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“The voice of science needs to be better heard in public debates, in 
the media and in future policy making … and the policy-makers need 

to understand that the world is getting too complex not to base 
decisions on the best available scientific knowledge.” 

Former European Commissioner for the Environment Janez Potoänik 
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On 29 October 2020 The Ocean Race gathered a group of experts - from ocean science, data visualisation, sailing, journalism, broadcasting, data 
management, communication, gaming, sport - to step outside of our own realms of thinking, to break the silos, to discuss, debate and challenge 
each other about how the impact of ocean science communication might be optimised. This report collates contributions from all participants 
and the takeaways from each breakout session.   

Three main focus themes were identified for further development. 

Action 1: Establish data management that integrates best practice for data formats [based on existing Ocean Best Practices] and that 
optimises data transfer and usability by providing two streams of data: one for ‘real-time’ communication and the second to facilitate 
ingestion of quality-checked data from a single archive into the relevant global databases. Find more detail on pages 18 - 21, 36. 

Action 2: Optimise the communication of data by developing engaging data visualisation to leverage the outreach platform provided by 
sports events like sailing races. Find more detail on pages 25 - 28, 36. 

Action 3: Equip athletes to tell the story of ocean change and to advocate for action based on best available scientific knowledge. This will be 
achieved through tailored training on ocean science and the ocean - climate nexus. Find more detail on pages 22 - 24, 37.   

We invite contributions as we progress these actions, as an outstanding takeaway from this Innovation Workshop is that cooperation is key - 
to succeed we must work together to give a unified voice to ocean protection and restoration based on the best available scientific 
knowledge.  

Other themes that are and will continue to be addressed by The Ocean Race, or through relationships established via this Innovation Workshop, 
include: 

- The need to target political leaders and ensure that the message is reaching audiences at the leadership level, as well as from grassroots up 
[pages 30, 32, 34, 35]; 

- The potential role of gaming to engage audiences in ocean health and restoration [pages 31, 34]. 

Key takeaways are highlighted in green text boxes throughout this report. 

Summary 

Innovation Workshop # 5 | Summary
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Innovation Workshop # 5 | Summary

Don’t underestimate the power of using personal stories and ambassadors from the sport – they are both motivational and 
authentic and can advocate for policy change. Likewise don’t underestimate how interesting the ‘doing’ and exploration of 
science is in itself. Tell human, personal stories, drawing on the personal experiences, setbacks and character development of 
heroes in sailing AND science.  

There can be no communication without efficient data management: manage the data once, to use it often. Sailing and science 
can learn from each other to advance ways of communicating ocean data outside of traditional scientific ways that focus solely 
on the ‘publication’. Timely delivery of data is important to leverage possibilities for visualisation and communication. 

Respect people’s intelligence, leave a knowledge gap but provide the links / datasets to fill the gap.  

Connect to what the ocean has, that for example space doesn’t have … wildlife / mascot species  – these are ‘connectors’ that 
resonate with people.  

Evaluate: are we reaching the right audience? We need to ensure the message is reaching audiences at the leadership level, as 
well as from grassroots up. We need to work together so that the narrative of ocean protection is heard.  

Gaming has potential as a tool that not only engages the audience but also provides data to better understand what people care 
about and what messaging they are engaging with.   

We need to avoid the ‘saviour complex’ and an imperialist approach to communicating  … the approach needs to reflect cultural 
and lived experiences and identities. The message needs to relate to the Global South, not just the Global North.  

The number of people who see something is not as important as the number of people who do something about it. Awareness in 
itself is not ‘impact’. Avoid the click-bait for conservation! … communication needs to push back on false solutions and single 
calls to action – there is no silver bullet. 

Recurring themes & key takeaways  
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The Ocean Race | Innovation Workshop # 5

This report summarises and collates the key points and notes 
from the Innovation Workshop, drawing on the contributions 
from domain experts, insights from space, the potential for 
visualisation … and some lessons learnt from baking! 

Introduction … Page 5  

Workshop participants … Page 7 

Opening session … Pages 8 - 15 

Breakout sessions: Collated notes, participant contributions and 
key takeaways … 

Data for impact - Page 18 
The ocean’s ‘we choose to go to the moon’ moment - Page 22  
Ocean and climate / Data visualisation - Page 25                                                                               
Getting behind Marine Protected Areas - Page 29                                                      
What’s next for the ocean plastics story? - Page 33  

Follow-up … Page 36 -37 

JOIN US to amplify the voice of science … Page 38 
  

In this report … 
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The Ocean Race | Introduction

The ocean we want 

Scientific knowledge about our  planet’s life-support system is clear … 
the ocean has, and is, suffering fundamental change due to human 
pressure.  

2021-30 is the United Nations Decade of Ocean Science for Sustainable 
Development, a decade that will support and establish ‘the science we 
need for the ocean we want’. 

The Ocean Decade will  provide a framework for participatory and 
transformative ocean science and for increased and widespread ocean 
literacy.   

The Ocean Race and other sailing events and platforms are using their 
‘vessels of opportunity’ to support ocean science and observation 
outside of routine shipping routes. Sailing platforms provide access to 
remote areas of the world’s ocean and represent a valuable source of 
measurements for ground-truthing data and validating models.    

Moreover the collaboration between science and sailing can amplify 
science beyond traditional audiences, giving a voice to the ‘vital stats’ 
of our ocean and generating support for decision-making that will 
drive the urgent action required for the ocean. 
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The Ocean Race Innovation Workshops are a series of events designed 
to catalyse discussions and collaboration to address specific 
challenges for relevant industries.  

On 29 October 2020 we gathered a group of experts - from ocean 
science, data visualisation, sailing, journalism, broadcasting, data 
management, communication, gaming, sport - to step outside of our 
own realms of thinking, to break the silos, to discuss, debate and 
challenge each other about how the impact of ocean science 
communication can be optimised. 

