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Introduction

This diagnostic report provides
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areas as ACCOBAMS.

Being part of FCB Lisbon’s work methodology,
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for developing a communication strategy for ACCOBAMS, and it is the result of

a series of interviews with leading members of ACCOBAMS Secrefariét; the
analysis of a series of documents obtained through ACCOBAMS; and also

documents and findings obtained through our desk re..search.

Lisbon, 9th March 2021
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ACCOBAMS PU RPOS
to reduce threats to ceta

\li l{l

Although the Organization has its pur l defined, tt ﬁ,«q--.‘-;' 1 "ot
P R ,'n ;'.4

converted into a brand positioning in order t define how A C BAMS
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' 1"‘?
intends to be perceived by its various stakeholders. An organlzatlona P

B

strategy is in place but it needs to have a correspondence in terms of | to convey } fim ialto X‘CCOBAMS organisation.
brand strategy, addressing specific goals. By defining the O TR et ictics and traits we will be
In the heart of that communication strategy should be ACCOBAMS providing the organisation with%rand) strategic pillars that will

brand positioning, expressed through a Brand Positioning Statement determine how do we want to position ACCOBAMS amidst other IGO’s

transversal to all stakeholders. that operate in similar and/or complementary areas.
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rand identity
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Although the ACCOBAMS logo is commo
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communication materials, we detected * i
tackled to make brand identity more consis *
T T AT A
TWO BRAND EXPRESSIONS: SR ~-,’;T‘,,'.-|'fﬂi i
‘ ACCOBAMS AND ACCOBAMS SECRETARIAT A,

All communication should be branded ACCOBAMS despite

being generated by the Secretariat.

‘ BRAND & SUB BRANDS

Most of the time the ACCOBAMS brand appears as secondary

to its sub brands. Examples as follows:

FCBLISBOA :



brand identity

Example 3: Some of the documents/findings produced by

ACCOBAMS are poorly branded.

SYNTHESIS OF MEASURES AIMING TO MITIGATE THE NEGATIVE EFFECTS OF NOISE-
INDUCING HUMAN ACTIVITIES

Synthesis of measures aiming to mitigate the negative effects of noise-inducing human activities, as recommended by
international fora such as ACCOBAMS, ASCOBANS, OSPAR and ICES. Further, provisions for reduction of noise from
commercial shipping have been drafted by the Sub-committee on Ship Design and Equipment of the International
Maritime Organization (IMO) and submitted to the Marine Environment Protection Committee (MEPC 65, 2014).

Biological resource evaluation
Selection of Area

Selection of period

Exclusion Zone

Delay if cetacean observed
Pre-shooting search

Soft start/ramp up

Repeat soft start

Line change procedures

Reporting

Data logging

Min source required
Exclusion of specified areas
Shut-down if cetacean
detection

EIA

PAM

MMO

All marine mammals
monitored

Exclusion Zone

Selection of Area

Pre-post surveys

PAM

MMO

Detection system/database

All marine mammals monitored
Other species monitored

Soft start/ramp up

Power down if cetacean detected

Delay if cetacean in EZ

Use of best technologies
promoted

PAM during piling
Exclusion of NATURA 2000
areas

Piling procedures (discrete,
low power etc.)

Reporting

Concepts enounced hereafter are thus subject to approval by the IMO in 2014.

Sonar off if cetacean detection
Exclusion of specified areas
Repeat soft start

Buffer zone

Coastal exclusion

Min source required

Delay if cetacean observed
EIA

Research

Use of ADD during pile
driving

EIA

Soft start

Selection of period for piling
Exclusion zone

Threshold used

MMO

Pre-piling search

Frequent dry dock maintenance of
propeller blades

Noise monitoring system onboard
Use of modern antifouling

Use of quieting technologies
encouraged

Route and speed management

GUIDELINES AND
RECOMMENDATIONS

ACCOBA

IMPACTS OF NOISE ON CETACEANS
ACTIVITIES IN PROGRESS

Picture from NOAA - http://v

Recalling ACCOBAMS purpose to reduce threats to cetaceans
in the region and to improve our knowledge of these animals,
the Scientific Committee of ACCOBAMS addressed the issue
of the impact of anthropogenic noise on marine mammals in
the Mediterranean Sea.

The last Meeting of the ACCOBAMS Parties (Monaco,
November 2010) adopted the Resolution 4.17 on Guidelines
to address the impact of anthropogenic noise on Cetaceans
in the ACCOBAMS area, and mandated a Working Group to
simplify and clarify Guidelines in order to facilitate their
implementation.

