SouthEast Atlantic Coastal Ocean Observing System (SEACOOS) Extension Workshop, Raleigh, NC, September 29-30, 2004.

Extension Workshop Agenda

Day 1-Tuesday, September 28

4:00-7:00  Check in and registration

Day 2-Wednesday, September 29

7:30-8:30 Breakfast

8:30-8:45 Welcome, overview of agenda and workshop goals-Jack Thigpen, NC SG

8:45-9:15 Participant introductions

9:15-10:15 Program overviews


SEACOOS-Harvey Seim, UNC-Chapel Hill


SECOORA-Rick DeVoe, SC SG


IOOS Extension & Education-Blanche Meeson, OCEANUS


SEACOOS Extension & Education, Bob Bacon, SC SG

10:15-10:30 Break

10:30-12:00 Examples of extension efforts:  building relationships, facing challenges


 PORTS/COMPS-Cliff Merz, USF


 GOMOOS-Tom Shyka


 CAROCOOPS-Braxton Davis


 Cool Room-Josh Kohut

12:00-1:00 Lunch

1:00-1:15 Explanation of afternoon process-Chris Simoniello, Sea Grant

1:15-1:45 Small group breakout to create framework for discussion of the following:


1.  User Engagement (facilitator-Geno Olmi, SC CSC)


2.  Public Awareness (facilitator-Jack Thigpen, NC SG)


3.  Inreach (facilitator-Bob Bacon, SC SG)


4.  Information delivery and use (facilitator-Chris Simoniello, SG)

1:45-2:45 Groups 1 and 2 lead discussion (user engagement; public awareness)

2:45-3:00 Break

3:00-4:00 Groups 3 and 4 lead discussion (inreach; data delivery)

4:00-5:00 Return to original groups and summarize Best Practices (Identify success stories;  


best practice principles)

5:00-6:00 Free time

6:00 Dinner at hotel pool

Day 3-Thursday, September 30, 2004
7:30-8:30 Breakfast


8:30-12:00 SEACOOS Extension and Education working group meeting-all invited

8:30-12:00 SEACOOS DVD project interviews

Executive Summary:

SEACOOS’s Extension Workshop enabled regional participants from share extension experiences, sustain collaboration among organizations and begin to develop a regional outreach and extension strategy. To these ends, representatives from the Southeast Coastal Ocean Observations System (SEACOOS), The South Carolina Sea Grant Consortium, Oceans US Education, Coastal Ocean Monitoring and Prediction System (COMPS), South Carolina Sea Grant Extension Program, Gulf of Maine Ocean Observing System (GoMOOS), Carolinas Ocean Observation and Prediction System (Caro-COOPS) and Rutgers Coastal Ocean Observation Lab (Ru-COOL) highlighted their organization’s approach, successes and needs. Current outreach and extension projects were presented. Participants met in small groups to discuss user engagement, public awareness, in-reach, and information delivery and use. Participants made recommendations on how to best serve user needs through proper user identification, effective product development and delivery. Conclusions from the 2004 Extension Workshop included identifying several priorities for SEACOOS extension such as the identification and prioritization of user groups, the coordination of user engagement and expectations, the synchronization of research and extension, and the internal and external integration of communications.

SEACOOS is a collaborative university partnership that collects, manages, and disseminates integrated regional ocean observations and information products for the coasts of North Carolina, South Carolina, Georgia, and Florida. SEACOOS funding has been provided by the Office of Naval Research. IOOS will greatly improve the decision-making process for coastal managers, severe weather response teams, and all others in whose decisions coastal conditions are a factor; and as such the system will greatly improve the quality of life in the coastal zone. Over the last decade there has been an international effort to define how this should happen, called the Global Ocean Observing System (GOOS). It has identified a number of societal ‘themes’ that require improved information: 

· Marine operations (e.g. shipping, off shore operations like drilling and mining)

· Natural hazard mitigation (e.g. storm forecasting, surge prediction, tsunami warning)

· Climate change and its effects (e.g. inter-annual variability in water temperature, salinity, nutrients, storminess, plankton species and abundance, fish species and abundance)

· National security (e.g. toxin trajectories, detection of covert operations)

· Public health (e.g. unsafe biological activity, rip currents, harmful algal blooms)

· Assessing ecosystem health (e.g. changes in food web structure)

· Sustained use of marine resources (e.g. fish stock assessments)

The outreach and extension workgroup of SEACOOS is responsible for coordinating activities related to the interactions between non-scientific user groups within the region and with K-12 educational institutions.

