
Funded by the European Union, through its Horizon Europe Program, Grant No. 101056957

(PREP4BLUE). Views and opinions expressed are however those of the author(s) only and

do not necessarily reflect those of the European Union or of the granting authority, the

European Climate, Infrastructure and Environment Executive Agency (CINEA). Neither the

European Union nor the granting authority can be held responsible for them.

WP2 Creating a Visionary Narrative, Communication & Spaces

Wendy Namisnik and Jan-Stefan Fritz, KDM



@PREP4BLUE            prep4blue.eu

@OurMissionOcean    MissionOceanWaters.eu

Strategic Objectives

To develop guidelines for a strong, innovative, & attractive communication & dissemination strategy for the Mission that will contribute to stakeholder & citizen 

engagement.

• SO2.1: Develop a strong Mission Narrative as a means of realizing a transformative & systemic portfolio approach to support the Mission & its activities.

• SO2.2: Prepare an overarching Mission Communication Strategy as the basis for Mission contributors to understand the larger effort they are part of & make 

the Mission’s relevance intuitively clear to European citizens, regardless of age, education, ethnicity, gender or background.

• SO2.3: Support preparation of the Mission Implementation Platform & its Forum by designing & piloting innovative physical & virtual Mission Spaces for the 

Mission community & general population.

Goals

• Create inspiring & accessible platforms for communicating the Mission.

• Increase stakeholder & citizen awareness about, & engagement with, the Mission.

• Promote the Lighthouses & their contributions (show the successes, highlight the impacts, encourage mobilization, & convey the principles/values of why 

we’re doing this).

• Advocate for and assist with consistency in messaging/branding across Mission partners.

• Provide helpful tools, information, & support in Mission communication activities. 

Expected Outcomes

• There is increased access to Mission information & therefore an actual increase in understanding of, and engagement with, the Mission. 

• Prep4Blue partners, other CSAs, & Mission-related initiatives have & use the proper branding/messaging tools for instant recognizability and Mission 

cohesion. 

• Stories that champion the Mission are published and circulated outside “echo chambers” for broader public appreciation, understanding, and engagement. 

• Mission contributors & partners understand the larger effort they are part of & can more efficiently collaborate as well as articulate their work across 

audiences.

WP2 Strategic Objectives, Goals & 
Expected Outcomes
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M20-25
Jan-Mid 2024
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Task 2.1.
Narrative

Task 2.2.
Communication 

Strategy

Task 2.3.1
Social Media 

Campaign

Task 2.3.2
Virtual Space

Task 2.3.3
Physical Space

WP2 Timeline 2024-25

D2.5 Final SWOT analysis of WP product 
implementation. KDM (M36)

Continuation or implementation phase

Virtual Space operational phase

Physical Space implementation phase – multiple events

D2.4 Interim SWOT analysis of WP product 
implementation (M24)

Final work on 
missionoceanwaters.eu
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WP2 Main Results Achieved

WP2 actively supported Mission communication work beyond the planned scope of Prep4Blue. 

Concrete results:

1. Narrative Guide (D2.1) 

2. Communication Strategy (D2.2) 

3. Communications Collaborative WG established for all communications partners

4. Missionoceanwaters.eu Immersive Web Experience 

5. Seven (7) social media channels and campaigns focused on Lighthouse and EU events. 

A targeted Youth Campaign, including a cohort of young mobile journalists, Apr 1-11, 2024

6. Trello Board hosting information, tools, resources, links, etc. provided by CSAs/partners/EC 

7. Prep4Blue Communication Toolkit is a PDF of the Trello Board. Emailed by MIP to Charter 

endorsers/new projects.

8. Digital Academy exclusive to project partners and Charter signatories to learn more about 

utilising social and other media to further promote the MO and their roles within it.

https://teams.microsoft.com/_#/FileBrowserTabApp/General?threadId=19:G99L7f3V9pSKyB0YSNrnuSN6n7F-utU3CaLdil2Nj1k1@thread.tacv2&ctx=channel
https://trello.com/c/qcAyfDss
https://docs.google.com/document/d/1TU-o99gU_xxk1ALE4ggmn1z-ne4eGjjf_fOvhU-y-eI/edit
https://missionoceanwaters.eu/
https://trello.com/c/yDIyzPfV
https://bit.ly/MissionOceanSocialMediadigital
https://trello.com/c/Adz09TaT
https://missionoceanwaters.eu/
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WP2 Interactions with Projects/Stakeholders

1. Ongoing information and resource sharing role, incl. with Lighthouse CSAs, many new projects, MIP, 

and EC. Concrete activities include: 

• communicating all aspects of the Mission via social media/the web 

• helping to promote other CSA/partner/EC communications 

• working with the EC to obtain/distribute communication materials and help ensure brand compliance

• supporting the CSAs/projects with newly requested materials

• ensuring access to various resources 

• promoting and covering events, calls, etc.

• providing a direct platform from the EC to the partners

• engaging with the MIP to avoid overlap and ensure collaboration

2. Monthly Communications Collaborative meeting with >50 participants from CSAs, projects, MIP, and 

EC. Some meetings very diverse with >70 partners. 

3. KDM is regularly called on by EC to participate in many more meetings/events than originally planned 

with the aim of communicating the Mission Ocean and Waters on a much larger scale. 

