone: 218-353-7414
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Appendix C 

Interview Guide 

 Non-profit Communication and Marketing Specialists  

Environmental Learning Centers 

  

I. The organization

1.       What is your organization niche?

2.       How many marketing and or communication staff works in the organization?

II. For-profit rental of space and facilities. Training programs

1.       Do you offer facilities and conference space for rent? 

-          What types of facilities or conference space are offered in the center for rent? 

-          Number of people that can fit in facilities (both conference and residential)

-          What type of organizations rent out facilities and conference space at the center?

-          How often are facilities rented at the center?

2.       Do you offer team training programs at the center?

-          What types of team training programs are offered by the center?

-          What types of organizations buy these programs? (size of the organization measured in employees)

-          Do many organizations come back? Why? What attracts them about your organization?

-          How many of these organizations also rent out facilities?

III. Marketing of facilities or programs for for-profit organizations

1.       What instruments have you used to promote and advertise your facilities?

-          Which instruments have proved to be the most cost and communication effective?

-          Which instruments have proved to be the least cost and communication effective?

-          Which instruments are worth investing?

2.       What instruments have you used to promote and advertise your training programs?

-          Which instruments have proved to be the most cost and communication-effective?

-          Which instruments have proved to be the least cost and communication-effective?

-          Which instruments are worth investing?

3.       Do you know if your clients find out about the center as the result of your marketing efforts?

4.       Do you have a database of returning clients?
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Appendix D 

The List of Interviewed Professionals from Organizations in the Fox Valley 

Region 

 

  

Contacted and Interviewed

NAME POSITION NAME OF THE ORGANIZATION CONTACT INFORMATION

George Fickau Manager of Sustainable Technology
Coating Excellence International 

(CEI)

E-mail: gflickau@coatin-excellence.com

Phone: 920-996-1956

Judie Financial Administrator Fox Valley Energy Center LLC
Web page: www.thermagenpower.com

Phone: 920-727-2135

Sharon Office Manager U.S. Paper Mills Corp.
Web page: www.sonoco.com

Phone: 920-725-7115

Unknown Office Manager
Badger Laboratories and 

Engineering Inc.

Web page: www.badgerlabs.com

Phone: 920-729-1100

Pamela Hull
Vice President, Membership and 

Operations

Fox Valley Chamber of 

Commerce
Phone: 920-734-7101

Susan Vanden Heuven Marketing Manager
Fox Valley Chamber of 

Commerce
Phone: 920-734-7101

Mae Ibe Director of Convention Sales
Fox Cities Convention and 

Visitors Bureau

E-mail: mibe@foxcities.org

Phone: 800-236-6338, 920-734-3358

For-Profit Organizations

Other Relevant Organizations

Contacted

NAME OF THE ORGANIZATION CONTACT INFORMATION

Martenson & Eisele, Inc.
(920) 731-0381

www.martenson-eisele.com

Elmstar Electric Corporation
(920) 766-8100

www.elmstar.com

Clean Water Testing, LLC
(920) 733-7590

www.cleanwatertesting.com

Appleton
(920) 734-9841

www.appletonideas.com

Pelican Paper Products
(920) 722-7696

www.pelicanpaper.com

Veolia ES Solid Waste Midwest LLC
(920) 849-9544

www.veoliaes.com
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Appendix E 

Interview Guide  

Professionals from For-profit Organizations in the Fox Valley Region 

 

I.               The Company

1.       What is the company field or industry?

2.       How many people does the company employ?

3.       What type of business: B2B or B2C?

II.           Off-site company events

YES we organize off-site company events 

Experience

1.       What are the types of organized events (seminars, trainings, holidays, etc.)?

2.       How often do these events take place?

3.       How many people on average attend off-site events?

4.       Are they employees or partners?

5.       What are the goals of these events?

Decision making process

6.       Who makes decisions regarding the booking of the off-site company events?

7.       Do the employees have an input into choosing a site?

8.       Do you change the site, or stay loyal to the one you always rent? Why or why not?

9.       Where do you look for information when making a decision about the location of company’s events?

10.   What difficulties, if any, do you face when looking for a site?

NO we don’t organize off-site company events

1.       Do you organize on-site company events? What type of events?

2.       What factors will influence your decision regarding moving events from on-site to off-site?

3.       What are the reasons for not organizing off-site company events?

4.       What would influence you organizing off-site events?

III.       The Site

1.       What factors are of a priority to your company when choosing the site for events?

2.       What does the typical site look like, and what features should it have?

3.       How far is the company willing to travel for an off-site event?

5.       What additional features are you looking for in a farther location?

6.       How long will you be looking to stay if the event took place 4 hours away from your company location?
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Appendix F 

