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In 2001, the European Union set itself the ambitious goal of halting the loss of biodiversity by 2010 and 
beyond. Until now the major focus was on combating climate change. But another major challenge 
humanity faces is halting the loss of biodiversity. They both have devastating impacts on our 
environment, health and economy. 
Biodiversity matters for a whole variety of reasons: environmentally, socially, emotionally and 
economically. It is at the very foundation of our society and the basis of our economic success and 
wellbeing. We need to make our European citizens aware of the loss of biodiversity and the role they can 
play in slowing down and turning around that loss. We need to give them reasons to rally behind this 
cause. So that governments and all sectors of society are stimulated to keep investing in nature. 
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Research
To develop a strong campaign idea, we needed relevant insights to know 
what European citizens think and feel towards the subject, what their cultural 
and social tensions are.
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A short summary

Only 35% of Europeans say they know what biodiversity means
Biodiversity loss is understood as a species – focused concept 
Europeans don’t feel well informed about the issue
Sources mentioned to find out more :
– Documentaries
– Internet 
– Newspapers 
Main threats mentioned 
– Pollution
– Man made disasters 
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43% see biodiversity loss as a problem in their own country
But it is seen as more important at global level
People see no immediate personal impact of biodiversity loss but they see a problem in the future, 
for them or for their children
Nature conservation is seen as a moral obligation, however linked to future well being and quality of 
life
A little bit less than half of the people interviewed associated biodiversity to the production of food, 
fuel and medicines or thought about economic consequences for Europe
2 out of 3 Europeans say they do something about it
21 % said they don’t do anything because they don’t know what to do
Natura 2000 Network is almost unknown (80% said they never heard of it) 
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Qualitative research
Exploring Biodiversity and Evaluating Communication Concepts 
> Conclusions & Recommendations
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Biodiversity has to be introduced and become relevant to 
people’s daily life and concerns

My job

My neighbourhood

My city

My finances

My family/ 
friends

My health
ME

My country

The people

The others

My hobbies, my spare 
time, holidays

My friends

My near future, our 
children’s future

Nature
(biodiversity)

Conservation of nature

The planet

The universe

The government, 
the state

Europe

The planet’s future

The next generations, further 
future

My needs and desires,
My hopes and ambitions, 

my fears

My recent past

WE THEM

The others

ME here & now

The world,
Far future & past

Companies
Nearby nature

Exploring Biodiversity and Evaluating Communication Concepts > Conclusions & Recommendations
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Recommendations for biodiversity awareness 
and action

People have to be made aware of biodiversity, what it is and how we humans are part of it 
and how it exists in our modern world too, how essential it is for us human beings, the 
dangers we bring to it and thus to our own existence

An awareness campaign has to be organized, in an accessible, understandable way, via 
media and other means

To motivate people to act, emotional connection has to be made with what matters to them in 
life, how biodiversity and its preservation can offer them benefits here & now

To overcome their barriers, reassurance should be given that they won’t have to give up their 
current comfort and lifestyle – but that this can be integrated in their modern and urban 
lifestyle, humans and nature living harmoniously together

Suggestions, tips and instructions should be given how they can act and contribute to 
preservation as ‘small’ individuals – within a larger, more structural scope of EU regulations, 
measures and projects

The concept has to be integrated in the larger concept of ecology or environmental care 
which is already more familiar, a conscious issue, integrated in their behavior

Exploring Biodiversity and Evaluating Communication Concepts > Conclusions & Recommendations
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Strengths and limitations of the communication 
concepts in light of the communication objectives

Introduction 
concept

Doom 
scenario’s

Strengths & opportunities Weaknesses & threats

Good for first introduction and creating general 
awareness
•Introduces and clarifies the concept
•Makes us aware of our human integrated role 
in biodiversity, both in the positive and negative 
sense
•Makes us feel bonded with nature, a call  to 
our social responsibility

•No direct personal benefits, no connection 
with daily life reality
•Just an explanation of the concept, too 
abstract
•Also remains too dreamy and idyllic

