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A g e P e r c e n t a g e

25-34 18.41%

35-44 25.4%

45-54 21.59%

55-64 26.98%
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R e s p o n d e n t   
D e m o g ra p h ic s
• Majority in  the industry  12+  

years (60%) a n d  act ive  
m e m b e r s (70%)

• One-ha l f  involved in  
co m m i tt e e s

• 34 states represented
(Most f rom Illinois a n d
Ka n sa s )

Re s p o n d e n t s ’  C u r r e nt Pro fes s iona l   
T it les



K e y T a k e a w a y s

P r i m a r y   
c h a n n e l s  are o n   
ta rge t

C u s t o m i z at i o n   
a n d  m o r e N G FA -
s p e c i f i c  ana lys is   
p re s e nt   
o p portunit ies

M e m b e r s va l ue   
c o n n e c t i o n   
t h r o u g h   
n e t w o r k i n g

Interest  in m o r e   
s e l e ct   
c o m m i t t e e   
u p d a te s  a n d   
i n fo rm at ion
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Data Details
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More t h a n  96% of  
re s p on d e nts  se lected emai l as   
a  “top four choice” a m o n g   
various c h a n n e l options.

We bs i te  # 2   

C o m m i t t e e chair
c o m m u n i c a t i o n s  &peer-to-
peer ra n ke d # 3 a n d #4.

E m a i l
W e bs ite

C o m m i t t e e Chairs

Peer-to-Peer

E m ail
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C h a n n e l
P r e f e r e n c e b y   
A g e  – 18-24
(3 of 3 7 8 re s p o n s e s )

We bs i te  – 66.6%

We b in a rs  – 66.6%

E m a i l  – 100%

L i n ke d I n  – 33.3%
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C h a n n e l
P r e f e r e n c e b y   
A g e  – 2 5 - 3 4
(58 of 3 7 8 re s p o n s e s )

We bs i te  – 36.1%

We b in a rs  – 25.86%

E m a i l  – 94.83%

L i n ke d I n  – 43.10%

C o m m i t te e s  – 51.72%

Peer-to-peer  – 41.38%
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C h a n n e l
P r e f e r e n c e b y   
A g e  – 4 5 - 5 4
(68  of 3 7 8 re s p o n s e s )

We bs i te  – 52.94%

We b in a rs  – 30.88%

E m a i l  – 97.06%

L i n ke d I n  – 27.94%  

C o m m i t t e e  Cha irs – 35.29%  

Peer-to-peer  – 45.59%
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C h a n n e l
P r e f e r e n c e b y   
A g e  – 5 5 - 6 4
(86 of 3 7 8 re s p o n s e s )

We bs i te  – 50%

We b in a rs  – 37.21%

E m a i l  – 95.35%

L i n ke d I n  – 22.09%  

C o m m i t t e e  Cha irs  –41.86%  

Peer-to-peer  – 44.19%
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C h a n n e l
P r e f e r e n c e b y   
A g e  – 65+
(86 of 3 7 8 re s p o n s e s )

We bs i te  – 54.55%

We b in a rs  – 54.55%

E m a i l  – 100%

L i n ke d I n  – 9.09%  

C o m m i t t e e  Cha irs – 81.82%  

Peer-to-peer  – 36.36%
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T i m e l y N e w s   
Most V a l u e d

• More t h a n  one-half  of respondents   
ind icated they wo u l d like to receive 4 of  
5 “types of email” opt ions presented

• Timely n e w s the m o s t valuable (72%)
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• Most  interested  in   
u p d a t e s  f ro m  s p e c i f i c   
c o m m i t t e e s  t h at   
re s p o n d e n t s  c o u l d opt-
in  to re c e ive

• I nte re ste d  in h i g h l i g h t s   
f ro m  all c o m m i t t e e s   
a n d  re g u l a r  u p d a t e s o n   
p l a n s

C o m m i t t e e C o m m u n i c a t i o n
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C o m m itte e  
M e m b e r
R e s p o n s e s
(187 of 3 7 8
re s p o n s e s )

Sl ight ly  m o re  interest in   
information f rom  all  
co m m i tte e s  t h a n  the   
c o m b i n e d  data. 70%  
interested or very interested  
versus 63% in h ighl ights;  65%  
versus 55% in regular u p d a te s
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W h a t  in format i o n  d o t h e y   
e x p e c t  N G F A  to p r o v i d e ?
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• To p i c s  s e l e c te d  b y m o r e   
t h a n half

