Title
DOI Outreach Strategy and Marketing Plan

Scope of Work
· Revisit vision, mission, goals to be sure partners, agencies, and leadership understand these fundamentals in light of the expansion of both LCCs and CSCs beyond their original framing in their originating bureaus. 
· Take advantage of early FWS and USGS and on-the-ground work, not supplant it. 
· And each LCC and CSC will be different (different resources, partners etc.)
· There must be a balance between top-down, too-early definition versus free-agency at the local level.
· Address “climate” versus “natural resource management” focus, and how to incorporate other DOI endpoints, which have not been represented to date. 
· “Sustainable landscapes” may be a framing concept; potential need for supporting, integrating, and communicating about major land and resource management balancing issues. 
· Must address the long term process for partners’ involvement (steering committee membership, roles, and responsibilities). This must accommodate great diversity of partners and different landscape-level contexts (different issues, different organizational involvement). 
· Joint venture governance model is useful
· MUST be done at high level with all federal agencies. Existing DOI documents are DOI-centric and address these issues at a very high level. Need to broaden and deepen. 
· BUT framing MUST be done with partners

· Interagency, fed/nonfed, staff / mid-level working group to be tasked, with DOI leadership Energy and Climate Council oversight. Needs both HQ and field representation. 
· Define audiences
· Address mission goals, etc. 

(once message is defined)

· Engage serious marketing and communications planning and resources 
· Professionals that can help with shaping the materials and messages) 
· Lots of LCC-level action but must be provided with better information re message, mission etc
· National and regional level are gaps. 
· Utilize agency and other resources to get messages out (e.g.)
· Congressional relations
· Intergovernmental affairs




Timeframe

· URGENT. ASAP. YESTERDAY (esp. regarding message clarification and amplification)
· Consider making at least some progress on this before making any other major announcements about the initiative
· Partnership conversations must not be rushed
· PHASING: Leadership clarity first, then existing partners next, then other partners 


Cost

· Mostly staff time and resources
· Some costs for travel, production/printing, support for partner engagement (tribes, states, NGOs)
· Estimated at ~$200,000, but 