Thus not opportune as a motivation to action

Good to trigger further awareness and alarm 
(very strong in Italy)
•Confronts us with the vital essence of 
biodiversity, and the dangers of destruction of 
biodiversity – offers RTB
•Alarming, creating anxiety and guilt, strong 
attention and impact
•It’s time to change: makes you reflect, 
challenging choice of action

•Pessimist, no hope for the future
•Generalist, no personal call or connection
•Does not provide education neither guidelines 
to action
•Danger to immobilize people or for indifference
Thus not suitable on a longer term

Exploring Biodiversity and Evaluating Communication Concepts > Conclusions & Recommendations
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Strengths and limitations of the communication 
concepts in light of the communication objectives

Future / Hope

Consumption

Good to appeal emotionally and for families – 
more in Poland/Romania
•Re-connects people with nature, promise of 
relaxation and quality of life
•Care for the future well being of our children, 
social family responsibility
•Makes people desire to preserve nature
•Offers suggestions how to act simply

Strengths & opportunities Weaknesses & threats

•Offers no rational arguments
•Remains very sentimental, naive – very 
familial, no individuality
•Fear to regress – does not match 
aspirations to move forward

Less relevant for young urbans, too 
emotional to have warning function

•Too long and complex, very rational and 
economical
•Very guilt evoking about consumption, fear 
to have to halt progress
•Too large economic perspective, the 
responsibility of the EU
•Don’t know what to do, no tips
Thus not interesting for the mainstream, 
families – It/Ro/Po

Offers a structural economic perspective and a 
call to individual responsibility with the more 
intellectual – more NDL/Spain
•Think before acting, a call to management of 
biodiversity within our modern life
•A structural approach to control, controlled by 
the government and businesses
•Challenges the individual, his guilt about 
consumption, his personal initiative to come with 
clever solutions too

Exploring Biodiversity and Evaluating Communication Concepts > Conclusions & Recommendations
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Preserving biodiversity to care, 
to protect, to conserve for 

future generations

Different and complementary positions of the communication 
concepts

Concept ‘Future/hope’

Preserving biodiversity to promote life, to 
continue enjoying life

Preserving biodiversity to manage, 
to make a personal choice, to 

progress

Exploring Biodiversity and Evaluating Communication Concepts > Concept Future & Hope 

64

Concept ‘Consumption’

Doom scenario – Too late

Doom scenario – 
We have to preserve

Preserving biodiversity to avoid problems 
and save the world

INTRO 
CONCEPT
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Preserving biodiversity to manage, 
to make a personal choice, to 

progress

Preserving biodiversity to promote life, to 
continue enjoying life

Preserving biodiversity to care, 
to protect, to conserve for 

future generations

Communicate biodiversity in different phases and 
complementary

1. A shocking warning 
about the threats Supported by general education 

about the vital resources 
of biodiversity

2A. Social & family responsibility

Care for and protect our nature
for re-connection, 

balance, quality of life, 
our children in the future

2B. Personal & civic responsibility

Manage and restore biodiversity
As a personal choice, 

For progress and future success
Without halting our development 

and consumption

Exploring Biodiversity and Evaluating Communication Concepts > Conclusions & Recommendations
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Preserving biodiversity to avoid problems 
and save the world
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Findings of our common workshop on insights & tensions
... and some learnings out of own research
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Strategy
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Big Ideal Structure

Cultural Tension   +   Brand’s Best Self   =   Big Ideal  
Brand X believes the 
world would be a 
better place if…

The context in which the brand’s skills 
and personality are given free rein.

The conflict and tension in the 
consumer’s cultural environment 
that provides an opportunity for 
the brand to address.
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Biodiversity is the sheer variety of life on earth.

Brand’s best self
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Big Ideal

Cultural Tension   +   Brand’s Best Self   =   Big Ideal  
Biodiversity believes 
the world would be a 
better place if people 
would see nature as 
part of the future in 
stead of the past

Biodiversity is the sheer variety of life 
on earth.