The voice of science needs us to collectively band together behind it. 
Economically there are many uses and narratives for the ocean. Our 
narrative for ocean protection needs to respond to and challenge  
others, to give a voice to the best available scientific knowledge. We 
can only achieve this together. 

Ocean science is sometimes compared to space research. But “space is 
not contested or exploited to the same extent that the marine 
environment is.” When the contest for space was at it’s peak men 
reached the moon … what amazing firsts can be achieved for the 
ocean if we now unite to give a unified voice to ocean protection and 
restoration?

The Ocean Race | Introduction

Giving a voice to science 
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The Ocean Race | Workshop participants

Workshop participants 

Science 
Alfred Wegener Institute 
European Space Agency  
GEOMAR 
Global Ocean Observing System [GOOS] 
INFOMAR - Irish Marine Institute / 
Geological Survey of Ireland 
IOC UNESCO / WMO - OceanOPS 
Max Planck Institute for Meteorology 
NOAA National Centers for Environmental 
Information 
Ocean Science Centre Mindelo  
Pacific Marine Environmental Laboratory 
Promare 
Schmidt Ocean Institute  
Scripps Institution of Oceanography 
University of Rhode Island 
Utrecht University / TOPIOS project 
Xylem 

Journalism / Broadcasting 
BBC Sport 
Green Sports Blog 
Sky Sports 
The Economist 
The Sustainability Report 
TIME Magazine 

Visualisation / Science communication 
GAEL Environmental Learning 
Metcalf Institute 
MIT Media Lab 
The Visual Agency 
Two Oceans Aquarium Foundation / 
National Marine Educators Association 
Queer Brown Vegan 

Gaming 
Playmob 

Ocean protection 
IUCN  
Ocean Unite 
Peak Plastic Foundation 
Stanford Centre for Ocean Solutions 

The Ocean Race partners  
11th Hour Racing  
Helly Hansen 

The Ocean Race sailing teams 
LiveOcean Racing 
Mirpuri Foundation 
Mission for the Future 
Team Tigress 
The Austrian Ocean Race Project
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Stories are the natural human 
way to understand anything 
complicated. 

There are three parts to a good 
narrative:  

• describe the world as it was 

• tell what you discovered 

• describe the new view of the 
world … what has happened in 
the world as a result of what 
you discovered. 

… you bring people from one 
place to another. 

Alok Jha | Science Correspondent, 
The Economist 

Innovation Workshop # 5 | Opening session

‘The Hero’s Journey’ 
Ever since we have had language we have told each other stories … 
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Innovation Workshop # 5 | Opening session

‘Knowing planet ocean: discovery and the deep sea’  

Dr Carlie Wiener | Director of Communications and Engagement Strategy, Schmidt Ocean Institute 

At the end of October scientists onboard 
the Schmidt Ocean Institute research vessel 
Falkor discovered a massive detached coral 
reef in the Great Barrier Reef. It was the 
first discovery of its kind in over 120 years. 

Measuring more than 500m high the reef is 
taller than the Empire State Building or the 
Petronas Twin Towers. The discovery is 
testament to how little we know about the 
ocean. We have only mapped about 20% of 

the seafloor in high resolution. By 
comparison, 98% of the surface of Venus 
has been mapped. It’s like living in a five 
storey building and only knowing what’s 
on the ground floor. 
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Innovation Workshop # 5 | Opening session

‘Knowing planet ocean: discovery and the deep sea’  

Dr Carlie Wiener | Director of Communications and Engagement Strategy, Schmidt Ocean Institute 

Space has a prominently 
established place in popular 
culture. It has embedded itself 
into Hollywood movies, novels, 
and the imagination of every 
child. Built on the same 
principles, there is no reason why 
the ocean cannot do the same. 

The space agencies have done an 
incredible job of creating 
universal messaging and cross 
promoting each other’s major 
discoveries - something that we 
have not done as well within the 
ocean community. 

But the ‘ocean-shot’ 
opportunities exist and present 
an opportunity to create a 
unified global message. Broad 
international campaigns like 
Seabed 2030, the UN Decade of 
Ocean Science for Sustainable 
Development [the ‘Ocean 

Decade’] and 30 x 30 are the 
ocean’s ‘moon-shots’.  

What we need to do through 
communication is to create a 
unifying moment for the ocean 
around these decadal plans and 
campaigns.   

10theoceanrace.com
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‘How to tell stories from complex ideas 

Alok Jha | Science Correspondent, The Economist  

Science is ‘by definition’ based 
on objective facts and can 
seem dispassionate. Creating 
stories is a good means of 
communicating to the general 
public. 

When creating a story ….                   

                                                                
1. Remember what it’s like to 
not know something. When 
you are an expert in a field 
and focus on a single topic in 
great depth, after years of 
hard-won insight and data it 
can be hard to zoom out to 
take in the bigger picture. But 
others don’t have that level of 
expertise in the topic, 
remember what it’s like to 
‘not know’.   

2. Respect your audience - try 
and understand what they 
want to know.  What is it 
about your research that 
might affect them in some 
way? It shows that you 
respect them and their time. 

3. Make the story personal by 
including personal setbacks, 
motivations. All the setbacks 
add to your authenticity. 
Complicated ideas take a long 
time to generate. Expertise 
will not have come in one fell-
swoop. Authenticity is your 
most important asset when 
you are telling a story as an 
expert. It will be more 
compelling.  

4. Tell a good story: the world 
as it was - what you 
discovered - the world as it is 
afterwards. Science is one of 
the great mystery stories, it 
can be full of intrigue and 
human drama. There’s always 
room for sequels … scientific 
discoveries are frequently 
surpassed or challenged.  

5. Assume that the person 
you are talking to is 
intelligent. Other people just 
haven’t had the information 
or they haven’t been educated 
the way you have in this area 
of expertise. Never 
underestimate someone’s 
intelligence, but never 
overestimate how much 
knowledge they have.  

