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Final Minutes (version 12.3.2009)
1. Welcome and opening

Mr. Enemark welcomed the participants of the workshop (Annex 1) and presented the objectives of the meeting (Annex 2). The program was adopted as attached in Annex 3. 
2. Presentations

Mr. Wohlers introduced the UNESCO requirements concerning a successful World Heritage (WH) communication strategy. Indicative communication activities are: 
a) Develop a standard communications package
focusing on the practical applications of the World Heritage Convention from the perspectives of conservation and sustainable development stakeholders.

b) Make use of various international fora to communicate to broad audiences
on how the World Heritage Convention can be leveraged to achieve conservation and sustainable development objectives.

c) Bring to the attention of non-traditional international organizations and fora 
the intergovernmental obligations of signatory countries in regards to World Heritage site Conservation.

d) Actively develop key private and public sector partnerships to aid the financing of conservation initiatives.

e) Use World Heritage sites and the World Heritage label as a local and regional economic development tool.

He suggested that a short and long term trilateral communication strategy should be developed comprising fields of action from marketing, informal/non-formal/formal education and consultation, and - taking into consideration the WHC Natural Heritage Strategy and the (German) UNESCO Recommendations for World Heritage Site Management. 

On behalf of Ms. Sally King (Jurassic Coast World Heritage Site), Mr. Enemark presented the experiences of the Jurassic Coast World Heritage Site with regard to visitor management, communication and marketing which has been developed during 2002 – 2005. Currently, a new management plan is in preparation focusing more on visitor management. The development of an own brand to get attention by public, press and visitors, the involvement of stakeholders, networking and learning from others were seen as critical elements for a communication strategy. 
Mr. van der Zee illustrated in his talk the added value of an inscription as World Heritage Site (WHS) from a number of examples around the world. He underlined that the decision by the World Heritage Committee in June 2009 will create enormous public attention and that sufficient material for communication must be available at that moment, such as a central website and an easy understandable brochure in main languages. 
He further referred to a report by the Scottish Natural Heritage on “Social, economic and environmental benefits of World Heritage Sites, Biosphere Reserves and Geoparks”. It could be shown that much of the impacts depends on the activities initiated at the individual site. 
3. Main elements of a communication and marketing of the Wadden Sea as World Heritage site

Using the setting of an interactive method (“world café”) (see Annex 4), ideas for a trilateral communication strategy and marketing activities were compiled in plenary and subgroups together with proposals on how this can be developed in cooperation with all relevant stakeholders.
3.1 Identifying of main elements – Results of sub-group discussions
Question 1: What are our ideas concerning the communication of Wadden Sea as a World Heritage Site (WHS)? 

· Communicate “basic knowledge” about the Wadden Sea 

· Focus on nature, but also cultural and social aspects, landscape
· The Wadden Sea - Young and dynamic 

· Unique selling points (USP): walking on the seabed, seals and birds, open horizon
· Emotion - nature experience – discover nature - safari
· WHS as most exclusive label
· www: “world wonder wadden sea”, “waddenzee werelderfgoed”
· “Being proud” – identification with the area

· “testimonials” – comparison with Grand Canyon and Great Barrier Reef
· WHS as umbrella for “everything” (e.g. national parks, regional and national communication strategies)

· Identifying the benefits and possibilities for all relevant stakeholders

Question 2: To whom do we need to communicate these ideas?

· Identification of target groups: 

· tourism industry, education, stakeholders, , other sites, politicians (local-national), inhabitants, investors (chamber of commerce..), users, special interest groups (bird watchers, WHS fanatics..), multiplier (media, libraries..):

· message - goal - timing
· Identification of level (regional, national, international)

· Regional: Multiplier, visitor centres, schools, Public (being proud, Wadden Sea identity), Tourism: sector and organisations, Stakeholder (behaviour, ethics)
· National: Public, tourists, politics, schools
· International: Conservation sector, Tourists - sustainable

Question 3: What does this mean in terms of a communication strategy? 

· Website: one official website (ready on June 2009)
· Different languages! (also international)

· A “Common Message” to be used by all partners

· Promote added value of WHS

· Use existing communication structures (inventory necessary)

· Integrated communication strategy 
· Combine national and international strategies (win-win),
· Centrally and coordinated, strategy to be developed for each target group

· Define Partners (trilateral, national, regional): 

· WHS Project Group (NL & D ministries), CWSS, IWSS
· NL: Stichting Waddencenters, VVV, ANWB

· D: National Parks, tourist boards

· WHS Manual (guidance, licence etc)

· Ensure “own identity” of partners

· Develop co-ownerships (local identity)

· Develop education programmes

3.2 Main elements with regard to the communication activities indicated by UNESCO.

All the ideas from the “world café” were then structured according the communication activities indicated by UNESCO and opportunities and risks were discussed. 
1. Prerequisite to develop a standard communications package

Opportunities

· Using existing network in communication and distribution

· Define the message in simple wording

· Common Website, different languages (English, Dutch, German, Danish, Spanish), specific information (press, media, business, experts), download area, information order form
· Guidelines 

· Information material (flyers, brochures) for different target groups

Risks

· Competition and overlap between organisations
· Misunderstanding of key message 

· Lacking resources (finances, time, personnel)

· Lack of marketing experts and knowledge on different levels

· Lacking identification on regional level

Clarification needed

· Inventory of existing structures and materials

· Who is responsible for which target grout and for marketing architecture?
· Who provides finances?