People are aware of their 
consumer responsibility to 
preserve nature but they don’t 
want to act at expense of the 
quality of live they lead
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Creative brief
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Targeting

European citizens. Consumers of nature. 

On the one hand we want to talk to families, since they are keen on maintaining a future for their kids, 
relatives and friends. They care for nature and want to protect it to re-connect, to balance, to maintain 
their quality of life and of their children in the future.

On the other hand we need to address the issues to young urban people. They are aware of their 
personal and civic responsibility. They want to manage and restore biodiversity. But they see it as a 
personal choice, for their own progress and future succes without halting their development. 
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What do we want them to DO as a result of this 
communication? 

Phase I
– We need them to understand the concept biodiversity and to let them realize the urgency of the 

issue

Phase II
– We need them to believe and/or be reassured that by their (collective) actions, they can drive 

change. That we all have our role to play. And that taking care of nature is taking care of a 
prosperous future. It’s not going back, it is going forward.
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How do we expect communications to work towards 
achieving this? 

Connect the loss of biodiversity with their own current life (without being patronising). Give it 
contemporary relevance and priority. We can only respect nature’s ecological balance once we 
understand society’s place in it. We need to recognise shared responsibilities, shared beliefs and 
understandings of our place in life’s 
social and ecosystem.

Phase I: Create awareness around (the loss of) biodiversity and the immediate implications on 
our citizens’ lives. 

Phase II: Inspire them to act or to continue their actions in their daily lives
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Key messages

Phase 1
We are losing our link with nature. 
Biodiversity is the chain of life we are a small part of.
Loss of biodiversity is affecting our lives as elements of the chain change and 
disappear. There is a problem with nature. It’s time to act.

Phase 2
Reconnect with nature. Biodiversify yourself and feel the benefits.
Our individual actions can make a difference. Responsible choices are a part of the 
solution. Help reverse the loss of biodiversity and your life will be richer 

(Illustration)
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Creative
Creative work
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Introduction

The majority of the EU population is not aware of what the word “biodiversity” means. 
And so they do not yet see themselves as part of this wonderfully diverse web of species and ecosystems that 
surround them every day and make life as they know it possible. Therefore we need to open their eyes to the 
importance if biodiversity and help them to see their role in this vast life-supporting network before it’s too late. 

We realize that the campaign we will create has 2 jobs to do. First we need to introduce  the idea of 
Biodiversity- launch it in a memorable manner.  After all, the first step to fixing a problem is to illustrate that 
there is a problem.  We will then follow up with an activation campaign that adds diversity, education and depth 
to our message and hopefully begins to reverse the current decline in biodiversity. 
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Our approach to creativity

We approached this campaign with the goal of creating provocative communications that people could not 
ignore.  We need to raise awareness for a good cause- the endangered harmony of our environment.  We 
want to create communications that get talked about, and therefore are passed around and spread 
without paying large sums for media.  We want to create attention, raise eyebrows and get on the news. 
We think this would be a great way to enter the word “Biodiversity” into the vocabulary of the citizens of 
the EU. Once we get on their radar, we aim to engage consumers in an educational conversation about 
biodiversity that has the potential to snowball. 

Thursday 3 December 2009



The idea

The Bigger Picture

Illustrate how we humans are absolutely 
interconnected with nature- we are a 
very small part of something much 
bigger, called biodiversity.  
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Creative rationale 

What the world needs is more small, insignificant specks of life, like you. 

That way we’d realize we are all merely a small part of something much bigger. 

We’d realize we are all connected to billions of species via a vast network of life- 
called biodiversity.  And without biodiversity, life as we know it wouldn’t be 
possible. 

We’d realize that if we all made a conscious effort we could have a huge positive 
impact on biodiversity. 

We’d realize that it’s up to us to resolve the current environmental crisis caused by  
diminishing biodiversity. 

Thursday 3 December 2009



Thursday 3 December 2009



We’d realize,

we are all in this together. 
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Biodiversity. We are all in this together.
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Biodiversity. We are all in this together. 

