Subj: 2017 ANNUAL REPORT OF THE COAST GUARD NATIONAL RETIREE COUNCIL


CG Retiree Services Program (CG-13)

Communications Strategy
Ref:
(a) CG Retiree Services Program, COMDTINST 1800.5H
(b) CG Internal Communications Audit Report (CG-092)

(c) CGNRC 2016 Annual Report

(d) CGNRC 2017 Annual Meeting and Report
1. GENERAL.  CG Retiree Services Program Communications Strategy is developed using the Association for the Measurement and Evaluation of Communication, Integrated Evaluation Framework
.  The framework supports effective development, implementation, measurement, evaluation, and management of outcomes-based communications – as depicted below:
	IDENTIFY OBJECTIVES

	ORGANIZATIONAL
	COMMUNICATIONS

	CG Retiree Services Program and CGNRC missions. 
	Communications objectives aligned with 
CG Retiree Services Program themes/goals.



	IDENTIFY TARGET AUDIENCE
	DEVELOP STRATEGY

	PRIMARY CUSTOMERS
	STAKEHOLDERS
	

	*CG military members transitioning to retirement

*CG Retiree Community
	*CG Active Duty Members

*External Affinity Groups (e.g. DoD, VA, VSOs)
	Communications strategy aligned with objectives, target audience, and available resources.  See Tables 1 - 3.



	IMPLEMENT COMMUNICATIONS ACTIVITIES

	Examples of Communications Activities:
*CG-13 E-Mail to Transitioning Members

*CG-13 Retiree Newsletter

*CG Retiree Services Program Website

*CG Retiree/Active Duty Events. 




	MEASURE / EVALUATE

	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	Examples:
# of e-mails to members transitioning to retirement

# of retiree newsletters

# of NRHD Help Tickets
# of messages/blogs
# of website hits
# of retiree/CG events  
	Messages/information target audience took away…
*Welcome Aboard,  transition  assistance for new retirees *Information on changing programs, services, and policy
*Opportunities to Stay Connected with the CG
	Effect on target audience, including their behavior…
*Feedback from members in transition and retirees
*NRHD customer satisfaction

*Continued Service to CG
*Participation in retiree and CG events (e.g. CG Day)
	Organizational impact… 
*Are retirees receiving needed communications and information services?
*Is there a mutually beneficial relationship between the CG and its retiree community? 


2. ORGANIZATIONAL OBJECTIVES.  In accordance with reference (a), the Director of Reserve and Military Personnel (CG-13) has responsibility as the CG Retiree Services Program Director and Commandant’s Executive Agent for the CG National Retiree Council (CGNRC) to ensure effective execution of the following organizational missions:  

a. CG Retiree Services Program: Provide, support, and strengthen Coast Guard military retiree communications, information services, and other retiree services.  Support the life-long connection and mutually beneficial relationship between the Coast Guard and its military retiree community, the long blue line.
b. CGNRC Organization: Sustain open and positive lines of communication between the Commandant and the entire Coast Guard military retiree community through its network of Regional Retiree Councils and external partners (i.e. DoD).
3. COMMUNICATIONS OBJECTIVES. Communications are at the heart of the program’s mission and should provide clear, measurable, and demonstrable value to the Coast Guard its military retiree community.  The major communications objectives described below are aligned with the program’s four guiding strategic themes/goals:

a. Welcome “transitioning” CG military members and their families to the retiree community by promoting awareness of and mutually beneficial affiliation with the CG Retiree Services Program.

b. Support the CG military retiree community through timely, positive, two-way communications and information services concerning, but not limited to:

(1) Military retiree pay, benefits, records, IDs, post-retirement employment, legal issues, medical/dental/pharmacy services, medical/dental/life insurance, care-giving, safety, security, travel, uniforms, MWR, affinity groups, reunions, veterans affairs, DoD activities, recall to active duty, emergency services, and casualty & decedent affairs. 
(2) Changing programs, services, and policy of interest to the retiree community.
c. Encourage CG military retirees to continue in volunteer service and make life-long contributions to the CG.