Fox Valley Chamber of Commerce Advertising Opportunities 

 

Chamber members can now advertise their business events in a new bi-weekly format 

that will be launched to more than 3,200 recipients.  Member 411 provides Chamber 

members with a venue to promote business oriented seminars, workshops, special 

promotions, open houses, upcoming special offers, or Chamber member discounts.  

 

You can receive FREE placements in Member 411 by placing print ads in our bi-monthly 

magazine Fox Cities Chamber Business.  If you have a 3 ad insertions, you will receive 3 

FREE Member 411 placements -- 6 ad insertions, 6 FREE Member 411 placements.  For 

more information on this offer, email to svandenheuvel@foxcitieschamber.com 

 

Rates       

1 time message   1 to 50 words = $35.00 (.75 cents per word, up to $35.00)   

    51 to 75 words = $50.00 (.75 cents per word, up to $50.00)   

    76 to 100 words = $65.00 (.75 cents per word, up to 

$65.00)   

Annual rates 

1 to 4 messages per month = $500.00 for a 12 month period 

Unlimited messages = $750.00 for a 12 month period 

Please note:  You will be invoiced upon receipt of your announcement.   

 

Special Values 

 Consider a combination rate with print advertising in Fox Cities Chamber Business, 
we’ll give you a 10% discount on a 3 or 6 time insertion when also placing an ad in 
Member 411. 

 If you would like, the Chamber will post your information on our Facebook page after 
it appears in Member 411. 

  

2011 Distribution dates  
(Your submissions and payment are due by the end of the day on Monday immediately 

prior to publishing on Thursday of that week.) 

 
 

mailto:svandenheuvel@foxcitieschamber.com
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Information due   Publishes 
January 3    January 6 

January 17    January 20 

January 31    February 3 
February 14    February 17 

February 28    March 3 

March 14    March 17 

March 28    March 31 

April 11    April 14 

April 25    April 28 

May 9     May 12 

May 23    May 26 

June 6     June 9 

June 20    June 23 

July 4     July 7 

July 18     July 21 

August 1    August 4 

August 15    August 18 

August 29    September 1 

September 12    September 15 

September 26    September 29 

October 10    October 13 

October 24    October 27 

November 7    November 10 

November 21    November 23 (early due to Thanksgiving) 

December 5    December 8 

December 19    December 22 
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FOX CITIES CHAMBER BUSINESS 
2011 EDITORIAL CALENDAR 

JANUARY I FEBRUARY 2011 
Economic OveJView 
A4 comn"itmenl deadine: 
December 17, 2010 

MARCH I APRIL 2011 
Legislative Agenda & Business 
succ·ession 
Ad commitment deadfine: 
February 18, 2011 

MAY I JUNE 2011 
All Things Data Management & Security 
A4 comn"itmenl dead~ne: 
April 15, 2011 

Fox Cities Chamber Business i s: 
• A benefit of being a Chamber member. 

JULY I AUGUST 2011 
Jobs - also featuring 2011 Small Business 
Award winners. 
Ad commitment deadline: 
June 17, 2011 

SEPTEMBER I OCTOBER 2011 
Face Booth Fox Cities Business Expo 
Entrepreneurship 
(Note: This issue is distributed at the 
Face Booth event) 
Ad commitment deadline: 
August 12, 2011 

NOVEMBER I DECEMBER 2011 
Healthcare- also featuring the 
Manufacturer of the Year and Athena 
Award winners. 
Ad commitment deadline: 
October 21 . 201 1 

• A leading business publication reaching more than 3,200 business. industry and 
government decision makers. 

• A publication that focuses on compelling business articles. achievements of 
Chamber members and information to help your business. 