DAY ONE, Wednesday, September 29, 2004 synopsis:

Moderator Jack Thigpen, North Carolina Sea Grant Extension Coordinator, North Carolina State University outlined the goals and objectives of the SEACOOS extension workshop: develop a regional extension strategy, coordinate efforts between parties, and provide resources for other developing OOS (Ocean Observing Systems) extension programs. 

PRESENTATION OVERVIEWS:

Presentation by Harvey Seim

SEACOOS Principle Investigator, UNC- CH Department of Marine Sciences

Power Point Presentation Appendix A #1

SEACOOS’s over-arching goal is to significantly increase the quantity and quality of environmental information from the coastal ocean of the southeast U.S. and to facilitate its use in a wide-range of societal, scientific and educational applications. 

Studying the southeast Atlantic region.

The region is tied together by an advective current and shares similar biogeography. For these and political reasons, it makes sense to treat the southeast region as a unit. SEACOOS’s special boundaries reach from the EEZ to the head of tide, thereby merging with estuaries. 

SEACOOS’s extension workgroup is a tough workgroup to belong to because of numerous challenges. They include identifying user groups, establishing relationships between public and private organizations and users, and assessing utility of information. Identifying and approaching super-user communities is a priority. SEACOOS can provide information on ocean circulation models to super users such as the Coast Guard Search and Rescue, oil spill cleanup, fisheries management, and also for educational purposes such as formal K-12 and COSEES. 

SEACOOS YEAR 3 GOALS:

1. Coastal ocean response to weather- improve response to coastal ocean weather observations and modeling in the evolving fields of water level, currents, (T S, winds, heat and ppt from the atmosphere). 

2. Surface waves- Provide pilot observation and increase definition effort of surface waves. 

3. Fisheries- Improve mainly physical fields for measurement and assessment of fisheries stocks. 

4. Biogeochemical indicators- Provide information on primary produces, existing satellite remote sensing capabilities, in-situ bio-optics measurement programs. 

5. GIS coastal database- Increase inventory and assembly efforts to support storm surge, surface wave, fisheries and bio-optics programs. 

Rick Devoe

South Carolina Sea Grant Consortium Board Member.

Power Point Presentation Appendix A #2.

The overarching goal of SECOORA (Southeast Coastal Ocean Observations Regional Association) is to develop a functional and cost-effective governance and operational mechanism to ensure that COOS (Coastal Ocean Observation Systems) activities in the southeast are:

1.
Well-coordinated: Stakeholder-driven and science based.

2. Linked to the national backbone: Sustainable for the foreseeable future

3. Represented through the NFRA (National Federation of Regional Associations. 

The conduit for money: South Carolina’s Sea Grant’s lead role in SECOORA is only temporary and it is necessary to identifying needs. A signed charter by the end of 2004 will crate the formal association. South Carolina Sea Grant will not maintain SECOORA once it is up and running. 

Blanche Meeson

Oceans US Education

Power Point Presentation Appendix A #3

IOOS: Integrated/ International Ocean Observation System. 

What is it? Who will use it?

There are seven national IOOS societal issues such as marine operations, homeland security, natural hazard mitigation, predictions of climate change, minimizing public health risks, etc. 

The core variables of IOOS are primarily physical. Examples include: S, T, air-sea heat flux, water and sea level, water depth, surface waves, currents, and sea ice. Core variables are also biological but are not as developed as physical variables including pathogens, 

Taking the phased implementation approach requires looking at IOOS that are operational, pre-operational, pilot demonstrations, and those that are developmental and research based. IOOS will be used in educational workshops and overlap with education and extension communities. Educators and communications professionals are shaping tomorrow’s ocean stewards and the Science and Technology workforce. 

There is a need to support education and communications and to create an educational network. Information translation and story development based on IOOS information needs to be scaled up. Rather than targeting individual groups, there should be a wider reach. This includes information technology and data sharing, tools and products. Educational support could provide a helpdesk for educators.

A further need is to strategic plan to train science and technology workforce and identify new money sources for assessment. Identifying product adoption decision makers and key influence brokers is important, while identifying the balance between costs and befits to clients. 

The four criteria political officials use when considering new investments include saving direct costs, saving time through utilizing the same staff who can do more, meet a legal mandate that can’t currently meet and finally consider whether the new service can be added without a cost increase.

Bob Bacon

South Carolina Sea Grant Extension Program.