6. Don’t include everything, 
Leave your reader hungry for 
more. Give them the 
‘knowledge gap’ by raising an 
issue or asking a question 
without fully answering it.  

11
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Data visualisation allows us to 
understand the infinitely great, 
the infinitely small and 
importantly the infinitely 
complex. 

When understanding data the 
experts or scientists are the 
domain experts who understand 
the entire complexity of the 
database. Communicators will 
often look to take a single 
statistic and weave a narrative to 
come up with another single 
statistic e.g. a headline.  

The challenge is to find a balance  
to communicate the right level 
of detail. 

12

‘Making data meaningful, relevant and tangible’ 
Matteo Bonera | Creative Director, The Visual Agency 

Innovation Workshop # 5 | Opening session

theoceanrace.com

Image © The Visual Agency



Single statistics can be made 
more meaningful by layering in 
multiple pieces of information to 
help people understand the 
complexity of the data / 
phenomenon it relates to, or by 
showing, for example, the ratio.  

Bringing in the ‘person’s point of 
view’ can help to make the data 
visualisation relevant. Some 
visual models require some 
previous literacy (and time) to 
decrypt.  

A data visualisation model will 
be most impactful with the 
largest number of people if it can 
be made tangible, like the 
example pictured from a New 
York Times story about air 
pollution.

Example from the New York Times illustrating air pollution 

‘Making data meaningful, relevant and tangible’ 
Matteo Bonera | Creative Director, The Visual Agency 
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The overlap between storytelling 
and scientific data creates a more 
personal connection with the 
data, which can harbour 
audience engagement and will 
ideally lead to public action.  

Audience interaction allows 
people to feel like they are are a 
part of the narrative, it can 
create an immersive experience 
for them.  

‘Impactful data using interaction and 3D visualisation’  

Tyler Schoeppner | Data visualiser, 11th Hour Racing

14
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LILLI - Large Interactive Laser 
Light-field Installation allows for 
life-size models of animals. The 
display detects when people are 
near and reacts accordingly so 
the person is enveloped in the 
display without knowing it. 

A memorable interaction with 
data in this way can increase 
further engagement with the 
science. 

See more here:  
https://www.youtube.com/
watch?
feature=youtu.be&v=4IaZll0DmD
4&app=desktop

‘Impactful data using interaction and 3D visualisation’  

Tyler Schoeppner | Data visualiser, 11th Hour Racing

15
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An ocean scientist, a data visualisation genius, a journalist and a 
sailor walked into a city centre bar and met a barman, a banker 

and a bureaucrat. How did they convince them, and the rest of the 
world, TO CARE about ocean science and what it is telling us?

Innovation Workshop # 5 | Breakout sessions

Breakout sessions 
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Breakout Group 1: Data for impact: 
A fundamental for progress - the 
lifecycle of data and its journey from 
observations to communication 

Breakout Group 2: Creating the 
ocean’s ‘we choose to go to the 
moon’ moment: What can ocean 
science learn from space’s successes? 

Breakout Group 3: Ocean and 
climate: How can data visualisation 
help us to tell a meaningful and 
tangible story? 

Breakout Group 4: Getting behind 
Marine Protected Areas: Telling the 
story of MPAs and what people can 
do to change the ending 

Breakout Group 5: What’s next for 
the ocean plastics story?: How can 
the ocean plastics story continue to 
have impact and what can other 
ocean issues learn from its 
successes?

Breakout sessions 

17
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‘Manage once, use often’

Innovation Workshop # 5 | Breakout session 1

Breakout 1 – Data for impact: A fundamental for progress – the 
lifecycle of data and its journey from observations to 
communication  
Facilitated by: Dr Sören Gutekunst | The Ocean Race
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A data policy should be 
established from the 
beginning that is in common 
to all science and sailing 
initiatives. Make sure there is 
one data format and one data 
archive so that everyone 
understands how it works and 
can access it.  

It’s advisable to keep data in 
one place as a single archive so 
that it’s not pushed to 
different archives and 
dispersed without a central 
archive. But this needs to be 
achieved without duplicating 
datasets. This would also deal 
with the issue of ‘diluting’ 
datasets as any scientific 
product will need to use the 
composite of data from many 
different sources, not just 
observations from sailing. 
From one archive the data 

could be diverted to Digital 
Object Identifiers in bigger 
data archives for scientific 
use.  

Existing best practices should 
be used to define the format 
for different data streams and 
reporting requirements for 
metadata and averages. Every 
data stream will dictate a 
different best practice. 

Note that data integration 
into the Global 
Telecommunications System 
[GTS] will ALWAYS require 
quality control. Pushing a 
binary / buffer format directly 
into the GTS is not advisable. 

Data will still need a certain 
amount of manual processing 
by a traditional weather 
centre or service. 

There are other conversations 
about integration of third 
party data to the GTS. 
Currently access to the GTS is 
very regulated. There is a new 
model being developed - WIS 
2.0 - this will be based more on 
modern internet based 
structure, but will not be 
ready for some years. 
Currently there is a ‘middle 
ground’ that we need to work 
with.  

This report from a meeting 
held in July 2020 gives some 
interesting insight into the 
potential for an ocean 
observing network from 
sailing boats.  

Key takeaways: 

- Establish a data policy 

- Set up a committee to 
evaluate appropriate best 
practice for each dataset. It 
would be helpful  to visualise 
all data streams and how they 
are used, to plan the data 
management.  

- Allocate resources to design 
data management. 

Measure [and manage] once, use often

Innovation Workshop # 5 | Breakout session 1

Breakout 1: Data for impact 
Contributions from: Berit Ahlers, Brett Phaneuf, Inger Graves, Kevin O’Brien, Martin Kramp, Samuel Piñeiro, Stephen Diggs, Toste Tanhua, Tyler 
Schoeppner.
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The ProMare Mayflower 

example: the data is processed 

on the boat and only the 

interesting data are 

transmitted back - only if 

something interesting or an  

anomaly is identified. 

