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Document Location

The Fisheries Statistics Division retains the source of this document on the Fisheries Statistics
Division shared server, in the Fisheries Information System Program database. The baseline of
this document is stored in QuickPlace, the Fisheries Information System (FIS) documentation
repository.

Document Development

Subject: Change history for the Outreach Strategy document

Comments: Comments regarding this version should be sent via email to
FIS.PMO@noaa.gov

Release Date: March 2007

Release No. Date Description

1.0 April 2007 Initial version of the Outreach Strategy
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Executive Summary

The FIS Outreach Strategy is written to provide a summary of the outreach materials and key
messages the Fisheries Information System (FIS) will implement to increase the awareness of
the FIS Program.

The purpose of this document is to identify the outreach strategies and materials to facilitate and
exchange accomplishments, ideas, and information across the FIS community. This will ensure
that the PMO, PMT, and PSGs messages convey the National Marine Fisheries Services and
NOAA senior leadership requirements between and within the FIS community.
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1 Introduction

1.1 Purpose

This document is written to provide the Fisheries Information System (FIS) Program with
outreach strategies to connect with members of the fisheries community, as well as to inform
different audiences such as organizations, groups, and the general public of the FIS mission
and accomplishments.
The FIS outreach strategy outlined in the subsequent sections undertakes the following: 1)
summarizes the efforts to provide an educational and informative approach, 2) reviews several
types of information exchange, and 3) describes various methods for the dissemination of
information. Additionally, the outreach efforts are structured so as to tie with the goals and
objectives of the FIS Program.
The Outreach Strategy document seeks to provide a plan to:

¢ Increase awareness of FIS accomplishments

e Develop methods to effectively target all audience levels

¢ Encourage enhanced FIS interactions with fisheries colleagues and potential participants

e Improve the effectiveness of FIS feedback opportunities

1.2 Key Messages

There are five key types of messages, each related to the audience for which they are intended:

1) Messages to fulfill the obligations of the National Marine Fisheries Services and NOAA
senior leadership

2) Messages to address the requirements of FIS participants
3) Messages to resolve issues arising within the FIS Community

4) Messages to meet the informational needs of the special initiatives from National Marine
Fisheries Services and NOAA senior leadership

5) Messages to provide fisheries data requests to state and federal agencies
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2 Outreach Campaign Planning

The following processes serve as a guideline for the creation of the FIS outreach strategy. It is
recommended that the following tasks be completed prior to the creation and distribution of
proposed outreach materials:

e Assess current outreach situation
¢ |dentify specific outreach goals and objectives
o |dentify target audiences and potential partners

¢ Evaluate methods and develop outreach strategies

2.1 Current Outreach Situation

Prior to conducting research or initiating any activities, it is important to review the existing
strategies to determine what is currently in place, what is working and what has not been
successful. Currently, FIS outreach activities are based on verbal communication and the FIS
Web site.

Verbal Communication — This method has limitations due to the constraints of time and
workload of FIS participants. Although several projects are underway and most have achieved
positive results, promotion of the Program via word-of-mouth has been ineffective to promote
and increase the awareness to advance the overall mission of FIS.

FIS Web site — The limited success is based on the minimal number of publications that exist to
promote the use of the Web site. Due to the weak promotional activity, knowledge of the Web
site in the FIS community is limited to the PMO, PMT, PSGs, and those members who are
working on specific FIS projects. Non-fisheries use of the site is extremely low.

At the time of this publication, the usefulness of the FIS website is limited due to the following
issues:

Visually unappealing layout and design

Non-target to attract to the general public

Poor navigational ability and functions

Limited relevance of content presented

Mismatched and outdated information on home page
Undefined target audience

Limited site promotion

Unsatisfactory user experience

YV VV VY VYV V V V
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2.2 Specific Outreach Goals and Objectives

The outreach approach of the FIS Program for 2007 and beyond includes the following tactics:

e |dentify Outreach Strategies
o Identify outreach strategies that share the mission, goals, and objectives of FIS
to include both Fisheries and non-fisheries audiences
0 Idea generation, information sharing, and collaboration

e Initiate Planning Activities
o0 Identify Key Messages — determine the specific information, ideas, and methods
to communicate to specific audiences
0 Create an FIS Brand — design and implement a consistent and visually appealing
image that represents a unique “look and feel” to be used for FIS communication
methods

e Promote FIS Awareness
o Communicate FIS information to targeted audiences
0 Encourage and publicize the FIS accomplishments

e Evaluate FIS Outreach Results
o Develop a method to determine the successfulness of outreach campaigns and
strategies
0 Ascertain if modifications are needed

These activities are part of the Outreach Life Cycle, a contiguous process to develop outreach
strategies, implement outreach activities using selected communication methods, and determine
which techniques are working better than others.

