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How to make the invisible, visible 

What makes 
 Ocean communication 

 special & unique 



Based upon 

Bronnen waaruit geput 

“OCEAN EDGE” directory of best practices 
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GOAL = Co-creation & change  
(‘to make something change as a result of people working together’) 

Citizen Science w
w

w
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1. Know your Audience 
(‘CLIENT principle) 

“The more related to the sea, the better the knowledge”  
 

(Belgium, 1250 senior people/students; Hoeberigs 2005) 

Sea Knowledge test results vs relationship with the sea 
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2. Understand Environment your public 
is part of (‘COLLECTIVE principle’) 



3. Realise that your audience has Choices 
(‘COMPETITIVE principle’) 



4. Go for a POSITIVE CHANGE! 
JELLY-FISH SALAD 
(‘Future Sea-food?’) 

 Overfishing, a boring topic for discussion?  
Try jelly-fish! Successful at several events including EurOcean 2010… 



5. … and be well-PREPARED 
(also in terms of budget, feasibility, etc.) 
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(‘Plastic M
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6. Be Creative (‘CREATIVE principle’) 



 … but don’t complicate things  
(e.g. ‘Shrimp peeling’ activity in rest-homes) 

6. Be creative (‘CREATIVE principle’) 



EU Ideas Bank  
‘Think Big, Think Ocean’ 

(67 entries)  

Winning IDs = basis for 
SIPP-consultations 

(7 winners)  

SIPP-events 
(7 ‘events’)  

SIPP-consultations 
(7 countries)  

7. Be ACTIVE & CO-CREATIVE  



8. Make use of AQUARIA/SCIENCE CENTERS 
as ambassadors 



9. Use the power of VISUALS 



10. Don’t forget the other SENSES 



11. Involve science/scientists  
(and train them in outreach) (EVIDENCE-base) 

FP7-CLAMER survey 



12. Evaluate/measure impact 



Tracking Herring Gull 
(INBO/VLIZ/LifeWatch) 

13. Use value-adding TECHNOLOGY  
14. A good STORY always works! 



1st Belgian Championship “Meeuwen schreeuwen”  
(De Panne 18 februari 2018) 

15. As HUMOR does 





THE END? 
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