All of the data are available raw 

and unprocessed to people 

who want the data but the 

communication value is 

optimised by processing the 

data and publishing the 

algorithm or linking to the 

model.  

Interactive data sharing 

dashboard from the 

In real-time or not in real-time?

Innovation Workshop # 5 | Breakout session 1

Breakout 1: Data for impact 
Contributions from: Berit Ahlers, Brett Phaneuf, Inger Graves, Kevin O’Brien, Martin Kramp, Samuel Piñeiro, Stephen Diggs, Toste Tanhua, Tyler 
Schoeppner. 
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Automatic real-time data 
streaming can be a challenge 
due to connectivity.    

From the science perspective 
not everything needs to be in 
real-time. Weather data is 
ideal in real-time but other 
data are not critical in real-
time.  

The communication value of 
the data is in real-time or close 
to real-time. For example 
overlaying near real-time 
carbon dioxide data with the 
Race tracker could tell a great 
story.  These data don’t need 
the same level of quality 
checking and can be useful for 
communication for example 
as 5 minute averages - the 
same detail isn’t needed for 
communication. This is the 
same for 3D visualisation: real-

time data has more meaning 
for viewers.  

But this needs to be done in a 
way that’s engaging. A single 
dataset may not mean much 
to a public audience it needs 
to be given context to make it 
relevant and engaging e.g. 
highlight critical levels or 
historical levels. There is a 
challenge to make the data 
interpretable to a wide range 
of stakeholders and there 
needs to be guidance for the 
user to ensure data are 
interpreted and 
communicated correctly. 
Respect the viewer’s 
intelligence - provide a link to 
the source of data for further 
engagement.  

The ProMare Mayflower 
example: the data is processed 
on the boat and only the 
interesting data are 
transmitted back - only if 
something interesting or an  
anomaly is identified. 

All of the data are available 
raw and unprocessed to 
people who want the data but 
the communication value is 
optimised by processing the 
data and publishing the 
algorithm or linking to the 
model.  

Interactive data sharing 
dashboard from the 
Mayflower autonomous 
vessel: https://
www.mas400.com/dashboard 

Key takeaway:  

- The ideal will be to have two 
streams of data - one for 
communication in close to 
real-time with smart 
Application Programming 
Interfaces [APIs] so that data 
can be used by a wider range 
of people, not just domain 
experts. The other to push 
the data for relevant quality 
checking and into archives. 
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Synergy

Innovation Workshop # 5 | Breakout session 1

Breakout 1: Data for impact 
Contributions from: Berit Ahlers, Brett Phaneuf, Inger Graves, Kevin O’Brien, Martin Kramp, Samuel Piñeiro, Stephen Diggs, Toste Tanhua, Tyler 
Schoeppner.
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The ocean science and sailing 
communities can really learn from 
each other. The ocean racing 
community is focussed on making 
things happen, going fast, having 
innovative ideas. There may be 
new ways of doing things if we 
learn together. 

It’s an interesting fresh 
perspective. Ocean expeditions 
traditionally go out and collect 
data in a very self-contained 
manner with no real-time 
communication.  

There is a lot of overlapping 
expertise. We need to stop being 
separate communities, i.e. 
research vessels and sailing race 
data, and continue this sort of 
communication  … where different 
types of ocean expeditions are 
brought together to say: ‘What 
kind of problems can we solve 
together?’

theoceanrace.com
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‘We can learn from baking!’  
🍰

Innovation Workshop # 5 | Breakout session 2

Breakout 2 – Creating the ocean’s ‘we choose to go to the 
moon’ moment: What can ocean science learn from space’s 
successes?  
Moderated by Dr Carlie Wiener | Schmidt Ocean Institute
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Innovation Workshop # 5 | Breakout session 2

How can we connect people to the high seas and deep sea?
Make the ocean life visible. 
Even sailors only see birds and 
marine mammals, not the life 
that’s underwater. You only 
see the fish coming out when 
they’re dead. Use the arts or 
give people access to a virtual 
reality type of ocean so that 
people can visualise what’s 
below the surface. 

Use tangible examples  to 
make science / results relevant 
for people. Provide 
comparisons that people can 
understand and that give 
context. 

One of the issues about the 
way we communicate is that 
the problems of the ocean are 
what get the most attention. 
The narrative that’s being 
used a lot is pointing at the 
problem. But that is 
completely disengaging. 
What’s important to engage 
people is to use a story where 
you empower people rather 

than hearing another scary 
story … the doom and gloom 
stories aren’t working. 

Space does not have the 
‘baggage’ that the ocean does - 
space is very much a story 
about a bright future and 
exploration. The ocean on the 
other hand has more history 
attached to it. We need to 
look to the things that the 
ocean has that space does 
not. The ocean has creatures, 
wildlife, colour, shapes, 
forms. The ocean can give us 
both exploration and 
excitement and, similar to 
space, it’s heroic: it’s hard to 
get there, when people do get 
there there’s so much more to 
show. Offer this through the 
arts, storytelling, data 
visualisation tools.  

The nature of the discovery 
itself is newsworthy and 
enough. There isn’t always a 
need for paragraphs of 

statistics and science that lose 
people’s attention, push more 
about the simple discoveries. 
Space brings other worlds into 
your living room and helps 
you to touch them. This can 
be done with ocean 
exploration and economics of 
the ocean. 

Treat people intelligently, 
there are problems and issues 
- these aren’t just negative 
things they are FACTS. We 
need to tell people what the 
issues are and people will 
appreciate that. It needs to 
become part of everyone’s 
consciousness - that’s how you 
build consensus and 
motivation for action. You 
can’t just give good news 
stories because then there's 
no tension there to improve 
or change. Issues are things 
that people want to rail or 
move against. Showing where 
we are and where we need to 
get to allows people to think 

about it and gives them 
agency to do something. 

