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Strategy for communication,
marketing and
popularisation of science

Pro roky 2023 - 2026

For years 2023 - 2026

Biologické centrum AV CR, v. v. i.

Biology Centre CAS, v. v. i.,

Cilem této strategie je nastavit systematickou a
efektivni realizaci komunikace, marketingu a

v.i., (dale BC) na obdobi tfi let.

popularizace védy na Biologickém centru AV CR, v.

The aim of this strategy is to set up a systematic
and effective implementation of communication,
marketing and popularization of science at the
Biology Centre of the CAS, v. v. i., (hereinafter BC)
for the next 3 years.
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1. Soucasny stav

1.1. Strucné predstaveni instituce

Biologické centrum Akademie véd CR (BC) je
mezinarodné respektovana akademicka vyzkumna
instituce, zabyvajici se vyzkumem v biologickych a
ekologickych védach. Se svymi vice nez sedmi sty
zaméstnanci je nejvétsi mimoprazskou soucasti
Akademie véd CR. Sdruzuje pét védeckych Ustav.

Hlavnim poslanim BC je ziskdvat a rozSifovat nové
poznatky o Zivych organismech a biologickych
jevech a vztazich v ptirodé, a zvySovat tak Uroven
lidského poznani a vzdélanosti. Soucasné je kladen
dlraz na sSifeni informaci nejen v odbornych
kruzich, ale také mezi Sirokou (laickou) verejnosti.
BC rovnéz usiluje o vyuZziti ziskanych poznatkl

v zajmu lidské spolecnosti, a to v mnoha oblastech,
napf. v zemédélstvi, lesnictvi, rybarstvi, ochrané
pfirodnich hodnot, lidské a veterinarni mediciné.

BC se podili na vzdélavani (predevsim tercialnim),
napf. prostiednictvim Skoly doktorskych studif

s Jihogeskou univerzitou v Ceskych Budé&jovicich, a
také pedagogickou aktivitou svych pracovniki
(nejen) na vysokych Skolach.

Rada spoleénych mezinarodnich projektd, ¢lenstvi
v mezinarodnich organizacich i vymény pracovnikd
se zahrani¢nimi partnerskymi institucemi upevnuji
zapojeni ¢eské védy do mezinarodniho kontextu.

BC zaroven rozviji spoluprdci na lokalni drovni
(Ceské Budé&jovice, Jihocesky kraj) s mistni
municipalitou i kulturnimi aktéry a ptispiva

k rozvoji kultury, spolecenského prostoru a
udrzitelného Zivotniho prostiedi.

1. Current state

1.1. Brief introduction of the institution

The Biology Centre of the Czech Academy of
Sciences (BC) is an internationally respected
academic research institution engaged in research
in the biological and ecological sciences. With over
seven hundred employees, it is the largest
institution of the Czech Academy of Sciences
outside of Prague. It brings together five scientific
institutes.

The main mission of BC is to gain and disseminate
new findings about living organisms and biological
phenomena and relationships in nature, thereby
enhancing human knowledge and education. At
the same time, emphasis is placed on
disseminating information not only within
professional circles but also among the general
public. BC also strives to use the acquired
knowledge for the benefit of human society in
many areas, such as agriculture, forestry, fisheries,
conservation of natural values, human and
veterinary medicine.

BC participates in education (mainly tertiary), for
example through the School of Doctoral Studies
with the University of South Bohemia in Ceské
Budéjovice, as well as through the pedagogical
activities of its staff (not only) at universities.

A number of joint international projects,
memberships in international organizations, and
exchanges of staff with foreign partner institutions
strengthen the involvement of Czech science in the
international context.

BC also develops cooperation at the local level
(Ceské Budéjovice, South Bohemian Region) with
the local municipality and cultural actors,
contributing to the development of culture, social
space, and the sustainable environment.
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1.2. Strucné shrnuti komunikacnich,
marketingovych a popularizacnich aktivit

Medialni ohlas BC se pohybuje kolem 2 000
vystupUl roc¢né (c¢lanky, rozhovory, prispévky

v médiich v CR). BC vydava vice nez 20 tiskovych
zprav ro¢né, spolupracuje s novinafi napfi¢ celym
spektrem zpravodajskych i zajmovych médii.

S JihoCeskou televizi pfipravuje Sestidilny serial
Zivot je véda (placend spoluprace).

Zakladnu fanousk( na socidlnich kanalech BC tvofi
pfiblizné tyto pocty sledujicich: Facebook 6100,
Instagram 1200, Twitter (X) 950, Youtube 1300. BC
rovnéz buduje profil na siti LinkedIn. Veskeré
dosahy jsou organické (BC nepouziva placené
reklamy). BC vytvari obsah s vlastni grafikou,
infografikami i videi, nové se snazime vyuzivat i
rychly rozvoj Ul a spole¢né s dalSimi odborniky
nastavujeme hranice vyuziti Ul v komunikaci védy.

Rocné porada BC priblizné 25 program( (vyjezdi)
Mobilni laboratore BC pro zakladni, stfedni Skoly a
gymnazia, letni tdbory &i zajmové krouzky. BC nové
vybudovalo ve svém arealu Edukacni centrum
Ponorka pro realizaci vzdélavacich program.

BC se Ucastni rocné minimalné 10 festivald,
veletrh( a dal3ich akci pro vefejnost po celé Ceské
republice, organizuje nejméné dvé velké akce ve
svém aredlu (Noc védcl, Dny otevienych dveti) a
dalsi akce a aktivity pro verejnost (prednaskové
cykly, exkurze pro skoly a zajmové skupiny, kurzy
pro verejnost, vystavy a také projekty obcanské
védy). Pracovnici BC jsou rovnéz zvani k prednaseni
a k ucasti pfi dalSich pfrilezitostech (Science Café,
Tyden AV CR, exkurze, pfirodovédné vychazky,
ad.).