Identify
Outreach
Strategies

Evaluate Initiate

Outreach Planning
Results Activities

Promote
FIS
Awareness
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2.3 Target Audiences

FIS encompasses a diverse stakeholder community and consideration must be given to their
informational needs which will help determine the types of outreach materials required. This
includes a) determining which groups to approach and which methods would be best suited to
reaching those audiences and b) reviewing existing and potential FIS partners to ascertain
which would be instrumental in contributing to the outreach campaign, noting that each partner
has access to a specific audience and would be an asset in determine a particular outreach
strategy. In order to meet the mission of the FIS Program, communication must occur with
several individuals and across various groups and audiences at different levels. Three audience
levels are identified as follows:

Level One — NOAA leadership groups

National Marine Fisheries Services (NMFS) senior leadership
NMFS — Data Management Committee

Integrated Ocean Observing System (I00S)

Data Management Working Group

Level Two — FIS Community

Program Management Team (PMT)
Professional Specialty Groups (PSGs)
Regional Offices (RO)

Fisheries Science Centers (FSC)
Fisheries Information Networks (FINS)
Office of Science and Technology (ST)

Level Three — Other Fisheries participants and General Public

Fisheries and non-fisheries programs of the NOAA Agency
Other Federal Agencies

State Agencies

Public

2.4 Outreach Methods

The distribution of FIS information can occur across several possible outreach methods or
channels that include facilitation activities and distributed materials. Outreach methods are
categorized in the following manner: in-person, electronic, printed documentation, and
merchandise advertising.

A detailed description of the outreach methods can disseminate information to the members of

the FIS Program and to other audiences is provided in table 1. (For illustrative examples of the
various outreach methods, refer to Appendix B.)
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Table 1: Outreach Methods

Method Activities / Description Audience Advantages Disadvantages Financial
Materials Impact
In-Person
Verbal Informal conversations with = AllLevels Conveys Information is None
Exchange members of the FIS information not documented
community that allow for an easily to small and may be
immediate exchange of groups inaccurately
information transferred to
other parties
Brown Bag An informal presentation = Level2-FIS Allows for Usually focused Minimal / None
session (within NOAA) that addresses Community interaction and on a single topic
a specific topic in an exchange of
informational format ideas at
summary and
detail level
Meeting Information is exchangedina | = Level 1- Conveys Limited humber Dependent
group format with clearly NOAA specific of people upon meeting
defined purposes and Leadership information reached during format and
expected results; occurs via = Level 2 - FIS Formalize the single session travel
teleconference, video Community documentation expenses
conference, or face-to-face process
engagement
Presentation | Information is presented in a = AllLevels Allows presenter Most effective if Dependent
visually appealing format to provide a presenter is upon printing
along with opportunity for summary of the familiar with costs and type
question and answer period, FIS Program topic and can of graphics
such as an informal (e.g., and to highlight provide needed
brown bags) or formal (e.g., major successes additional
seminars) session information if
requested
Version 1.0 APRIL 2007 Page 5
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Method Activities / Description Audience Advantages Disadvantages Financial
Materials Impact
Training Provides an acquisition of = Level 2-FIS Provides in- The number of Dependent
Session knowledge and/or skills via Community depth level of sessions, upon the
knowledge numbers of number and
- Instructor-led sharing participants type of training
classroom sessions Provides require travel, materials,
- Informative briefings opportunity for and/or larger off- facilitator or
- Workshops question and site facilities are instructor fees,
answer session needed may travel
increase the expenses,
activity cost if and meeting
significant facilities
Electronic

