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	EuroGOOS Executive Board Meeting 29 January 2019
 


Agenda Item 9: Strengthening current member involvement

Meeting Document 9.1: Proposal for member showcase and promotion opportunities
Rationale and background 
EuroGOOS has a growing membership and the recent member benefits survey 2018, showed that the association tends to keep members for a long time. The EuroGOOS communications have been a strategic area underpinning the EuroGOOS 2020 strategy and have been successfully unrolled since 2015 through dedicated communication management. The communications strategy addresses external and internal communication flows (see figure 1 below).
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Figure 1: EuroGOOS communication flows

The ‘Meet the Member’ campaign described in this document aims at addressing the internal communication flow, and specifically to put forward the EuroGOOS members as the key and active providers of the oceanographic information and services in Europe.

The ‘Meet the Member’ campaign builds on a similar membership campaign by the ICOS distributed research infrastructure, which was successfully implemented and showed benefit in increasing the ICOS members’ and the network’s visibility. The ICOS campaign has been profiled at the 2018 GEO Plenary and AGU and continues to travel around improving the ICOS’ visibility through professional and attractive visual communication and exhibition stands.

Brief description of the ICOS campaign ‘ICOScapes’

In 2018, the ICOS communications office set out a campaign for the communications manager and a professional video maker/photographer to meet a selection of the ICOS members, shoot videos, take photographs of their infrastructures (CO2 measurements), and conduct interviews with lead scientists or managers.

The results can be seen on:

· Instagram: https://www.instagram.com/icosri/) – includes professional photos of the infrastructures set in their environment;

· YouTube: https://www.youtube.com/playlist?list=PLlneEQxdEffUyb85iLcknO8F_5QDDjMUL – includes interviews with lead scientists or managers in the area where the infrastructure is located, and explaining the societal and innovation relevance of the outputs;
· Exhibition stands, profiling materials and PPTs use the photography and the success stories of the campaign.
The photographer engaged on the project was Konsta Punkka (based in Finland). 
The rough cost: € 3,000 per country including the photographer’s work, travel and subsistence. ICOS shot the campaign with 12 members, bringing the total costs of ‘ICOScapes’ to approx. €36,000, excluding the ICOS staff time.
Impact assessment of this campaign includes testimonials from the ICOS stakeholders and visitors of the ICOS stands, the ICOS members and the representatives of the head office. These testimonials show the campaign was very well received and has been broadly used in the ICOS communications since. 
EuroGOOS ‘Meet the Member’ campaign’ proposal 

Why ‘Meet the Member’ campaign?

Outreach to policymakers is often a gap in oceanographic networks. This goes hand in hand with outreach to general public. Visual communication has proven effective to reach out to both general public, policymakers, as well as funders - i.e. audiences who are important for ocean observing sustainability but who aren’t equipped with enough knowledge and understanding of the challenges of oceanographic data collection and service provision. 

Since 2015, EuroGOOS has been showcased in dozens of exhibitions (among most high-profile ones, 2017 Our Ocean Conference, 2016 GEO Plenary, 2016 IOC Marine Spatial Planning Conference, yearly European Maritime Day Conferences, COP21). These experiences show that visualization is key to reach out to high-level audiences who are important communication targets for EuroGOOS but who aren’t specialized enough in oceanography or don’t understand what it consists of and why the challenges, e.g. sustainability or coordination, are so complex and require constant input from funders and programmers. EuroGOOS stands have been visited by Commissioner Vella, Prince Albert of Monaco, Directors General for Research and for Maritime Affairs, industry heads and maritime cluster managers, etc., but more impact could have been achieved through visualization. Those types of audiences respond better to clear storytelling rather than complex text-based outputs. Text information (even presented in a concise way) is received with more impact when it follows a clear and attractive visual presentation. 
In addition to the abovementioned benefits of external communication, the proposed campaign will increase the members’ own feeling of worth and importance, showcasing them among the peer organizations and other networks, and put forward the benefits of the EuroGOOS membership. Finally, the engagement with members in the preparation of the campaign will have spin-off effects of better knowledge of the member organizations and personal links with the individuals in them (spanning not only the EuroGOOS delegates, but also the communications mangers, technical experts, and other departments). 

Messages and expected impacts

For a publicity campaign that is proposed here, the key is the ‘Messages’ and the ‘Impacts’. ‘Meet the Member’ will transmit the following messages via visual communications and interviews:

· Oceanography is a fascinating and complex science and technology area; demonstrations of technologies and processes will trigger the viewer’s feeling of excitement and appreciation;

· Oceanographic information and services are achieved through a long chain (value chain): from ocean observing to data processing and modelling to services;

· European leadership in oceanography is a sum of the individual national efforts, upscaled through pan-European cooperation, e.g. via EuroGOOS, which in turn helps setting up effective interfaces with policy and users;
· Oceanography is big science, but it requires human expertise in each step of the way; human capacity needs and challenges will be demonstrated.

Expected impacts of the campaign include:
· Better outreach to policy and decision-makers (member benefits survey 2018 showed this as an office priority);

· Expanding visuals and videos portfolio of EuroGOOS, free to use by the office but also by the members themselves;

· Demonstrate the value of EuroGOOS to the peer networks in Europe as well as help attract new members.

Promotion opportunities in 2019
2019 can offer important promotion opportunities for ‘Meet the Member’ campaign, among others:

· EurOCEAN conference on ocean science and technology, organized by the European Marine Board at the IOC-UNESCO in Paris, June 2019;

· OceanObs ’19, EuroGOOS is supporting the communications and sponsors committee, in addition to scientific involvement, September 2019;

· Our Ocean Conference in Norway, October 2019.

Costs projection

The work can be organized jointly with some members to reduce costs and some existing materials might be re-purposed for the campaign. Video interviews can in some cases be shot and edited on an iPhone. It is not expected to spend € 3,000 per member, however, an exact estimate still needs to be calculated. 

EuroGOOS staff involvement for the project management and execution is estimated at 20% FTE for a period of 6 months, so approx. €9,000 in salary costs.
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