1.2. Brief summary of communication, marketing,
and popularization activities

Media acclaim of BC is around 2,000 outputs
annually (articles, interviews, contributions in the
media in the Czech Republic). BC issues more than
20 press releases per year and collaborates with
journalists across the entire spectrum of news and
special interest media. It prepares a six-part series
"Life is Science" with South Bohemian Television
(paid collaboration).

BC's social media following consists of
approximately: Facebook 6100, Instagram 1200,
Twitter (X) 950, YouTube 1300. BC is also building a
profile on LinkedIn. All reach is organic (BC does
not use paid ads). BC creates content with its own
graphics, infographics, and videos. Recently, we
are also striving to utilize the rapid development of
Al and, together with other experts, we are setting
the opportunities for the use of Al in science
communication.

Annually, BC organizes approximately 25 programs
in the BC Mobile Laboratory for primary, secondary
and high schools, summer camps, or interest
groups. In its campus, BC has newly built the
Educational Center Submarine where educational
programs will be held.

BC participates in at least 10 festivals, fairs, and
other public events throughout the Czech Republic
annually, organizing at least two large events on its
campus (Researchers' Night, Open Days) and other
events and activities for the public (lecture series,
excursions for schools and interest groups,
workshops for the public, exhibitions, and also
citizen science projects). BC staff are also invited to
lecture and participate in other opportunities
(Science Café, Week of the Czech Academy of
Sciences, excursions, nature walks, etc.).
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1.3. SWOT analyza v oblasti komunikace, 1.3. SWOT analysis in communication, marketing,
marketingu a popularizace: and popularization:
Silné stranky Strengths
e Silna a respektovana znatka AV CR, jejiz je e Strong and respected brand of the Czech
BC soucasti Academy of Sciences, of which BC is a part
e Velké mnozstvi kvalitniho a exkluzivniho * Alarge amount of high-quality and

exclusive content (research results,
significant projects, prestigious awards,
expertise, etc.)

e Attractive content - topics that affect the

obsahu (vysledky vyzkumu, vyznamné
projekty, prestizni ocenéni, expertizy, atd.)
e Atraktivni obsah - témata dotykajici se

verejnosti (ekologie, ochrana Zivotniho public (ecology, environmental protection,
prostifedi, zména klimatu, zdravi) climate change, health)
e BC se vyjadfuje k aktualnim spolecenskym e BC addresses current societal issues
otézkam (zejm. v environmentalni oblasti (especially in the environmental and health
areas)

a oblasti zdravi)
e Significant BC personalities succeeding in

the media world
e Satisfactory interest from Czech media

e Vyznamné osobnosti BC prosazujici se v
medialnim svété

e Uspokojivy zdjem Ceskych médii (pfiblizné (approximately 2000 media outputs
2000 medialnich vystupl rocné), uspésna annually), successful visitors” attendance
navitévnost popularizaénich akci at popularization events

e Profesionalizovany tym komunika&niho * Aprofessionalized communication

department team (PR manager, Social
media specialist, Educational programs
coordinator) that participates in
conferences and discussions on science

oddéleni (PR manaZerka, Specialista
socialnich siti, Koordinatorka vzdélavacich
program), ktery se ucastni konferenci a

besed o komunikaci védy communication.
e Aktivni jednotlivci (popularizatofi) e Active individuals (popularizers) involved in
podilejici se na $ifeni vyzkumnych disseminating research results and

popularizing science
e Good relations with regional (South
Bohemian) media

vysledkll a popularizaci védy
e Dobré vazby na regionalni (jihoCeska)

média e Experience in organizing events

e  Zkusenosti s poradanim akci (Noc védca, (Researchers' Night, Open Days, lectures,
Dny otevfenych dveri, pfednasky, ad.) a etc.) and educational programs, especially
vzdélavacich programa, zejm. v Mobilni in the BC Mobile Laboratory
laboratofi BC e Good relations with educational

institutions in the region (primary,
secondary schools) and great interest to
participate in educational programs from
’ them

e Uspésné projekty obcanské védy e Successful citizen science projects

e Dobré vazby do vzdélavacich instituci v
regionu (ZS, SS) a velky zajem o edukaéni
programy ze strany skol
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Slabé stranky

e Nejednotnost znacky BC vzhledem
k prezentaci jednotlivych Ustavi BC, nizka
sounaleZitost zaméstnancl s brandem BC

e Zastaralé a jiz nevyhovujici webové
stranky, méné prehledny intranet

e Nizkd motivace aZ neochota ¢asti
zaméstnancl BC k Sifeni vysledkd a
popularizaci védy (popularizacni aktivity
nejsou soucasti metriky hodnoceni
védeckych pracovniki)

e Komunikacni oddéleni neni ustaveno
v organizacni struktutre BC

e Nizky rozpocet na komunikaci, marketing a
popularizaci

o Nizké lektorské kapacity pro vzdélavaci
programy

PrileZitosti

e Jednotny vizudlni styl BC a posileni
institucionalni kultury

e Revize propagacnich tiskovin

e Cilené nabizeni potencidlniho medialniho
obsahu, rozsifovani vztah( s médii, tvorba
mailing list( dle zaméreni médii
(zpravodajstvi / populdrné-odborné
magaziny / dokumentarni / publicistické
porady)

e Posileni tvorby obsahu v anglictiné pro
zahranicni recipienty (web, socidlni sité,
on-line média)

e \/yuziti synergie a podpory PR utvar(i AV CR

e VyuZiti potencialu nového Edukacniho
centra Ponorka pro realizaci vzdélavacich
programl

e Posileni vazeb a prezentace BC u mistnich
samosprav (Statutarni mésto Ceské
Budéjovice, Jihocesky kraj) a regionalnich
organizaci (napf. ekologické spolky,
kulturni aktéri)

e Podpora projektl obcanské védy

e Posileniinterniho povédomi zaméstnancl
o popularizacnich aktivitdch a moznostech
do jejich zapojeni; motivovat k popularizaci