Power Point Presentation Appendix A #4

Extension is two-way communication between users and scientists. Communication the Sea Grant way creates public awareness. Examples include public newsletters and magazine articles. Sea Grant Extension workgroups such as COSEES, do not approach users in a “what we can do for you” way. Rather, approaching people who are ready to receive information such as scientists and super-users. The appropriate approach is to work together to create a product useful to the user and more broadly, to their industry. Sandy’s work characterizes user groups and is the basic tenets of the SEACOOS implementation plan. 

Developing web contents serves scientists, outreach, and educators who are working together on PICs (Product Interface Committees). IOOS education workshops can establish a national focus and develop user-friendly products in a way that provides content for a variety of users. 

The strategy for second year includes participation from regional users including HAZMAT and CGSAR. There is a need to work together to develop a pilot product through joint interaction and co-developing informational products for super-users. Sub-regional principle investigator interaction is important. 

SECOORA, through exploratory discussions, has identified business to develop pilot programs. The results include public awareness information such as posters, bookmarks and the exhibit on the Explorer of the Seas cruise ship. The K-12 challenge is getting IOOS information into formal education, aquariums and museums. Addressing the transformation from SEACOOS to SECOORA starts with extension and education merging. 

Cliff Merz

Program Manager for COMPS, Coastal Ocean Monitoring and Prediction System.

Power Point Presentation Appendix A #5.

Identifying customer needs are not an extension of normal operations but they are an integral function of a successful observing system.  

PORTS: Physical Oceanographic Real-Time Systems. 

COMPS/ PORTS arose from an identified social need. In 1980, the Sunshine Skyway Bridge Collision that left 35 people dead and a significant amount of damage. It was apparent that the traditional tide table was not enough because it did not provide specifics for the area. Recommendations for real-time measurements were made that enriched now-cast /forecast capacity, which is critical for safe navigation. 

PORTS currently has six stations of varying equipment instrumentation within Tampa Bay. Tampa bay is approximately 20 ft deep and about 40 ft deep in the channel. It is a narrow channel and has no place to turn around. Once a ship enters the channel it is committed. Tampa Bay PORTS is the only non-NOAA run PORTS in the country. 

Tom Shyka

GoMOOS Program Specialist 

Power Point Presentation Appendix A #6.

The structure of Gulf of Maine Ocean Observing System (GoMOOS) is derived from assessing user needs, involving users in product development and other outreach activities that meet user needs. GoMOOS is a result of the coastal zone management program. It is organized as an incorporated nonprofit entity, membership organization that is governed by a board of directors. GoMOOS is guided by users and serves a wide region including Maine, Rhode Island, and New Brunswick, Canada. 

GoMOOS engages users in product development by:

1) Discovery process. 

Asking what information is used? How people use the information? When do they use the information? And what technologies do they use?

2) Interactive product design and test cycle. 

Testing product with users, even a single test, is better than not testing because it builds the relationship and instills ownership. 

GoMOOS Lessons Learned:

GoMOOS experience concludes that large-scale surveys of user needs are not helpful for product development. One on one and focus group interactions with users resulted in better in-depth user requirements. For example, users express requirements such as real-time access to weather and ocean conditions in meaningful formats like knots not m/sec. They desired the interactive ability to compare data from different buoys. Another important consideration is that statistics show high website activity at certain times such as 5:00am for fishermen. Users also want access to data away from their computers therefore GoMOOS places data on NOAA radio, has a dial-a-buoy and the dial-a-buoy card. TV and radio forecasters use GoMOOS data by working with NDBC who utilize the dial-a-buoy system. The dial-a-buoy system includes laminated cards with instructions on how to dial in for mariners. 

GoMOOS outreach activities include conferences such as weather conferences, trade shows such as fishing shows and meetings. Outreach also includes user workgroups and focus groups, and interviews. Also formal written communications such as press releases, articles, interviews, marketing materials such as brochures and posters are valuable.

GoMOOS meets users needs in several ways. For example integrating data for fisheries managers through shrimp mapping tools; providing water quality data for coastal managers through utilizing near shore buoys; and providing professional development opportunities for teachers through educator institute co-sponsored with a program at University of New Hampshire.  

What’s next for GoMOOS as it prioritizes in the face of overwhelming opportunity? GoMOOS will work with other user groups such as educators, search and rescue, emergency management officials as well as regional vice presidents. GoMOOS is developing a regional associating to bring in expertise from Sea Grant, New England Centers for Ocean Science Education Excellence (COSSEE) and others. To find out more information and use GoMOOS data, check http://weather.marinetoday.com
Braxton Davis

Caro-COOPS Outreach Coordinator, University of South Carolina.

