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Rare at a Glance

Founded: 1972
Central office: Arlington, Virginia USA

Regional offices: Indonesia, China, Mexico

Total staff globally: 75

# of countries Rare has worked in: 57
Our specialty: Social marketing to reduce threats

Method Summary: Rare trains partners to run “Pride

campaigns” that change attitudes and behaviors, provide

sustainable alternatives, and help communities protect
biodiversity at the local level.




e Background

e Building Closed Loop Processes

e Outcomes Analysis
e Lessons Learned




Program Management

Systematic Learning through Closed Loop
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Car Companies

Our model for conservation?
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Rare

Mimicking MoTown

Great People at Training & Pride ?
Great Places Mentoring Campaign
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Theory of Change

Can’t Measure if You Don’t Know What You Want to Achieve

Project Structure: Farmers (including valley guards)
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Standardized Project Management

All Campaigns Have Core Deliverables that are Scored
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Data Should Drive Decisions

We don’t capture data for data’s sake

Audience

Donor

Rare staff:
Retrospective

Rare staff and
Partners:
Prospective

Goal

Donors want to
know the impact of
their contributions
to determine how
/if to support our
work.

* Improve partner
recruiting

* Improve partner
training

e Improve staff
training

What does current
data say about
future outcomes
and how can we
change today

Type of Analysis

e Qutcome data
* Bright Spots/ Success
stories

Hypothesis driven

statistical analysis

* Linear regression models

e Statistical decision tree
analysis

Linear regression model

Example of Outcomes

The average campaign gets
43% of the target audience
to adopt new behaviors
83% of campaigns report
lasting conservation impact
Campaign in Bahamas
endorsed by Prime Minister

Partners that contribute
some funding have more
successful campaigns
Track partner engagement
Train staff on creating
SMART Goals

The longer a campaign is
scored “Red” the longer it is
apt to stay Red

The more a supervisor is
involved the more successful
the campaign is apt to be11



Experimentation

Linear regression got us stuck, decision trees were a breakthrough

Decision Tree Model

0001:LOW-8.25 33.3%
0002:8.25-25 41.7% 1
0003:25-HIGH 25.0%
Total 100.0%

T 1
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Total 100.0% Total 100,07

RARE

inspiring conservation

New insight
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Lessons Learned to Date

Get Started, Be Patient ... Get Started

Management

* Modeling is an iterative process so you won’t know what you are missing until
you try

* You will never clean up your data until you try to use it and realize how bad it is

* However, you will never get resources to clean your data until you prove the
value of the data

* So doing something is better than nothing

Analysis

e Start simple

* Try different approaches

* Invite other people to help you — academics, students, interns, peers — this gives
you diverse perspectives

Driving decisions

e Stats are rarely so complete and so compelling as to change your organization —
SO manage expectations

* Present the data in ways that people can use it to make decisions




Methods Issues

Some things we learned

Different methods make sense:

* We have not successfully built an uber model, why
 Different sample sizes
e Different research questions
* Different audiences

Use common sense

* In small data sets a few samples can throw off the whole
model — so analyst/manager needs to understand the context

* |s your data so good that you can really be counter-intuitive?

Share
* Have different people review your analysis

RARE =




Industry Approach

We need to work together

*Focus on open standards for data
*Join CMP
e CMP has an initiative to join data sets across
conservation organizations
e Help define the standards
*|f you have skills, but no data, we have a role for you!
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Thanks

When in doubt, hire people smarter than you

T

i

Philippe Pradel

Qianlan Zeng

Sean Grundy

Peter Vaughan
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