Weaknesses

e Lack of brand unity of BC regarding the
presentation of individual BC institutes,
low employee affiliation with the BC brand

e OQutdated and inadequate website,
unclearly structured intranet

e Low motivation or reluctance of some BC
employees to disseminate results and
popularize science (popularization
activities are not part of the evaluation
metrics of scientific staff)

e The communication department is not
established in the organizational structure
of BC

e Low budget for communication, marketing,
and popularization

e Insufficient lecturer capacities for
educational programs

Opportunities

e Unified visual style of BC and
strengthtening the institutional culture

e Revising promotional printed materials

e Targeting of potential media content,
expanding media relations, creating
mailing lists according to media focus
(news / popular-scientific magazines /
documentary / publicist programs)

e Strengthening content creation in English
for foreign recipients (web, social media,
online media)

e Using the synergy and support of the PR
departments of the Czech Academy of
Sciences

e Make use of the potential of the new
Educational Center Submarine for
educational programs

e Strengthening relations and presentation
of BC to local municipality and
governments (Statutory City of Ceské
Budéjovice, South Bohemian Region) and
regional organizations (e.g., environmental
organizations, cultural participants, leisure
clubs)
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Hrozby

dalsi zaméstnance, zejm. doktorské
studenty, zahranicni pracovniky a zacinajici
védce

Posileni interni komunikace na BC

Interni komunikacni/medialni tréninky pro
zaméstnance

Sdileni zkuSenosti s komunikaci,
marketingem a popularizaci a navazani
spoluprace s mezindrodnimi partnerskymi
institucemi

Popularizace védy prostrednictvim kulturni
sféry — umélecké ztvarnéni (Happy, Laura,
Kreativni institut, EHMK...)

Invence edukacnich materiall — merch BC -
clovéce, edukacni kufrik, pexeso, kvizy,
pracovni listy, skladacky...

nevhodné zjednoduseni témat ze strany
médii, bulvarizace, fake news

pochybnosti vefejnosti o potfebé vyzkumu
negativni reakce na socialnich sitich
nevhodna prezentace jednotlivcl z fad
zaméstnancl BC v médiich a on-line
prostoru

nedostatecné finan¢ni zajisténi, redukce
rozpoctu

Supporting citizen science projects
Increasing internal awareness among
employees about popularization activities
and opportunities for their involvement;
motivating other employees to popularize,
especially doctoral students, foreign
workers, and early-career scientists
Strengthening internal communication at
BC

Internal communication/media trainings
for employees

Sharing experience in communication,
marketing, and popularization and
establishing collaborations with
international partner institutions
Popularizing science through the cultural
sphere — artistic representation
Innovative educational materials — BC
merchandise — board games, educational
suitcase, memory game, quizzes,
worksheets, puzzles...

Inappropriate simplification of
informations by the media, tabloidization,
fake news

Public doubts about the need for research
Negative reactions on social networks
Inappropriate presentation of individual BC
employees in the media and online space
Insufficient financial support, budget
reduction
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2. Cile

2.1. Budovani pozitivni image BC

Kontinudlni budovani image BC jako instituce:

e dUvéryhodné a seridzni, tzn. poznatky a
informace, které BC Sifi, se zakladaji na
védeckych faktech a jsou podlozené
ovérenymi a ovéfitelnymi argumenty,
uvadime zdroje informaci, pracovnici BC
dodrzuji eticky kodex. Zddoucim stavem
dlvéryhodnosti a seridznosti instituce je
dlvéra verejnosti, kterd povazuje nami
zprostiedkované informace za pravdivé,
platné a véfi jim,

e dulezité, tzn. prezentujeme vysokou
hodnotu vyzkumu a jeho ptinos pro
spolec¢nost. Vefejnost povazuje instituci za
potiebnou a ceni si jeji prace a jejich
vysledkd,

e zodpovédné, tzn. instituce je konzistentni
ve svych vyrocich, chova se zodpovédné
v0ci verejnosti, vci svym zaméstnanciim a
studentlm a také v{ci Zivotnimu prostredi,

e pruzné, tzn. vyzkum je aktudlni a drzi krok
s modernimi trendy ve védé a vyzkumu i
v jeho popularizaci, zaroven instituce
pruzné reaguje na zmény a potreby ve
spolecnosti a v Zivotnim prostiedi,

e oteviené, tzn. instituce je transparentni,
aktivné komunikuje s verejnosti na vSech
urovnich, navazuje spolupraci s dalSimi
subjekty.

Nadale by méla byt budovana rovnéz znacka
(brand) BC, a to pomoci vizudlnich prostfedkd a
marketingovych material( (propagacni predméty,
tisténé a audiovizualni infomaterialy).

2. Objectives

2.1. Building a positive image of BC

Continuously building the image of BC as an
institution that is:

e Trustworthy and serious: The knowledge
and information disseminated by BC are
based on scientific facts and supported by
verified and verifiable arguments. We cite
our sources, and BC employees adhere to
the ethical code. The desired state of
trustworthiness and seriousness of the
institution is public trust, where the public
considers the information we provide to be
true, valid, and reliable.

e Important: We present the high value of
research and its contribution to society.
The public considers the institution
necessary and appreciates its work and
results.

e Responsible: The institution is consistent
in its statements, behaves responsibly
towards the public, its employees and
students, and the environment.

e Flexible: Research is up-to-date and keeps
pace with modern trends in science and
research, as well as in its popularization.
The institution also responds flexibly to
changes and needs in society and the
environment.

e Open: The institution is transparent,
actively communicates with the public at
all levels, and collaborates with other
entities.

The BC brand should continue to be built using
visual means and marketing materials
(promotional items, printed and audiovisual
information materials).
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2.2. Posilovani publicity a prestize BC

Cilem je zvySovat publicitu BC a informovanost o
praci a vysledcich instituce mezi Sirokou verejnosti
na regionalni, narodni i mezinarodni drovni.
Zadoucim stavem je, aby vefejnost méla obecné
povédomi o existenci instituce a jeji ¢innosti.