The number of people who 
see something is not as 
important as the number of 
people who do something 
about it e.g. Great Barrier Reef 
story - do you just want them 
to see the picture of the newly 
discovered reef or do you also 
want them to understand the 
pressures that are affecting 
the reef as a whole? It’s not 
always wrong to give a more 
complicated story.

Breakout 2: Creating the ocean’s ‘we choose to go to the moon’ 
moment 
Contributions from: Alok Jha, Austin Wong, Carlie Wiener, Dan Novy-San, Giulia Zerbini, Heather Carswell, Martin Visbeck, Paula Bontempi, 
Todd McGuire.
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How do we tie the sport of 
sailing to science and 
conservation without losing 
the excitement and pace of 
the sailing and the Race? 

The ‘Great British Bake-Off’ [a 
reality TV show based on a 
baking competition] 
emotionally engages people 
by engaging them in the 
participants’ personal stories 
and by creating drama and 
excitement.  

Instead of slowing down to tell 
the story of the science, it can 
also be considered a ‘race’ … 
e.g. to get to the sample, or 
the analysis … there is a huge 
amount of drama and 
storytelling in talking about 
‘doing science’. We can take a 
lesson from baking … it 
doesn’t have to be slow! 

Leverage the competition of 
sport and the rivalries 
between people and teams. 
This can be applied to the 

science also - create drama by 
pivoting the science and 
connecting it to different 
teams.  

Create a ‘parallel race’: with 
the scientific data telling the 
story - you don’t have to 
create competition. Everyone 
is in a competition with time 
because there is a finite 
amount of time. That’s the 
stressor. 

Create characters and use 
heroes: the sailors are heroes 
who carry the story. It could 
be possible to profile 
scientific heroes, the 
challenges that they go 
through etc., and it can have a 
similar level of drama. The life 
of a scientist at sea is different 
to a racer at sea, but it's 
certainly not normal. It’s 
exciting because of the human 
element. Connect the science 
and sports communities, both 
have unusual lives out on the 

ocean. They are not typical 
office jobs! 

These stories also provide a lot 
of scope for showing diversity 
- through different types of 
people involved: indigenous, 
people of colour, women. 
Ocean science is white male 
dominated but ocean activism 
is much more diverse.  

The Race’s science programme 
link could provide a chance 
for ‘capacity building’ by 
drawing  on some real ocean 
science expertise at local 
events. Have scientists-in-
residence as part of the Race 
and have different characters 
in each stopover to provide 
access to what is happening 
locally. 

Locally the Race establishes 
relationships with 
organisations and grass-roots 
groups. There are amazing 
stories and amazing potential 

to tell the science story at 
stopovers. 

Key takeaways:    
                                                                  
- Leverage the drama and 
excitement, not just of the 
sport, but of the science also. 
Sailors and scientists are both 
heroes. 

- Capitalise on what the ocean 
has that space does not: 
colour, wildlife, creatures 
below the surface.  

Innovation Workshop # 5 | Breakout session 2

What makes people care about baking cakes?!

Breakout 2: Creating the ocean’s ‘we choose to go to the moon’ 
moment 
Contributions from: Alok Jha, Austin Wong, Carlie Wiener, Dan Novy-San, Giulia Zerbini, Heather Carswell, Martin Visbeck, Paula Bontempi, 
Todd McGuire.
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‘The world cannot be understood without numbers. 
But the world cannot be understood with numbers alone.’

Innovation Workshop # 5 | Breakout session 3

Breakout 3 – Ocean and climate: How can data visualisation help 
us to tell a meaningful and tangible story?   
Facilitated by Sara Perozzi and Matteo Bonera, The Visual Agency
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Breakout 3 – Ocean and climate: How can data visualisation help 
us to tell a meaningful and tangible story?   
Facilitated by Sara Perozzi and Matteo Bonera, The Visual Agency
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Before you start any kind of data 
visualisation: you must think about who 
you are talking to. Who is the target? This 
helps to have more control of the ‘coding’ 
phase. Different targets lead to very 
different outputs. A visualisation for a 
domain expert will be very different to 
what is needed for someone with no prior 
knowledge - they need to be guided 
through the graphic.  

The sender has control over the encoding 
phase but not the decoding. The decoding 
phase is how the target interprets the 
message.   

The message is the object of the 
communication and answer to the 
question ‘what do I want to communicate?’ 

The context is composed of all the 
information that you give to the target to 
better understand your message.  

The channel hosts the communication 
flow. The channel determines the rules of 
communication, its constraints, time 
frame and duration of the message, and so 
on …  

The code is the shared knowledge that 
allows the sender and the receiver to 
interact. 

Find the full report from The Visual Agency 
here.  
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Merging sports and climate communication

Innovation Workshop # 5 | Breakout session 3

Breakout 3 – Ocean and climate: How can data visualisation help 
us to tell a meaningful and tangible story?   
Contributions from: Ana Agostinho, Anne-Cécile Turner, Charlie Cope, Dorina Seitaj, Eugenia Manzanas, Jo Finon, Lewis Blaustein, Peter 
Landschützer, Rebecca Rolph, Russell Stevens, Sunshine Menezes, Susan Glenny, Tania Mendes.
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When communicating about 
climate it is important to 
show how it has changed over 
time i.e. historical data need 
to be included to give context. 

Should the emphasis be on 
economic consequences or 
on human consequences?
Example: in the USA there are 
regions with significant 
aquaculture industries 
trending towards acidified 
waters. This has economical 
implications and that’s what 
the banker and bureaucrat 
will care about. The message is 
that money, incomes, 
economies will be affected.  

Many people will respond 
better to an economic 
message than an existential 
one. But try counting your 
money whilst holding your 
breath!!! 