Power Point Presentation Appendix A #7.

The outreach strategy for Carolinas Ocean Observation and Prediction System, Caro-COOPS, includes identifying users, defining users’ information needs, developing and testing products, and assessing the utility of products and changing user needs.

In 2004, Caro-COOPS worked with fishermen and mariners, the National Weather Service, the Carolina Marine Advisory Committee (CMAC) and formed partnerships with South Carolina Department of Natural Resources (SCDNR) and South Atlantic Fisheries Management Council (SAFMC). Partnerships aim to integrate Caro-COOPS data with GIS-based web applications and decision-support tools.

Fishers: Caro-COOPS has identified that fishermen want reliable, consistent data on ocean conditions, data on fish distribution and movement. Delaying outreach to general mariners is not ideal. However, it is more important than delivering data, it is essential to provide the information promised. 

Emergency Managers- Coastal and Estuarine Modeling and Environmental Protection System developed by Len Pietrafasa at NCSU is an interactive storm surge and flooding model for the Carolinas. The system is developing linkages with real-time Caro-COOPS observations. 

Storm Surge Modeling: Caro-COOPS pilot study examines the delivery of useful, operational products that are reliable over the long term. Operational ‘drills’ with the SC Emergency Management Department tests Caro-COOS ability to provide information at key decision making times. 

The lessons learned by Caro-COOPS include in-reach operational ability and enhanced decision-making capacity through evaluating the real value of user products and coordination success with similar initiates. 

The future direction of Caro-COOPS includes coordination with regional organizations and enhancing the role outreach in terms of data aggregation. Caro-COOPS’s stakeholder advisory committee including experts in the field will identify new products and user needs. 

Josh Kohut

Rutgers Coastal Ocean Observation Lab (COOLRoom).

Power Point Presentation Appendix A #8. 

COOLRoom websites are designed to get information in two clicks or less and are evaluated by email correspondence and an online survey. Mid-Atlantic COSEE conducted a need assessment to help understand the scientists’ involvement in and needs regarding public education and outreach. Users include National Weather Service for CODAR data and rip current forecasts and oil tanker groundings. The COOLRoom was praised for offering local knowledge. It is not just web data; the COOLRoom is a voice on the other end of the phone. 

BREAKOUT SESSION:

Group 1: USER ENGAGEMENT.  

Major Issues:

1. How do you identify users? 

2. What do users want or need? (What questions should be asked? What do you have to offer? What methods are considered timely and flexible?) How much do users actually use?

3. How do you help users determine what they want/need? What’s an efficient framework? 

a. Need to understand their business and what makes them successful? 

b. What are the barriers for them to be successful? Only then can you help them determine what they need. Do your homework: understand user’s business to know what you are able to offer.

4. Coordinate User Engagement: Communication is the focal point (RA responsibility to do this). 

a. Basic information al needs to be consistent.

b. Visual image of how things are linked. Build a foundation and manage relationship. 

5. Need to establish trust and reliability (proof of concept).

a. Example: Wind product (Caro-COOPS). Do not promise more than can be delivered.

6. Identify and inventory existing and potential users (RA partnership).

a. Have a record of who users are and who is contacting whom. 

b. Coordinate efforts and have consistent metrics such as guestbook or mailing list on website. 

Group 2: PUBLIC AWARENESSS.

Major Issues:

1. What is our mission? Common mission and message?

2. What are the key messages for public awareness? The ocean is important. It goes back to societal goals. 

3. Comparisons to atmospheric community.

4. What are the target audiences? (See Group 1)

a. More than the general public but specific groups. 

i. High visibility to raise awareness

ii. Market segmentation: raise general awareness by targeting specific groups through “catchy data.” 

iii. Resources will determine how many markets can be hit. 

5. What is the generic “Name Brand?”

a. Get the public familiar with one acronym

i. Joe Doppler Six Pack –consistency. 

ii. Public involved in name choice.

6. Usefulness Factor: WIFM (What’s In it For Me?)

a. Make message relevant to audience.

b. “Pulse of the Planet”. Can we latch on to some of these to gain exposure? Develop relations with news stations and the media through press releases. 

7. Appropriate technologies for message delivery.

a. Media

b. Society of environmental journalists meeting

c. Invite media on research cruises

d. Sea Grant communications

e. PSA’s 

f. Different technologies for different audiences

i.    Sometimes web format is not appropriate

g. Kiosk interactive

h. Time specific press releases

Group 3: IN-REACH.

Major Issues:

1. Overcoming the knowledge gap.

a. Subject Matter: What is oceanography? What is extension?