2.3. Informovani a vzdélavani verejnosti

.....

védeckych poznatcich a objevech, o aktualnim déni
v biologickych a ekologickych oborech a také

v instituci BC, a také o obecnych biologickych a
ekologickych principech a déjich v Zivé prirodé.
Rovnéz BC upozornuje na a komentuje aktudlni
celospolecenské vyzvy, zejm. v oblasti ochrany
pfirody, hospodareni v krajiné a zdravi. Cilem je
rozSifovani védomosti, zvySovani vzdélanosti ve
spolecnosti a zvySovani zajmu lidi o védu.

2.2. Strengthening publicity and prestige of BC

The goal is to increase the publicity of BC and
awareness of the institution's work and results
among the general public at the regional, national,
and international levels. The desired state is for the
public to have a general awareness of the
institution's existence and activities.

2.3. Informing and educating the public

The goal of BC is to inform the widest public about
new scientific knowledge and discoveries, current
progress in the biological and ecological fields, as
well as within the BC institution, and about general
biological and ecological principles and
phenomena in living nature. BC also highlights and
comments on current societal challenges,
especially in the areas of nature conservation, land
use and health. The aim is to expand knowledge,
increase education in society, and enhance
people's interest in science.

3. Cilové skupiny

e novinari, média

e verejnost (odborna verejnost — napf.
zemédélci, rybafi....)

e studentia mladez

e védeckd komunita

e decizni sféra (poskytovatelé, sponzofi,
partnefi, politicka reprezentace)

e zaméstnanci BC

3. Target Groups

e Journalists, media

e General public (specialized public —e.g.,
farmers, fishermen, etc.)

e Students and youth

e Scientific community

e Decision-makers (providers, sponsors,
partners, political representatives)

e BCemployees

4. Strategie komunikace
Sdéleni podavame jasné a srozumitelné s ohledem
na danou cilovou skupinu a formu sdéleni.

Komunikace je cilend — pfizplisobena rdznym
cilovym skupinam.

4. Communication Strategy

Messages are delivered clearly and
comprehensibly, taking into account the specific
target audience and the form of communication.
Communication is targeted and adapted to
different target groups.
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Hlavni komunikacni témata: objevy, vyzkumné
vysledky, ocenéni a Uspéchy, vyzkumné projekty;
dopad vysledkl na spolecnost a jejich vyuziti;
vysvétlovani biologickych a ekologickych jev(.

Dbame na spravné pouzivani nazvu instituce:

¢esky: Biologické centrum AV CR, v. v. i. (v pfipadé
popularizacnich sdéleni je mozno vynechat u nazvu
oznaceniv. v. i.).

MozZnou variantou je rozepsat zkratku AV CR:
Biologické centrum Akademie véd CR, Biologické
centrum Akademie véd Ceské republiky,

zkratka BC AV CR.

U nazvu jednotlivych soucasti BC je Zadouci uvadét
zkratku BC AV CR (napf. Entomologicky Ustav BC
AV CR).

anglicky: Biology Centre CAS, v. v. i. (v pfipadé
popularizacnich sdéleni je mozno vynechat u ndzvu
oznaceniv. v.i.).

MozZnou variantou je rozepsat zkratku CAS: Biology
Centre of the Czech Academy of Sciences, pfipadné
uvést nazev Akademie véd za ¢arkou: Biology
Centre, Czech Academy of Sciences,

zkratka BC CAS.

Dodrzujeme soucasny jednotny vizualni styl BC,
definovany v grafickém manualu BC. Graficky
manual je dostupny na intranetu BC. Vyhledové je
potreba zrevidovat vizudlni styl BC, rozsifit jej o
dalsi potifebné oblasti (napf. Outlook prezentace,
pozvanky, postery a dalsi tiskoviny a predméty) a
ujednotit jej pro vSechny organizacni soucasti BC,
tak aby byla zajisténa jednotna institucionalni
vizudlni / brandova kultura.

Pouzivame logo instituce na popularizacénich a
propagacnich materiadlech (hlavickové papiry,
vizitky, broZzury, propagacni predméty, prezentace,

Main communication topics: discoveries, research
results, awards and achievements, research
projects; the impact of results on society and their
applications; explaining biological and ecological
phenomena.

We pay attention to the correct use of the
institution's name:

In Czech: Biologické centrum AV CR, v. v. i. (in
popular communications, the designation v. v. i.
may be omitted from the name). An alternative is
to spell out the abbreviation AV CR: Biologické
centrum Akademie véd CR, Biologické centrum
Akademie véd Ceské republiky, the abbreviation BC
AV CR.

For the names of individual BC institutes, it is
appropriate to include the abbreviation BC AV CR
(e.g., Entomologicky Gstav BC AV CR).

In English: Biology Centre CAS, v. v. i. (in popular
communications, the designation v. v. i. may be
omitted from the name).

An alternative is to spell out the abbreviation CAS:
Biology Centre of the Czech Academy of Sciences,
or to include the name of the Academy of Sciences
after a comma: Biology Centre, Czech Academy of
Sciences, the abbreviation BC CAS.

We adhere to the unified visual style of BC, defined
in the BC graphic manual. The graphic manual is
available on the BC intranet. In the future, it is
necessary to revise the visual style of BC, expand it
to cover other necessary areas (e.g., Outlook
presentations, invitations, posters, and other
printed materials and items), and unify it for all
organizational parts of BC to ensure a consistent
institutional visual/brand culture. We use the
institution's logo on popularization and
promotional materials (letterheads, business cards,
brochures, promotional items, presentations,
audiovisual works, etc.) as well as in individual
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audiovizudlni dila, apod.) a také v individudlni
komunikaci pracovnik(i BC (podpis e-mailu).

V psané formé se vyjadfujeme spisovnou c¢estinou
a / nebo angliétinou.