Electronic Provides a method of = Llevell- Quickly Time consuming None

Mail composing, sending, storing, NOAA disseminate
and receiving messages over Leadership information
electronic communication = Level 2-FIS
systems. Formal messages Community
from the PMO will be sent via
the FIS PMO mailbox at:

(abbreviations: | FIS.PMO@noaa.gov

Email, e-mail,

email)

Web site A collection of informational = Level 2-FIS Conveys Potential users Minimal costs
pages that serves as the Community information must be aware to maintain
primary public-facing outreach | =  Level 3 - easily of the site in (e.g., NOAA
method Other Allows for order for it to be Web master or

Participants summary and used administrator )
such as, detailed Site must be
Federal and information maintained and
(also website) State Provides updated on a
Agencies, informative regular basis
and Public. approach
Allows for
branding of FIS
materials can
browse as
needed or at
leisure
Version 1.0 APRIL 2007 Page 6
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Method Activities / Description Audience Advantages Disadvantages Financial
Materials Impact
Printed
Brochure A two- or three-fold style = All Levels Provides May need to Dependent
documents document distributed for summary level be manually upon printing
advertising or promotional information distributed or costs and
purposes about a placed in type of
specific topic strategic graphics
in simplistic locations with needed
format high visibility
to attract target
audience
Most effective
with full
service color
and high
resolution
printing on
quality paper
Fact Sheet A presentation of specific = Level1- Allows for a Overview style Dependent
information or data NOAA quick-reference does not provide upon printing
concerning any subject to Leadership guide for NOAA Program or costs and type
emphasize key points of = Level 2-FIS Leadership project level of graphics
interest, having a pleasing Community details needed
design, to convey the most
relevant information using
limited space
Flyer A single page leaflet = Level2-FIS Appeals to Message must Dependent
advertising one message Community selected public be carefully upon printing
such as an event, a service, = Level 3- groups selected and costs and type
or an activity. Other Informative highly targeted of graphics
Participants, Capture public’s Must evaluate needed
Federal and attention. potential
State Communicate a locations to
Agencies, unique message increase the
and Public awareness and
attention.
Version 1.0 APRIL 2007 Page 7
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Method Activities / Description Audience Advantages Disadvantages Financial
Materials Impact
Newsletter A regularly distributed internal | = All Levels Distributes FIS Input is needed = Dependent
publication generally about information on a regular upon printing
centralized topics which are of regularly basis from costs and type
interest to its subscribers. Updates easily project of graphics
Allows for links managers and needed
on the FIS Web stakeholders
site to recent Needs an FIS
and previous brand or logo
issues that correspond
Provides with other
discussion of distributed
Fisheries news materials
and related
information
Allows for
referral to the
Web site
Allows for
branding
Poster A large piece of paper which = Level2-FIS Appeals to a Includes high = Dependent
can be hang from a wall or Community wide FIS impact graphics upon printing
other such surface, = Level 3- audience and layout that costs and type
Other Targets may increase of graphics
Participants, message the printing cost. needed
Federal and Provides strong
State visual interest
Agencies, Designed to be
and Public eye-catching
Press Information notifying the = Level 3- Provides agency Reviews from =  Minimal / None
Release media, citizens, or Other approved NOAA Public
government-related agencies Participants, message that Relations and
via mail, fax, or e-mail to Federal and represents FIS Legal Dept may
editors of newspapers, State mission increase the
magazines, radio or TV Agencies, time frame of
stations Public the final release
Version 1.0 APRIL 2007 Page 8
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Method

Activities /
Materials

Description

Audience

Advantages

Disadvantages

Financial
Impact

Report A type of document written to = AllLevels Provides both Includes an = Dependent
provide an accountability of summary and agreement for upon printing
the Program updates such as detail level content and costs and type
status and financial reports, information layout of graphics
findings, or accomplishments about the May be time- needed