We like this line because it is a powerful way to speak about connection.  It is 
personal and conversational. It suggests that we are all connected, that there’s an 
urgency of the issue at hand and that we share a certain responsibility for the loss 
of biodiversity and we are part of the solution.
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logo rationale

At first glance this logo appears to be a man. But upon closer examination you see that it is made up of 
many ecosystems.  In this way the logo encourages people to see the bigger picture and emphasizes our 
connectedness to biodiversity. 

Thursday 3 December 2009



Campaign DNA  

For this campaign we will use both verbal and graphic means of communicating the interconnectivity of 
biodiversity.  

The verbal language will consist of long sentences that express “The Sparrow is connected to the tree is 
connected to the fruit is connected to the insect is connected to  . . .    

The words will be artfully run together in long seemingly unending sentences, representing the unending 
connections between species in biodiversity. 

We also introduce a graphic approach to connectivity in the logo.  At first impression the logo looks like a 
human. But upon closer examination we see that the figure is made up of hundreds of small icons of other 
species. This reflects the truth that we want people to comprehend, that our lives depend on many other 
species- and we’re in this together. 
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Phase I - launch campaign
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launch

Our cities are quickly becoming dead zones for biodiversity at an alarming rate. We will bring this death to life 
in a spectacular and memorable way. When a human death occurs in a suspicious manner, then the police 
mark it out with chalk and investigate. We will use a similar technique but on a more provocative scale.  

Imagine walking down the street and you come across a huge white line that runs through the city square at 
an unusual angle.  Curious you take a closer look.  When you get up close you see that the line is actually 
made up of words- it’s a long sentence. 

The sentence reads:  The sparrow is connected to the tree is connected to the fruit is connected to the grass 
is connected to the humans is connected to . . .  the sentence disappears into the side of a building.  You have 
the impression you are seeing a small part of something bigger. You see a silhouette of a sparrow in the 
sentence. Next to the silhouette is a URL  We are all in this together.EU
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The url takes you to.... an online viral film...
Script “We Are All In This Together”

This viral is intended to highlight the increasing problem of the rapid decrease of biodiversity in the EU.  We will bring the graphic outline of the campaign to life via stop 
motion animation. 

The film opens in a green park in the outskirts of a city that could be anywhere in the EU. 
The film begins in medium light and slowly gets darker as the film progresses.   The music is somber and slowly becomes more dark and sinister as the film plays.  

We see a sparrow lying dead on the sidewalk.  A chalk outline is magically drawn around the bird in the way a chalk outline would be drawn around a body at a crime 
scene.  Time passes and the bird disappears, leaving the chalk outline of the bird.  After a moment, the chalk outline comes to life, appears to stand up and fly away 
magically. 
We see it fly up the side of a building and away.  The bird flies past a real person on their balcony but they do not see it. 

We then see the chalk outline of other species in the town. One by one they come to life and exit the city.  In a dry lakebed, we see chalk water splashing around- a 
reminder of the waters that have dried up.  A chalk outline of a frog hops out of the chalk waters and hops away. The chalk waters slowly evaporate and disappear, 
leaving the dry lakebed. 

The frog hops past chalk outlines of plants surrounding the lake. The healthy plant outlines also shrivel up and turn into butterflies and fly away. 

The chalk outline of a tall climbing plant that has grown up the side of a building slowly un-climbs the side of the building and recedes back into a pot of dirt. 

We see a person walking their dog down the street.  An outline of a snake crawls past and the dog barks at it but the human does not see it.  On the edge of town we see 
large flock of chalk outlines of birds exiting the city together.  A person in a car at a stop light does not notice them even though they are all around the car. 

Back in the city we see the stump of a large cut down tree. Next to the stump we see the outline of the large tree that was cut down.   The outline of the tree opens and 
begins to create the shape of something else.  The camera pulls way out to a helicopter image of the city, high overhead.  The chalk outline now resembles the dead 
sparrow from the beginning of the film. 

