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5 Phased Approach

Phase 1: Setting the Foundation for the Third 
Cycle Launch

Phase 2: Deployment + Initial Engagement 
for Third Cycle

Phase 3: Create Collateral for Key Dates + 
Milestones during the Third Cycle

Phase 4: Output / WOAIII Pre-launch

Phase 5: Launching the WOAIII & other 
outputs



Phase 1

Setting the 
Foundation for the 

Third Cycle 
Launch

Timeline: 
2021-2022

Objective: 
Build Strategic Materials

Phase 2

Deployment + 
Initial 

Engagement for 
Third Cycle

Timeline: 
2021-2022

Objective: 
Roll-out owned content + engage 

with target partners/collaborators

Phase 3

Create Collateral 
for Key Dates + 

Milestones 
during the Third 

Cycle

Timeline: 
2022-Ongoing

Objective: 
Develop and Capture 

Communications Collateral 
Prior to Launch



Brand 
Development



Strategy
Brand Development 

Focus on:

● Consistent icons for UNDOALOS and the 
World Ocean Assessment 

● Photography direction + asset Banks for 
images + videos 

● Color Palette + Font Guidelines 
● Icon Bank for infographics, social media 

Assets, and website Assets 
● Templates for documentation

Strategy Based On: 

● UN Consistency and existing brand guidelines 
● Digital Trends
● Ocean focused color palette

Use Cases: 

● Social Media 
● Website 



Stakeholder Engagement 
Opportunities

General Public Scientists Academia Governments/
States

Priority Communication Channels: 
Instagram, Regular Process Website

- Create robust “Take Action” Page on 
the Regular Process website with 
resources & tools for the public to get 
involved 

-Create social content strategy that 
drivers users from instagram to relevant 
sections of the Take Action page on RP 
website 

- Conceptualize a 
crowdsource/community engagement 
campaign surrounding key findings that 
can be showcased at conferences/events 
(World Oceans Day) etc.

- Experts/UN representatives to 
participate in a series of pre-approved 
open-to-the-public events with 
synergistic organizations

Priority Communication Channel: 
LinkedIn, Twitter

- Provide clear affiliation guidelines as an incentive 
for Scientists, including how Scientists can refer to 
their contribution, if they are eligible for grant 
funding for their time spent on the RP by 
private/academic institutions, etc 

-Create social content strategy that drivers users from 
instagram to relevant sections of the Take Action 
page on RP website 

- Establish partnerships with key scientific 
institutions & publications to share RP participation 
opportunities 

- Establish partnerships and relationships with key 
scientific conferences where new research is 
presented and discussed to provide engagement 
incentives for joining the Regular Process 

- Identify and build relationships with key 
science/environmental news journalists at both key 
scientific outlets as well as international publications 

- Explore opportunities to cross-publish WOA 
chapters on research databases and via platforms like 
Springer Nature

Priority Communication Channels 
LinkedIn, Twitter

- Build an ongoing global network of 
educational partner institutions 

-Distribute RP participation opportunities & 
CTAs to target institutions for relevant 
participation from researchers, professors, etc. 

- Create a curriculum based off of the WOA 
findings to integration into relevant 
environmental program

- Facilitate opportunities for RP participants to 
be guest lecturers for scientific programs 

- Create discussion guides & resources off of the 
WOA that can be distributed to student clubs 
focused on the ocean/environment

- Host invitation-only virtual and/or in-person 
Academic think tanks to share and discuss key 
findings from WOA with the objective of getting 
the RP in front of target participants 

Priority Communication Channels: 
Email

- Restrategize newsletter outreach to 
create streamlined updates and ask for 
governments ie: deadlines & instructions 
for submitting focal points, asks for 
hosting workshops etc.

- Rebuild capacity for submitting a focal 
point to increase ease + effectiveness 



UNDOALOS

UNDOALOS

UNDOALOS According to the recently released 
second #WorldOceanAssessment (WOAII), 
Pharmaceuticals and Personal Care Products 
(PPCs) that are meant to keep us healthy are 
posed to ultimately make us sick. The WOAII 
reveals that PPCs, which include all chemicals 
used for medicine, cosmetics, and health care are 
being increasingly found in all parts of the ocean.

UNDOALOS

UNDOALOS

UNDOALOS Many of the planet’s most vital carbon 
sinks are found in the ocean (natural 
environments that absorb more carbon from the 
atmosphere that they release). Seagrass, kelp, 
plankton, kelp

UNDOALOS

UNDOALOS

UNDOALOS The ocean regulates our climate, but can it keep up 
with it’s changes? While the ocean has been silently bearing the 
burden of the climate crisis, human activity is pushing it past it’s 
limits. Understanding our impact on the ocean is the first step in 
protecting it and all it sustains. -------------------- ------
—----------------------- ------
—----------------------- ------

WOA Summary Facts Key Findings By Theme

Reel Abbreviated Expanded Climate Change Pharmaceuticals Carbon Sinks

UNDOALOS

UNDOALOS

UNDOALOS The ocean sustains all life on earth. 
It regulates our climate, absorbs our emissions, 
supports our economy, and provides food, and 
jobs to billions of people worldwide - but

UNDOALOS

UNDOALOS

UNDOALOS The ocean sustains all life on earth. 
It regulates our climate, absorbs our emissions, 
supports our economy, and provides food, and 
jobs to billions of people worldwide - but

Strategy
Priority Content Recap



Instagram Campaign Summary Stats
Reach + Engagement Overview

402,621,314+
Potential 

Follower Reach 

70+
Amplification Partners

Posts from Ariana 
Grande (294mm) + 

Camila Cabello
(60mm) 

50+
Creators

20+
Organizations

10+
UN-Affiliated  



Partnership Case Study
Workshop Summary

UNDOALOS partnered with the Regional Workshop Host in Argentina to 
collaborate on social media posts translated into both Spanish and English.



Media Case Study
Brut Media

UN DOALOS Secured an in-kind media 
partnership with Brut Media Partnership 
(Global Reach of 450 Million  Worldwide 
Monthly)



Natasha Berg Consulting - CONFIDENTIAL

Launch Strategy
Website Homepage Redesign & Restructure

Original
Redesign



31,406 Views - 402 Interactions

High Level Key Learnings 
Summary

1. Community Building is Key

2. Original Storytelling Performs Best

3. Visuals are Vital

4.  Global reach requires diversified 
network and Translated Content

5. Partnerships are Required For 
Global Reach and Diversified 
Audiences



Thank You

Anna Dukor
anna.dukor@gmail.com