Program and consuming to =  Additional
specific projects produce staff, as
May be Requires skilled needed
produced on a writers / editors =
predetermined to document the
basis such as content
monthly, Requires skilled
quarterly, or graphics artists
annually or illustrators to
produce artwork
if needed.
MerCha.n(.jlse Promotional | Useful objects that act as a = Level 2-FIS Limited artwork Message must = Dependent
Advertising Items mini advertisement and may Community or text be targeted, upon type and
contain informationsuchasa | = Level 3 - necessary clear, and quantity of the
logo, slogan, catch-phrase, or Other Easily concise for most item ordered
web address Participants, distributed effectiveness,
Federal and (information on
Examples: State the item should
Magnets, Mouse Pads, Mugs, Agencies, speak for itself)
Pens, Sports Bottles, Clothing and Public Need to
articles (i.e. t-shirts, baseball encourage FIS
caps, and others) members to
distribute the
items
Version 1.0 APRIL 2007 Page 9
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3 Outreach Strategies and Campaign Implementation

In order to accomplish the course of action and to facilitate effective strategies for the FIS
Program, the Program Management Team (PMT) will decide to implement the outreach
strategies that best reach the intended audience. Per discussions during FY2006 Quarterly PMT
meetings, key elements agreed upon by FIS members include:

+ Developing outreach materials that convey a consistent FIS image or “look and feel” that
is continually repeated and reinforced (branding).

¢ Increasing collaboration and communication within the FIS community by publicizing FIS
activities and accomplishments to foster awareness and share successes.

¢ Communicating Program opportunities to gain regional and national recognition.

Using the outreach life cycle as the framework, a review and analysis of possible outreach
strategies were determined. During the initial planning activities, several outreach options were
weighed based on timeline for completion, cost factors, and the critical needs of FIS. As a
result, the following recommendations were made for FY 2007:

3.1 Identify Outreach Strategies

Objectives

Determine the approach to utilizing maximize efforts and minimal costs via idea
generation and collaboration.

Tasks
1.

2.
3.

Version 1.0

Meet with NOAA media / marketing representatives to review previously successful
campaigns, best practices, and outreach costs.

Review other NOAA organizations’ outreach approaches.

Determine specific outreach methods to be used for FIS, given budget constraints.

- Redesign the FIS Web site

FIS is an emerging program, and as such requires a critical path for outreach activities
that promote the accomplishments and successes of FIS using methods that exemplify
the highest level of quality. As noted earlier, the site currently has several limitations
and brings in few non-FIS participants. For this reason, the site redesign will
dramatically increase the level of quality that is visible to a wide range of audiences,
provide up-to-date relevant information, and will embody the image and message of
FIS that the Program would like to present.

- Develop Printed Materials

The importance of distributing printed materials is recognized as a key factor in
promoting FIS activities and accomplishments to the Fisheries community. For this
reason, the PMO has targeted in FY2007, the creation of a Brochure that can be easily
distributed by FIS member and the creation of a Quarterly Newsletter. Due to funding
limitations, additional documents will be targeted for FY2008, such as the FIS Fact
Sheet (“zing document”). It is intended that the Fact Sheet will be updated with a new

APRIL 2007 Page 10
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FIS logo and design format. This will be distributed by members of the PMT to FIS
participants and fisheries constituents.

- Identify and Distribute Promotional ltems

While researching the outreach activities of other NOAA programs, it was noted that
several campaigns have successfully used promotional items distributed to members
of the fisheries community, marine scientists, and industry. Specific items will be
proposed by the PMO and agreed upon by the PMT prior to purchase. (Examples are
shown in Appendix B.)

4. Assign resources to develop FIS outreach materials.

Timeline
3" Quarter, FY 2007

Cost Estimates
N/A

Lead
PMO

3.2 Initiate Planning Activities

Objectives

Define FIS in terms of who we are, what we do, and why we are important to the

fisheries community.

Tasks

1. Identify specific contents and necessary information that will be contained within
each outreach method, including Web pages and written materials targeting specific
user groups based on the category level of information by audience.

wnN

printing costs.

Meet with graphic arts designer to review possible options for the FIS brand.
Obtain cost estimates for design and layout, developer or contractor assistance, and

4. ldentify possible promotional items and determine locations for distribution (e.g.,
conferences, regional meetings, etc.).

