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Marketing wraps into most responsibilities for all soil scientists.  Most everything we do is somewhere entwined into some aspect of marketing.  All of our products and services target various needs and customers.  All soil products aim toward “Helping People Understand Soils.”  

The Soil Survey Division of NRCS implements a marketing outreach program and builds alliances with potential users of soil survey information.  It is a common mission for members of the National Cooperative Soil Survey. Many states hold soil survey user conferences separate from their annual cooperative state soil survey conference. I hope that your state does this.  Communications with user groups are a vital component of marketing.  The National Cooperative Soil Survey is built around partnerships and addressing user needs.  User advisory groups are established for various issues. Town hall meeting are sometimes conducted.  These tenants are successful marketing tools and have led to the continued existence of the soil survey in the US.  The challenge is to strengthen these efforts and build new alliances for new applications.

Marketing is a process of organized thought and action that helps achieve product or organizational goals.  The NRCS organizational goal is to help people conserve, improve, and sustain our natural resources and environment.  Each of the soil survey cooperating agencies has an organizational goal.  USFS is to sustain the health, diversity, and productivity of the Nation’s forests and grasslands to meet the needs of present and future generations. BLM is to sustain the health, diversity and productivity of the public lands for the use and enjoyment of present and future generations. BIA is improve trust assets of the American Indian, Indian tribes and Alaska Natives.  Univ. Experiment Station and Extension is to provide information and education, and encourage the application of research-based knowledge in response to local, state, and national issues. NPS is to conserve the scenery and the natural and historic objects and the wild life. These organizational goals share natural resource roles for soil information and for application of sound management and bring us together as partners.  I bring up these organizational goals because they establish the basis for our marketing. They provide a frame work for marketing soil information and also a marketing uniqueness brought on by our individual customers.
Marketing focuses efforts and resources, increases efficiency, and supports agency missions.  

What we haven’t had is a current overall marketing strategy.  The game has changed.  We are no longer limited in our capability to effectively deliver soil information. New tools and capabilities have opened up the need for new marketing strategies.  The NSSC, the new West Virginia GIS center, and NHQ will each have a marketing presence and initiate efforts toward an overall marketing strategy.  

The following list of goals and target groups were selected for NCSS yearly marketing efforts.  The list was presented and approved by the National Soil Survey Conference in 2001.  

· 2001 Incorporate soils into natural resource education and target science teachers. 

· 2002 Improve soil management on working lands and target land managers and their advisors including field office staffs of NRCS.

· 2003 Reduce loses of life and property due to improper soil selection or management and target homebuilders, land use planners, and land contractors.

· 2004 Expand understanding and protection of wildlands and target wildland managers, education interpreters, and others that work on state and Federal parks, and military land.
· 2005 Showcase the soil survey of the United States to international soil scientists to expand knowledge of and application of soil information to global resource issues of land use, degradation, carbon sequestration to policy makers and international businesses.

This schedule has proven to be too tight and we are about a year or more behind original plans.  It really takes longer than one year to develop contacts, assess needs, and develop products.  And of course there are the normal diversions.  In the case of marketing these were the Lewis and Clark efforts and the Web modernization.  
The following is a status report of the various marketing targets with state and region marketing opportunities to utilize some of the national products in regional and state marketing of soil information.
2001-2005 – In the pilot year, the SSD targeted science teachers with the goal of incorporating soils into natural resource education.  The Soil Biology Primer, planner, soil color poster, displays, Web site, and publication “Dig In” have all been efforts toward this goal.  The book “Dig In” continues to be a best seller by NSTA and the Soil Biology Primer has been reprinted by SWCS several times to meet demands. A soil education CD was developed and has been piloted to various groups and workshops.  It has proven to be very popular among the targeted science teacher audience.  Official release of the updated Version 2.1 Soil Education CD was the National Science Teachers convention of 2004 where 2000 CDs were distributed with a follow-up distribution in progress to include the distribution by Landcare (Earth Team volunteers with distribution facility at Ankeny, Iowa).  States, teachers, conservation districts are encouraged to make copies as needed. The Dominant Soil Order maps are another very popular teacher reference.  Copies are available at Landcare.
The BLM has produced a great CD and Web site for kids.

