

Action Plan rollout communications strategy
Objectives
1) Engage Council agencies and key partners so as to increase commitment to implementation of the Action Plan; and
2) Reinforce the perceived value of the Gulf of Maine Council to its own members and to the organizational heads upon whose goodwill the work of the Council depends 

	#1 In-reach to Councilors and their agencies/organizations (50% of effort)
This is the most important communications task and 50% of our Action Plan communications work will focus on it. The result we seek by March 2012 is that senior and middle management staff are aware of the Action Plan, understand how the AP outcomes and activities align with and support agency priorities, understand the benefits that will accrue to their jurisdiction, and are prepared to commit agency resources to implement the Plan.

	Tasks
	Status

	· finalize 1-page Council narrative & post to web site

· prepare straw-man analysis of benefits/likely results of AP implementation (based on 2007-11 accomplishments) 
· conduct WG member phone interviews & then prepare talking points for each Council agency about how the Council advances/supports agency priorities, 2007-2011 AP success stories, how their agency benefits from the Council & why agency participation is important
· prepare Action Plan “talking points” for Councilor, WG, and agency communications staff use 
· provide technical assistance to each WG member to use these tools (Jan – March)
· monitor and record communication efforts by WG members (Jan – March)
	Done
Not prepared
Talking Points done; more work needed on “alignment” of agency priorities
Done
Yet to be done

Yet to be done

	#2 – Outreach to Action Plan Partners 

This is the second communications priority and 30% of our Action Plan communications work will focus on it. The result is that leadership of those non-profit partners most likely to work with the Council in implementing the Action Plan are aware of the Plan, understand how their organization will benefit and are prepared to commit resources to implement the Plan

	Tasks
	Status

	· identify PRIORITY non-profit partners and lead staffer
· prepare & disseminate “organization specific” engagement materials that introduce the AP, request their participation and identify relevant outcomes and activities
· work with their communications staff to connect with the media about issues important to them; have them put information about the AP in their newsletter and on their website, describe likely successes/benefits via the AP (January-March)
	80% done
Yet to be done

Yet to be done

	#3 – Develop and implement media strategy
Our third priority (20% of effort) is to develop and implement a two-pronged media strategy:
· December event at Council meeting in New Brunswick
· Events/releases in the four other jurisdictions 

	Tasks
	Status

	Organize NB media event at December Council meeting
Prepare four jurisdictional releases/Green Media Tool Shed
	Done
Done