ACCOBAMS Permanent Secretariat
Les Terrasses de Fontvieille
Jardin de 'UNESCO
MC-98000 Monaco
Tel: +377 9898 2078/8010Fax: +377 9898 4208
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website have no branding what

L

The great majority of Facebook and Twitter photos and images are
not branded (even third parties images can be branded if

authorised by the authors).

BRAND PARTNERSHIPS
While communicating projects or findings with partnerships
ACCOBAMS should enhance their own brand (example: “an

ACCOBAMS partnership with ”) instead of diluting the brand

among others. All communication materials from ACCOBAMS

should enhance the brand.



BRAND LOGO

While not being imperative for"“* he r (. "“;j '.,*"._.Lxﬂ ., on. b

it would be advisable to review the ACCOB'AMS'KI’dgo” "”“513 44 i oo

Its design is bit dated and the logo itself is not actually bwlt to fuIIy”"f""'V_"_‘-';_..- i g i - y | L

function in digital communication - since the model of | 'Ilf;e develob ment brand style b ok would be advisable to establish a
communication will tend to be based in digital communication, it set of rules to be applied in term’ brand identity: logo usage in print
would be advisable to evolve in terms of design,‘ and digital materials, logo behavidur in different situations, identity

templates for stationery, reports, findings, leaflets, etc.
The brand book protects the brand and makes its usage more consistent,
across partnerships and across communication suplliers.

Example of “I love NY” brand style book

FCPLISBOA :


https://issuu.com/lukaszkulakowski/docs/8278452-i-love-new-york-brand-guide
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By “Brand Mood” we mean the way the brand presents itself physica‘ [

and also the tone it uses when speaking (brands use specific ton

0

friendly, formal, down to earth, inquisitive, serious, just to nal

Its like a personality trait, that influences the way it is “dressed” and the

way it “behaves and speaks”.

ACCOBAMS doesn’t have a coherent brand mood today. Without it its
more difficult to be recognisable as the brand appears to its audiences
differently along the time. The more consistent the brand mood is the

more recognisable (and visible) the brand will be.

The colour blue and sea are the two common elements of most
ACCOBAMS communication. We could say that they are part of the
actual brand mood. But we are missing other elements that make part
of brand identity that help define and build a consistent brand mood:
font types, design style, brand properties, tone of voice - all these
contribute to form a unique identity and mood that, in time, will be

associated to brand.

'/“\ I

///;—\\“\
ACCOBAMS

ACCOBAMS

mh"‘" ------ |

iy .;; 3 . W _' ol -‘;’ N - - = - ‘ “Q‘f-'i(\ .‘; " ; .
e ’ ~ MMO/PAM
3 =l g S ot ',-! 2 P 4 . % . : M area-speciﬁc
certificate valid for
the Mediterranean Sea
and Black Sea

achievements
of the 2(017-201

on the
“ACCOBAMS Guidelines to address the impact
of anthropogenic noise on cetaceans in the ACCOBAMS area”

www.accobams.org

© N. Di-Méglio / EcoOcéan |n5titl'ltt

BRAND MOOD ACTION NEEDED:

The development of a brand style book would be advisable to establish
a set of rules to be applied in terms of brand identity that help define a
brand mood, the way that the brand behaves when communicates.
While brand identity gives us the rational side of the brand, brand mood

deals with the emotional side of it.

FCBLISBOA 10
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brand offline

It is not visible in ACCOBAMS offline commur
i

message (or a set of messages) that resum
bl 1|

stands for. The communication material, as describe Ll are
R, " i) '.‘M. ,
'u, ! ." SN
homogenous graphically and communicate speC|f|c act|v1t 2S bﬁ”u ot ar e ) ~ ignature tha
central message. | | _‘ T.‘ i d, differentiating it from

er

ofher or

Note: In online communication (specifically in Facebook) a central
message was created encapsulating a core message: “Dolphin and whale

conservation”.

FCPLISBOA 2
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MMO / PAM

‘A new area-specific

certificate valid for
the Mediterranean Sea
and Black Sea

Mam
achlevements

AN INTERGOVERNMENTAL AGREEMENT
FOR THE PROTECTION OF CETACEANS:

lish the Agreement on the Conservation of Cetaceans of the Black Sea,
)

.' ‘ ‘.1 ;‘ :'Jl,.‘ ) o p
/hen the brang

RVEY INT ~ ofthe 2017-2019

triennium

UCCESS STORY

e
1 espouwﬂveurg nlneedl impre vm \‘ —
n cetacean population abundany emm
theAg eement on the (‘
theBlakSaMdl a‘
Atlantic (ACCOBAMS) ordin: ldlh l st e
Ialgrsca\e survey of marine megafauna in rhe
Mediterranean Sea during the summer ZDIB

