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The Marketing Committee and IPGRI’s Web Pages

The strong feeling that greater collaboration among the areas of impact assessment, public awareness and resource mobilization could significantly strengthen IPGRI’s activities in strategic marketing and efforts to reach donors led to the creation of the Marketing Committee. The Committee is tasked to strategically guide efforts to promote IPGRI’s marketable assets, partially by providing a flexible, nimble and timely response to the, often unexpected, opportunities that arise in the resource mobilization environment. The Committee is expected to serve as a ‘suggestion box’ for new funding initiatives, to monitor and maintain interest in strategic marketing, to guide capacity-building in relevant skills areas and to develop innovative approaches such as Web-based appeals to donors.

The Terms of Reference of the Committee include:

· Optimizing the use of existing PA, RM and IA skills and activities and create synergy among them leading to more highly integrated outputs.

· Complementing existing public awareness efforts that aim to support the plant genetic resources work of IPGRI’s partners by developing a public relations capacity that supports IPGRI as an institute.

· Identifying, developing and adapting activities and products to address these new demands and opportunities.

· Reviewing and advising on the design of public awareness activities to serve the needs of IPGRI’s investors and to develop messages that specifically target current and potential donors to the institute.

· Improving the communication of information on IPGRI’s impact to traditional and non-traditional donors.

The IPGRI Web site is seen by the Marketing Committee as an essential and powerful mechanism to meet these objectives. The current Web site serves some users very well, e.g. those who are looking for specific information, often an existing publication in some other medium, for which they are prepared to search. It also contains a great deal of good and useful less-structured information, which again is value particularly to users who already know about it. And we believe that it could be much more valuable. Indeed, it is safe to say that today an organization’s Web site is almost certainly its most effective tool for reaching a wide variety of audiences. However, with so many other web sites competing for attention, and the impatience that ‘Internet time’ seems to have fostered, it is vital that a Web site deliver the goods. What goods?

The Committee has a vision of the Web site as being the one place people go when they are looking for information about plant genetic resources and IPGRI. This is not the same as a portal, which aggregates information from disparate sources. It is, rather, the concept of a communication channel. About IPGRI and its work. About the value of genetic resources in sustainable development and improved livelihoods. About donors, and the value they get for their investment in IPGRI. About the human side of PGR research. About training opportunities for professionals. About stories journalists can use. About how we are working to secure equity for developing countries. About IPGRI’s partners and partnerships. The list is long. And it does not supplant the existing functions that the Web site discharges well.

Donors would link to our web site as an example of the good work they are supporting. Teachers and schoolchildren would come to it to find out about crop biodiversity. So would ordinary members of the public, inflamed perhaps by something they heard or read elsewhere. Journalists would bookmark the site as a reliable source of stories and informed comment. Researchers might use the site to seek partners for particular projects, which donors could be encouraged to scan for opportunities too. IPGRI would use its Web site to set the agenda. An easy-to-use, content-rich site fulfills the mission to make the public more aware of the issues surrounding crop diversity (public awareness) and IPGRI’s role in them (public relations), which together constitute marketing.

Almost all of this kind of material could be available within the first two levels of the web site’s hierarchy. That is why the IPGRI Marketing Committee sought responsibility for those first two levels in their entirety, and MEC and the Web Redesign Team both accepted the need for these first two levels to be Marketing Committee’s job.

We believe that IPGRI can have a Web site that every member of staff would be proud of, and that would assist the task of resource mobilization, bring in new donors and partners, and thus help IPGRI’s future growth and development. The achievement of this aim will require skills, tools and teamwork. We are requesting a meeting with the Web Redesign Team to explain what we consider to be our responsibilities, the contribution that we can make to the team effort, and the complementary inputs that we need from others. Above all, we consider it essential that a 
system be adopted that allows the rapid response that is expected of us and that allows the Web pages to be tuned to the specific target audiences that we have the responsibility to serve. 

There is a collective feeling of urgency about the redesign task and an effective team effort complemented by clearly demarcated responsibilities will best respond to that urgency. The Marketing Committee considers that it has a responsibility and a comparative advantage to service and interact with specific target audiences (donors, journalists etc.). This comparative advantage is based on experience and acquaintance and, for that reason, the Committee considers that there is a good body of knowledge already to hand to create the first two layers of the IPGRI Web site and that surveying of the target users should only be carried out after a test period and then should be carried out by the Marketing Committee.

We hope that the above will give the Web Redesign Team a clear idea of where we feel that our responsibilities lie and our interest in developing an effective modus operandi alongside the Web Redesign Team to support each other’s efforts in the interests of IPGRI, and agreeing on specific target actions to be carried out with a time scale for implementation. 
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