V.O.:    “If the sparrow continues to disappear,  other life will follow.” 

The chalk outline of the sparrow turns into the outline of a human, suggesting the outcome of the deterioration of biodiversity unless we do something. 
WeAreAllInThisTogether.

Reference - from second 30- 
http://www.youtube.com/watch?v=6gvOVWKKxmo
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... after the viral film....

When the viral film ends you are taken to a special web page where you see an overhead helicopter image of 
the city center where you saw the big sentence. 
It highlights the dying sparrow in your city.  Here you also learn that the sparrow is indeed bigger than the 
sparrow, and you can learn about the bigger picture of biodiversity. And we learn how fragile biodiversity is and 
how interconnected it all is (how we all are. The sentences will be painted using biodegradable inks.)

You see that the bit of line you saw in the square is actually a small part of something much bigger.  You see 
that you saw a small part of a much bigger outline. You learn it is a silhouette of a sparrow, which is a species 
in decline.

On the main webpage you see that there are other similar pages in the rest of your city. You can click to pull 
out to see the bigger picture of how biodiversity connects across your country.  You can then click to pull out 
and see the even bigger picture of biodiversity across the EU.

Again, this is just one small part of something much bigger. In this way the launch of this campaign mirrors 
biodiversity itself. 
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Biodiversify me

Once we get people online and engage them with the story of the diminishing sparrows in their city (or 
other species), we will then use this opportunity to connect with them on a deeper level on behalf of 
biodiversity.   

Do you want to become friends with the sparrow?  We create FaceBook pages for various species in peril and 
intice people to become friends with them.  Once you become friends with a few species, we ask if you want to 
become friends with biodiversity.  When you become friends with Biodiversity, you instantly connect with 
billions of different diverse aspects of the ecosystem, and so suddenly you go from having 213 friends or 
connections,  to having 37.3 billion friends.  And there you can go into all the different aspects of the different 
categories of biodiversity and choose which ones you connect with.

We can create ways that our target can Biodiversify themselves. Maybe they upload the photo they use for 
their social networks (FaceBook, Hives, etc) and the Biodiversify me software recreates a likeness of you 
using  diverse elements of biodiversity. This can be localized, so in Holland your image includes mosquitoes, 
the birds that feed on them, haring,  cows, etc. 

Social media connectivity mirrors the connectivity of biodiversity.  And so it makes sense to use it as a tool to 
engage in a long term conversation with our target.  

In the months between phase one and phase two we want to use social media and online to continue to 
inspire and engage our target and gain awareness of the importance of biodiversity. 

The sparrow can mail you on FaceBook and ask “Hey, have you seen me lately? If so please post an image of 
me on my FaceBook page. If not, please plant some Lavender in your garden for me. I love that stuff.” 
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Digital campaign flow
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Teasing

• Offline and online teasing campaign to create interest and 
traffic to the campaign-site.
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Educate & activate

• Once people are on the campaign-site they will :

1) Discover what the teasing is all about  

They will discover the endangered species of their city 
and learn more about it and how it is connected to themselves
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Educate & activate

Take it a step further and become a friend 
of the endangered species on a social media 
platform (eg. Facebook)

 ‘Now that you’ve discovered what the campaign is all about we need your help by 
becoming a friend of the fan-page of one of following endangered species of your 
choice’
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Educate & activate

2) They will also receive a deeper knowledge of 
Biodiversity and the interconnectivity of living 
beings. 

 This could come alive through different 

applications still to be  determined :

- Eg. Get your name into the campaign copy text : the 
sparrow is connected to the bee, is connected to the 
flower, is connected to Tim Hays is connected to …)
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Engage & spread the word

Once people are on the fan-page of their favorite specie 
they can be engaged in different ways :

  ‘Biodiversify’ their profile picture

 and post it on their profile page as 
 a distinctive sign of their engagement

  Become a friend with other species 
 (eg. People who are friend of the sparrow are also friend with the Teak 
 Tree and  with … ) 

  Get tips & tricks posted on their profile by their favorite specie 
 (eg.’The sparrow advises you not to eat meat today’)

  Create E-cards (Eg. Bird cloud that forms a text)
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Engage & spread the word

Once people became fan of their favorite specie’s fan-
page we would like to let appear a huge number of 
friends on their profile page and on the status-pages of 
their friends.