UN ACCORD INTERGOUVERNEMENTAL
POUR LA PROTECTION DES CETACES

ces vulnérables, les pays de la Méditerranée et de la mer Noire ont
n place FAccord sur 1 Conservation des Cétacés de la Mer Noire, de la Méditerranée

VI Ky ." e
‘ o = ia
TR

In a context of uncertain effects of climate change al
anincrease in h uman acl ities at sea, the ACCOBAMS
Srveylnlleoga ised i rdin:

ntries, aims to assess the status of

Based on the

e e e tc st Commumcatlng t?*rough or with partnerships is usually a more
free process in terms of style, but the brand should retain its

www.uccobums.org . <<<<<<

© N. Di-Méglio / EcoOcéan Institmr

. mains characteristics. For instance in the good practise
1 conihs @ Eie™ QOYEEET handbooks there is no reason for the ACCOBAMS logotype to

GOOD PRACT appear in black & white.
HANDLING O

CAUGHT INCI

IN MEDITERRS ] U p ACTION NEEDED:
A ) Developing a brand style guide to help graphic designers,

marketers, web developers, community managers, etc. to

In collaboration with

In collaboration with

stay on the same page and present a unified vision of the

brand to its stakeholders.

FCBLISEOA 13



1996 - 2021

B 0 Francais £ English

’ /”3 Agreement on the Conservation of Cetaceans

e

w2 ACCOBAMS S AR

DOCUMENTS & CONSERVATION INITIATIVES & St | e
ACCOBAMS MEETINGS Sttt P AR SPECIES PUBLICATIONS ol I

e website ||

piece of
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&
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B 8 e r.'A"l' by 71: & . p
The’ﬂ‘-«O e version is not as easy to navigate as the desktop one.

66% =
AA @ accobams.org <

1996 - 2021 .

N

The way the website it is structured leads us to believe that it is

UPCOMING more directed to internal audiences (“Meetings” being the second

i tab) making it less appealing to general audiences .

FCBLISBOA 1



brand online

ACTIONS TO CONSIDER

The website should be moT

..a %

b
sense to design it following a mf )
ﬂ 13

do we do/ where/ with whom/ W|”f
should be shortly described in th ;;

_H_

Rl | ! { .
T L

al | f ..*In--“ ""\

R " . . \} 5.
We miss a “Media Section” that can be used as pa#‘t @"-l.-». 128 ogramir '9
i 1 |, 1.-. gk ~'Z‘.

increase awareness on activities and events developed by the drga isat

If we consider the website to be part of the brand communication and an
expression of its positioning, then we believe that ACCOBAMS should modernize
its online presence.

In the end of the day, the website is ACCOBAMS best and biggest touch point to

its various stakeholders.

FCPLISBOA s
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ACTIONS TO CONSIDER:

The great majority of visual content published in i il

Facebook and Twitter is not branded.

If you brand your material (even the material of your
partners published in your social media pages, with their
consent) you are increasing the chances of amplifying the
visibility of your brand when someone picks one of your
photos and publishes in their social media page or

somewhere else with public access.

FCB&I@I@A

© MCR for ACCOBAMS .

g

rote»ctmg dﬁ“l'phlns and whales since 1996

ihad
v. 5 ﬁ-"“ )‘"‘:f 2

Ies since 199

© MCR for ACCOBAMS

/p/rotectlngaolphms and

“pl -
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brand on social m

I

ACTIONS TO CONSIDER:

Include context in every visual content you publish on
Facebook.

When you publish content using a group of visuals, your
content is part of the group and it not part of each
individual visual. If you consult a specific visual on the
photo section you will find no context for that specific
visual (see example on the right).

You should provide the context when you publish your
group post. Enter each specific visual and provide a
context (and if possible an #accobams tag and a link to
your website where people could read more about it).
(Twitter does this automatically and replicates the group

content in every single visual)

Understand that social media is a mean to increase

people’s interaction with your organisation.

o Accobams dolphin & whale conservation -

S S

e ——

< 5

dauphins & baleines

11 de

setembro de 2020 - Q

In the framework of the #QuietMed2 project, a Training Session
to establish new regionally-coordinated measures related to
#underwaternoise pollution in the #MediterraneanRegion was

held yesterday and today.

representatives!

--------- ... Ver mais

Ver traducao

©

quietMED?2

Training session to establish new
regionally-coordinated measures
(tools, methods and results) related
to underwater noise pollution in the
Mediterranean region.

