Ocean Marketing Committee
Jan 6, 2006 meeting Minutes

Palace Hotel, NYC

8 am to noon

Attending:

Rick Abrams, Rita Colwell, Vicky Cullen, Bob Ducommun, Terry Joyce, , Lloyd Keigwin, Jim Kent, Georgie McConnell, Carl Peterson, Jim Rakowski, Michele Van Leer
************

Welcome and Introduction of New Committee Members
The committee welcomed Terry Joyce, director of the Ocean Institute on Climate Change and Rita Colwell, who led NSF from 1998 to 2003 (?).  She noted that under her leadership funding for both NSF and ocean sciences increased. Yet, one of her leading frustrations was her inability to unite the oceanographic community to develop a plan/theme to attract more of the increased funding.  The problem was seen as a lack of working together.  Astronomers are viewed as being particularly good at this. Her observation is that the major oceanographic institutions don’t work together and they perceive the environment as a “zero-sum game”.  It was noted that many of these institutions don’t have a communications dept.  CORE is seen as ineffective in this area.  She proposed that if the major oceanography centers—defined as Scripps, WHOI, URI, Texas, UW, and Duke—could move in unison, others would follow. (To this list Dan Fornari later added U Hawaii at meeting held on 1/9).  We need cooperative focus and the ability to share our vision in a way that the public can understand it. Could the Ocean Observing Systems be vehicle to spark this cooperation?
Extensive discussion on the NASA model, which is often cited as the desirable approach. Some comments that NASA has an easier time coordinating because (1) they are a single agency (2) communications is integral to its mission, and has historically been so and (2) its communications budget is probably the same size as the operational budget of several smaller oceanographic laboratories (3) “people have always looked up” (Lloyd Keigwin noted) making the NASA story more compelling and easier to sell than “looking down.”

Based on this discussion, Michele advocated that the committee start an outreach effort at the trustee level to others in the oceanographic community “sooner rather than later,” but consensus seemed to be that too soon would hinder progress, and that we should have the outline of program in place then offer participation to others in the ocean sciences community.  A key question to answer will be whether or not these other institutions have trustees associated with the Oceanography areas like WHOI does.
There was a discussion around the need to get stories on the Ocean in the major newspapers every day.
Level Setting Discussion
We have met face to face 4 to 5 times since forming in January 2005, including lots of informal interaction and phone calls. Our overarching goal is to create more funding for science and create an environment and process where there is more money for science coming in. To raise more private money for science, we need to raise awareness and understanding of the importance of the oceans and make people care, while emphasizing the strong position of WHOI as a center of excellence in the field.

A second principle is that we don’t want to jump to tactics. We need a strategy, and we need to engage the whole institution (WHOI) and ripple outward to involve others.  We need an initial investment up front, but any efforts that are developed from our work will be self-funding.

The committee has developed key messages. What we need a creative agency to help with is the refinement of those messages and the creation of a plan to deliver them to the right audiences in a way that generates significant funds into ocean research.

Underscore importance of building consensus for the project, both inside WHOI and in the wider ocean science community, while starting with a small core group, then expanding the orbit of the group to involve others as we gain momentum.  To that end, “we can’t dismiss the work that others have done,” and need to understand what has been previously tried and considered.

Second, the committee decided to select a creative partner since none of us on the committee do marketing full time, and we felt we needed that professional input.

Key points raised in this discussion:

Rita:  suggested a means of coordinating the oceanographic community might be via a trustee council from each, with the understanding that the right people would need to be identified among the university-based oceanographic centers.  This was seen as an appropriate action of the summer of ‘06, in order not to dilute our efforts at the outset. Terry Joyce noted that the POGO effort became ineffective because it became diluted.

Michele: to whom do we look for a model, so we might know what our success looks like? NASA is often upheld as the example (“we call it a ‘cruise’…should we also, like NASA, call it a ‘mission’”?)
Rick noted that one measure of success could be that when a farmer in Kansas knows and cares about the oceans.  Rita: everytime an asteroid hits, NASA has photos. They have a photo of the day on their Website. We need that kind of repetition, and pull in the public based on relentless media exposure.

Consensus that there could be a role of popular culture in promotion recognition of the importance of the oceans, yet make it clear that we are not an advocacy group, that we appeal to curiosity and that “there is nothing more marketable than the truth.”

vicky cullen: What have we learned from previous marketing efforts?

In the last 8 years there have been at least three efforts to develop communications plans and, to one degree or another, marketing plans, including word associations, development of message themes that will grab people. The 1997 retreat developed a list of more than 100 tactics, and a priority ranking. Yet, despite all these efforts, two events really brought attention to WHOI:  Titanic discovery, and the 1997 R/V Atlantis tour.

