
 
Ocean Communicators Workshop 2005 

Results and Notes 
 

 
   Date: April 28th, 2005 
   Location: Aquarium of the Pacific, Long Beach 

Participants: 75 
 

RESULTS 
 
KEY MESSAGES: 

• Ocean health matters to you. 
• Sustain oceans, sustain life: interconnectedness (oceans matter) 
• The future is in our hands. Take responsibility, take action (we must do better) 
• The ocean is in trouble, so are we (itÕs our responsibility). 

 
THEMES FOR MEDIA AND OUTREACH: 
All 4 breakout groups:  

• TV  
• PSAÕs 
• Celebrity Endorsements 
• Partnerships 
• Internet 

 
3 breakout groups: 

• Hot/Urgent/Current Topics 
• Movies 
• Spokesperson 
• Press Releases 

 
NEXT STEPS: 
How to move forward together: 

• Learn more about organizations represented at workshop and other 
relevant organizations for further networking 

• Relay results/common themes from workshop and get feedback 
• Identify CA audience and look at tools to address audience 
• Sub-groups willing to move forward  
• Meet again 
• List-serve 
• Website 
• Blogs 
•  

How to reach public: 
• Develop allies from each group 
• Let people speak for themselves 
• Celebrities 
• Cool biological role models in the media 



INDIVIDUAL HOT TOPICS: 
• Inland activity 
• Whales 
• LNG 
• Marine reserves 
• Plastics debris/marine debris 
• CA ocean protection council 
• Human ocean interaction 
• Access to Farallon Islands 
• Expand boundary of Gulf of the Farallones, Cordell Bank national marine 

sanctuaries 
• Radioactive barrels off SF 
• Global warming 
• Harbor seal rookery 
• Citizen science project 
• Marine protected areas 
• Toll road- water quality 
• Traditional fishery management vs. ecosystem-based management 
• Water quality monitoring, current legislation 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



BREAKOUT GROUPS: NOTES 
 
Breakout 1: Common ocean related messages  
 
Group #1:  
Common ocean related message notes: 

• Audience: General public? 
• Broadest, most general topics 
• What goes around comes around 
• Everything is connected 
• Wild for the future 
• We all share an ocean 
• We love the oceanÑ take care of what you love 
• CA specific 
• CA leadership 
• Clean beaches are a CA way of life 
• Karl Rove attack strengths of opponent 
• Morality Pollution is immoral 
• So much yet to learn about 
• Unexplored or last frontier 
• Explore marsÉ on earth 
• Do, feel, know 
• Unrepresented audiences in CA: people of color, families 
• Ocean =food Ocean ecosystem services 
• OceanÑ human health 
• How to say/communicate Ocean Ecosystem Services 
• Ocean is a happening place 
• Who is your audience? 
• Taking care of the ocean takes care of you 
• The ocean is our We-cosystem 
• Circle is graphic rep of what we are trying to communicate 
• Nurturing our mother ocean is a family value 
• Healthy ocean is a family value 
• Healthy ocean, healthy home 
• Healthy coast, healthy people 
• Code blue! 
• How to engage interior populations 
• Begins and ends with you 
• Web of lifeÉse a life 
• Red white and blueÉsa ve the blue 
• The peoples choice 
• Healthy oceans are a CA way of life 
• Interconnection of humans and ocean 
• Code Blue! 

 
 
 
 



 
Group #2 
Common ocean related message notes: 

• Audience 
• Clarity of message 
• How do we reach community, govÕt leaders 
• Hold fast grass roots movement for ocean  
• Joining groups 
• Terrestrial images 
• Oceans are changing: they are not how they were 
• It is important to you (audiences) why & how 
• How can you help? 
• Public Health=healthy ocean 
• Awareness fosters stewardship 
• White water to blue water 
• Personal connection to ocean 
• Reconnecting the urban disconnect 
• Think globally act locally 
• Something has changed,they are not what they were, itÕs important to you 
• Goals: target audience? 
• Voters? Coastal inland, kids, consumers, retailers 
• Why constantly reiterating good citizen messagesÑ ignored 
• Motivation is key for the individual 
• Specific needs vs. greater good 

 
Group #3: 
Common ocean related message notes: 