2. Group size and physical proximity are factors. 

a. Must overcome distances and lack of interaction. 

b. Internal training sessions on technology and science.

c. Hire extension people with science background.

d. One-on-one interactions.

e. Co-locate extension and researchers, teamwork.

f. More money for extension. 

g. Use defined technology test-bed for momentum and leverage for other test beds. 

h. Geophysical professional conferences such as OOS strands to meet other players. 

3. Invite internal SEACOOS extension people to teacher workshops. 

4. Communications:

a. Geographic spread: Multiple institutions.

b. Internal communication mechanisms.

i. Lack of common language.

ii. Project software or paper and pencil to keep track of interactions. 

iii. Intranet or password protected website (expensive),

1.   Tom Shyka says GoMOOS uses WIKI.

2.    Rutgers has weekly, monthly meetings to keep people updated and discuss short-term plans. 

5. Resource allocation: Dividing the money.

a. Time-devotion of staff-time to different projects

b. How to be effective with part-time resources

c. Full-time positions require money.

d. Single year budges make it tough to have continuity in programs. 

6. Issues of building relationships:

a. Building trust

b. Overcoming negative past history

c. PI’s perception of the value of outreach. 

7. How are various disciplines conducted?

a. GoMOOS: Survey in Penobscot bay identified need in the Gulf of Maine 

for a sustained project. It was 5 years in concept and included 3 years in terms of buoy data. The organizational structure from PI’s to outreach coordination is not there yet but is developing and coordinating with other groups. How can the capabilities of Sea Grant and other agencies be leveraged to coordinate with full time, established outreach and extension programs? The regional organization serves the entire region with a staff in one place but PI’s are scattered. 

b. COOLRoom Funding: Some from NERR’s program but there was a big jump in funding for outreach when the website was developed. Feedback from emails demonstrated the need for public information. This launched outreach efforts and dedicated staff. 70% of the website hits are from the public such as beach users, boaters and surfers. It’s is tough to keep the website running and a lot of time is spent writing proposals. Most of the focus is placed on K-12 educators. 

c. 2 Clicks to get what you want on COOLRoom Website: SEACOOS is much more than 2 clicks. There’s a need to simplify website for the general public and a possible solution could be to create a science sit and a separate outreach and extension site. 

8. Managing Expectations:

a. Over-promising by extension (PI issue)

b. Synchronize what we’re saying with the pace of research and the pace of development (time scales).

c. Extension coordinating with researchers and products.

d. Use of stakeholder advisory committee and multiple focus groups

e. Balance science community needs with what the public wants

f. Risk not doing what you want to do. 

Group 4: Information Delivery and Use.

Major Issues:

1. Possible grassroots delivery methods:

a. Dial-a-buoy cards to tackle shops, fishing shows and tournaments, museums and aquaria with directions on how to acquire information.

b. Web accessible phone (WAP)

c. Laminated posters on how to access data at fish check pints, marinas, piers, public beaches, etc.

d. Fish cam and slough cam to trace sediments.

e. USF remote sensing exhibit at the pier provides daily real-time satellite data, kiosk, and fishcam under pier

2. Multi-lingual and language options. 

3. Web/IT: better data delivery. 

a.  Accessibility: Some users can’t access computers all the time and need alternatives such as dial-a-buoy.

b. External Integration: Tapping into existing community resources such as newspapers in education to run local and national articles.

i. Make personal contacts with editors and writers for kids papers, magazines, training writers and journalists.

1. For example: Lean Marina Programs: 2000 marinas in Florida which haven’t tapped into best management practices (BMP). Inspection verification and adhere to environmental issues. 

2. Boating magazines, trade press and trade organizations may be interested in similar and relevant topics. 

3. NOAA weather radio spot. 

c. Internal Integration: Organizing data flow within organization. 

d. Identify user appropriate information and delivery level: 

DAY TWO, Thursday, September 30, 2004 synopsis:

SEACOOS Extension and Education Workgroup: Planning and Coordination Meeting. 

PROJECTS PRESENTED:

1. Explorer of the Seas on CNN- Liz Williams

A unique partnership between the University of Miami Rosenstiel School of Marine & Atmospheric Science and Royal Caribbean Cruise Lines is providing a year-round, constantly cruising lab for climate and oceanography research. More info: 

http://www.rsmas.miami.edu/rccl/
http://www.oco.noaa.gov/docs/news_explorer_seas.html
2. Lookout Shoals Buoy- Morehead City, NC- Jack Thigpen

-Popular fishing spot has high interest from recreational fisheries. 