Strategie krizové komunikace

V medidlnich situacich, kdy by mohly byt
poskozeny dobré jméno a spolecenska
dlvéryhodnost instituce nebo jejich pracovnik, je
potieba vést krizovou komunikaci tak, aby nedoslo
k nechténé publicité a negativnimi postoji
verejnosti vici BC. K takovym pfipadim by mohlo
dojit napft. v situacich, kdy jind strana kritizuje Ci
napada vysledky vyzkumu, aktivity pracovnikd
nebo jednotlivé osobnosti BC, kdy

pracovnici porusi eticky kodex, dopusti se chyby,
omylu ¢i protipravniho jednani, kdy dojde

k nehodé na pracovisti, apod.

V takovych pfipadech se neprodlené sestavi krizovy
komunikacni tym, jehoz soucasti bude vidy PR
manazerka a feditel BC, pfipadné dalsi relevantni
osoby. Tento tym stanovi zakladni postoje k
situacim, které nastaly, urci, co ma byt vysledkem
komunikace, a jak jej Ize dosdhnout. K negativnim
tématim bude pristupovano aktivné a odpovédné,
je neptipustné uvadét I1zi, naopak je vhodné

v pfipadé, ze doslo k pochybeni, tuto chybu
pojmenovat a omluvit se za ni. Bude pfipraveno
tiskové prohlaseni, které bude zvefrejnéno na
webovych strankach BC a nabidnuto médiim.

V ptipadech, kdy se budou k problematickym
tématlm vyjadifovat v médiich pracovnici BC
individualné ptimo, je nanejvys Zadouci striktné
vyZadovat od novinafl autorizaci pfipravovanych
medidlnich sdéleni pfed jejich zvefejnénim.

Krizova komunikace se mzZe tykat také situaci, kdy
média Ci jiné subjekty uvadéji nepravdivé Ci
nespravné informace o biologickych a ekologickych
tématech nebo je dezinterpretuji. BC mlze

v takovych pfipadech aktivné verejné vystoupit a
na zakladé védeckych poznatk( uvést tyto

communications by BC employees (email
signatures).

In written form, we use standard Czech and/or
English.

Crisis Communication Strategy

In media situations where the good name and
social credibility of the institution or its employees
could be disturbed, crisis communication should be
conducted to avoid unwanted publicity and
negative public attitudes towards BC. This might
happen in situations where another party criticizes
or attacks research results, activities of employees
or individual personalities of BC, where employees
violate the ethical code, commit mistakes, errors,
or illegal actions, or in the event of a workplace
accident, etc.

In such cases, a crisis communication team will be
immediately assembled, always including the PR
manager and the director of BC, and potentially
other relevant persons. This team will determine
the apposite attitude regarding the situations that
have arisen, define what the communication
outcome should be, and how it can be achieved.
Negative topics will be approached actively and
responsibly; it is unacceptable to lie, and in case of
a mistake, it is appropriate to acknowledge the
mistake and apologize. A press statement will be
prepared, published on the BC website, and
offered to the media. When BC employees
individually address problematic topics in the
media, it is highly desirable to strictly require
journalists to authorize prepared media
statements before their publication.

Crisis communication may also address situations
where the media or other entities present false or
incorrect information about biological and
ecological topics or misinterpret them. BC can
actively publicly respond and correct these
falsehoods and misinterpretations based on
scientific knowledge to educate the public.
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nepravdy a dezinterpretace na pravou miru za
ucelem osvéty verejnosti.

Strategie interni komunikace — Dosud neni
ustavena strategie interni komunikace ani
pracovnici, ktefi odpovidaji za jeji koordinaci.
Vyhledové je potfeba revidovat a nastavit strategii
interni komunikace.

Internal Communication Strategy

So far, there is no established internal
communication strategy nor personnel responsible
for its coordination. In the future, it is necessary to
revise and set up the internal communication
strategy.

5. Komunikacni kanaly a
prostredky

5. 1. Medialni komunikace

Medialni komunikaci BC koordinuje a realizuje PR
manazer/ka BC. Vytipovava vhodna témata

k medializaci, spolupracuje s pracovniky BC na
pfipravé tiskovych zprav, rozesila tiskové zpravy do
médii, aktivné komunikuje s novinafi, navrhuje jim
atraktivni témata, odpovida na jejich dotazy a
zprostfedkovava jim kontakty na védecké
pracovniky pro Zaddand témata. Dale spolupracuje
na pravidelnych pofadech médii, v nichz je
prezentovano BC.

Nadale budeme rozsifovat vztahy s médii,
vytvofime medidlni mailing listy dle zaméreni zprav
(celostatni a regionalni zpravodajstvi / popularné-
odborné magaziny / zajmova média /
dokumentarni a publicistické porady).

Posilime tvorbu obsahu v angli¢tiné pro zahrani¢ni
recipienty (web, socialni sité, on-line média).

BC bude nadale vyuZivat synergie a podpory PR
GtvarG AV CR.

Rocné bude zvefejnéno a Sifeno vice nez 20
tiskovych zprav BC a dalsi pozvanky na prednasky a
akce organizované BC. Usilujeme o udrzeni i
zvyseni soucasného medialniho ohlasu (2000
medialnich vystupd roc¢né).

5. Communication channels
and tools

5.1. Media communication

Media communication at BC is coordinated and
implemented by the PR manager. This role involves
identifying suitable topics for media, collaborating
with BC staff to prepare press releases, distributing
these releases to the media, actively
communicating with journalists, suggesting
attractive topics, responding to inquiries, and
facilitating contacts with researchers for requested
topics. The PR manager also collaborates on
regular media programs featuring BC.

We will continue to expand relationships with the
media and create media mailing lists based on the
focus of the news (national and regional news,
popular-scientific magazines, special interest
media, documentary and publicist programs).

We will strengthen the creation of content in
English for international audiences (web, social
media, online media).

BC will continue to make use of synergies and
support from the PR departments of the Czech
Academy of Sciences.

Each year, more than 20 press releases, and other
invitations to lectures and events organized by BC
will be published and disseminated. We aim to
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K zdsadnim objevim, vyzkumnym pocinim a
dalezZitému déni na BC budou poradany tiskové
konference ¢i brifinky, a to v prostorach BC nebo
v jinych, pfedevsim vyzkumnych lokalitach.