• Transportat ion – 73%

• Advocacy/Pol icy  – 63%

• R isk  M a n a g e m e n t – 56%

• O S H A  u p d ate s a n d   
regulat ions  – 55%

E m a i l  O p t - I n  T o p i c C h o i c e s
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• W h e n  t h i n k i n g  a b o u t   
p o l i c y -spe c i f i c  N G FA   
c o m m u n i c a t i o n s , h o w   
w o u l d  y o u  ra n k  t h e   
fo l l o wi n g  in  order  of   
i m p o r t a n c e ?
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P o l i c y C o m m u n i c a t i o n

1. Industry-specif ic  analys is  f rom  
the N G FA legislative t e a m (3.16)

2 . H i g h level information a b o u t the   
pol icy e nv i ro n m e nt (3.07)

3. Granular  detai ls  a b o u t specif ic   
bills or pol icy act ions (1.91)

4. Cal ls to take act ion (1.86)



Tools:  A w a r e n e s s  a n d V a l u e
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Tool A w a r e n e s s U s e O f t e n U s e  A t L e a s t   
O n c e

V e r y V a l u ab l e   
or V a l u a b l e

Onl ine   
Training

71.97% 3.43% 28.35% 86%

D o c u m e n t s 72.5% 15.58% 31.78% 93%

Ev e n ts 87.5% 29.6% 39.56% 91.83%

A d v o c a c y Tool 63.86% 8.41% 24.92% 82.76%

A c c e s s  to  
N G F A Staff

73.83% 19.0% 26.17% 91%

Issues Alerts 69.47% 16.20% 30.84% 86.29%

H i g h a w a r e n e s s a n d h i g h p e rc e i v e d va l u e
E x c e p t for events , l e s s t h a n 5 0 % of re s p o n d e nt s h a v e u s e d t h e tool “often” or  
at  least o n ce.



More t h a n  t wo -
th i rds  of   
r e s p o n d e n t s   
i nte re ste d  in   
rea l - t ime  
c o m m u n ic a tio n  
w i t h  other   
m e m b e r s

G r o u p  d iscuss ions  a n d  a s k i n g   
quest ions of staff/SMEs top uses
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M e m b e r s  V a l u e N e t w o r k i n g ,   
C o n n e c t i o n ,  a n d A d v o c a c y

“ H u g e  va l u e  b e c a u s e  of abi l ity  
to  c o n n e c t  w i t h  o th e r  i n d u str y   
m e m b e r s at e v e n t s a n d N G FA ' s   
w o r k  to  a d v o c a te  o n  b e h al f  of   
t h e industry.”

“ E x t re m e l y  i m p o r t a nt   
to  s t ay  c o n n e c t e d a n d   
h a v e  a  v o i c e  for o u r   
b u s i n e s s  w i t h  o u r   
e l e c te d officials.”

N e t w o r k i n g  a n d t h e  abi l ity to  uti l ize  
ex p e r i e n c e  a n d  k n o w l e d g e  to  h e l p   
in  de c i s i o n  w e  are  m a k i n g .  T h e   
co l laborat ion that  t a ke s  p l a c e  a n d   
a d v o c a c y  for a g is  ve r y  valuable.
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43% interested in resources available to he lp c o m m u n i c a t e m e m b e r benefits.

• Most requested tools: Benef i ts one-pager/packet a n d L i n ke d I n posts or info to  
share  in newsletters

E v e n t R e p o r t s a n d C o n n e c t i o n O p p o r t u n i t i e s   
H i g h e s t  V a l u e d  M e m b e r - B e n e f i t In format ion
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T i m e l i n es s

Bi - we e k ly  or twice   
m o n t h l y   
newsletter,  wi th   
inter im e m a i l   
alerts  a s   
necessary.

Text opt ions

More t imely   
m e s s a g e s  t hat   
cover  o n e  topic,  
short  a n d swe et

P e r h a p s  b e  t he   
"first to mar ket "   
deta i l ed   
information; t hat   
i m p a c t s  m y   
bus i ne s s
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H o w w o u l d   
y o u   
i m p r o v e   
N G FA
c o m m s ?

M a ny  responses   
s h o w  h o w  m u c h   

m e m b e r s   
apprec iate  N G FA   
c o m m u nications!

C u s t o m i z at i o n

It w o u l d  b e helpful   
if c o m m u n i c a t i o n   
w o u l d  b e  m o r e   
narrowly  focus e d   
o n  topics  I 'm  
interested in. Text   
opt ions

W i t h  t he co n s ta nt   
o n s l a u g h t  of info  
c o m i n g  at  p e o p l e   
now, I feel b e i n g   
a b l e  to speci fy   
w h a t  a n   
ind iv idual  is  
tar gete d  wi th  is a   
s te p  tow a r d   
i m p r o v e d   
recept ion a n d   
u l t imate ly value.

C o m m i t t e e s

T he r e  co u l d  b e   
m o r e  f r e que nt   
c o m m i t t e e   
m e e t i n g s  -
p e r h a p s  2-3 pe r   
year.

