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ReLeaf Network 

Communication Committee

• Origin: Invasive Shot Hole Borer campaign



ReLeaf Network 

Communication Committee

• Purpose: Leverage the expertise and 

insights of the network to coordinate 

shared resources and messaging to 

empower network members to more 

effectively communicate about issues of 

common concern

– Advocacy toolkit



ReLeaf Network 

Communication Committee

• Meets: Roughly monthly, open to all

• Next meeting: Wed. June 19, 11 a.m.

• To join: Contact Mariela, 

MRuacho@californiareleaf.org, 916-

497-0037





Mutual Benefit



Social media use?

• Facebook

• Twitter

• Instagram

• Pinterest

• YouTube

• LinkedIn

• Nextdoor

• Flickr

• Other?



Summer Messaging 

Campaigns

• Trees mitigate “urban heat island” effect



Summer Messaging 

Campaigns

• Trees mitigate “urban heat island” effect

– Shade and evaporative cooling from trees 

reduces high temps during summer 

months

– The cooling effect of tree shade protects 

vulnerable populations

– In hot weather, people are more likely to 

engage in outdoor activities when they’re 

shaded by trees



Summer Messaging 

Campaigns

• Urban trees reduce energy costs



Summer Messaging 

Campaigns

• Urban trees reduce energy costs

– When trees shade your home, you’re less 

reliant on air conditioning

– Where you plant trees makes a difference; 

plant strategically

– Size matters... mature trees, and larger 

species, will provide more benefit



Summer Messaging 

Campaigns

• Water your trees



Summer Messaging 

Campaigns

• Water your trees

– Urban trees have a challenge finding 

water, so remember to water your trees 

during the dry summer

– The first 5 years after planting are when 

your tree most needs you to water it

– It’s not expensive or wasteful to water a 

tree



Communications challenges

• Scarcity of 

resources

– Funds

– Personnel

• Donor relations & 

solicitation

• Volunteer 

recruitment, 

training & retention

• Public perception

– Awareness

– Apathy

– Trust & credibility



Defining your brand

• Mission

– We bring neighbors together to plant and 

care for San Francisco's ideal urban forest.

• Vision

– San Francisco's urban forest is thriving and 

providing the greatest possible benefits to 

the environment, people, and future 

generations.



Defining your brand

• Values

– Community Engagement

– Education & Stewardship

– Quality of Work

– Inclusion 

– Environmental Justice

• Tagline

– Greening San Francisco



Understanding your audiences

• Who must take action in order for you to 

fulfill your mission?

– Donors

– Volunteers

– Other?

• What motivates them?

– Survey



The engagement funnel



Messages that mobilize action

• It can be more effective to appeal to the 

heart than to the head

• Simple, frequent, audience-centered

• Tell donors & volunteers their impact

• Personal connection: I / you

• Candy vs Vegetables



























Resources



Resources



Resources



Thank you