• Printed in Appleton by a Chamber member firm. 

Your brand message reaches across all categories of Chamber member 
firms , and is read by many employees within each company. Here's the 
breakdown by industry sector and number of employees. 

Fox Cities To subn"it editorial information for consideration, send a brief new$ release to 
a:...... .. c.-;;;;;.s.""-' Kathy Voigt, editor, at IM>igt@foxcitieschamber.corn. 

=~~;!,.,655 Advertising contact Susan Vanden Hewel 
920 734 7tOt svandenhew el@foxcitieschamber.com 
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Fox Cities 
Chamber of Commerce & Industry 

Ad Dimensions (inches) 
Full Page 7.5 x 9.5 
2/3 page (vertical) 4. 75 x 9.5 
1/2 page (vertical) 3. 75 x 9.5 
1/2 page (horizontal) 7.5 x 4. 75 
1/3 page (vertical) 2.25 x 9.5 
1/3 page (horizontal) 7.5 x 3.25 
1/4 page (vertical) 3.5 x 4. 75 
1/4 page (horizontal) not available 
1/8 page (vertical) 2.25 x 5 
1/8 page (horizontal) 5 X 2.25 

Ad Placement Schedule 
Please see Fox Cities Chamber 
Business 2010 Editoria l Calendar 
for ad commitment deadlines. Ad 
materials must be supplied within 
seven working days 
of commitment deadline. 

Acceptable Formats 
A high-res PDF is preferred. Other 
formats include high-res TIFF; 
high-res EPS; lnDesign; Illustrator; 
Photoshop. Send via email to: 
svandenhewel@foxcitieschamber.com 
If file is too big to email, please place 
on a CD and mail to the address 
below. Ads in MS Word will NOT be 
accepted. 

Premium Position A ds 
Premium positions are available on 
the inside front and back covers. and 
must be full-color. Bleeds are 
acceptable- full bleed is 8.875 x 
11.375- trim size is 8.5 x 11. 

Artwork Changes 
Advertisers who request changes to 
artwork may incur additional charges. 

Fox Cities Chamber Business Magazine 
2011 Advertising Rates 

~.ti.e'FREEplacemenb in ~411 
tvilh your print ad inserlionsl 

Premium Positions 1 time 3 times 6 times 
Full color only 
Inside Front Cover $1 ,677.00 $1 ,507.00 $1 ,209.00 
Inside Back Cover $1 ,677.00 $1 ,507.00 $1 ,209.00 
Outside Back Cover $1 ,089.00 $ 990.00 $ 874.00 

2/3 page horizontal only 

Four Color 1 time 3 times 6 times 
Full Page $1 ,005.00 $ 876.00 $ 705.00 
2/3 Page $ 672.00 $ 620.00 $ 551.00 
1/2 Page $ 535.00 $ 481.00 $ 414.00 
1/3 Page $ 425.00 $ 381 .00 $ 341.00 
1/4 Page $ 335.00 $ 285.00 $ 255.00 
1/8 Page $ 183.00 $ 170.00 $ 133.00 

Two Color 1 time 3 times 6 times 
Full Page $ 924.00 $ 834.00 $ 680.00 
2/3 Page $ 635.00 $ 583.00 $ 520.00 
1/2 Page $ 510.00 $ 457.00 $ 395.00 
1/3 Page $ 407.00 $ 365.00 $ 322.00 
1/4 Page $ 316.00 $ 273.00 $ 243.00 
1/8 Page $ 171.00 $ 158.00 $ 128.00 

One Color (BiackiVVMe) 1 time 3 times 6 times 
Full Page $ 845.00 $ 754.00 $ 611.00 
2/3 Page $ 598.00 $ 546.00 $ 483.00 
1/2 Page $ 462.00 $ 407.00 $ 358.00 
1/3 Page $ 370.00 $ 328.00 $ 285.00 
1/4 Page $ 280.00 $ 248.00 $ 220.00 
1/8 Page $ 152.00 $ 138.00 $ 115.00 

A subscription to Fox Cities Chamber Business is a benefit of membership 
in the Chamber. Any employee of a Chamber member firm may receive a 
subscription to the publication by emailing their name, title, finn, mailing 
address and email address to information@foxcitieschamber.com 