-Make sure that information is useful and delivered in a useful way. Such as: Internet, NOAA weather radio, and dial-a-buoy. 

-Make contact with boaters so that they know what it is and don’t valdalize. 

-Locate buoys where people need information. 

3. Jennette’s Pier: Nags Head, NC- Mike Muglia and Sara Mirabilio.

-NC Aquarium Society owns the Pier and they have mad it into a state fishing museum and aquarium based education pier. The Jennette’s Pier Partnership includes Webcam and meteorological package (anemometer, humidity, temperature, HF/IR later) installed Surfchex and local surf shop. 

-Blanch suggests that have adult education and engage the community to maintain data and help raise funds to add to instrumentation. 

-CODAR data is archived in house and are doing comparisons of ADCP in CODAR footprint. There is some difficulty keeping CODAR data consistent. IOOS wants CODAR data better coordinate and it needs to be synthesized into cohesive data set. Eric at Scripps is in charge of the steering committee for Surface Current Mapping Initiative. There is a national collaborative effort to improve CODAR data. 

-Cliff: It is time consuming and difficult to obtain permits to deploy beach-based equipment and gauges. 

4. Economic Impacts Study: 

SEACOOS regional assessment completed and available online at seacoos.org

      5. 
Poster Series and Web Support -Lundie Spence

- Poster Series is able to target educators, teachers and students while getting them to the SEACOOS website under the Community and Classroom section. Sea Grant Distributes posters and the NOAA office of education and sustainable development will distribute them for free outside the SE region. 

5. Pier Aquarium- Dave Palandro

-Information displayed on two walls contains image of Florida taken from space. The aim is to teach people about satellites and how they impact their lives.

-Suggestion to install a kiosk. Cost less than $1000 and can present SEACOOS information. Other costs include: CPU, touch screen, 22”flat Screen and print up s of images (COT donating cost/labor to create kiosk). 

-Will also have a link to real-time USF IMARS website.

-Blanche- lessons learned by putting kiosks in museums are that they must be very hardy. There are maintenance issues because kids will challenge the system. Software includes: Kiosk in a Box, and Flash. 

6. DVD Project: Jason Talley, Blue Bear Productions.

Showcases SEACOOS researchers, educators, program employees, etc. 15-20 minute documentary infomercial of SEACOOS then clip of each workgroup and 12 – 5minute commercials of each partner institution. PI’s are the first points of contact and filming will be prioritized based on what they wan to show and time constraints. Filming will try to get instrumentation deployments and fieldwork. 

Extension Projects Framework:

1. User interactions

a. Regional PI-user interactions

b. Sub-regional with sub-system extension focus

c. PI- industry interactions

2. Public awareness

3. K-12

4. Transition to SECORRA

5. Internal SEACOOS program development

BREAKOUT SESSION: 

SEACOOS Outreach Workshop:  

Raleigh, September 28-30, 2004

During this session, group members will:

1. Create the framework of key topics for the 30 min large group discussion they will lead.

2. Topics should reflect the core of the State of Ocean Observing Extension report that we want to create

1. User Engagement (facilitator Geno Olmi, SC Coastal Services Center)

a. How do you identify users

b. How do you engage users once they have been identified

c. What forums should we use to reach new audiences  

d. What level of approach is most productive (e.g. where do you start building relationships-at the top? with the people directly in need of information? With union/group representatives?)

2. Public Awareness (facilitator Jack Thigpen, NC Sea Grant)

a. How do we inform the public of the services we have to offer

b. How do we demonstrate utility of information to the public

c. How do we demonstrate that the information is relevant to people’s lives

d. What forums should we use to gain public exposure

3. Inreach (facilitator Bob Bacon, SC Sea Grant)

a. Identify ways to establish relationships between OOS scientists and extension personnel

b. Identify current barriers to communication and interactions between the two groups

c. Identify solutions to improve understanding and communication between the two groups

d. Bob-other ideas?

4. Information Delivery and Use (facilitator Chris Simoniello, Sea Grant)

a. Identify forums currently being used to deliver information-identify pros and cons of these methods

b. Identify new forums we should consider to circulate information

c. How should information be packaged to target different users

d. How do we communicate how to access the data-what we are currently doing and what do we need to do/not do 

Small groups will generate their own examples/thoughts in the contextual framework we provide.  During two sessions facilitators will present the findings from their respective topical discussions.  The larger group will be able to ask clarification questions and add additional points.  This will allow the entire group to contribute to each section.