 - Eg. Tim Hays became a fan of the sparrow 
 and is now connected to 37 billion friends.
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PR - Phase I
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PR strategy  - phase 1

Announcement of the campaign
 Madrid, 27-29 January

-Media outreach to national Spanish media, EU media and media in countries with next EU Presidency.
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Phase I... Launch of the campaign

•Events in focus countries : cities participate to illustrate the bigger picture 
• Loss 
• Links 

Ideas : work with museums, artists, children
Invite potential, partners build a chain of supporters/ambassadors

•Media relations outreach to national media, EU media 
Ideas : Op eds with mayors of the cities, media partnerships 

•Blogger outreach 
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Phase II - Activation

Thursday 3 December 2009



Activation phase

Once we raise awareness of the magnitude and urgency surrounding biodiversity, we want to continue the 
dialogue on a similar scale.  To do this we want to involve people and turn them into biodiversity 
ambassadors. We will do this by engaging them, educating them and helping them make choices that will 
have a positive impact on biodiversity.  

This aspect of the campaign will focus, not on what is missing from biodiversity as we did in the launch aspect 
of the campaign- but rather the positive result of being involved in befriending biodiversity. 

Rather that silhouettes, we will create graphic representations of the sparrow, for instance,  but upon closer 
examination we see the sparrow is made up of many other species.  In this way we suggest all of the variety of 
species in biodiversity that the sparrow relies on (and thus is symbolically made of.)

In this phase of the campaign we want to inspire people to connect and help reverse the decline in 
biodiversity.  We will continue to highlight the problems facing biodiversity, but we will also hint at the positive 
outcome of such a connection.  We will educate people about the benefits of biodiversity. We will inspire them 
to make biodiversity-conscious decisions in their normal life. And we’ll give them tips on how to help in many 
little ways. For instance, we’ll suggest that people not eat salmon in August through November, since that is 
spawning season and it is better for the species if it is allowed to reproduce properly ach year.  Etc. 
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Interactive biodiversity experience. 

To learn about the interconnectedness of biodiversity,  remove an ecosystem from biodiversity and 
experience the negative domino effect that results.  

For instance-  When the hawk in the tree is removed from the biosphere, you get an over population of rabbits. 
The abundance of rabbits then eat too much of certain plants. The species that normally also eat this plant 
have to leave to find food, and the species that relied on them for food is then in trouble and their numbers 
dwindle.  This effects the soil and it is unable to stop soil erosion, which in time causes the tree to fall over.  
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Tool kit

We can continue to use this educational style of graphic imagery to further explain biodiversity in 
brochures, in printed materials for schools, etc. 
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Online connectivity measurement

We will set an initial goal of how many “friends” we would like to connect with biodiversity.   As we attract 
more and more people to become friends with biodiversity online, we will record their presence by filling in 
the reverse of the logo.  When we are 40% of the way to our target, then the human figure will be partially 
gone.  And in the end, the human will blend in with his surrounding ecosystems, and we will be on the way 
to reversing the human impact on biodiversity. 
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PR - Phase II
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We hope you like it!
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PR strategy – phase 2

• Toolkits for national implementation of the campaign
– Campaign logo/visuals 
– Campaign slogan 
– Launch press release
– Video
– City guide
– School guide 
– Seasonal guide

• Use Teeb report results (mid 2010) for media outreach and launch of toolboxes

•  Presentation at Green Spider Network meeting (Belgium) to engage other countries 

• Illustrate big and smaller scale success stories in the media (on- and offline), with bloggers
 

• Use social media & networks to amplify the campaign

• Work with partners to spread the campaign (European Schoolnet, environment  NGO’s, other 
biodiversity initiatives, 
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