Is there an opportunity to 
draw on experiences from 
COVID 19 - people were 
exposed to messaging about 
‘what could happen’ and 
asked to take scientific advice.  

Broadcasters recognise the 
responsibility to start talking 
about the climate change 
storylines when possible and 
whenever it can be topical. 
Journalists are being trained 
on how they should be 
communicating and finding 
those stories. 

Previously there might have 
been an argument that sports 
broadcasters shouldn’t talk 
about this because it’s not 
sport. But so much of it does 
affect the sports and people 
who take part in sport. 

Content from sports events 
that allow journalists to relate 
the environmental message 
to the competition give 
another angle to the story. 

Sports broadcasting treads a 
delicate line in terms of how 
to communicate. The message 
needs to be factual with data 
and facts, but a lot of people 
interact with the sports world 
as part of their escapism in 
life, to get away from some of 
the big scary stuff that's going 

on in their world. We need to 
get that balance right when 
we communicate. We need to 
give people the good news 
stories and the positives. It 
can’t be all doom and gloom. 

People also need to 
understand how they can 
make a difference and how 
they can make an impact. 

Don’t underestimate the 
power of using personal 
stories and ambassadors 
from the sport. They are both 
motivational and authentic 
and can advocate for policy 
change. 
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1. The target needs reference 
points (both numerical and 
historical). 

Give the target information 
about healthy levels of CO2 
and pH in the ocean. Give 
some historical context about 
the levels of CO2 and pH. This 
could be done using 
throwback elements 
explaining levels of CO2 and 
pH 10 years ago or 100 years 
ago. Furthermore, it would 
help the target to understand 
the level of ocean acidification 
in different timepoints in the 
past using comparative 
elements. 

2. All technical elements that 
are part of the message need 
to be explained. 

Specifically this means to 
explain in more detail what 
CO2 and pH is, their 
connection and source. 

3. The relationship between 
all elements of the message 
need to be highlighted and 
explained. 

Explain how CO2, pH and 
ocean acidification are related 
and how one impacts the 
other. Furthermore it is 
essential to explain the cause 
of increased CO2 and pH levels 
in the oceans. 

 

4. How do the elements of the 
message interfere with the 
target?  

This refers to part 2 and 3 and 
relating the phenomenon to 
tangible issues such as global 
warming, the loss of 
biodiversity and economic 
decline. This in turn should be 
broken down further into 
even more tangible impacts 
such as loss of jobs, famine, 
natural disasters, etc.  

Creating a connection 
between the audience and the 
message is essential to spark 
action. Use real-life examples, 
for example the impact of 
acidification on sea-urchin 
shell development and 
growth.

Key takeaways: telling a story using carbon dioxide data

Innovation Workshop # 5 | Breakout session 3

Breakout 3 – Ocean and climate: How can data visualisation help 
us to tell a meaningful and tangible story?   
Recommendations from The Visual Agency
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Getting 30×30 to the next level

Innovation Workshop # 5 | Breakout session 4

Breakout 4 – Getting behind Marine Protected Areas: Telling the 
story of MPAs and what people can do to change the ending  
Moderated by Aryn Baker | TIME Magazine
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What’s stopping us from changing the story ending?
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Breakout Group 4 – Getting behind Marine Protected Areas 
Contributions from: Andrea Tagliamacco, Anthony Hobson, Aryn Baker, Bronwen Golder, Isaias Hernandez, Jean-Pierre Pustienne, Jude Ower, 
Lorraine McKenna, Lucy Hunt, Maria Abildtrup, Phil Ridley, Richard Page, Susan Gesner, Thomas Furey.

Communicating about MPAs 
is not that difficult. The 
concept of the benefits as ‘fish 
banks’ and sanctuaries for 
ocean life is not hard to 
convey.  More difficult 
concepts are those of wildlife 
corridors. These concepts of 
ocean conservation are more 
complex, and likewise the idea 
of biodiversity in areas 
beyond national jurisdiction, 
beyond countries’ 200 
nautical mile Exclusive 
Economic Zones (EEZs). 

Another challenge, as is the 
case for all communication 
about the ‘biodiversity brand’ 
is to make people care … 
finding what will motivate 
the people we want to reach 
and getting the messaging 
and channels correct.  

There is no ‘general public’, 
the message  and channel 
need to be tailored for 
different targets. Even 
‘business’ is general, it is not a 
specific target audience. 

Social media algorithms have 
an impact on NGOs as they 
push for paid posts. We need a 
collective effort to beat the 
algorithms.  

Limited capacity within NGOs 
means that any social media 
tactics need to be done with a 
collective effort - 
collaboration! 

Refer to ‘Branding 
Biodiversity’: 

People respond to one of four 
motivations:  

FEAR, LOVE, NEED, ACTION 

To engage people and make 
them care about the High Seas 
we need to tell a human story.   

It’s important to tell a story 
that is representative of the 
people, not just one point of 
view. Any communication 
needs to reflect cultural and 
lived experiences, identities 
and cultures, avoiding the 
‘saviour complex’. 

Identify mascot species as 
‘connectors’ to resonate with 
an audience. Could social 
media profiles be created for 
some of the mascots or for 
flagship MPAs? 

Develop an inventory of 
existing success stories - 
highlighting positive societal 
and economic outcomes of 
designated MPAs. Address the 
issue of exclusivity - 
stakeholders assume activities 

are permanently restricted. 
Create confidence in science & 
data based management.  

A visual story can help to tell 
the story of the deep sea. 
People’s awareness usually 
ends at the beach. Seabed 
mapping programmes [Irish 
example] include bathymetric 
data and mapping of features 
using ROVs - these bring the 
deep sea to life. 