Groups 1 and 2 lead discussion (user engagement; public awareness)

Groups 3 and 4 lead discussion (inreach; data delivery)

Return to original groups and summarize Best Practices (Identify success stories; best practice principles)  Facilitators will make sure results of large group discussions are accurately portrayed in small group summary.  Facilitators should also generate a list of members for their group.     

Group 1: USER ENGAGEMENT.

(Facilitated by Geno Olmi)

1. What do users want?

2. How to identify users?

3. Need to know the capabilities and inform users.

4. Product for evaluation- the Users may need to react to a product or prototype.

5. Need to establish trust, reliability and proof of concept.

6. Define priority user groups.

7. New and experienced user groups.

8. Coordinate user engagement.

9. Build it and they will come. Self-engagement of users.

10. Identify already engaged users.

11. Inventory of engaged and potential user groups.

12. Identify, and then focus effort to engage specific groups.

13. Sustained communications. 

Priority Issues:

1. How to identify users and prioritize groups?

Do you prioritize based on what you have or where you want to be? How do you figure economic impacts into decisions? Can you prioritize based on what the user brings as a partner? How ready or receptive are they to technology? How about political factors? Is science a user?

2. What do users want or need? (Need to ask the question what want and what need?) What do you have to offer? Timeliness and flexibility are important. How much do you need or what and how much will user ACTUALLY use? It is important to do homework to understand user’s business and know what you have to offer. How do you find the right person to engage in communication? 

3. Coordinate user engagement: Communication focal points. RA role will eventually help coordinate efforts. Basic consistent message. Relationship management. 

4. Need to establish trust and reliability: proof of concept.

SEACOOS wind product, GoMOOS site, Caro-COOPs are good examples of lessons learned and growing pains. Becoming operational cannot and should not promise too much too soon.  It is essential to test products with user partnerships and manage expectations.

5. Identify and inventory existing and potential users: RA partnership; Coordinating and consistent metrics, and self select identification opportunities such as website sign-in and mailing lists.

Group 2: PUBLIC AWARENESS.

(Facilitated by Jack Thigpen)

In order of priority by group.

1. What is our mission?

2. What are the key messages?

3. What are your target audiences?

4. What is the generic “name brand” for the source of information?

5. Usefulness factor: “WIIFM” “what’s in it for me?”

6. How can best leverage our partners’ extension capabilities?

7. What are the appropriate technologies for message delivery?

8. Creating an identity

9. Match comprehension with delivery tools

10. Present a front-end identity without usurping sub-regional efforts.

11. How do we advertise?

12. Insure positive response to an awareness campaign.

Priority Issues:

1. What is our mission? There needs to be a common mission and message that is meaningful in context.

2. What are the key messages? Identify who can answer this question. The ocean is important and our mission goes back to societal goals. Comparisons to atmospheric community because people can relate to the utility and applications. 

3. What are the target audiences? (See group 1 for users). Public awareness is more than the general public. Resources determine markets. 

4. What is the generic “name brand”? Are there too many acronyms and organizations? Is it possible to have a generic name? Can the public be involved in creating a name and logo?

5. Usefulness Factor: WIIFM- must be relevant to audiences.

6. What are the appropriate technologies for message delivery? Utilize strategic public engagement modes to link all together. For example, NASA/Park Service/Museum. Media mechanisms are already available as well as professional organizations. Potential to invite media onto boats such as the Explorer of the Sea piece featured on CNN. There are different technologies for different audiences such as kiosk interaction and timing event driven opportunities. 

Group 3: IN-REACH.

(Facilitated by Bob Bacon)

2 Way Exchange: PI with Extension and Extension with PI.

1. Past history-perception of extension and Sea Grant was initially unfavorable.

2. Knowledge gap- must overcome what is extension and what is OOS data used for?

3. Mutual trust.

4. Limitations of resources and allocation issues.

5. Geography: how to stay in touch and establish good working relationships. 

6. Communications:

a. Supporting internal communications mechanisms

b. Developing a common language

7. Managing expectations: Pressure to over-promise or push research products beyond science. 

8. Time scales: Synchronize pace with extension and research. 

Priority Issues:

1. Overcoming the knowledge gap. What is ocean observing? What is extension? Various disciples are conducted simultaneously. There is a lack of shared language and terminology. Suggestion to invite SEACOOS people to teacher workshops and extension should attend scientific conferences. SEACOOS group size and physical proximity are factors that must be overcome. Internal trainings sessions should be held on technology and science. It is important to hire extension personnel who have science backgrounds. One-on-one interactions ought to be promoted as well as co-locating extension and researchers so they may interact. More money is needed for extension in order to develop outreach and extension projects. Pilot projects will also demonstrate teamwork. 