To submit editorial infonnation for consideration, send a brief news release 
to Kathy Voigt, editor, at kvoigt@foxcitieschamber.com 

ro r ~se-rve ad space, please contact: ~:f!.'nOer,,~ 1 ~.--!~.:~ :~~~·~:i':-~J_; ~~r,~-~~~n~~,~.-·.f?r~ p·,e~i?~.~ . ~~:oi ... ~J~.~ . ~~: 
·~'I'<'" Chamoer of Cornmerce, to ach ~,T,.,,. II ·~lr bush1e$$ ..-. ~f'IS 
~i a·r.·:w bt>l .,el~y /pm!~' · '' ·'·t ~<I I be. 'auolChe~ ioiil~·" Uta)!Si;21.Xl 

:tt:c:ni,~n~%"; . IVIetnr>ee · ., ·1 I .. Pr<1Vi~~? qhair!_f~r fTi::· rri~h-r .-;..·.wflh ~· ·· 
"'"'n~;e ~o prom(.'<l l.usfr,,.Ss (uier•ted ~ .. emi•··"' ·"Jo,kshCI;J(',; >r~at' · 
.promvuor~s, ·,a pen .t.ouse s;·~pcorr.·r~g spec; a! c f!~rSi.or. C tla• ,, ller, 

SusJn Vanden Heuv.,i, M:nk~tina M.maqor 
Fov Cit ies Chamnor of<: :>IniTif<ICf: 

125 N. Su~·erior ~1 ., Appletol"' , Wi 5"-912-!8~5 
920 734.7101 
" " •ndentleuvel;!!:1oxcitrescha•nhut,corrr 'member, drscot)'"'fSi ~ -· · 
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Appendix G 

Marketing Strategy Document 

 

MARKETING STRATEGY FOR RAISING REVENUE AT TREEHAVEN 

GENERAL OVERVIEW 

Business Strengths  

 Treehaven offers a unique combination of experiences: learning, recreating, lodging 

and dining 

 A location in a natural relaxing setting 

 Ability to accommodate groups of various sizes for both lodging and conferences 

 Availability of two types of lodging: dormitories and cottages 

 

Business Weaknesses 

 A very remote location from major populated areas which have a higher number of 

potential customers (e.g. Fox River Valley region and Southern WI) 

 Limited financial resources for marketing efforts 

 Absence of full-time marketing staff who is dedicated to promoting Treehaven 

facilities 

 

Business Goal 

To increase earned income for Treehaven from lodging, food service and programs. 

 

Key Performance Indicator 

In 2 years Treehaven moves from 3870 occupancy nights a year to 5070 occupancy 

nights a year. 

 

POSITION IN THE MARKETPLACE 

Customer Description 

For-profit organizations, professional organizations that relate to the Treehaven 

mission, community organizations (e.g. local fellowships, churches, non-profit 

organizations) and community members within a 2 hour drive, or approximately 120- 

mile radius. 
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Customers’ Needs 

A customer will need a venue for an event or a meeting that offers more than a facility, 

but an experience with the following characteristics: serenity, outdoors, remote natural 

environment, and opportunities for activities outside the scheduled event or meeting.  

 

Why Customers Choose Treehaven 

Treehaven offers a unique combination of experiences and opportunities: learning, 

recreating, lodging and dining. 

 

What Sets Treehaven Apart From the Competition 

Being remotely situated in an area rich in natural resources, Treehaven provides a 

unique setting for events, workshops, meetings etc., while encouraging recreation and 

outdoor activities. 

 

MARKETING STRATEGY SPECIFICS 

STRATEGY 

 Expand a target audience for Treehaven services distribution 

 Network with organizations and communities in Wasau/ Stevens Point region 

 Promote Treehaven services through existing customer - advocate connections 

 Raise Treehaven’s position in the Google search engine 
 

MESSAGE 

Marketing Message: 

Treehaven offers a unique combination of experiences: learning, recreation, 

lodging and dining. In other words, it allows its customers to combine business 

with rest. 

 

TIME FRAME 

Fall 2011 – Fall 2012 

 

BUDGET 

Annual Marketing Budget 

TBD 

Budget For This Campaign 

TBD 


