Breakout Sessions Notes
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“It’s Not Just About Us” – Building External Relationships

TABLE 1: Government/Academia/NGOs

Brainstorming

· Expanding MSI program

· Rhetoric needs to match reality

· Expand a group’s interest in NOAA once a part of NOAA has a relationship with the group (i.e. get AMS to connect with other parts of NOAA aside from NWS)

· Need agenda that is communicated to all in NOAA who communicate with external community – consistent message.

· No group that mirrors all interests of NOAA

· How do we overcome outside perceptions?

· Shared interests need to be identified.

· NOAA is missing a “front door” – constituents need a better structure to interact with

· Helps NOAA solve their problems as one and interact with them as one.

· Sharply define what NOAA does.

· Sharply define NOAA’s mission.

· Understand business plans and direction of organizations NOAA partners with

· Govt: National Guard Groups, USDA, Forest Service, DOD, DHS
· NGOs: Red Cross, Salvation Army

· Identify groups that use our products and urge them to be advocates for NOAA.

· Constituents care about reliability of products, not always where they come from

· Work with CSO to develop reauthorization of CZMA.

· Early and often communications with groups on development of products.  (Should be part of business plan of product.)
· Highlight in budget process which groups benefit from actions.
· Help groups understand what NOAA does –manage expectations so NOAA doesn’t get put in a position to do things we cant’ do.

· Test regional structure around issues/themes (eg hazard resilient communities).

· Focus information down to one portal.

TABLE 2:  Private Sector

Brainstorming

· Do or want to sell stuff to us
· Value added providers

· View NOAA as competitors

· Commercial activities NOAA regulates

· Emerging markets

· Private sector – profit/non-profit?

· Do we engage well with DOC?

· Could they be an ally?

· Emerging market – people to help us generate business plans.

· Commerce – do better job with private sector, trust might go away.

· Ask for DOC help on emerging markets.

· One-NOAA what do we have to offer?

· What kind of help we might get from DOC in emerging markets?

· Not immediately respond without the facts.

· Ask DOC to organize a conference on emerging markets.

· Business plans

· What DOC could do to help us?

· How to communicate business?

· What relationships which are important to Commerce/Administration?
· How can we help DOC?

· Identify emerging markets

· Partnership with DOC – environment mission/match economic plan

Emerging Markets

· Northwest passage transport

· Futures in insurance

· R&D – expanding technology and capabilities: aviation, space, weather

· Environmental information

· Public health

· Disaster preparation

· Automated biotechnology

· Internet information companies

· Aquaculture

NOAA’s Product

· Regulations
· Information
· Technology
· Research results
· Knowledge
TABLE 3:  Congress

What’s not working?
· Not articulating long-term impacts

· Need to speak a language they will “hear”

· Proponents, opponents, and why?

· Telling them what they want to hear rather than what needs to be said.

· Need to “arm” our advocates.

· Need to craft message so that Secretary looks good.

· Need to anticipate questions

· Opportunity when providing defense

· Opportunity that NOAA is in every state – “NOAA in your Neighborhood”

· Need a marketing plan
· How do we tie pieces together?  Regions and issues are related

· Congressional reps only concerned with their region.

· Change of Congressional reps – lost memory of programs

· Need clearer message and better targeted.

· Congressional staff not clear on NOAA programs so lose their appropriations.

· Personality-driven system in appropriations

· Opportunity for more involvement by program employees.

· Need timely communication.

TABLE 4:  Media

Issues
· Identify people who have control of Dept. of  Commerce media connections

· Outlets that reach influential components of voting public

· Non-traditional audiences

· Need to address public recognition of NOAA (branding)

· Use Weather Service as a selling point

· Make connection that NOAA helps save lives

· Only popular at time of failure

· Bias in the media, Positive News is not interesting, Negative news get attention of media.

· No beat reporters for NOAA

· AARP- good relationship

· Public takes NOAA for granted

· News not always delivered in timely fashion

Solutions
· Use NWS as a visible selling point for NOAA

· Take advantage of District organizations, not enough “One NOAA” educational materials.

· Start at gradeschool level, deep backgrounding. 

· Partnerships with CNN, have reporters reporting on NOAA centric activities.

· Look for thematic approach to interest outlets

· Use NOAA logo as a badge of quality content, seal of approval; add credibility to “Storm ready cities”.

Actions
1. 
Immediate news: Establish television “quick library” of quality media  friendly video clips (B roll, graphics, fact sheets)
- Build set of pre-packaged media quality resources

· Audio, Video, Graphics
· Example: Pre-packaged Hurricane Information, Satellites, Hurricane Hunters, Mapping, Water Quality, Storm surges, Buoy launching, Inland flooding, Etc.

- Lead:  Public Affairs

- Short term:  Build Library index

- Mid-term:  Six months, prototype of Hurricane materials

- Long-term: Build multi-subject library
2.
Current awareness: Develop focused topical explanatory materials


- Create “One NOAA” outreach package 

· NOAA Brochure

· NOAA Video

· Generic PowerPoint presentations with a library of backup slides

· NOAA relevant Events Calendar
- Lead:  Communications Office leads “NOAA Package” effort 

- Short-term:  Build Library index

- Mid-term:  FY06 assemble the package

- Long-term: Track Line Office outreach efforts to measure usage of “NOAA package”,


3. 
Deep foundation / long term awareness: Educate media and public about NOAA fundamentals (age appropriate materials)