The media blitz associated with the 1985 discovery, and the subsequent 1986 return cruise (mission?) with Alvin resulted in wide name recognition for Woods Hole.  This led to a discussion of the thought that “we don’t do shipwrecks.”  Yet….we do when their exploration becomes a means to an engineering ends, which is a means to a science ends.  

The 1997 Atlantis tour, paid by the US Navy (at $30k/day) started in Woods Hole, when to New York, and Alexandria, Va, and included a visit by the secretary of the Navy. It developed good will among the public, as well as among agency people who had paid for Alvin and Atlantis but had never been on board.  This led to $2 million in additional funds for WHOI outfitting.
Through these efforts, there was an ebb and flow in the organization of Communications and Development, sometimes having them integrated, sometimes having them separated.  

General agreement that today we have many efforts in Communications and Development but they lack a unification. There is also a perception that we tend to be reactive rather than proactive, and need to find a way to be more proactive.  We need, in the short term, to equip trustees and corporation members to better advocate for the oceans and for WHOI.

Rita mentioned the “Nifty Fifty,” a booklet released at the NSF 50th anniversary, highlighting 50 basic science advances that made a difference in your life.  “We need to keep up the drum beat.”  We need to show how Basic Research led to applications – tie basic research to applied science.
Vicky: there is an appeal to Trustees and other interested HNW individuals in the entrepreneurial nature of WHOI as many of these individuals are entrepreneurs themselves.

Bob: This committee is not about changing the WHOI culture, or how science is done. We need to help make the bridge to the broader public on what science is being done at Woods Hole and its relevance to our lives.  We are not in the business of creating message or campaigns that would be offensive or embarrassing to ourselves, the institution and the scientific community. This is why we have continued to broaden participation in this effort to many constituencies.
We discussed the reaction that scientists who become vocal spokespersons for the science receive form their peers – “the Sagan effect.”  Rita felt we need more scientists willing to speak publicly and hopefully this stigma will go away.  NSF’s relevancy requirement is to make science relevant to the broader public including African Americans, Hispanics, the disadvantaged, i.e., to connect scientists to society.  How can we help in these efforts?  Continue to increase proactivity on Red Tides and Climate Change.


Expensiveness of astronomy (telescopes) may encourage collaboration.  Every oceanographic institution wants its own ship.  Rita: perhaps partner with non-oceanographic universities to gain support for ship time.

Terry:  We have to find a way to get the community to come together around ideas, not things (ships).  What are the good ideas out there? The “Big Ideas” are … and here’s what we’re doing towards these ideas.  An example of this was climate, but we’ve had trouble getting the meteorologists and oceanographers to decide on a strategic direction. 

Communications inventory

Jim Kent gave some background information to provide a common understanding for everyone on the committee. Mission of the Communications Dept. is to enhance awareness and understanding of the Institution and breadth of ocean research, engineering and educational value to internal audiences and the interested public. 

He showed a graphic depicting various communications efforts today, plotted by their update rate (daily, weekly, monthly, etc) versus the size of the audience they reach, from a handful of people up to millions.  He also gave a short overview of the department structure and function.  For a future meeting we would like to get a sense of the relative effectiveness of each of these efforts plotted by cost/effort not just frequency versus size of audience reached.
2006 objectives include internal communications, media effort effectiveness, whoi.edu and oceanographic topics, tool building (web, image management) and Oceanus as a content engine.

There was a discussion of whether there could be a specific oceanographic search engine that could link all institutions together. Another opportunity is that the Smithsonian Museum of Natural History is planning a room on the oceans.

Creative agency selection
Finally, Jim recapped the selection process for the creative firms.  About eight were contacted from among trustee and WHOI staff contacts. Five were interviewed and three were chosen as finalists.  The RFP was reviewed and set in final form.  The objective was modified to indicate our goal is to spearhead an effort that will benefit not only Woods Hole but our peer institutions as well.  We had a long discussion about how much specificity in terms of tactics we should ask for in the RFP.  We finally decided to leave it as is, but to have a common set of questions that we will ask at the presentation meetings.

It was sent the evening of Jan 7, with a reply date of Jan 27.  All three finalists will have a tour of WHOI in advance of the due date.  They will be scheduled to present their RFP responses week of Feb 6, in Boston (looks to be the 9th or the 10th.

The next committee meeting will be scheduled for one day during the week of Feb 27, in Woods Hole. Tentative discussion items for this meeting will include a SWOT analysis (strengths, weaknesses, opportunities, threats) of our work so far, update on the creative agency selection process, web site presentation, discussion of branding, and where to go from here.
Note that at the Trustee meeting that followed our committee meeting, Michele gave a brief PowerPoint update on the work of our committee so far.  This PPT is available on this site for your information.
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