The booklet “From the Surface Down” has been reprinted and is another tool for marketing to the teacher audience that includes the FFA teachers where CDs, From the Surface Down, and Dominant Soil Order maps were distributed.

State soils on the Web and through the issues of the planner have also been popular with teachers.  Efforts with Soil Science Society of America and the Smithsonian are developing well toward a permanent display.  I hope each state is involved in fund raising.  The display at the Field Museum in Chicago the Underground Adventure continues to be supported by Illinois and materials continue to go to that location and for their outreach educator’s staff.
Alliances with conservation education groups with the USFS, Food Land and People, and Project Learning Tree have opened doors to educators and offered a testing ground for customer contact for assessing needs and response to items. The soil profile cards came out of these various workshops.  A simple, cheap, easy to make item is now on the Web and included in most exhibits and workshops.

The contact and relationships with NACD has been a productive one.  The conservation education materials on soils by NACD have been updated.  Three comic books are available, a teacher guide, and an educational CD in the works.  The Stewardship theme for 2004 is the Living Soil and includes a mass of soil education material.  One of Jan Lang’s soil paintings appears on the cover.  NACD works with their local conservation districts, many of whom work with teachers.  
Ted Kupelian, a member of the conservation communication staff at NHQ, has been assigned as liaison to soils and helps on exhibits, logistics, and communication opportunities.  We had had a gap following the death of Tom Leavermann, who used to do a lot with soils.  We have also established a greater presence with the public affairs specialists within states at their national meeting and through direct contact.
Each group that I have mentioned has a state organization and leadership structure that you are encouraged to work with.  The products are available for your use.

As you can see once a marketing effort begins it continues to grow.  This is good but diverts time and resources from initiating other efforts unless resources are added to coincide with the activities. This is now happening.
2002-2005 – The effort to focus on land managers by providing more material in an easily accessed format has coincided with agency efforts and Presidential directives.  Populating the soil data mart, Web site development, common resource areas, STATSGO update, and digitizing initiatives support these goals.  These work areas certainly are not complete and as you have seen, the demand only increases for data entry.  The mechanism for soil survey delivery is changing with the Soil Data Mart and soon to be released Web Soil Survey.  This will take us to the next level of marketing: to create awareness and use.
2003-2006 – Land use planners and contractors are marketing targets to reduce the loss of life and property by using the soil survey to identify the risks and hazards.  Final English edit is ongoing. Single sheet information notes, brochure, Web topics, and map development are anticipated.  Distribution is sought through conservation districts, field offices, Web sites, realtors, developers, county officials, and cooperative extension.  The Urban Primer in development also fits into this focus area.
2004-2007 – Wildlands.  Other than develop a very basic marketing plan, no action has begun on this area.  Leadership from the other cooperative agencies is needed and probably ongoing without my awareness.  

2005-2006  International showcase for the 2006 Philadelphia Congress.  Actions have been taking place in preparation for tours for the International Soil Science Congress.  Efforts to sample soils along various tours are in process.  No major actions for marketing are currently planned outside the activities within the conference.
Throughout all these marketing areas we hope to incorporate the following messages in increase understanding of soils:

10 Key Messages:

Soils Perform Vital Functions

Soil is the Basis of the Ecosystem

Soils Support Life

Soil Management Affects Soil Quality

Soils Have Unique Physical, Chemical, and Biological Properties Important to their Use

Soil-Forming Factors Determine the Location and Kind of Soil

Soil Survey is a Scientifically-Based Inventory

Soils Have Limitations which must be Understood

Scientific Names for Soils Reduce Ambiguity

Soil Science can be Usefully Incorporated into Other Studies

These messages are being built into individual marketing efforts and stressed to various partners.

Three stages describe the soil survey: 1) science – basic collection and analysis of data, 2) Application – products and services such as publications and Web systems, and 3) Outreach – information transfer and education.

For marketing within a state here are a few thoughts:

· Establish a user conference

· Establish outreach to targeted customers

· Develop a soil tour guide

· Develop interpretive maps

· Relate soils to water use or other hot topics

· Train districts, county agents, and TSPs

· Develop a multi-year soil marketing plan
