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1. Rationale

The web Blog reflects the CIESM engagement, supported by the MARCOM+ EU 
FP7 project, to help enhance dialogue between marine research, the maritime 
industry and civil society so as to poceed towards innovative, effective solutions. 
The CIESM Blog has been conceived as “test-case” to survey the way different 
stakeholders perceive some urgent problems related to the governance of marine 
biological resources. It was built around some conceptual issues, related to the 
sampling of marine genetic resources.

Figure 1. Home page of the Blog on Marine Governance related to Blue Biotechnology
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2. Methodology

Detailed information is provided here on the availability of the CIESM e-Blog 
on ‘Access to Marine Genetic Resources (MGRs), and the sharing of benefits 
deriving from their use’ - an issue of growing importance for the governance and 
development of marine biotechnology.
Questions on the number and diversity of the Blog visitors as a function of 
different web promotional channels will be of interest to any agency wishing to 
integrate social networks in its communication strategy.

2.1 Blog conception and design 

The CIESM Blog was designed to adress a broad diversified audience. For this 
reason, it included simple texts associated with visuals and short films, aiming to 
draw attention and intrigue the public while transferring key concepts.

A significant effort was devoted to the design of the home page (see Fig. 1 
above), which was carried out in concertation with an Agency (PAN Advertising) 
specialised in web communication.
The front page title (‘Marine Biotech – HELP Research, STOP Biopiracy!’)) played 
with a deliberately controversial tone in order to better solicit the debate. The title 
was further developed on the second page (‘Stealing from a Community Garden? 
– Enter the debate on Marine Genetic Resources’). On these introductory pages, 
brief paragraphs did summarize the issue in simple terms for a non-specialized 
audience (Box I) while successive links guided the visitor through a complex 
cognitive path that became gradually enriched with concrete information. In 
particular, a series of short films illustrating a recent visio-conference on national 
and regional perspectives in marine biotechnologies served to inform about the 
global scene, and on the challenges accompanying investments on marine natural 
products, from research to market. A number of refereed articles were provided for 
free download, encouraging the interested reader to learn more.

Box I: Short explanatory text (Webpage 2)

The exploitation of MGRs has the potential to sustainaibly deliver considerable 
wealth and business opportunities. The inability of governments to reach 
agreement would present a very real threat to the pursuit of current international 
activities aimed at conserving and utilizing MGRs. This Blog responds to growing 
concerns over insufficient or interrupted international negotiations on marine 
genetic resources (MGRs). CIESM will act to help and influence the current policy 
debates on MGRs. Your contribution to this Blog can make a change. Let’s discuss 
the reasons of this paralysis and let us find together the best way to raise the 
interest of decision makers.
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2.2 Content of the debate (summary)

The first intervention was posted a few days after the launching of the Blog (end 
of M25) by a Canadian researcher who strongly questioned  the usefulness of 
a regime regulating ‘access to Marine Genetic Resources and the sharing of 
benefits deriving by their use (ABS), which would ‘discourage’ research. This 
radical perspective provoked in turn a good number of replies, that tackled the 
issue from various angles, from purely ethical points of view to more scientific 
or legal oriented interventions. Particularly of note, a few participants indicated 
success stories in the management of terrestrial genetic resources (i.e. INBio1 - an 
agreement that has been in existence for ten years in Costa Rica, for the benefit of 
both research and industry), which may provide good examples for implementing 
‘ocean-oriented models’ (i.e. the Nagoya protocol, produced by CBD). A form of 
‘general consensus’ on the need to make progress with the ABS regime prevailed 
over the initial argument in favor of unregulated access.
Besides this clear confrontation of views, some contributors introduced the need 
to implement geographic maps showing the distribution of marine organisms 
with high potential for the blue biotech industry. Such tools, taking advantage of 
newly available, high throughput molecular tools (i.e. bar code analyses), could 
help valuing the organisms so as to develop ‘site-specific’ agreements/strategies.

2.3 Associated promotional strategy

After recruiting specialized scientists from various sectors as moderators 
overseeing  the animation of the debates (see Table 1), three complementary 
promotional strategies were tested (in successive sequences) to investigate their 
relative efficacy in terms of number and geographic coverage of the responsive 
public. Those are summarized below following the chronological order:
1. Strategy N.1: E-mailing to individuals. T

0
: A promotional text inviting people to 

join the Blog was sent to a selected list of e-mail addresses (about 1,000 in 
total) targeting experts from various sectors (research, policy and the maritime 
industry) with merging interest on ABS related issues.

2. Strategy N.2: E-mailing through pre-existing targeted Networks. T
0
 + 1 day 

Various Networks were encouraged to relay and broadly circulate the text 
across their networks (i.e. MARCOM+, through its partners institutions; the 
programs MicroB3, Marine Biotech, EuropaBIO, BIO.ECON); T

0
 + 15dd: the 

whole CIESM research network i.e.., 4200  experts of various marine research 
disciplines (geology, oceanography, marine biology, coastal management etc.). 
A reminder was sent about 10 days later.