Timeline
3" Quarter, FY 2007

Cost Estimates
= Graphic design
= Web developer
= Brochure printing fees
= Promotional item fees

Lead
PMO

Version 1.0

$3,000 (logo and unified title)

$15,000 (depends on how much work and what features)
$3,000 (3000 full color and tri-fold printed copies)
Dependent upon type and quantity ordered
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3.3 Promote FIS Awareness

Objectives
Exchange and share regularly updated FIS information between and within regions and
among federal and state partners

Tasks
1. Distribute outreach materials at conferences, meetings, and special events.
2. Share FIS accomplishments with the fisheries communities.
3. Publicize FIS news-worthy information on a regular basis.
4. Communicate positive feedback from FIS community and constituents with NOAA
leadership via face-to-face meetings.

Timeline
34 & 4"Quarters, FY 2007

Cost Estimates
¢ Newsletter, (free) via web with new logo design and promoted by NOAA
Publications Office

Lead
PMT, PMO

3.4 Evaluate FIS Outreach Results

Objectives
Develop a method to evaluate the effectiveness of outreach campaigns to ascertain if
modifications are needed

Tasks
1. Measure use of existing outreach methods prior to campaign (baseline).
2. Measure the frequency of FIS inquiries, number of Web site visits, and
accomplishments recognized by NOAA leadership after campaign implementation.
3. Determine if campaigns are successfully reaching target audiences and if awareness
of FIS increases as a result of the outreach efforts. (Interview PMO, PMT, and
random sample of FIS community.)

Timeline
1% Quarter, FY 2008

Cost Estimates
= Web tracking software (dependent upon specific product) Starting from $1,300.

Lead
PMO
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3.5 Outreach Schedule

The proposed timeline represents the outreach schedule for FY2007 and FY2008.

Table 2: Outreach Schedule

Outreach Methods per Activities

Proposed Timeline

/Materials
In-Person
e Brown Bag = As needed
e Meeting = As needed

= February 2007 — initial version

* Presentation = 1% Quarter, FY 2008 — modified version

Electronic

e Web site redesign = June 2007

Printed Document

e Brochure = July 2007
e Fact Sheet = 1% Quarter, FY 2008
e Flyer = As needed

=  September 2007

« Newsletter *  Quarterly basis, FY 2008

o Poster » 2" & 3" Quarters, FY 2008
e Press Release = As needed
e Report = As needed

Merchandise Advertising

e Promotional Items = September 2007

Version 1.0 APRIL 2007 Page 13
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Appendix A: Communication Activities within Levels

The illustration below represents the communication activities that can occur within each level,
depending upon the type of communication need, the audience, and the intended result of the
communication.

Level 1 Level 2 Level 3

FIS Other
Community Participants

NOAA
Leadership

Brochure Brown Bag Brochure

Email Brochure Flyer

Fact Sheet Email Newsletter

Fact Sheet Poster

Newsletter Flyer Presentation

Presentation Press Release

Press Release Newsletter Promotional Item

Report Poster Report

Verbal Exchange Presentation Verbal Exchange

Press Release Web site
Promotional Item
Report

Training

Verbal Exchange

Web site
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Appendix B: Sample Outreach Materials

The following outreach materials are presented as examples only and do not reflect a finished product that represents the FIS

program. These images are displayed for illustrative purposes only. Sample materials include documents produced by other NOAA

programs and provide a representation of their outreach efforts.

These samples provide an insight to the types of materials that are available for outreach to the FIS community. All final products will

be customized to meet the needs of FIS, will be branded with a mutually agreed upon logo selected by the PMO and PMT.

Type Sample Materials

a Fisheries
Information
System

Benefits

Congrass, Federal and States leglslaiive
Ll

Brochure

3 of e impacts

Figharied delentiats, statiatielans, and
weenamists

+ Fronde easier access fo qualily datafor

Benefits

Conimarelal and recraationsl Muharm en, va 16l
ownarsioperaiory, and commarcial buyses and
proceIIgn

& Enhanced abil

Fisheries

Infermation ‘Q'

System

Vision

A camprehensive, continuously
updated time serles of well docu-

menied, high-quality, easily acces-

sible information on the nations
fisherfes that supporis Iiving
marine resaurce stewardship.

Mission

NOAA'S FI% Pregram delivers figheries
Information collection, managemant,
and dissemination solutions to Improve
accuracy, completeness, timeliness, and
access(bllity. The Program leverages
Federal-8tate partnerships and invest.
menta o provide the information needed
to help understand the effects of fishing
& lying Mirine resaurces, and 16
Impreve the quality of resurce
management declsions.