d. Encourage the CG military retiree community to stay connected with the CG, including participation in regular CG active duty/retiree activities (e.g. CG Day, RRC events).
4. TARGET AUDIENCE. 

a. CG Military Members Transitioning to Retirement. (Primary Customers)
(1) CG Active Duty (Regular Retirement).  
(2) CG Reserve (RET-2 – Under age 60, awaiting pay; RET-1 – Receiving pay).
(3) CG Permanent Disability Retired List (PDRL).
(4) CG PHS Officers (PHS Retirement).
b. CG Military Retiree Community. (Primary Customers)
(1) CG Retirees.

(2) CG Retiree Annuitants and Survivors.
(3) CG Retiree Caregivers
(4) CGNRC and Regional Retiree Councils (RRCs).
c. CG Active Duty Community. (Stakeholders)
(5) General CG Active Duty Community.

(6) CG Leadership (e.g. CG-13, CG-1, DCMS, MCPOCG, CCG).
(7) CG Bases, TRACENs, and other units that support RRC activities.

(8) CG Transition Assistance Program/Transition Relocation Managers.
(9) CG Affinity Groups (e.g. CGOA, CWOA, CPOA, CG Spouses Associations).

d. External Organizations/Affinity Groups. (Stakeholders)
(1) DoD (HQ Program Managers, National Retiree Councils, RSOs/RAOs).

(2) U.S. Veterans Affairs, State Veterans Affairs
(3) Affinity Groups (e.g. FRA, MOAA, VSOs).

5. COMMUNICATIONS STRATEGY. 

a. Needs Analysis.

(1) CG Internal Communications Audit Report, reference (b), stated that “seven themes emerged from the organizational culture and communications analysis” (all of which are generally attributable to the retiree community) – as listed below:
(a) Members believe they are not always made aware of important events and changes within or otherwise affecting the Coast Guard.

(b) Members view seeking out, our “pulling” the information they need as primarily their own responsibility.  This viewpoint is attributable to sense of personal responsibility, but also uncertainty over whether they can trust that the information they need will be “pushed” to them in a timely and accurate manner.
(c) Members report relying heavily on informal networks for important information.
(d) All audiences express a strong preference for a greater amount of face-to-face communications.
(e) Feelings of isolation and marginalization are common and members would like to see more communication that is tailored to their specific needs and roles, as opposed to those of active duty members.
(f) Members believe that their families have few avenues through which to receive the information they need from the CG.  Furthermore, non-active duty members perceive the support available for their families to be more limited than that which is available to active duty members’ families.
(g) Members feel a greater degree of frustration with CG information technology (IT) systems and platforms.

(2) CGNRC. 

(a) The CGNRC identified strategic communications as a top priority in their 2016 Annual Report, reference (c), with the following recommendation: 

Develop a Strategic Communications Plan to address needed communications, including multi-channel communications infrastructure to inform CG leaders, members, and the CG retiree community, as required by the CG Retiree Services Program, CI 1800.5 series.  This should include, but is not limited to, the CG Retiree Services Guide (Tri-Fold), The Retiree Newsletter, retiree services program website, regional retiree council websites/newsletters, and social media (e.g. Facebook, Twitter, Linked-In).

(b) The CGNRC addressed strategic communications as a top priority during their annual meeting in April 2017, reference (d), and will provide recommendations in their 2017 Annual Report – including a menu of integrated communications.  The CGNRC suggested the following approach to developing a communications plan:

· Inventory retiree communications products (passed, current, local, national, etc.) and determine who owns them, required resources, and likelihood of continuing to produce.

· Assess the effectiveness of the products.  Determine who is receiving them and assess if they are meeting the needs of retirees.  What are the gaps in distribution and the information provided.

· Make recommendations on which products will be supported and created.  It should be those products that reach the targeted audience and provides needed content. Obtain needed resources/support to effectively implement strategic communications.