Komunikaci s novinari uskutec¢nuji rovnéz
individualné i pfimo védecti pracovnici. Je Zadouci,
aby upozoriovali novinare na uvadéni spravného
nazvu instituce BC.

Medialni sdéleni o BC jsou sledovana
prostfednictvim sluzby denniho monitoringu tisku,
kterou zprostfedkovava pro sva pracovisté
Akademie véd CR.

5. 2. On-line kanaly

¢ webové stranky BC a jednotlivych Ustavi
BC jsou z roku 2015 a jiz nevyhovuji
soucasnym trendlim. Béhem obdobi 2023
— 2026 bude provedena jejich revize za
cilem lepsi prehlednosti, zjednoduseni
sdéleni a vétsiho sjednoceni webu BC a
jeho pracovist. Zarover je potfeba zajistit
pfistupnost webovych stranek dle
zakonnych pozadavkU. V pfipadé zajisténi
financovani z grantovych pfileZitosti bude
vytvofen novy web.

e Profily BC na socidlnich sitich — sledujeme
aktudlni trendy a podle toho neustale
pfizpGsobujeme komunikaci. Usilujeme o
zvyseni poctu sledujicich a jejich pozitivni
aktivitu. Tvorime a zverejnujeme cileny
obsah na jednotlivych sitich:

Facebook — obecné informace, aktuality

z vyzkumu a déni na BC, pozvanky, apod.;

Twitter/ X — prezentace odbornych vysledkd
(publikaci) predevsim v anglicting;

Instagram — zaméruje se na obrazovou
komunikaci (fotografie);

maintain or increase the current media coverage
(2000 media outputs per year).

For significant discoveries, research achievements,
and important events at BC, press conferences or
briefings will be held at BC campus or other
research locations.

Researchers may also communicate with
journalists individually and directly. It is desirable
that they ensure journalists use the correct name
of the institution.

Media outputs on BC are monitored through the
daily press monitoring service provided by the
Czech Academy of Sciences for its workplaces.

5.2. Online Channels

e Websites: BC's and its institutes' websites,
last updated in 2015, no longer meet
current trends. Between 2023 and 2026,
they will be reviewed for better clarity,
simplified communication, and greater
unification of the BC and its workplaces.
Accessibility of websites must also be
ensured according to legal requirements. If
funding is secured from grant
opportunities, a new website will be
created.

e BC Social Media Profiles: We follow
current trends and continually adapt our
communication accordingly. We aim to
increase the number of followers and their
positive engagement. We create and
publish targeted content on each platform:

Facebook: General information, research updates,
BC events, invitations, etc.

Twitter/X: Presentation of professional results
(publications) mainly in English.

Instagram: Focused on visual communication
(photographs).
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YouTube — pouZivame predevsim jako archiv
audiovizualnich material (zaznamy prednasek,
reportaze o BC, ad.), jejichz tvircem ci
majitelem je BC;

LinkedIn — informace tykajici se lidskych
zdrojll. Zodpovida a realizuje Specialista/ka
socialnich siti.

e E-mailing — pouzivan pro rozesilani
tiskovych zprav (médiim) a pozvanek na
akce (vzdélavacim institucim, zajmovym
skupinam, apod.)

e Interni e-mailing — pouZivan predevsim pro
rozesilani interniho newsletteru, pozvanek
a dalezitych informaci.

5. 3. Akce pro verejnost

Vénujeme velké usili pfimému setkdvani s
verejnosti prostfednictvim nejriznéjsich
popularizacnich aktivit, jako jsou:

e Programy Mobilni laboratofe BC AV CR na
nejriznéjsi veletrzich, festivalech,
happeninzich, verejnych akcich, a dale také
v prostredi Skol (matefskych, zakladnich,
stfednich, méné i vysokych). Koordinaci
programu Mobilni laboratofe zajistuje
Manazer/ka vzdélavacich programd,
realizaci programu zajistuji dalsi pracovnici
a studenti BC.

e Akce pro vefejnost (napf. Noc védcl, Dny
otevienych dvefi). Soucasti téchto akci jsou
védecké ukazky, ukoly, kvizy, hry, tvofivé
dilny a workshopy, prednasky, vystavy,
promitani filma, prohlidky laboratofi,
doprovodny kulturni program apod.
Organizaci akci koordinuje PR manazer/ka
BC.

e Prednasky pro verejnost — BC ve
spolupraci s Jihoc¢eskou univerzitou porada
kazdoroc¢né dva predndaskové cykly pro
Sirokou verejnost Akademické pllhodinky,

YouTube: Used primarily as an archive for
audiovisual materials (lecture recordings, BC
reports, etc.) created or owned by BC.

LinkedIn: Information related to human resources.
The social media specialist is responsible for and
implements these activities.

e Emailing: Used for sending press releases
(to the media) and invitations to events (to
educational institutions, interest groups,
etc.).

e Internal Emailing: Used primarily for
sending internal newsletters, invitations,
and important information.

