
COASTAL COMMUNICATORS
A newslet ter for the nation’s coastal  management and research reserve prog rams.

In This Issue
Communication Insights
Branding: The What, Why, and How    

Communication Product   
of the Month  

Portland District U.S. Army Corps  
of Engineers’ 2023 Cat Calendar     

From Us to You
Outreach Tool Spotlight –  

Estuaries: Nature’s Water Filters 

Upcoming Social Media Campaigns

Lucky Number 50!

Fast Facts  – Research Reserves

Writing well means 

never having to say,  

“I guess you had  

to be there.” 

– Jef Mallett
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Communication Insights

Branding: The What, Why, and How
You hear it all over the place: “The Pepsi brand,” “that’s not good for 

their brand,” “they’re so good at branding themselves.” But what does 

branding actually mean, and how can our organizations put it to use 

for the coasts?

The formal definition: making a product or service stand out as unique 

and different from the competition. But branding also encompasses 

the full experience the audience gets when coming into contact with a 

business. It’s much more than just colors and logos. Branding is about 

defining and consistently communicating an organization’s identity. 

While it might seem simple, it can be quite complicated. But here are 

the key thoughts (according to us . . . well, me). 

Define your energy 

If you have a one- or two-sentence description of your organization’s 

goals and the outcomes you are striving for, that’s half of the branding 

equation. The other half concerns how your organization accomplishes 

these tasks. Is it a studious, research-oriented organization? Is it 

filled with people who see coastal conservation as a passion? Is your 

organization more regulatory in nature? An integral part of the 

community? Defining your prevailing personality, or energy, is an 

important part of the brand.

Here’s a personal example. I have a friend, Megan, who is a ball of 

energy. That doesn’t mean there aren’t other important aspects of her 

personality, but when you think of Megan, for most people, the first 

thought is almost always “energy.” What do people think of when they 

think of your organization? What do you see as your organizational 

essence? Integrate this essence into your web page, outreach products, 

speeches, logos, staff, organization’s story, and more. This, in my 

opinion, is the most important part of the brand. Everything else 

(logos, colors, images, priorities) is done to strengthen the brand and 

the audience’s perception of the organization. 
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Less is more 

When talking about branding, an old adage 

comes to mind: “Keep it simple, stupid.” In 

other words, focus, focus, focus. Use a clear 

design and concise communication. It’s so 

tempting to try to fit everything you ever 

wanted anyone to know into everything you do, 

but that makes it harder for people to define 

and remember your brand. Steal inspiration 

from successful brands—Nike’s swoosh and 

“Just do it” slogan, the Nature Conservancy’s 

globe of leaves, Apple’s “Think different” 

mantra. All very simple, and all very successful.

Speak to your ideal user 

We do this when preparing an outreach 

campaign. Trying to cater to every possible 

audience usually results in messaging that goes 

in a million different directions. Choose your 

target audience—the main group of folks you 

want to reach—and think only of them when 

you’re planning your brand. This approach 

doesn’t mean you’ll turn off those secondary 

audiences. Quite the contrary. The stronger the 

focus, the stronger the brand for all audiences. 

Build over multiple mediums 

Organizations tend to spend too much time 

mulling over a logo. Sometimes a commitment 

to a typeface and specific color is all that is 

needed. And don’t forget to consider how your 

logo will look on a website, on letterhead, with a 

background, without a background, in black and 

white . . . you get the picture. Again, the simpler 

and more streamlined the logo, the better. 

So get out there and build your brand! As always, 

reach out with questions, and please consider 

sharing your branding tips and tricks. 

Caitlyn McCrary 

Senior Communications Specialist

Lynker on contract with

NOAA’s Office for Coastal Management

Caitlyn.McCrary@noaa.gov
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Communication Product of the Month
Featured products: Portland District of the U.S. 

Army Corps of Engineers’ 2023 cat calendar

Source: U.S. Army Corps of Engineers’ digital 

library: usace.contentdm.oclc.org/digital/collection/
p16021coll11/id/5869/rec/1

Submitted by: Pamela Jacobs, Lynker for  

NOAA’s Office for Coastal Management

What it is: A 12-month calendar featuring images 

of cats photoshopped onto various pieces of Pacific 

Northwest infrastructure. February, for instance, 

shows three cats playing with a dangling crane. It’s  

as great as it sounds.

Why I like it: What’s not to like?! It’s the Year of the 

Cat in the Vietnamese lunar calendar, and the internet 

has officially deemed cats cool, but for this cat lover, 

they have been and always will be worth celebrating. 

Knowing that there are a lot of people like me out 

there, the Portland Army Corps of Engineers seized 

the opportunity and released this—in my opinion—

adorable product, and suddenly, dams and cranes 

are as cool as cats. If you can make engineering and 

infrastructure interesting to the public, and to the 

national media, I think you’re doing something right. 

(Please note: this is not an endorsement of the designers, 
websites, or any proprietary tools, but simply this writer’s 
opinion on a good communication product.)�����������	
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From Us to You

Outreach Tool Spotlight –  
Estuaries: Nature’s Water Filters 
It’s the most wonderful time of year—for those of us 
who love estuaries, anyway. And while spreading the 
estuary love might be easy, communicating the reasons 
estuaries are so important, in a quick and easy way, 
can be a challenge. Let this short and sweet video do 
the talking for you, and leave the more complicated 
communicating to Cupid this month. Find it here: 
coast.noaa.gov/elearning/estuaries.

Upcoming Social Media Campaigns
Follow us on Twitter, Facebook, and Instagram, and 
tag along with these themes:

• All month: Estuary Love

• February 6 to 10: Washington State

• February 13 to 17: Oregon

• February 20 to 24: California

• February 27 to March 3: Texas 

Lucky Number 50! 
This is our 50th issue of Coastal Communicators, 
and we’re pretty excited (and grateful) to have 
made it this far. Like so many communication 
products, what began as a “what if ” idea based on a 
“what’s needed” conversation became one our most 
fun and rewarding ventures. And again, like so 
many communication products, at times we’ve had 
to get creative, and pivot. We’ve profiled people and 
products, and we’ve adjusted our articles based on 
requests, priorities, and COVID. Sound familiar? 
We figured we’d take this as far as it would 
naturally go, and 50 issues later, it’s still going. So 
we’d like to thank you for reading, commenting, 
and encouraging, and ask that if you have any 
ideas or requests, you feel free to share them with 
us. And if you’d like to look back on any of the 
previous 49 issues, you can find them all here: 
coast.noaa.gov/gallery/newsletter.html.

This is one of the many graphics 
and facts available for your use in 
presentations and handouts. Grab 
this one at coast.noaa.gov/states/
fast-facts/research-reserves.html. If 
you have an idea for a new group of 
fast facts or illustrations, please let 
us know.

Fast Facts – Research Reserves 

Coastal Communicators is published by the NOAA Office for Coastal Management.
To subscribe to this newsletter, visit coast.noaa.gov/contactform.

Send questions or suggestions to coastal.info@noaa.gov. 
View past issues at coast.noaa.gov/gallery/newsletter.html.

Editor: Pamela Jacobs | Communications Director: Donna McCaskill | Graphic Designer: Daniella Fishburne
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Improving communication sk i l l s ,  one newsle t te r at a t ime .
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