(3) CG Communications Framework.  CAPT Howard Wright (CG‑092) facilitated discussions on strategic communications during the CGNRC meeting in April 2017. See Tables 1 and 2 (STAR Model and “Choosing the Right Transfer Vehicle).
b. Menu of Strategic Communications.  A Menu of Strategic Communications, aligned with the framework and needs analysis described above, is provided in Table 3.  
6. STATUS OF COMMUNICATIONS ACTIVITIES. 
a. The Retiree Newsletter (USCG-NOAA-PHS).  Quarterly publication of the CG Pay & Personnel Center (PPC), distributed for more than 35 years to the CG, NOAA, and PHS retiree community.  In March 2017, the GPO newsletter printing contractor advised PPC that they would not be exercising the next option year because it was no longer profitable.  The CO of PPC notified readership in the April 2017 edition about the loss of the printing contractor and that a July 2017 edition would not be published.  Because of the significant value of the information provided in the Retiree Newsletter, CG-13 will now publish a newsletter to communicate this critical information.
b. CG-13 Newsletter.  On 17 July 2017, CG-1 approved PPC and CG-13 recommendations to transfer responsibility for The Retiree Newsletter to CG-13.  CG-13 plans to publish the first edition of the quarterly newsletter in October 2017, with mailing subject to securing a GPO printing contract.        
c. CG Retiree Services Program Website.  The website provides timely information and links for the Retiree Services Program.  
d. Retiree Services Program Tri-Fold, PPTs, and similar informal products.  These products will be used in a variety of forums to communicate and educate stakeholders about the CG Retiree Services Program. 
e. Instructions, Guides, SOPs and Frameworks.  These more formal products will be prepared and updated as needed to help structure the Retiree Services Program and provide specific direction to members and Coast Guard activities.
Table 1 – STAR Model
	“STAR” ITEM
	CG RETIREE SERVICES ORGANIZATION 

	
	CG Retiree Services

Program Mgr (CG-13)
	CG National Retiree Council (CGNRC)
	CG Regional Retiree Councils (RRCs)
	CG Pay & Personnel Center (PPC-RAS)

	Spark – Tools and activities used to draw attention to an issue, or “SPARK” interest.
	*CG All Hands Blogs
*Phone/E-Mail
*Facebook Posts
*CG Transition Assistance Seminars
	*CGNRC Annual Reports to CCG
*Phone/E-Mail
	*Phone/E-Mail
*Facebook Posts

	*Phone/E-Mail
*CG PPC Notices

	Transfer
 - Efforts and tools that provide in-depth information on a topic or issue.  

See “Choosing the Right Transfer Vehicle,” Table 2.
	*The Retiree Newsletter
*Phone/E-Mail

	*Phone/E-Mail

	*Newsletters
*Phone/E-Mail

	*CG PPC Notices
*Phone/E-Mail


	Adapt – Employ listening mechanisms and incorporate feedback into messaging.
	*Input from CGNRC and RRCs
*Input from NRHD

*Phone/E-mail

	*Input from RRCs
*Input from NRHD
*Phone/E-Mail
	*Face-to Face meetings and events
*Phone/E-Mail
*Facebook Posts
	*PPC Help Desk
*Phone/E-Mail

	Reference – Site to send audience to for detailed information and feedback.
	*Centralized website
	
	*Websites
	*Centralized website


Table 2
Choosing the Right “Transfer” Vehicle

	TABLE 3 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS

(AND OWNER)
	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	PRIMARY CUSTOMERS:
CG MILITARY RETIREE COMMUNITY

- Retirees

- Annuitants

- Survivors

- Caregivers
	PLANNED (10/2017)

CG-13 Retiree Newsletter
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	RSP Website
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


	TABLE 2 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS

(AND OWNER)
	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	PRIMARY CUSTOMERS:
CG MILITARY RETIREE COMMUNITY

- Retirees

- Annuitants

- Survivors

- Caregivers
	Coast Guard Connection 

Quarterly newsletter for CG retired senior leaders.
Owner: CG-092
POC: Ms. Lou Didominicus 

	Provides “a focused sampling of current events and service initiatives.”
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	CG Retired Flag Officer e-mail distribution.