5.3. Public Events

We put great effort into meeting public through
various popularization activities such as:

¢ Mobile Laboratory Programs at various
fairs, festivals, happenings, public events,
and also in schools (kindergartens,
primary, secondary, and occasionally
higher education). The Educational
program manager coordinates the Mobile
Laboratory program, with other staff and
students from BC performing the
programs.

e Public Events such as Researchers Night,
Open Days. These events include scientific
demonstrations, quizzes, games, creative
workshops, lectures, exhibitions, film
projections, laboratory guided tours,
accompanying cultural programs, etc. The
PR manager coordinates the organization
of these events.

e Public Lectures: In collaboration with the
University of South Bohemia, BC organizes
two lecture series for the general public,
"Academic Half-Hours," annually, each
series consisting of 8 lectures. Other
lectures are regularly held during the
"Week of the Czech Academy of Sciences"
festival, and BC staff deliver numerous
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kazdy cyklus ma 8 predndsek. Dalsi
prednasky se pravidelné uskutecnuji v
ramci festivalu Tyden AV CR, pracovnici BC
realizuji také rfadu dalSich, zvanych
prednasek (védecké kavarny, festivaly,
seminare, Skoly, apod.)

e Exkurze - na zadost rliznych skupin
navstévnikd a hostl se na BC nepravidelné
uskutecnuji exkurze do vybranych
laboratofi a pracovist. Program se
pfipravuje na miru konkrétnim skupinam
navstévnika.

e Vystavy - BC disponuje exteriérovymi
vystavnimi panely, prostfednictvim nichz
se realizuji putovni fotografické vystavy.

e Vzdélavaci programy v Edukacnim centru
Ponorka — od roku 2023 budou zahajeny
programy pro malé skupiny navstévnik(
(v€etné skupin znevyhodnénych osob)

v nové vybudovaném Edukacnim centru
Ponorka v arealu BC. Organizaci koordinuje
Manazer/ka vzdélavacich programu.

e Odborné akce (konference, seminare) pro
odbornou verejnost — zajistuji védecké
tymy.

e Projekty obcanské védy, tj. vyzkum ci sbér
dat, na némz se podili Siroka (laicka)
verejnost — BC pravidelné pofada City
Nature Challenge Ceské Budéjovice a
realizuje dalsi projekty ob¢anské védy
(napt. Zachran karase). Usilujeme o
udrzeni takovych projektl a vznik novych.
Velmi vhodné je predstavit tyto projekty
v soutézich projektl obcanské védy, véetné
mezindrodnich soutézi.

5. 4. Prezentacni a propagacni
materialy

Bude provedena aktualizace stavajicich
propagacnich broZur a vytvoren novy strucny letdk
o BC. Bude provedena revize on-line prezentacnich
materiall (vzory prezentaci). Dle moznosti
rozpoctu BC zhotovi drobné propagacni predméty
(propisky, bloky, tasky, tricka, apod.), které jsou
pouzivany jako darky pro hosty BC a navstévniky

other invited lectures and talks (science
cafes, festivals, seminars, schools, etc.).

e Excursions: Upon request from various
visitor groups and guests, excursions to
selected laboratories and workplaces at BC
are organized irregularly. Programs are
made to meet specific needs of visitor
groups.

e Exhibitions: BC has outdoor exhibition
panels used for traveling photo exhibitions.

e Educational Programs in the Educational
Center Submarine: Starting in 2023,
programs for small visitor groups (including
disadvantaged groups) will be launched in
the newly built Submarine Educational
Center at BC. The Educational program
manager coordinates the organization of
these programs.

e Professional Events: (Conferences,
seminars) for the professional public,
organized by research teams.

e (Citizen Science Projects: Research or data
collection involving the general (non-
expert) public. BC regularly organizes the
"City Nature Challenge Ceské Bud&jovice"
and other citizen science projects (e.g.,
"Save the Crucian Carp“). We strive to
maintain such projects and create new
ones. It is highly suitable to present these
projects in citizen science competitions,
including international ones.

5.4. Presentation and Promotional
Materials

Existing promotional brochures will be updated,
and a new brief leaflet about BC will be created.
Online presentation materials (presentation
templates) will be reviewed. Depending on the BC
budget, small promotional items (pens, notebooks,
bags, t-shirts, etc.) will be acquired and used as
gifts for BC guests and visitors to popularization
events. A brochure about the PR department will
be created to attract new popularizers from among
BC employees.
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popularizacnich akci. BroZura o PR oddéleni pro
nalakani novych popularizator( z fad pracovniki
BC

6. Marketingové aktivity

V zavislosti na nizkém rozpoctu ur¢eném pro
marketingové aktivity, neplanujeme realizovat
reklamni kampang, jako je online reklama (Google
Ads, Facebook Ads, placené prezentace v médiich),
tisténé reklamy ¢i spoluprace s influencery, apod.
Placenou reklamu, véetné spoluprace s védeckymi
influencery, vyuzivdme nepravidelné v ramci
grantovych projektd.

6. Marketing activities

Due to the limited budget allocated for marketing
activities, we do not plan to implement advertising
campaigns such as online ads (Google Ads,
Facebook Ads, paid media placements), print
advertisements, or collaborations with influencers.
Paid advertising, including partnerships with
scientific influencers, will be used irregularly within
the framework of grant projects.

7. Evaluace

Snazime se v co nejvétsi mife zaznamenavat
zpétnou vazbu verejnosti a vyhodnocovat efektivity
a uspésnost uskutec¢nénych popularizacnich aktivit.

Zpétnou vazbu verejnosti sledujeme u téch
komunikacnich kandld a prostredkd, jejichz
nastroje to umoznuji. V ramci medialni komunikace
sledujeme denni monitoring tisku, ktery umoznuje
zjistit zajem médii o sdéleni prezentovana
Biologickym centrem a v nékterych pripadech i
zjistit dosah na recipienty (prodej vytiska,
sledovanost média). V on-line prezentacnich
kandlech (webové stranky, profily na socialnich
sitich) zjistujeme zpétnou vazbu pomoci on-line
nastroju, ktera nabizeji dané komunikacni kanaly
(statistiky a analyzy sledovanosti). U akci a
predndasek pro vefejnost sledujeme navstévnost, a
pokud je to mozné, zjistujeme také spokojenost
navstévnikd (napt. pomoci dotaznik(, nastének pro
vzkazy, e-mailovych vzkaz(, apod.).

Vyhodnocovany jsou jednotlivé popularizacni
aktivity ihned po jejich skonceni. Na konci roku je
pak zpracovan komplexni souhrn komunikacnich a
popularizacnich aktivit uskute¢nénych béhem
uplynulého roku. Tento souhrn je prezentovan
vedoucim pracovnikim BC.

7. Evaluation

We strive to capture feedback from the public to
evaluate the effectiveness and success of our
outreach activities as much as possible.

