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3 main work areas
Marine governance - taking a fresh look at how we coordinate and manage of our
marine protected areas
Looking to find long term sustainable funding for the management of Marine protected
areas
The area that I will be focusing on today:
Engage the local communities in our case study areas to develop a sense of stewardship
for their local Marine Protected Areas.

2

We are working in two case study areas:
1.

North Devon – part of Marine Pioneer project, working with Biosphere Reserve,
Natural England, MMO, Plymouth University PML, Devon and Severn IFCA

2.

Outer Hebrides – working with Scottish Natural Heritage, Marine Scotland,
Western Isles Council

W ewill also share our experiences and recommendations nationally.
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There is enormous power in the general public engaging with an issue. This has recently
been seen in the public’s interest being piqued by the issue of marine plastics leading to
policy changes such as the ban on microbeads in cosmetics, plans for a deposit return
scheme for cans and bottles, and increasing pressure mounting on the use of plastic
straws.
All of these changes have been mainly driven by a surge in public interest and concern
about marine plastic.
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This slide says it all really - We use a lot of acronyms! I came up with these in about 30
seconds! These are acronyms that I use on a daily basis – but yet for someone less
familiar with the area, they can be very daunting – a secret code that prevents some
people joining the ‘marine club’ .
Technical language is essential for experts and practitioners, but can come across as
goobldigook to the public and are often unnecessary anyway .
I like to do the ‘mum test’ – if my mum can understand a sentence, I know that its
pitched right.

5

An over reliance on hefty technical reports, - I’ve used the 25 year plan as an example –
but its certainly not the only example and I think lots of us here could think of times we
have put our exciting findings into a big fat report to be buried away on a dusty shelf
somewhere

The point here is, that although these are a valuable reference material for specalists
they are not a good way to communicate to the public and engage them.
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Negative and dommsday stories can be powerful and shocking, but lose their power if
they are used excessively – people either become ‘numb’ to the messages, or simply
feel that hope is already lost so that they cant do anything to change it

We need to ensure we are also creating positive, inspiring news stories to ensure we are
inspiring and engaging people
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A lot of the communication around the marine environment focuses on far away
habitats such as tropical coral reefs, or species we cant find on our doorstep – these
habitats and species are amazing, but in order to connect people to the sea we also
need to show and tell stories about the amazing sealife we have here in the UK – but
unfortunately this message isn’t often conveyed.
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This disconnect of the UK public from their seas was highlighted by a
large scale research project run by WWF in July 2017, consisting of two large
nationally representative surveys. Both online surveys were 20 minutes in length,
covering different areas of WWFs work, and were each completed by 2,500
people aged 18+ in the UK.
What can be seen, is that around 45% of people surveyed felt that the environment was
an important issue, however, when asked if the environment impacted their every day
life the numbers fell significantly, showing most people felt the environment wasn’t
particularly relevant to them.
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There is also research to show that people in the UK feel less impacted by
environmental issues compared to a range of other countries, and feel living an
environmentally conscious lifestyle is not a priority for them.
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In order to address this disconnect between the public and their seas, the UK SEAs
project aims to engage the local communities in our case study areas to develop a sense
of stewardship for their local marine protected areas and marine environment.

We want to use innovative ways of communicating to the general public about the sea and we are not afraid to take risks, we can learn as much from our failures as we can
from our successes.
North Devon- Lynmouth
Outer Hebrides
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What does innovative approaches mean in practice?
We have already produced maps at both a UK scale and of our North Devon case study,
and have plans to do the same in our Outer Hebrides case study. These maps are aimed
at people already familiar with the areas – but are perhaps not so familiar with the
marine environment on their doorstep or the types of sea creatures that can be found
there.
We worked with a professional illustrator to show the types of amazing animals and
habitats that are found in the area, and to also show the areas which have been
designated as a form of Marine Protected Area in an engaging and non technical way
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We are looking to develop a series of short films about the benefits of marine protected
areas in North Devon and the marine environment as a whole - using real people who
experience the benefits first hand.
We will then show these films locally at local cinemas and festivals – hoping to mirror
the success of a previous series of films called Boat stories – which focused on people
whose lives revolve around the fishing industry in North Devon.
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We would like to specifically target ‘unengaged audiences’ .
We have been working to identify who the ‘unengaged audience’ is in North Devon are
and start to figure out the reasons why they are unengaged and how we might go about
‘engaging’ them – identifying the right technologies, whether that be high or low tech
and also collaborating with exisitng groups in north devon and identifying where we can
add value.
After looking at a selection of audiences we might specifically want to target, we have
decided to focus on youth audiences and people interested in maritime history.
Are plans are very much still in development for how we go about targeting these
audiences, and I would be particularly keen to hear any ideas or potential collaborations
we could work on together to target these audiences.
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