‘Mission Atlantic’ is a 
programme that will look at 
the entire Atlantic ecosystem 
to compile data and map case 
study areas for integrated 
seabed management. There 
may be potential  for 
crossover with The Ocean 
Race route to highlight 
specific case study areas 
where decisions are being 
sought. 
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Is there a role for gaming? …
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Breakout Group 4 – Getting behind Marine Protected Areas 
Gaming example and statistics from: Jude Ower. Other input from Thomas Furey.

1 in 3 people game. There are 
2.6 billion people gaming 
worldwide.  

People who play games are 
already engaged. They have to 
be fully focussed to ‘get to the 
next level’. So gaming can cut 
through the noise and reach 
people on their level. 

Games can take complex 
issues and distill them into 
micro games to distribute as 
widely as possible and raise 
awareness. Games can be 
seeded with information that 
will inform the player and 
prompt an action. The game is 
like a signpost to plant a seed 
and raise awareness.  

Gaming can make 
understanding of 
environmental issues more 
mainstream.  

The design can elicit an action 
like a vote to support a policy 
action or donate via a crowd-
funding style model.   

There is opportunity to 
engage business as it can 
provide exposure for brands … 

Win for policy 

Win for individuals 

Win for brands 

The timeframe within a game 
can also provide a time-based 
pressure. 

Existing data shows 30 - 50% 
engagement with the game 
when it pops up and 20% 
completion which is very 
high compared to other 
media formats. 

Moreover the data gathered 
can help to understand what 
the players care about … how 
are they interacting with the 
game and what elements are 
triggering engagement.  

The data can help to look at 
gaps in trends. Where is more 
intervention needed? Where 
does the message need to be 
tailored? If certain 
demographics are not 
engaging you can tweak the 
message.  

Incorporating mapped 
extents of MPAs so people see 
the insignificant areas 
protected to date is 
important, whether it be 
through a game or otherwise. 

Outcome of this session: 
concept note and exploration 
of this potential is in progress. 

theoceanrace.com



An immense amount of work 
has gone before, but the 
percentage of MPA coverage is 
at only 2%, despite 
engagement with all UN 
countries - is the right 
message getting to the right 
people? 

There has been engagement 
with indigenous 
communities, industry, multi-
stakeholder conversations … 
but the dial isn’t changing.  

We need to convene as a team 
and influence heads of state, 
the decision makers. Our 
common audience should be 
prime ministers. It is critical 
to develop messaging for 
politicians. 

In comparison with the story 
of space - space is not 
contested in the same way as 
the marine environment. 

Political leaders make choices 
influenced by industries and 
economic narratives. That 
narrative with regard to the 
fishing industry, i.e. potential 
loss of livelihoods, is very 
powerful.   

The economic argument is 
critical in achieving political 
leverage to achieve increased 
designation status. Consider 
the role of the insurance 
sector in the context of 
‘industry’. 

A ‘power analysis’ is needed to 
identify who we are likely to 
be able to persuade or not. 

Businesses can be engaged … 
finding ways to convert 
current social, political, 
shareholder, investor and 
financier pressure into a 
tangible win-win-win for 
conservation, business and 
society should be a goal. 

Nature-Based Solutions 
should provide a catalyst to 
open discussions with 
business, big and small. 

The approach needs to be 
sophisticated, business / 
industry need to be targeted 
with the ‘need’ message - they 
will be influenced by their 
shareholders, investors and 
consumers / social pressure.  
Business can fuel public action 
and get positive brand 
association for doing 
something good, while getting 
the mainstream to speak up 
and put pressure on 
governments / world leaders 
to change policy quickly. 

Identify which businesses are 
doing great things for MPAs, 
and communicate about 
those.  

Example                              
Protected land in Nova Scotia 
amounts to 17% [higher than 
any other Canadian province]. 
The dial was turned by 
engaging business as there 
was an economic implication. 
Business and industry were 
the key drivers of policy 
change.  

Key takeaways:    
                                                                      
- Collaboration is key! - we 
need to convene as a team 
with a united voice. 
 
- The message needs to get to 
the right people: heads of 
state / the decision makers.  

-  Gaming may provide a tool 
to engage a broad audience 
and data can feed back to 
identify gaps where more 
intervention is needed. 
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… but will we get to the NEXT LEVEL?
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Breakout Group 4 – Getting behind Marine Protected Areas 
Contributions from: Andrea Tagliamacco, Anthony Hobson, Aryn Baker, Bronwen Golder, Isaias Hernandez, Jean-Pierre Pustienne, Jude Ower, 
Lorraine McKenna, Lucy Hunt, Maria Abildtrup, Phil Ridley, Richard Page, Susan Gesner, Thomas Furey.
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Avoiding the ‘click-bait’ of conservation communication

Innovation Workshop # 5 | Breakout session 5

Breakout Group 5 – What’s next for the ocean plastics story?: 
How can the ocean plastics story continue to have impact and 
what can other ocean issues learn from its successes?  
Moderated by Stiv Wilson | Peak Plastic Foundation
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What can other ocean issues learn from the plastics story?

Breakout Group 5 – What’s next for the ocean plastics story? 
Contributions from: Erik van Sebille, Delphine Lobelle, Johan Strid, Lou Fawcett, Matthew Campelli, Meegan Jones, Péricles Silva, Rebecca 
Johannson, Stiv Wilson, Tommaso Guadagni, Zhankun Wang.

With plastic the direct link 
between individuals and the 
problem was easy to convey. 

The story was visual. Using 
animals and wildlife to 
convey the impact was 
powerful. 

The human health impact 
should be leveraged more 
with regard to plastic - the 
impact of ingesting plastic, 
etc. 

The message was too 
simplified and focussed on 
individual action. The click-
bait ‘solutions’ were ‘of the 
hour’ but have they sustained 
attention and engagement?  

How are we defining ‘impact’? 
- awareness in itself is not 
impact, there needs to be 
action, solutions and 
reduction. 

Large scale action from 
governments and producers 
has not been fast enough. 