· What are the distribution channels?

· Common understanding of sustainable tourism

2. How to communicate to broad audiences and international organizations, especially trilaterally

Opportunities

· Website 

· Accessible world wide

· One international website with one central message

· All partners have to provide one key message page on their website and link to the international website

· Common Brand / Logo

· Use has to be approved / controlled 

· One brand – one Wadden Sea

Risks

· Website 

· One message for all readers – understandable!

· Too much information

· High costs to achieve quality

· Common brand / logo

· There are already a number of brands an logos

Clarification needed

· Contents of what should be communicated  

3. Support of the financing (PPP, sponsoring, merchandising)

Opportunities

· Use new WHS label to attract new sponsors (global and local companies)
· Merchandising (shops, souvenirs, 

· WHS Wadden Sea postcard and stamp “Wadden Sea Briefmarke”
· More attention in tourist guide books

· Use central website as marketing instrument (fee from partners for common marketing)

· Partnerships with tourism industry

Risks

· Deflation of values of the WHS label
· Sponsors as risk “sell the Wadden Sea to Shell / Honda / others…”

· Not enough activities

· Not enough awareness

Clarification needed

· Standards for using the label by all partner to be developed

· Copyright for using the term “’Wadden Sea World Heritage Site” ?

· How to measure the benefits of the WHS, e.g. as destination for tourists (QSR tourism report 2009 as baseline?)

· Develop rules for PPP (municipalities, national, trilateral)

· Priority: financing of activities until June 2009 (see action plan)

· Development of a common brand
4. WHS as an economic development tool

Opportunities
· Increase of tourism, especially on an international scale
· Wadden Sea as destination during the entire year (off peak season)
· Marketing as an “environmentally friendly economy” and “a sustainable site”

· WHS partners: e.g. local bio-products under a single brand

Optional:
· Economic surplus raises acceptance for trilateral protection 

· Cross-border infrastructure & and opportunities/services

· Overcome competition - towards co-operation

Risks

· Too many tourists: system (e.g. visitor guidance) cannot cope 

· Undermines quality which was the reason for designation

· No undisturbed time periods left

· Tourism sector: more competition than co-operation

Optional:

· “Small” tourism business cannot compete on global level

Clarification needed

· Joint approach of tourism sector and nature protection sector how to “handle” more tourists in the Wadden Sea
4. Follow up 

The workshop identified the main activities which should be carried out with the highest priority in the following four months until June 2009 (see Action Plan in Table 1). All other activities (mentioned in chapter 3) should be dealt within an overall strategy and a common work structure in a mid- and long term time frame by involving all relevant stakeholders as represented at the workshop: WHS Project Group (ministries), education and information centres, nature NGOs, tourist organizations. It would be necessary to establish a long term durable and robust organizational structure for this purpose to establish open communication channels and guarantee the input of key stakeholders into the process.
Table 1 Action Plan
	WHAT to do 
	WHO is responsible
	Short term: WHEN finished
	Long term

	1. Agreed Key Message
During the workshop a lot of ideas on key messages were developed. This should be used for creating (an) agreed key message(s). 
	WH Project Group
	End of May 2009
	

	2. Inventory of Existing Structures
It is important to reach clarification on what is needed to know. As a first step, a questionnaire should be developed and distributed to the network, to get on overview of the existing structures in order to avoid double and overlapping structures.
	CWSS
	End of March 2009
	x

	3. Clarification Decision Making
Nearly everything in the action plan needs a clear decision in the end. Therefore it is essential to establish resilient decision rules and structures. 
	WH Project Group
	x
	Permanent

	4. Cooperated Design 

This task is strongly connected to the key messages and needs to be done with external support before a website is created.
	CWSS
	End of May 2009
	

	5. Wadden Sea Brand including Guidelines

Development of key messages to convey the Outstanding Universal Value (OUV) of the Wadden Sea. Considering the lack of time, the guidelines could be a long-term task.
	CWSS
	End of May 2009
	x

	6. Website (central portal)

A central international website should be developed as entrance portal to the World Heritage Site.
	CWSS
	End of May 2009
	