Owner: CG-00

POC: John Hecker
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


	TABLE 2 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS

(AND OWNER)
	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	PRIMARY CUSTOMERS:
CG MILITARY RETIREE COMMUNITY

- Retirees

- Annuitants

- Survivors

- Caregivers
	Shared website links with affinity groups (e.g. CGOA, CWOA, and CPOA).
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	CG RESERVIST Magazine
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


	TABLE 2 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS

(AND OWNER)


	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	PRIMARY CUSTOMERS:
CG MILITARY MEMBERS TRANSITIONING TO RETIREMENT

- CG Active Duty

- CG Reserve

- CG PDRL

- CG PHS
	RSP Website
	
	Required:
Available: 

	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	PLANNED (01/2018)

E-mail from RSP Director/Manager & CGNRC Co-Chairs to military members with retirement orders. 

Owner: CG-13
	- Congratulations & welcome to retiree community.

- Link to RSP Pamphlet, with information, tools, and resources of interest to members preparing to retire.
	Required:
1 FTE (RSP Mgr)

Available: 
1 FTE (RSP Mgr)
	Initial e-mail and monthly to newly listed members on PSC Separation Reports.
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


	TABLE 2 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS
(AND OWNER)
	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	PRIMARY CUSTOMERS:
CG MILITARY MEMBERS TRANSITIONING TO RETIREMENT

- CG Active Duty

- CG Reserve

- CG PDRL

- CG PHS
	PLANNED (01/2018)

RSP Pamphlet 
(Tri-Fold).

Owner: CG-13
	Information, tools, and resources of interest to members preparing to retire.
	Required: .1 FTE (RSP Mgr)

Available: 1 FTE (RSP Mgr)
	- Include link to RSP Pamphlet in RSP e-mails to military members with retirement orders.

- Place link to RSP Pamphlet on CG TAP website and provide to TRMs for distribution at transition GPS.
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	PLANNED (01/2018)

RRC communication to military members planning to retire within RRC’s AOR.
Owner: CG-13 and RRCs.
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


	TABLE 2 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS

(AND OWNER)
	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	PRIMARY CUSTOMERS:
CG MILITARY MEMBERS TRANSITIONING TO RETIREMENT

- CG Active Duty

- CG Reserve

- CG PDRL

- CG PHS
	PLANNED (01/2018)
RSP NEWSFEEDS to 

CG-092 NEWSFEED distribution list for military members with retirement orders.

Owner: CG-092 and CG-13.
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


	TABLE 2 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS

(AND OWNER)
	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	STAKEHOLDERS:

EXTERNAL ORGANIZATIONS AND AFFINITY GROUPS

	DoD National Retiree Council Meetings
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	Affinity Group magazines, newsletters, websites, and events.

 (e.g. FRA, MOAA)
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


	TABLE 2 – MENU OF STRATEGIC COMMUNICATIONS

	TARGET AUDIENCE
	COMMUNICATIONS

(AND OWNER)
	CONTENT
	RESOURCES

(Required, Available)
	OUTPUTS
	OUT-TAKES
	OUTCOMES
	IMPACT

	
	
	
	
	
	Messages/info target audience took away…
	Effect on target audience, including their behavior…
	Organizational Impact

	STAKEHOLDERS:

EXTERNAL ORGANIZATIONS AND AFFINITY GROUPS

	
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:

	
	
	
	Required: 

Available: 
	
	Intended: 

Actual:
	Intended: 
Actual:
	Intended: 
Actual:


REALIGN STRATEGY & ACTIVITIES AS NEEDED
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� � HYPERLINK "https://amecorg.com/amecframework/" �https://amecorg.com/amecframework/�                                                                                                   Enclosure (4)





� Transfer: These activities/tools should match how the target audience best receives information. Choose the right “Transfer” vehicle, based on the concept that the more complex/contentious an issue, the closer the sender should be to the receiver.  Face to face communication is best for highly complex or difficult topics.  Leverage networks.
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