The link between the problem 
and lack of waste 
management for the material 
was not made. The problem 
was focussed on people’s 
individual actions and moving 
away from a plastic raw 
material to ‘something else’.  

Create a unified story - the link 
between plastic and climate 
change should be leveraged 

Communicate using scientists 
as advocates - similar to the 
Extinction Rebellion example. 
The personal story of 
scientists that shows the 
passion.  

The network and links don’t 
exist between science and 
media  - how can we bridge 
between science and media to 
create opportunities to talk 
about the science? 

Scientists as social media 
influencers or similar to 
broaden access to an 
audience. Research institutes 
need to focus more on 
elevating communication and 
a new generation of scientists. 

You need to go to where the 
audience is - it’s easier to move 
content than to move users. 

Access more ‘mainstream’ 
media e.g. TV series - can the 
message be seeded there as 
not everyone will engage with 
a documentary.  

Gaming has potential as a tool 
to access a massive existing 
audience. 

Give people a participatory 
role in the science through 
citizen science. 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Avoid the click-bait for 
conservation! 
Communication needs to 
push back on false solutions 
and single calls to action - 
there is no silver bullet!   

A ‘personal accounting’ 
concept for people could be 
impactful so that they see and 
can visualise the impacts of 
actions they are making or the 
waste they are generating.  
This has been well done for 
the climate change message - 
people can understand the 
impact of their actions.  

A concept like this could be 
gamified and even 
incentivised - find a funder to 
‘reward’ positive actions. 
Incentivise behaviour change 
with real life benefit.  

The narrative should shift so 
that people better understand 

the complete life cycle of 
their choices and purchases 
including their end-of-life. 

Research focus is needed on 
complete Life Cycle Analysis 
[LCA] of materials to 
communicate about the full 
impact from raw material to 
disposal. Solutions have been 
quite focused on fully moving 
away from plastic - replacing 
with all other sorts of 
materials, even if those other 
materials are not necessarily 
better, and might even have a 
higher environmental impact, 
from a LCA perspective. The 
focus on waste management 
and closing the loop/lack of 
infrastructure to handle the 
waste has been too low.  

The message needs to be 
clearer that not all plastics are 
equal and there needs to be 

full transparency of the life 
cycle to drive innovation and 
development of circular 
processes so that materials 
are kept at the highest 
possible value for as long as 
possible.  

Producers should be required 
to include a percentage of 
recycled ‘social plastic’ to give 
the waste value and 
commercialise collection of 
social plastic. 

‘Social plastic’ comes from 
areas where it can not be 
managed locally and would be 
‘ocean-bound’ without 
intervention. 

More data are required from 
coastal and open sea, and 
data collection needs to be 
more uniform for easier data 
sharing.  

 

 
 
  

 

  

Innovation Workshop # 5 | Breakout session 5

Should we be communicating different data, or messages?
Key takeaways: 

- ‘Awareness’ in itself is not 
‘impact’.  

- Avoid the click-bait of 
conservation communication. 
Beware of false ‘solutions’ and 
single calls to action: there is 
no silver bullet! 

-  Communicate using 
scientists as advocates: the 
personal story of scientists 
can convey passion and a 
credible voice about the 
urgency of the situation. 

- Create a unified story - the link 
between plastic and climate 
change should be leveraged. 

Breakout Group 5 – What’s next for the ocean plastics story? 
Contributions from: Erik van Sebille, Delphine Lobelle, Johan Strid, Lou Fawcett, Matthew Campelli, Meegan Jones, Péricles Silva, Rebecca 
Johannson, Stiv Wilson, Tommaso Guadagni, Zhankun Wang.
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We will advance three main focus themes integrating the learnings and recommendations drawn from this Innovation Workshop. 

For each action we have identified potential synergies with existing initiatives and organisations already established and active in these focus 
areas and there will be overlap between the different focuses. 

We invite collaboration, from those who want to work with us to optimise opportunities to amplify and advocate for ocean science.  

Action focus 1 

Development of a data policy for management of data from sailing boats and establishment of a process for data management to optimise 
data transfer and usability. 

This action will gather recommendations [drawing from existing Ocean Best Practices] to optimise data management so that the data from 
sailing boats is efficiently processed in two usable streams: one stream for communication and the other for quality-checked integration into 
global archives. 

Key contributors: existing network involved in science and sailing initiatives and experts from ocean observation and ocean data systems, and 
relevant UN Ocean Decade programmes.  

Action focus 2 

Optimisation of data visualisation to leverage the engagement platform provided by sports events like sailing races. 

This will involve the development of meaningful and relevant data visualisation that can help to communicate about science through sport.  

Input is welcome from the perspectives of both communication and scientific relevance. The requirements of media will be welcome to develop 
effective visualisation of data for media content. 

Key contributors: gaming developers, scientific partners, contributions welcome from potential partners.  

What can we achieve together?

Innovation Workshop # 5 | Actions

Follow-up actions   
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Action focus 3 

Establishing ‘ocean heroes’, including sailors and scientists.  

We want to equip athletes to tell the story of ‘ocean change’ and to advocate for action based on best available scientific knowledge. 

There is also potential to promote capacity building for ocean science by telling the story of local ocean science initiatives and scientists in 
countries and regions along the Race route. 

Key contributors: science communication experts, host nation research projects and centres, scientific partners, relevant Ocean Decade actions.  

Other areas of work that are being progressed, and that overlap with the recommendations of this workshop, are:  

- Advancing advocacy and support at policy and political leadership level - notably via The Ocean Race Summit series; 

- The potential role of gaming to engage audiences in ocean health and restoration.  

What can we achieve together?

Innovation Workshop # 5 | Actions

Follow-up actions   
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JOIN US 
We invite you to work with us to amplify the voice of science … please get in touch to 
register your interest to be involved in any way to advance the actions identified, or to 

propose other initiatives or future workshop focusses … 

mairead.odonovan@ext.theoceanrace.com 
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