SUMMARY: Prep4Blue has contributed to making the Mission more visible to a broader audience and 

establish many working relationships and networks via social media and personal interactions. 
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WP2 Challenges

• Several shifts of focus were needed

WP2 committed to delivering an overarching Mission Communication 

Strategy (D2.2). Since EC had already created the branding when 

PREP4BLUE started, WP2 shifted focus to ensuring collaboration related to 

material use.

• Strict and yet unclear rules governing EU-funded projects and EC 

interactions

The working relationship with EC Communication teams was challenging esp. 

concerning common branding/communications and social media. 

Communications Collaborative WG has helped.

• Overlapping MIP and Prep4Blue Tasks

This necessitated establishing an ongoing working relationship to ensure 

collaboration. Communications Collaborative WG was adapted to 

accommodate and may lead to further changes related to social media and 

information sharing in 2024/25.
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WP2 Challenges Continued

• Multiple overlapping and complementary web-based services and sites

Some elements originally envisioned in Prep4Blue (e.g. auditoriums, cinema, 

exhibition hall, social media wall, and information booth) became unnecessary. 

The missionoceanwaters.eu site changed focus in 2023 to emphasize the 

contributors to the Mission telling their stories and to providing more engaging 

content not captured elsewhere to better engage the public. 

• Rules on social media channels for EC and EC-funded projects

Given EC rules on social media channels for projects and the time-limited 

nature of CSAs, there is a danger that Prep4Blue sites could be lost if there 

isn’t a long-term plan. The sustainability of these sites will be a WP2 priority in 

2024/25.

• Limited impact of CSA projects 

Planning large, wide-spread events and reaching the public on an actual 

impact-yielding, behavioral change level is unrealistic at the small project level. 
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Communications Collaborative

• +70 participants at last meeting

• All agendas to date are available via this QR code.  
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Trello Board

• The Trello Board hosts a variety of guidelines, examples, images, lists, Mission-
branded templates and more to help Mission partners enhance their storytelling, 
grow their digital media engagement. and to reach new audiences.
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Social Media

Social media followers: nearly 10k, via the following channels: 

• LinkedIn: 5,105

• Facebook: 1,260

• Instagram: 1,059

• X: 2,032 (2,316 posts made)

• YouTube: 24 subscribers

• Pinterest: 2

• Tiktok: 14

• Total: 9496
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Storytelling
Contributions to implementing the Mission
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Trends since the site is on Mission Portal
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Events for ECOPs 

2024 → +100 programme contributions incl. about EU-Mission and over 400 

participants

2025 → hybrid event in Nice from 9-10 June 2025
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Support to major art exhibition in 
conjunction with Venice Biennale

• Artists are currently in residence, working on subjects directly related to implementing

Mission Ocean – ecological restoration, pollution reduction and sustainable economy. 

• Events will start towards the end of 2025. 
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Coming Stats for final report

• The Communications 
Collaborative group was 
invited to complete a survey on 
the communications tools and 
resources we created to better
assess their usefullness.

• A final statistical report on 
social media is being prepared
by the Digital Training Institute. 

• The results of both
will be available soon in our
final SWOT analysis.
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Final Thoughts – Accomplishments, 
Challenges & Recommendations

1. A: WP2 objectives and outcomes contribute to Mission Ocean by building bridges within and outside Mission community. 

C: However, that community is often an echo chamber of partners with limited access to the public. 

R: Communication and media attempts at reaching the public should be more concentrated and collaborative and facilitated through a 

common core team.

2. A: WP2 has facilitated extensive networking through in-person and virtual meetings and events. The most successful has been the 

Communications Collaborative which includes reps from projects, EC and Agencies, as well as others. 

C: The challenge is to ensure that projects know, engage, and invest the time to utilize MIP and Mission tools effectively. 

R: MIP already informs all partners about the group, but attendance could be mandatory and mandate expanded to play a larger role in 

facilitating coherent social media, website content, etc.

3. A: Social media has connected many partners and engaged a wider public. 

C: These platforms are continuing to grow but the current political climate makes assessing which platforms to use difficult. 

R: In future MO projects could be mandated to use one common platform, e.g. LinkedIn. A centralized social media team to collect and 

distribute information via that main platform would better ensure information reaches relevant stakeholders.

4. A: The Web Experience offers a storytelling perspective on the Mission, which complements EC site and MIP Service Portal. 

C: However, there are many dozens of websites at central and project levels all adding levels of intransparency. 

R: MO should have one website with everything for everyone. Project should simply provide content to that main site so stakeholders and 

public could easily access everything. Too many “one-stop-shops” have been created, resulting in no one-stop-shop existing.

5. A: Collaboration with the MIP as a nexus of communication has been successful throughout this project. 

C: However, the complexity of EU processes continues to be a challenge

R: The MIP should continue to be a central player facilitating communications and community building.

6. A: WP2 was tasked with organizing events. V.ECOP Days has been a success, however, organizing events is time consuming and 

resource intensive. 

C: Given the vast numbers of events being held regionally and Europe-wide without clear coordination means that making time and 

financial commitments comes with substantial risks.

R: If public engagement on a wide scale is expected, then much more strategic planning as well as focused budget and resources need to 

be available and coordinated. 
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