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Overview

• Strategic Beginnings and Impacts:Strategic Beginnings and Impacts: 
Look back at 2011

• 1st Steps with FMCs and National 
Communications

• What’s Ahead in 2012
Upcoming Opportunities with FMCs• Upcoming Opportunities with FMCs



2011 – Strategic Beginnings

Realign public perception to the reality of progress 
that’s been made in U.S. Fisheries

• Consistent Messages

• Coordinated, Broad Deployment – Internal & , p y
External

• Employ strategic communication tools

• Expand Stakeholder Base

• Turning the Corner 2011‐2012Turning the Corner 2011 2012



NOAA Fisheries Messages - 2011

• Sustainability is not achieved – it’s maintained – dynamic, requires constant and 
routine adjustment between what we learn from the science and how we need to 
modify human behavior to adjust to changes in the ecosystem and fish 
populations.

• Science-based management works – 35 years of evolution and innovation in 
science and management

• U.S. fish populations previously overfished are rebuilt or actively rebuilding.
• In 2011 – Tools for ending overfishing in the U.S. will be in place and rebuilding 

of all managed stocks fully underway.   
U S harvested seafood is sustainable or on its way to being sustainable• U.S. harvested seafood is sustainable or on its way to being sustainable 
because of science-based management. 

• Fisheries are managed according to 10 national standards of sustainability, a 
mix of biological, ecological and socio-economic variables. Standards are 
i l d i d i bli M i i f d d
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implemented in a very adaptive, public process. Management is informed and 
must comply with the most up-to-date science available about the stock and the 
ecosystem in which it lives.



NOAA Fisheries Messages – cont.

• Misperceptions about seafood undermine progress – efforts to 
encourage, expand and export stewardship practices that work and g p p p p
should be rewarded by market mechanisms. How do we overcome 
these and keep public informed with up-to-date info that builds their 
confidence in U.S. seafood? (FishWatch can help!)
E if ll ild ht fi h i f ll b ilt d d• Even if all wild-caught fisheries are fully rebuilt and managed 
sustainably, it is not enough to feed the planet. Aquaculture is critical to 
the future of sustainable seafood and working waterfronts.

• U S fishermen can’t do it alone We must move forward withU.S. fishermen can t do it alone. We must move forward with 
addressing the far more complex problems of land-based pollution, 
habitat degradation and illegal, unreported and unregulated fishing that 
are threatening the health and abundance of our global fisheries.
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MSA 35th – A Year of Opportunity 
Web Platforms

• Social Media

• E‐communications

Monthly Forums

• International Boston Seafood Show ‐March

• MSA 35th Anniversary ‐ April

• NOAA Day on the Hill – May

• Capitol Hill Ocean Week ‐ June

• Status of Stocks – July

• Great American Seafood Cook Off ‐ August

• Joint Agreement Against Pirate Fishing – Sept.

• Pacific Marine Expo – Seattle Times/Ads – Nov.

Expanding Strategic Engagement

• Retailers, Culinary and Restaurant industry

• Sea Grant Extension

• Information Brokers 



First Steps with FMCs

•Regular, advance notifications on national 
i f i t t f th A A t FMCissues of interest from the A.A. to FMCs

•Collaborative effort on 2011 Status of Stocks•Collaborative effort on 2011 Status of Stocks
- Full Communications Treatment
- Advance Coordination 

•More routine outreach from Fisheries HQ 
Communications to FMCs



Web and Stakeholder Expansion 
Web
•July-Jan11.3 million home-page views

•June to July 136 00 visits 60 000 page views•June to July – 136,00 visits, 60,000 page views

•Nov – Dec – 139,000 visits, 268,000 page views

•25% of traffic is coming from social media effort

StakeholdersStakeholders
Food Marketing Institute – SSWG
Sea Grant – SSSS WG
FishChoice – Includes FishWatch
R t il R t t d Ch fRetail, Restaurants and Chefs –
Strategic Relations w/3rd-party validators 



Impacts from Stakeholder Engagement
• “In a Sea of Despair – U.S. Fisheries Offer Reason” p
(MFCN - July)
•“For Healthy, sustainable Fish: Buy American” (CFAP-
Sept)
•“Fight Against Pirate Fishing” (MFCN Dec)g g g ( )
•“Celebrating a Good Year for Marine Conservation” (Pew-
Dec)
•“New Years Resolution 2012: Let’s Gain Weight in the 
Ocean” (Nat. Geo.-Jan)( )
• “Historic Anniversary for Fishing in America’s Oceans 
(Pew website-Jan)

•“Putting Fish Before Politics” Co-Authored by Bill 
Hogarth and Lee Crockett

Recent Media Coverage 
• “U.S. Tighten Fishing Policy, Setting 2012 Catch Limits 
for all Managed Species” (Wash Post Jan.8)
•“A Milestone in Fisheries Management” (NYT Jan 19)





2012 – Looking Ahead

Expand and sharpen thematic messages ,and open the aperture for their use 
Through broader coordination with partners – both internal and external.

• January kick-of of “Turning the Corner 2.0” – Celebration of U.S. 
fisheries management process and ACLs

• National messages playing off of Turning the Corner
•MRIP 
•MMPA 40thMMPA 40
•Habitat Blueprint 
•“Pirate Fishing”

• Launch FishWatch Update
• Expand work with partners



2012 – Council Communications

Continue coordinating with FMC Communications on national messaging
• Amplify “success” stories provided by FMCs
• Cross pollinate and leverage announcements – FMC newsletters

Utili hi h fil t• Utilize high-profile events

Key Opportunities
• Status of Stocks report• Status of Stocks report 
• Fisheries of the U.S. 
• FishWatch



FishWatch 2.0
www.fishwatch.gov

FishWatch 2.0