3. Strategy N.3: Promotion based on Social Networks. T
0
 + 20dd: Two social 

media channels were used as additional promotional tools, namely Facebook 
and LinkedIn, the latter by means of Maritime Network (28,225 Members), and 
Maritime Knowhow  (928 Members). T

0
 + 30dd: Two LinkedIn promotional 

campaigns (targeting 6,482,996 potentially interested persons) were launched 
for one month, using a ‘50$ daily budget’ option and two slightly different 

1 www.inbio.cr	
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3. Results (Analytical Data)

3.1: Temporal distribution of the Blog visitors

S: 16Jan                                 	 E: 26Feb

1 2 3 1
bis
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S: start date; E: end date
1: e-mail to the targeted, pre-set list (group1); 
2: promotion throughout various research networks; 
3: promotion through CIESM network; 1bis: relaunching group1; 
4: LinkedIn (free); 
5: LinkedIn Ads
(lasting for about 1 week)

STATISTICS

1,601 	 Visits

1,014 	 Unique visitors

5,763 	 Pageviews

3.06 	 Pages/visit (00:03:15 Avg. Time on site)

57,89% Returning Visitors

3.2: Impact of LinkedIn Campaign

Total recruited visitors attracted over one week: 169

Avge Number: 20 per day

Campaign 1 (the most successful)= 81.67%
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TOP 10 Countries

Country Visits Pages/Visits Avg time on site

Italy 316 3.24 00:03:16

Greece 211 2.24 00:03:19

France 149 3.98 00:04:59

Spain 140 3.98 00:04:59

Tunisia 92 3.08 00:02:34

Turkey 61 3.69 00:03:20

United Kingdom 61 3.69 00:03:20

United States 53 2.89 00:02:58

Germany 44 2.41 00:01:40

Romania 36 2.56 00:00:51

10 out of 72

3.3:  Geographic distribution of Blog Visitors
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4. Conclusions (impact of the Blog)

On average, the one-month duration of our Blog was too short in relation to the 
average for standard promotional web blogs. Further, the moderators- all working 
on a voluntary basis- could not dedicate more than a fraction of their time each 
day to oversee the exchanges on our web site. On these premises, the ratio 
effort:obtained participation of our Blog was highly successful. The attractiveness 
of the Blog subject was attested in terms of a- number of participants (1,014 
visitors, of which more than half revisited the Blog) and b- geographic coverage 
(72 countries, with Top ten countries from three different continents, namely 
Europe, Africa and USA) (see ∫ 3.3).

4.1 Effectiveness of the adopted promotional strategies

The targeted audience was very responsive to the promotional solicitations (latent 
time less than one day). The CIESM Network mass mailing strategy proved to be 
the most successful promotional action in terms of reaction values (> 200 visitors 
in a single day). This confirms the position of trust that CIESM has consolidated for 
many years in its network. Compared to the CIESM mass mailing reaction values, 
the other promotional strategies each reached around 50% success (see ∫ 3.1).

While strategies 1 and 3 (see 2.3 for details) produced a comparable number of 
visitors, they did not produce comparative results in terms of geographic coverage. 
Strategy 3, with emphasis on the LinkedIn channel, was particularly successful in 
terms of geographic coverage of the recruited participants (see ∫ 3.3). An additional 
indicator of success for Strategy 3 was attributed to the high professional skills 
of the attracted visitors all around the world. This was measurable by means of 
the charged (not for free) ‘LinkedIn Ads’ option, which was therefore particularly 
useful to analyse the ‘quality’ of the response. The relatively low number of visitors 
recruited  by means of ‘LinkedIn Ads’ (around 20 per day, with little oscillations 
within a week) was probably due to the rather restrictive setting parameters which 
were applied (maximum daily budget: 50 $).

Considering the substantial in kind effort that was dedicated to set up a targeted list 
of emails prior starting with the promotion of the e-Blog, we can reliably conclude 
that is worth profiting of already existing social media rather than engaging efforts 
in the set up of NEW targeted lists.

4.2 Advances toward the debated issue

The large-scale promotion of a debate on ‘ABS related to marine bioprospecting 
activities’ (i.e. governance items associated to the development of Marine 
Biotechnology) was most challenging since the selected issue targeted only 
very highly specialised sectors. The design of the web page and the associated 
promotional strategy required therefore hard work (see ∫ 2.1 and ∫ 2.3).
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As a result, numerous visitors from 72 Countries were intrigued enough to enter 
the pages once (more than thousand) or more (half of them) to follow the progress. 
Those who reacted to the LinkedIn Ads campaign mostly originated from highly 
professional policy sectors, including those directly linked with Ministries (i.e. 
India, Lybia, Tunisia).

While most of the attracted visitors displayed targeted professional skills, only 
a few of them got actively engaged into the debate. The hypotheses based on 
‘lack of time’ or ‘faith in the usefulness of the initiative’ were rapidly out-sided by 
a third, more defensible one, attributing the lack of active engagement to a kind 
of ‘camera-shy’ general attitude, probably characteristic of highly professionalised 
sectors. Most of visitors, indeed, engaged significant efforts in private discussions 
beyond the official blog (via direct email exchanges with the organisers) while 
skipping public, visible contribution to the debate.

The few of them who ‘crossed the doorstep’ contributed with sophisticated 
arguments, displaying in depth engagement.





This volume has been realized with the support of MARCOM
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