• Personal action, taking responsibility, motivating others 
• Create value in what is there beyond human use 
• Creating compelling messages to reach broad range of personal interests 
• Ocean relevance to weather, sustainable resource and public health 
• Integration of public policy with the science=action 
• Effects of humans on ocean 
• Runoff, ocean conservation, personal actions to protect the ocean, public 

involvement, integrate science & education into public policy 
• Action based solutions 
• Remove plastics from the environment 
• Close Òthe donut holeÓ in SF 
• Regulatory enforcement 
• Ocean awareness 
• Increase marine access to native people 
• Conserving and protecting wildlife space 
• Increase outreach of environmental message 
• Personal commitment to environmental protection 
• Raising awareness of locations 
• Craft the message to the audience 
• Craft the media plan 
• Distill the message: we are part of Òthe systemÓ 



 
Group #4: 
Common ocean related message notes: 

• Why should I care? 
• New heroes create need 
• Everything leads to the ocean (climate/land/ocean) 
• Msg. should include action 
• Consumer choice 
• Everything comes from the ocean 
• Earth is 72% ocean: fish, transportation, products 
• Everybody ÒownsÓ the ocean 
• 2.6 cares land 
• 3 acres submerged land 
• Nearly 6 acres/person 
• Compare protection of ocean with land 
• 4% of land mass protected. No protected ocean ÒwildernessÓ 
• Preserve resources 
• Reasons: political, economic, spiritual 
• Coastal oceans: most productive, most prone to pollution 

 
 
Key messages by breakout group: 
 
Group #1: 
1) Healthy oceans are a CA way of life 
2) Interconnectedness of humans & oceans 
3) Code Blue 
 
Group #2: 
1) The oceans are changing; they are not what they used to be. 
2) It is important to you! (specified to each audience) 
3) What you can do locally, how can you help. 
    (SIMPLY, SIMPLY, SIMPLY!) 
 
Group #3: 
1) Oceans sustain us and all of life. 
2) Oceans are in trouble and we are in trouble with them. 
3) You must take action. 
 
Group #4: 
1) Protect life: protect our ocean 
2) The future of our ocean is in our hands 
3) Connected: ocean, atmosphere and land 
 
 
 
 
 



 
Breakout 2: Ideas for Media and Outreach  
Questions: 

• What media opportunities are out there? 
• What outreach tools are out there? 
• What has been a success for you? 
• What could be a success in communicating ocean issues? 

 
Group #1: 
Media Opportunities: 

• PSAÕs in theaters 
• Banners/planes 
• A theatrical method 
• T.V. programs 
• Printed shopping bags 
• Printed milk cartons 
• Celebrity endorsements 
• Create SPL events 
• Legislative events 
• Partnerships in k-12 
• Corporate partnerships 
• Scientific data to policymakers 
• Water quality reports on TV 
• Weather reports 
• ÒBeetle BoardsÓ 
• Internet communications 
• ÒShockÓ ads  
• Partnerships with food services 
• Branding 
• Events with impact to launch and sustain a campaign products 
• Civic/corporate partnerships 
• P.R. ÒBlitzÓ and advantage & celebrity spokesperson 
• Visual images 

 
Group #2: 
Tools: 

• To engage a reporter 
o Press releases/packaged stories 
o Environmental reporter  
o Email 
o Meetings at business (office) 
o Taking them the story 
o  Give them angles with exclusives 

• Advisory notices 
• Urgency: i.e., 10,000,000 lbs of trash 
• News is new 
• Calendar events-cycles 
• ÒMan bites dogÓ+ fake news creative/lying 



• ECO-emotional strings 
• Movie trailers/comic books 
• Celebrity endorsements 
• Market research  
• Billboards 
• Posters 
• Responsive/quick/before their KL 
• OP EdÕs 
• Follow trend! you are a part 
• Connecting with constituent groups and individuals 
• Imagery-stock footage/b-roll 
• Multi cultural (lingual) acceptance  
• Internal/accuracy up to date info 
• Using partnerships/expertise- pro-bono agencies 
• Google-free ad space  
• Best person for the job  
• Spokesperson  
• Unexpected source/credible 
• Campaigns that donÕt expire successful not on whole based on truth farce 