2. Communications: Because of geographical spread, multiple institutions and different internal communication mechanisms there is a lack of a common language and a debate about project software vs. paper/pencil documentation. Options include intranet, password protected websites, which can be expensive. GoMOOS has experienced success using a WIKI website in order to find out what projects and events are being planned. Another option is to make the working group smaller. 

3. Resource allocation: Issue of dividing money between time-devotion of staff time to different projects; dedicated staff vs. part-time. There are problems with 1-year budges in that it is difficult to fund long-term positions. Regional and sub-regional groups cooperate to hire four full-time outreach staff.

4. Issues of building relationships: There is key emphasis on establishing and maintaining trust and overcoming negative past history. The perception of outreach on the part of the PI is valuable. It is important to take the time to build personal relationships and work one-on-one with researchers to carry out extension.  

5. Managing expectation: Synchronizing the pace of research with the pace of extension is important so that time scales are clear. Extension should coordinate with researchers and understand products. The use of stakeholder advisory committees and multiple focus groups could pose a risk of doing what they want you to do. For example, they may want a buoy moved to their favorite fishing hole. 

Group 4: INFORMATION DELIVERY AND USE.

(Facilitated by Chris Simoniello)

1. Grassroots delivery methods- scientists in community and established audiences.

2. Web based- but not always sufficient. It has its limitations.

3. Identify who users are and the delivery of information should be specific. 

4. Environmental awareness at early level- informed and responsible citizens. 

5. Adult magazines, articles and newspapers.

6. Don’t re-invent- work jointly with mainstream magazines and newspapers. 

7. Local focus- make information relevant to people’s lives and community. 

8. How people use existing local distribution methods to spread the word:

a. Initial: Categorize information

b. Match information with user needs

c. Identify technical level of users

9. Have brand identity on different levels of information. COOLRoom for example.

10. Understand how information is being used.

11. Timing of delivery of information. For example, high number of website hits prior to hurricane and at 5:00am prior to fishermen heading out.

12. Resource shortages- people and funding to keep data flowing and evolving to meet user needs. 

13. Internal communication- how to keep data flowing and communicate with product developers. 

Priority Issues:

1. Grassroots delivery: For example the dial-a-buoy card by NOAA in tackle shops, fishing and tournaments, aquariums, museums, and in environmental organizations. Web-accessible phone (WAP)- print cards with instructions on how to use. COOLRoom CODAR maintenance van highly visible in community. Laminated signs posted at public access sits, marinas, etc. Informal education centers such as Jennette’s Pier, Folly Beach Fishing Pier. Another example includes on-site signage such as COSEE SEPORTS. Need to coordinate grassroots efforts and focus on training people who are already doing public education. 

2. Web and IT: Information technology is more than a website and not everyone is web-savvy. Fishermen must have non-web and web based information. Maintenance of website can be expensive.

3. External integration: Tapping into existing community resources such as newspapers. Could establish an ocean observation “speakers bureau”, weekly newspaper articles and advertisements, as well as kids columns. Make personal contacts with editors and writers for kids papers, magazines, training writers, and journalists. Use boating clubs as contacts. For example, Clean Marinas are distributors of information. So are trade press and trade organizations, power squadron, the Coast Guard Auxiliary and the NOAA weather radio.

4. Internal integration: Organize data flow within SEACOOS, both information inflow and outflow.

5. Identify users: Secure appropriate information and delivery level. Offer different web pages for different users. For example, provide subscription services for super-users and other groups. Other routes of delivery could include doing a NPR radio spot (star, date), user-defined data access and information on beach closures. 

SUMMARY & IMPLICATIONS:

APPENDIX A

POWER POINT PRESENTATIONS:

1.Harvey Seim, Southeast Atlantic Coastal Ocean Observation System (SEACOOS)

2. Rick Devoe, South Carolina Sea Grant Consortium Board


4. Blanch Meeson, Oceans US Education

5. Bob Bacon, South Carolina Sea Grant Extension Program

6. Cliff Merz, Coastal Ocean Monitoring and Prediction System (COMPS)

7. Tom Shyka, Gulf of Maine Ocean Observing System (GoMOOS)

8. Braxton Davis, Carolinas Ocean Observation and Prediction System (Caro-COOPS)

9. Josh Kohut, Rutgers Coastal Ocean Observation Lab (RuCOOL)
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