	7. Organizing Learning Process from other WHS
It is important to learn from other WHS and to build upon their experiences with regard to communication and marketing. Activity to be linked to the inventory of existing structures.
	WH Project Group
	
	Permanent



	8. Public Relation Activities

PR activities are necessary immediately after the UNESCO meeting in end of June 2009 and should therefore be prepared in advance.
	WH Project Group
	End of May 2009
	

	9. Organizational Structure

The establishment of a long term trans-boundary structure for involving all relevant key stakeholder in the WHS in the maintenance of the integrity of the property and the communication and marketing of its outstanding universal value.
	WH Project Group
	End of May 2009
	x
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	Mr Hans-Ulrich Rösner 
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	D - 53175 Bonn 
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	Ministerium für Landwirtschaft, Umwelt und ländliche Räume des Landes Schleswig-Holstein
	D - 24105  Kiel 
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	Nationalparkzentrum Wilhelmshaven "Das Wattenmeerhaus"
	D - 26382 Wilhelmshaven
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	D - 26382 Wilhelmshaven
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	Stichting Natuurschool
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	Ms. Frederike Liebmann
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	EcoMare Centrum voor Wadden en Noordzee
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	Journalist
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	DK - 6760 Ribe 
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	Wadden Sea Forum Secretariat
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	vollmer@waddensea-forum.org
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	wohlers@kon-tiki.eu
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Background

The Common Wadden Sea Secretariat (CWSS) is currently in the process of developing a communication strategy for the Trilateral Wadden Sea Cooperation, as recommended in the “External Evaluation Report” (Moser & Brown 2007) (Recommendation 3.2 and 3.3). http://www.waddensea-secretariat.org/news/Evaluation/evaluation-report.html
Additionally, there is major issue of the Wadden Sea World Heritage Site nomination, for which a common Wadden Sea communication strategy is required in the near future. The nomination is only for the Dutch and German part of the Wadden Sea; however, these activities will be tuned and coordinated with the overall communication strategy of the Trilateral Wadden Sea Cooperation.

This workshop will be the first opportunity to discuss how such a common strategy should be developed in cooperation with all stakeholders. 

The Wadden Sea World Heritage Group (WSWHG) agreed to initiate the development of a World Heritage marketing strategy in collaboration with the Wadden Sea Forum (WSF) and with central stakeholders (governments, green organizations, tourism associations, information centers). The trilateral marketing strategy should be the overarching strategy for the regional activities with the CWSS acting as the central portal for the World Heritage site in close cooperation with the regionally responsible marketing coordinators.
Objective

The aim of the workshop is to exchange ideas (“brainstorming”) for a trilateral communication strategy and marketing activities with regard to the Wadden Sea World Heritage Site nomination, and to prepare proposals on how this can be developed in cooperation with all stakeholders. 

Tasks

· to prepare an inventory of possible communication  and marketing objectives related to the World Heritage nomination, 

· to assess the current status of trilateral communication activities in relation to the objectives and identify possible gaps and prepare proposals for improvement, 

· to develop proposals for a common World Heritage communication strategy including related marketing activities and their implementation
Organization

The workshop will be organized at the CWSS on 27 February 2009.

Participants

Experts in communication, public relation, marketing and environmental education 
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	Time
	
	

	09:15 – 9:25
	Mr. Jens Enemark (CWSS)
	Aims and objectives of the workshop as part of an overall communication strategy. The Wadden Sea World Heritage Site Nomination 

	9:25 – 9:45 
	Mr Lars Wohlers (Kon-Tiki Bildungs- und Erlebnisplanung)
	UNESCO requirements concerning a successful World Heritage Site communication strategy

	9:45 – 10:00
	Mr. Jens Enemark (on behalf of Ms. Sally King, Jurassic Coast, UK)
	Experiences from the Dorset and East Devon Coast World Heritage Site (Jurassic Coast)

	10:00 – 10:20
	Mr Laurens vd Zee (NL)
	The added value of a World Heritage Site inscription – experiences from other sites.

	10:20 – 12:30
	Mr. Götz Hendricks (Qubic) (moderation)
	Plenary and sub-groups: 

· Ideas for communication and marketing of the Wadden Sea as World Heritage Site (inventory, existing strategies, possible gaps on trilateral level)

	12:30 – 13:30
	LUNCH 

	13:30 – 15:30
	(cont.)

Mr. Götz Hendricks (Qubic) (moderation)


	Plenary and sub-groups: 

· Development proposals for a common World Heritage communication strategy including related marketing activities and their implementation in cooperation with all stakeholder.

· Identification on the main elements of the communication and marketing in the Wadden Sea.
· How to implement the strategy?

	15:30 – 16:00
	Mr. Götz Hendricks (Qubic), Lars Wohlers (Kon-Tiki) (moderation)
	Summary, follow-up and Closing