 
Successes: 

• DonÕt mess with Texas 
• In the unobvious section in the paper i.e.: sports, culture, cartoons- Nemo  

(political) or comics 
• Bio-degradable bags were not/scammed  

 
Group #3: 
Media Opportunities: 

• 3rd party endorsements 
• Use urgent event/issue 
• Capitalize on what is hot  
• Experts/ ambassadors/quotes 
• Periodic press releases 

o Reoccurring stories 
• Develop media tools  
• Develop relationships 
• ÒThe hookÓ species 
• Get into TV 
• Promote radio- easy, no photos 
• Internet 
• Partnership approach- look at whatÕs existing and how to tag on, have a 

shared approach, common themes, messages, modifying common 
themes to fit your organizations needs (keeping strength of actual 
message) 

• Seasonality regularity yearly release of same info 
o Branding that issue 
o Species based approach- gray whales, harbor seals AND current 

issue 



• Popular TV shows- the ÒOCÓ is filmed on the ocean 
• Cultivating experts to be good communicators 

o Some are students ÒambassadorsÓ working in communication 
 

• Positive story, vibrant Ð video footage, exploration of special places, my 
story, cool creatures typically unseen, press release, personal contact  

• Personal story of particular jr. ranger- capitalize on current issues 
(national) multiple opportunities relative to Iraq war, etc. 

• Crisis management is common theme 
• Mandated psaÕs 
• Props with environmental themes 

Get rid of coke/pepsi- replace with 
• Advantage- people love the ocean, not a product, corporation 
• Species based approach Òfor more information go to website, phone 

 
Successes: 
     GFNMS:  

• Periodic press releases via association (FMSA) 
• Shark press releases Òsexy speciesÓ 
• Harbor seal pups Òcute, fuzzyÓ 
• Event driven? Incident driven? Response to incident 
 
NPS: 
• Event opps with opportunity for media to get out in field with staff 
• Media tools, beta tapes, images, resources ability to respond next day 

(follow up) 
• Relationship building opportunity 

 
CINMS: 
• 3rd party endorsements 
• People not directly related to issue, agency speaking on behalf of issue 
• Famous people/celebrity spokesperson 
• Urgent event, activity 

 
Volunteer Group: 
• Urgent event, issue, IDÕd controversy created community meeting 

 
Grass roots group: 
• Unplanned natural events rescues, pup-births, conflict + cruelty 
• Capitalize on whatÕs not (ex: seabass issues)  
• Researchers used for reference, quotes, expert 
• Database of research experts, quotes 

 
 
 
 
 
 



 
Group #4: 
Media Opportunities: 

• Current events  
• Controversy 
• Spokespeople  
• Governor 
• Higher ed: magazines, newspapers, radio, TV 
• Organizational connections 
• Radio content 
• Text publishers looking for environmental experts 
• Religious/spiritual connection 

 
Tools: 

• Radio spots 
• Web 
• Movie screens  
• Letters to the editor 
• Hispanic/Asian media 
• Distance learning/partnerships with school districts 
• Textbook publishers 
• Teachers 
• State content standards 
• Campaign IDÕs  
• Sermons 

 
Successes: 

• Celebrity spokesperson 
• Humor 
• Events 
• Success stories 
• Repetition: ÒKeep knocking until they answerÓ 
• Face to Face 
• Tortuga! 
• Develop key contacts and network 
• Look for uncommon allies and partnerships 

 
 
 
 
 
 
 
 
 
 
 
 



Thanks to all of you for making the Ocean Communicators Workshop 2005 such 
a successful event. All 75 participants were invaluable in building a Southern 
California Ocean Communicators Alliance.   
 
You will find the notes and results from the workshop attached to this email along 
with contact information for all workshop participants.       
 
The next steps will include holding a steering committee meeting in the upcoming 
weeks to address moving forward in a coordinated effort.  For those of you who 
volunteered to be on the steering committee, please email Sarah Marquis or 
Columbine Culberg to confirm.  We will be in touch with everybody else after the 
steering committee meets and outlines the necessary steps for implementing 
your wonderful ideas.   
 
Thank you again for your participation and support of the new Southern 
California Ocean Communicators Alliance!!! 
 
 