We monitor public feedback on those
communication channels and means whose tools
allow it. In media communication, we track daily
press monitoring to evaluate interest of the media
in the messages presented by BC and in some
cases to determine the reach of the recipients
(sales, media coverage). For online channels
(websites, social media profiles), we use online
tools provided by these platforms to gather
feedback, including statistics and audience
analytics. For public events and lectures, we
monitor attendance and, where possible, gather
visitors feedback through questionnaires, message
boards, email messages, etc.

Each outreach activity is evaluated immediately
after its completion. At the end of the year, a
comprehensive summary of communication and
outreach activities conducted during the year is
compiled. This summary is presented to the
management of BC.
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8. Tym

Komunikaci, marketing a popularizaci na BC
zajistuji pracovnici komunikaéniho oddéleni BC:

e PR - manazer/ka: zajistuje medialni
komunikaci, zajistuje koordinaci
popularizacnich aktivit, jejich publicitu a
podili se na jejich realizaci, koordinuje tym
popularizaénich pracovnikd, zajistuje
evaluaci komunikacnich a populariza¢nich
aktivit.

e Manazer/ka vzdélavacich program:
koordinuje edukacni programy
v Edukacnim centru Ponorka a vyjezdy
Mobilni laboratore BC AV CR, podili se na
realizaci program( a akci pro verejnost.

e Social media specialista/ka: zajistuje on-
line prezentace BC, zajistuje komunikaci na
profilech BC na socialnich sitich, vytvari
popularizacni sdéleni, podili se na realizaci
programU a akci pro verejnost.

Komunikaci s verejnosti a popularizaci realizuji také
védecti pracovnici BC, pfip. i administrativni a
technicti pracovnici, zapojuji se i studenti, kteti se
podileji na vyzkumu BC. Jejich komunikaci a
zapojeni do popularizaénich aktivit koordinuje
komunikacni oddéleni BC, které rovnéz porada
tréninky na rozvoj komunikacnich dovednosti.

8. Team

Communication, marketing, and outreach at BC are
managed by the Communication Department,
comprising:

e PR Manager: Responsible for media
communication, coordinating outreach
activities, managing their publicity, and
participating in their realization; he/she
also coordinates the outreach team and
oversee the evaluation of communication
and outreach activities.

e Educational program manager:
Coordinates educational programs at the
Education Center "Submarine" and in the
BC Mobile Laboratory, and participates in
organizing programs and events for the
public.

e Social media specialist: Manages online BC
presentations, communication on BC's
social media profiles, creates outreach
content, and participates in organizing
programs and events for the public.

In addition to the Communication Department,
scientists, administrative, and technical staff at BC
also contribute to public communication and
outreach. Students are also involved in BC's
research and outreach activities, with their
involvement coordinated by the Communication
Department, which also organizes training sessions
to enhance communication skills.

9. Rozpocet

Rozpocet na komunikacéni, marketingové a
popularizacni aktivity se sklada za 1)

z institucionadlnich zdroj(, za 2) z vefejnych
grantovych zdrojl a za 3) z externich zdrojU
(edukacni programy Mobilni laboratore jsou
hrazeny objednavateli). Rozpocet

z instituciondlnich zdrojl je sestavovan na konci

9. Budget

The budget for communication, marketing, and
outreach activities consists of 1) institutional
sources, 2) public grant sources, and 3) external
sources (the Mobile Lab's educational programs
are paid for by the clients). The budget from
institutional sources is established at the end of
the year for the upcoming year. It is proposed and
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roku pro nadchazejici rok. Navrhuje a fidi PR
manazer/ka, schvaluje feditel BC.

Grantové prileZitosti jsou soutéZzeny ve vhodnych
grantovych titulech. Mensi grantové soutéze
(napf. dotacni tituly mésta i kraje) sleduje a
grantové navrhy podava a nasledné fidi PR
manazer/ka, pfipadné s pomoci a za soucinnosti
Projektového useku a Finanéniho Useku Technicko-
hospodarské spravy. Velké grantové projekty
(napf. z program& MSMT) zajistuje Projektovy tsek
a finané¢ni zdroje jsou planovany pfi tvorbé
projektovych zadosti a spravovany pridélenymi
spravci rozpoctu (finanénimi manazery).

Naklady a vynosy edukacnich programu z externich
zdroju zajistuje Manazer/ka vzdélavacich
program.

managed by the PR Manager and approved by the
BC Director.

Grant opportunities are competed in appropriate
grant titles. Smaller grant competitions (e.g., city
or county grants) are monitored and grant
proposals are submitted and then managed by the
PR Manager, with the assistance and collaboration
of the Project Department and the Finance
Department of the Technical and Economic
Administration, as appropriate. Large grant
projects (e.g. from the Ministry of Education
programs) are handled by the Project Department
and financial resources are planned during the
development of project applications and managed
by the assigned budget managers (Finance
Managers).

Costs and revenues of educational programs from
external sources are handled by the Educational
Program Manager.

Zpracovala: Daniela Prochdzkovd, PR manaZerka

Made by Daniela Prochdzkovd, PR manager

17



	Strategy for communication, marketing and popularisation of science
	Strategie komunikace, marketingu a popularizace vědy 
	For years 2023 - 2026
	Pro roky 2023 - 2026
	Biology Centre CAS, v. v. i.,
	Biologické centrum AV ČR, v. v. i.
	The aim of this strategy is to set up a systematic and effective implementation of communication, marketing and popularization of science at the Biology Centre of the CAS, v. v. i., (hereinafter BC) for the next 3 years.
	Cílem této strategie je nastavit systematickou a efektivní realizaci komunikace, marketingu a popularizace vědy na Biologickém centru AV ČR, v. v. i., (dále BC) na období tří let.
	Content:
	Obsah:
	1. Current state
	1. Současný stav
	2. Objectives
	2. Cíle
	Made by Daniela Procházková, PR manager
	Zpracovala: Daniela Procházková, PR manažerka