QUETMEDZ - Ac110 Training Session |I for Competent Authoriti

ACCURA M vy

FCBLISBOA

i Many thanks to all QuietMed2 partners and to all EU and non EU

4 partilhas

data

H

_countries

Accobams dolphin & whale conservation - dauphins & baleines
11 de setembro de 2020 - @

18
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In its Call for Submission, ACCOBAMS d

for its communication activity scheduled fc

described in the right. ": 'I"."»?*t,,

L. .
A
I Bt

Communication activity is considered key

g i
h

therefore creating a virtuous circle : Become more

noticeable

»
—" i
- .
S e '

I

Uk
i 4

'|"f '}’ Sk Nl
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VI |

ACTION NEEDED:

The list of goals must be prioritised in order to be financially
achievable, having in mind that changing perceptions and increasing
the organisation’s profile its a cumulative process that takes time (and
investment). We will need to create priorities according with the

available resources.

FCBLISBOA 20
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In our work sessions with Secretariat members, :

)l

communication targets were identified (tc
future communication strategy):

INTERNAL TARGETS i

1.Country representatives/ National Focali’i nts (NFP) o s 2 h of |
member countries including the Bureau;""c')' N | ' because it |
steering groups. . e T . ) | oJ 'st'en"c will be

Iy )l
¥ Saluil

2.1GO’s e NGQO’s partnerships “OBAMS communication

=) 1".'.
o

et i b

- r L L

".:r -(‘ w W U ‘
i .

objectives and the k at will come out of it.

EXTERNAL TARGETS o

1.0ther public managers (other than NFP) in different institutions of When defining the communication strategy it is advisable to approach
the 24 member countries. : these segments in different phases, identifying priority targets for each

2.Specialist organisations and professional associations with interest year of the triennium. This segmentation will have an impact on the
in the Mediterranean and Black Sea that can amplify ACCOBAMS media strategy to apply in each year and also in ACCOBAMS content
messages. strategy.

3.Journalists from different areas and ACCOBAMS information users
(University students, individual researchers and interested people)

4.General public (with special focus on children).

FCBLISBOA 2
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BRAND IDENTITY -

f we considerthEn T Iogo to be th é AP ’ ‘ s

'v.q“" ArT RNl ‘,
| -"\‘

about any organisation, we should evaluate |f desp ' V COl w-‘Ea'w catio

'\., "' L }"':" J-'u“

_ V il keep
~ .1 ’ : J 5 oy J 1

the actual logotype or if we should rethink it and refresh it, turnlng the organlsatrn brand identit strateg|c RUOE o>

to convey a more relevant and modern image and increase ACCOBAMS reputation and awareness.

FCPLISBOA 24
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BRAND STYLE GU DT

Along with refreshing brand |dent|ty |tr vill ~a ssar
L, ‘i ‘L i

helps everyone (internal and external audlences) to pem *“ - ndinaun

bl g

'-l L Lo oL .‘l”.r < ‘ 9 .
) 1“

) V . ' L' 2 |
The brand style guide defines design styles, colour palettes, type fonts edltorla sty es, the ge neral loc | and the way the brand
Lk | LI‘ .I. -l'.LlJ“ y . ‘

vk ”

behaves when communicates in offline media, online media, solo, via its sub-brands or via partnerships.

The brand style guide is a tool that guarantees brand consistency in every material produced by the brand.

FCPLISBOA s



THE COMMUNICATION ST
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A communication strategy to
'*'L'" B ettt L i e ‘—'.=',*'."'.?..'(‘

messages, resources and investment. In order to ack

the following priorities: | R di

3.1. Define a brand positioning and a brand positioning wf, we

3.2. Prioritize ACCOBAMS communication goals along the 3 year communication plan

3.3. Identify the most relevant targets to impact (considering every specific year of the triennium)

3.4. Identify the most relevant ACCOBAMS key messages and prioritize it for each target (considering every specific year of the
triennium)

3.5. Define a communication calendar that takes advantage of ACCOBAMS activities along every year.

3.6. Define a PR strategy (based in Secretariat) that can amplify communication and organizational activity, establishing a regular

news feed for the media.

FCBLISBOA 26
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CONTENT STRATEGY

ﬂ

Refreshing and rede5|g'
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strategy that helps to structure the futur é
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stakeholders.

nr‘f it o

Having in mind the communication strategy the contact strategy should

4t

4.1. identify and prioritise the content themes (ex: ASI Survey, Whale Watching Best Practices, Pollution in the Mec

.

erranean,

Netccobams data base, ACCOBAMS for Kids, etc)

4.2. having in mind the communication targets for each year, create relevant content clusters to address them

4.3. create content around ACCOBAMS regular yearly activities

4.4, constantly curate content (inside and outside ACCOBAMS) to feed social media pages and website dynamic pages (News section,

Media section)

FCBLISBOA
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