Goals and Objectives

1, Expand and adapt data collection ta
meet current and Ratire nesds.

2, Bulld and integrate infarmatien manage-
ment syatems within and aerass Ragions,

55, FOparing, nd summ arizs

Goals and Objectives

3 Establish reglonal and national standards for
data collection, managemant, confidentialkty,
d oh

4. Implement and maintain effective partner-
ships to support collaboration ameng stake-
halders and to leverage investments across
Reglons and the nation,

#  Establish National reporting nigure

Priorities

odokagy and practes
ialtgy ond business
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Type Sample Materials

PROTECTED SPECIES PROGRAM AND
NATIONAL OCEAN SERVICE COOPERATION

Exkhusce capabler foc seducag moarnaler of
Horhem Faghe whale: from shup ealinzas ma

Pastaes oa staacdep aed weeaa) soemaler evests

Outzeach and Edncation
Proactrely collaborate ca an education aod oumweach
whhmﬂwwﬂm

MM&:*%M”&M

an g the publc bow ta
leszen epare: whie spporns cecreanopal petimines o
the pirnae eamioamear

Collaborate on the NOAA Fishecies Asouities Pro-
gram National Leetare Seces.

Sarller sem lions, Furestgin pske

theough the developenent of 2 NAMFS/NOS MOU
foz beth cespeaie aad labasanoer winay, The Protected Speces Program 13 comnutted to establishing creatre,
Derel collaborative pastnerships with the Natonal Ocean Service
Mw,;Noﬁ Wiﬁw to make efScient nse of ons combined expemtie and sesoncoes
Fact Sheet sea ractie conserTation stasegy. 1o protect, sestoce, and manage the nse of coastal and ocean sesonrces
through ecosvitem-based management.
Developag sod inpleseatop vansu: protected
Hawieall Taite, b ddmain b it w mw m hwm

Conduct mult-rear popalatica stades of hamp- 4 ‘

back whales o the Horth Pacific Basa (SPLASH), \’,

including frnding of west coast U5, ST

ing of cesearch E

uesliag of ceies emeat NOAA Fisheries

the program.

Mdonitor marne mamimal and ocran bealth in coop-

Cond & moaitar soral pesies and col-

T : ool thosals wa the Horthem Fucsfic Kaghvi Whale, Fisharns gaaic
!hnﬁKq:wﬁﬁlellm Sanctuary
Program.
Version 1.0 APRIL 2007

Page 16



FIS Outreach Strategy

Type Sample Materials

Fsersnfomation k..

New Species Research

Mew Lion Fish Discovered!!

Come out to hear the latest findings
from Dr. Harvard Smithson, a key
researcher engaged in navigating
the depths of the ocean worldwide to

Flyer s % discover exciting new species of
e’ aquatic wildlife.
= J A . @ Dr. Smithson will speak and provide
e e by a slide show presentafion of his
! = Lobby i diatel 7
FIS RESER]‘Ch }‘IEEHﬂg o fc.TmI:?;; ﬂ'“: ¥ latest trip to the waters off the coast
presentation. of New Zealand.
Janual'}’ 22, 2006 NOAR Lecture Series
National Dceanic and Atmospheric Administration o it
Sihver Spring ;;-.’._:;: 810 4:00 - 5:00 PM
- S — NOAA Bldg. 5
3 = el -
F i =l
Version 1.0 APRIL 2007 Page 17



FIS Outreach Strategy

OAA FISHERIES SERVICE: FishNews

FishMNews December 12, 2006
MOTE FROM THE EDITOR:

2 o B wel The

WEER'S HIGHLIGHT §

National Mprwoe-3

National Putés [miled §

| Al By | Begions | busnce Cesters | Dounils | (omossians | Advisers Comwnities | beamh

wisaled memicy mikh T st rews on

National Ruses (s

Alasks Fssfelsd bmesdment

Mlaskd NOAA Soer

NGWSletter Aluasks 5084 1 (oliact Eroremic iefzemalion be Guff of Asio Fisteries

Paciie Coast ?

