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Management History 

 MAFMC has successfully rebuilt most Mid-Atlantic 
stocks 

 

 Challenging rebuilding process 
– Stakeholder disengagement 

 

 At a pivotal point in our management history 
– Need to reflect on our past and set goals for the future 



Moving Forward 

 Council needs a plan for the future 

– Which aspects of management are effective and which are 
ineffective? 

– How can we improve stakeholder engagement? 

– How will we gauge success in the future? 

– What are our goals beyond rebuilding stocks and preventing 
overfishing? 

 

 Now that most Mid-Atlantic stocks are rebuilt, Council has 
some flexibility to explore management alternatives 
 

 



Don’t assume that the 
Council knows what 
you want! 



Phase 1: Visioning 

 

 Objective: Develop a comprehensive, stakeholder-
informed vision for the Council’s managed fisheries 
that will be used to refine the Council’s 
management programs 

 



Phase 2: Strategic Planning 

 

 Objective: Develop a strategic plan with 
stakeholder input and use the strategic plan to 
achieve the Vision developed in Phase 1 

 



Data Gathering I 

 Online Surveys (general and species specific) 

– September 2011 - January 2012 

– Open to anyone interested in Mid-Atlantic fisheries 

– Goal: At least 1,000 responses with representation from all 
stakeholder groups 













 



 The survey is open through 

January 31, 2012 
 Need 500+ more responses 

 Aiming for better geographic 
distribution 

 Species-specific surveys (only take 5 
minutes!) 



Data Gathering II 

 Small group meetings 
– Roundtable discussions with small groups of 

stakeholders 

– Separate meetings for different interest groups 
(commercial, recreational, ENGO, research/academia) 

– Goal: Foster in-depth discussion of challenges, 
opportunities, and goals for the Mid-Atlantic 



Communication 

 Success of Visioning depends on communication with 
stakeholders 

 Methods 

– Public outreach at major coastal events (Sea Grant Coast 
Days, Harbor Day, Working Waterfront Festival) 

– Personal Outreach Campaign by council staff 

– Permit holder letters 

– Improved media coverage 

– Outreach to organizations (fishing clubs, fishing associations, 
ENGOs) 



Next Steps 

 March 2012: Data summary and analysis 

 

 April – June 2012: Draft vision and goals based on 
stakeholder input 

 

 June – October 2012: Draft strategic plan 

 

 



How can YOU get involved? 

 Take the survey! 

 Tell your friends, peers, colleagues, 
clubs, and organizations about the 
survey 

 Let me know if your organization 
would like to host a small group 
meeting 



Questions? 