B e  a b l e  to v iew  
i n for mat i on t hat   
w a s  d i s c u s s e d   
f r om var ious   
c o m m i t t e e s

More c o m m i t t e e   
speci f ic   
c o m m u n ic a tions.



Applying Insights
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Post-Sur vey R e c o m m e n d a t i o n s



Ma ke  it C u s t o m

Drive C o n n e c t i o n
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E x p a n d   
C o m m i t t e e   

C o m m u n ic atio n s

O p p ortu n ities  
for Growth



C r e a t e opportuni t ies for m e m b e r s to c u s t o m i z e   
their  N G F A c o m m u n i c a t i o n s
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Identif ied Categor ies
• A g Pol icy
• Business,  Merchandis ing , Operat ions
• Cybersecur ity
• F e e d  a n d  F o o d Safety
• Ris k M a n a g e m e n t
• Safety a n d Health
• Sustainabi l i ty
• Trade a n d  C r o p T e c h n o l o g y
• Transportation a n d Log is t ics

Al low m e m b e r s to opt- in to topical emai ls   
(e.g., transportation, risk m a n a g e m e n t ,   
etc.)

Bui ld  format for  ca l ls  to  advocacy.
Increase  advocacy  campaigns .  



E x p a n d  C o m m i t t e e C o m m u n i c a t i o n s
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I n s i g h t A p p l i cat i on
Consistent ly  d e m on s tra te  N G F A ’s dist inct   
offerings, experts  a n d analysis

C o m m i t t e e s  g e n e ra te  information to 
populate topic-specif ic  emails.

Establ ish  c a d e n c e of information f rom  
c o m m i t t e e s

O r g a n i z e  information b y c o m m i t t e e   
topic, w h e n appropriate

A n n u a l  report outl ine

Website pages and posts  

Member news alerts  



B u i l d o n M e m b e r s ’ D e s i r e to C o n n e c t

w w w . r o o t s a n d l e g a c i e s . c o m 2 6

I n s i g h t A p p l i cat i on

N e t w o r k in g  h i g h e s t  va lue of N G F A   
m e m b e r s h i p

Test virtual con n e ct ion opportunit ies  in   
b e t w e e n  m a i n events

Explore  opportunit ies  to u s e c o m m i t t e e   
s tructure  for m o r e  con n e ct ion   
opportunit ies  (e.g., virtual meet-ups ,   
g r o u p  d iscuss ion sessions)

Establ ish  opportunit ies  for d iscuss ion  o n   
specif ic topics, h i g h l i g h t i n g N G F A experts



M e a s u r i n g  s u c c e s s  
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• R e p o r t  s u r v e y  r e s u l t s / n e w  a c t i o n  i t e m s  t o  a l l  m e m b e rs

• F o l l o w  u p  w i t h  m e m b e r s  i n  s h o r t e r ,  f u t u r e  s u r v e y s

• B e n c h m a r k i n g  e m a i l ,  v i d e o ,  a d v o c a c y ,  e t c .  i n  q u a r t e r l y  r e p o r t s  
t o  t h e  c o m m i t t e e

• E n s u r e  a l i g n m e n t  w i t h  L o n g  R a n g e  P l a n  C o m m u n i c a t i o n s  
S t r a t e g i c  I m p e r a t i v e s



March 2024 Goals Progress 

• Implement R&L Project Recommendations 

• Personalized email communications for NGFA members 
o Connect to committee structure and interests
o Incorporate VoterVoice advocacy tool in targeted communications 

• Increase video and NGFA testimonials to promote member benefits

• Increase targeting of journalists by topic/region
o Explore new ways to use Critical Mention with MailChimp marketing 

• Website audit to improve user experience 

• Re-examine social media channels

28


	NGFA Member Communications  & Marketing Survey
Results Review
	Respondent  Demographics
	Key Takeaways
	Data Details
	Email 
	Channel
Preference by  Age – 18-24
	Channel
Preference by  Age – 25-34
	Channel
Preference by  Age – 45-54
	Channel
Preference by  Age – 55-64
	Channel
Preference by  Age – 65+
	Timely News  Most Valued
	Committee Communication
	Committee  Member
Responses
	What information do they  expect NGFA to provide?
	Email Opt-In Topic Choices
	Policy Communication
	Tools: Awareness and Value
	Group discussions and asking  questions of staff/SMEs top uses
	Members Value Networking,  Connection, and Advocacy
	Event Reports and Connection Opportunities  Highest Valued Member-Benefit Information
	Slide Number 21
	Slide Number 22
	Opportunities  for Growth
	Create opportunities for members to customize  their NGFA communications
	Expand Committee Communications
	Build on Members’ Desire to Connect
	Measuring success 
	Slide Number 28