Pacific Coast r

South At

Morbeast 20078

WEEK'S HIGHLIGHT §

t Bush, Dirough his Oozan At

perashen b manapenl

e exaling |

r

MOAA Fusharies Actions

Bill's Cornar

Calendar

Commumely me The mmezand ol may be

For e foemslion, mad

pormnsnd yse of matel-Lased marsgae,

i-barsed i

resb- e s
ealy-tand ey

ml

WOAA Fishmrimy Bas publisted Bx proposed List of Fishmns

Kaficnal - Megnuson-Sewers Fishery Conservaiion and Meragement Reauthonmfon Aot Passes Congress

), in e firal Bours o The 109 Congress par

rebuliig limeingne w

& advice of sceristy and avances rew il

ried Sades b reboid our raten's Mheries wod will wlow our fighe

7, mn rmquired by e Maine Mammal Frobection &t [MMPE) The popose

4 e Magouscn-Severs Fahery Conse rd Haragemerd

e fahery marsmen

Fshenes fat immet Marne Mame=alk

sr et am

ly, evpeieion prcy
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Type Sample Materials

Poster

Have you seen this invader?

- Name: Asian green mussel, Femna viridis
= Color: Emerald green and brown

- Size: Up to about 4 inches (10 cm)

- Habitat: Any underwater hard surface

Florida Fish and Wildlife Conservation Commission
Florida Marine Research Institute, St. Petersburg

Please report any sightings to the Education and Information Office
(T27) BOG-8626

Version 1.0
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T Sample Materials

D NEWS FROM NOAA

NATIONAL OCEANIC & ATMOSPHERIC ADMINISTRATION = US DEPARTMENT OF COMMERCE

Contact: Susan Buchanan FOR IMMEDIATE RELEASE
(301) 713-2370 December 14, 2006

NOAA SEEKING NOMINATION S FOR 2007
SUSTAINABLE FISHERIES LEADER SHIP AWARDS

The public is invitled to submit nominations for the 2nd-annusal susteinable fishernes leadership
awards. This award program mcogniz=s people and organizstions who promote a strong public marine
stewsardship ethic through sustanable use of the naton’s ooean resources. The nominaton penod s
open until January 31, 2007, and winnars will be announced in March.

“With hundeds of peoplke and omganizetons desarving of recognition for their valusble ole in
promoting ocean literacy and marine consanation, we ook forward to another yearof tough competition
for these awards. said Bill Hogarth, direcior of MOAA Fishernes Service. I'd like 1o thank our constituents
in advance fornominating those who you feel are deserving of this spacial govemment meogniton.”

Mominatons may be made for any of six award categornias:

Press » The Special Recogniton Award, honoring Iifetime adhievement in leadership for susteinable use
of marine resources;
Release

=  The Stewardship and Susteinability Award forexcalence in promoting long-E2m social
aconomiz, and biological susteinability of marine resources;

= The Cons=ervaton Parnership Award for collaborstive work to fosterbest pmetices in susteining
marine resources;

= The Science, Ressanch and Technology Award for excsllence in the fied of spplied fisheres
reseandh;

= The Coastsl Habilet Restomtion Awarnd for significant achievements in coastal habitst restorstion
through community-based support and

= The Public Education, Community Service, and Medis Awsrd for increasing oosan lferacy and
understanding about the imporence of 8 stong siewardship ethic by all Amearicans.

The awards program is sponsored by the Mational Marine Fishernes Service. All
nominations will be reviewed by the Department of Commerse’s Marine Fishenes Advisory Committes,
and the wnners will ba ssladed by MOAA and NMOAA Fishenes Sarvice leadership.

The Fish for the Future Foundsation, a non-profit organization, is managing the nomination
process. The nomination form is svailsble online (see address, below). Mominatons may be sent
electronically to nominatons@fish4$thefuturefound aton.org; mailed o: Sustsinablke Fishenas Lesdership
Awards, cio Fish for the Fulure Foundation, 3382 Gunston Road, Akexandna, VA 22302; orfaxed
to 7O3-37E-6777.
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Type Sample Materials
Mouse Mug
Pad
Items
Magnet Stress
Relievers
Promotional Sy ‘
Items Sports Key Chain
Bottle ( Q
Compass Mini Tool
Apparel
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Notes:
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