In a world of continuous technological advance-
ment, intensified global competition and various
other challenges, reaching out to communities
and establishing open and informed dialogues bet-
ween different stakeholders is surprisingly more

difficult than before.

Regionally anchored co-creation processes, based
on regional contexts and needs are at the heart of
five hub activities, since co-creation is about in-
volving different perspectives and collaboratively
designing tools, materials, processes, activities or
strategies in line with BLooM's principal objective:
to raise citizen awareness. Towards this end, the
main objectives of the regional co-creation work-
shops held at the BLoom hubs were to

- Initiate multi-stakeholder two-way open dialogues

- Commonlyreflectonbioeconomyideas, strengths
and weaknesses (co-creation)

- Identify barriers and opportunities on the uptake
of bioeconomy ideas

- Collaboratively creating multi-format exhibits
and showpieces and materials for use in outreach
and education activities

- Develop open outreach activities and dialogues
with selected groups by fostering innovative for-
mats and communication methods

This guidebook gives an overview of the jointly
elaborated and designed participatory outreach
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and engagement methodologies that the BLoom
bioeconomy hubs followed and refined. These ac-
tivities have been jointly elaborated and designed
in the previous co-creation workshop. For an over-
view of co-creation methodologies, have a look at
the “BLoom Co-Creation Guidebook”.

WHY ARE OUTREACH AND ENGAGEMENT
ACTIVITIES IMPORTANT?

Outreach and engagement activities bring a num-
ber of benefits to all sides of the dialogue. They can
foster a feeling of trust between the different sta-
keholders and gift an opportunity to influence pro-
cesses and end results for stakeholders that would
otherwise have been left out. Furthermore, they
enable the transfer of local knowledge which is of-
ten omitted from the decision making processes
or to research authorities and remove barriers of
cooperation between stakeholders. Outreach and
engagement activities allow us to create the con-
ditions where a shared understanding, a feeling of
shared responsibility and a sense of ownership can
emerge, which further helps to manage stakehol-
der expectations which in turn positively influen-
ces their satisfaction with outcomes.

blooMm
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LEVELS OF ENGAGEMENT

Public engagement is possible at many different levels. Herfordshire Council (2015)' introduces five le-
vels of Engagement in their handbook for best practice community engagement techniques. This table
illustrates how engagement increases with each level, what each level intends to achieve and gives some
exemplary activities that are useful at each level of engagement, adapted to the context of BLoom. Each
level has its specific goal and importance and the boundaries between the different levels are smooth, e.g.
every involving is preceded by an informing or a public event can have multiple goals, e.g. involvement

and empowering.

The Five Levels of Engagement

Increasing level of engagement > >

sites, news releases
and newsletters

to raise awaren-
ess. For example:
leaflets, Facebook
or Twitter.

network meetings,
focus groups, in-
terviews, using so-
cial media, e-mail,
website, Twitter or
Facebook.

Fora, Workshops

1) Informing 2) Consulting 3) Involving 4) Collaborating | 5)Empowering
Providing infor- | Obtaining stake- [Working directly | Working in part- |Placing final deci-
mation to therele- |holder feedback to |with the stakehol- |nership with sion making in the
vant stakeholders |informdecision |ders to ensure that | stakeholders onall [ hands of the stake-
to enable themto |making. Obtaining |issues, concerns | aspects of decision [holders.
understand prob- |[feedbackon for- [and aspirations are [ making including
lems, alternatives, [mal proposals. understood and development of
opportunities and considered. options and iden-
solutions. tifying preferred

solutions.
The intention is to...
Keep the stakehol- | Keep the stake- Engagewiththe |Looktotheother [Facilitate stake-
ders informed. holders informed, |stakeholders to en- | stakeholders for  [holders to take
to their views and | sure that concerns |advice and innova- |responsibility for
provide feedback |and aspirations are | tion to find solu- | designing and
on how their input | reflected in deci- | tions. delivering services
influenced deci- | sions and service themselves.
sion making. delivery. Provide
feedback on how
their input influ-
enced decision
making.
Techniques...
Brochures, web-  [Public meetings, [Public meetings | Round tables, (Co-Creation)

Workshops

1 Herfordshire Council (2015): Best practice community engagement techniques Neighbourhood Planning Guidance Note 12.
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the specific needs.

(v

INFORMING

Rely on the saying of ‘a picture is worth a thousand
words’. They can be combined with other events
which reduces the need to attract people. They can
also be useful to gather immediate reactions (Her-
fordshire Council, 2015).

Examples: Our Nordic Hub has hosted three diffe-
rent public exhibitions over the course of the pro-
ject. Two blogs about the exhibition on bioecono-
my products can be found here and here, and the
blog about an exhibition stand showing how our
everyday products are connected to the forest can
be read here.

Vilko i )
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EXAMPLES OF OUTREACH ACTIVITIES AND TECHNIQUES

For our own guidebook, we have prepared a selection of outreach activities and
techniques that we found useful in the workshops at our hubs. Detailed infor-
mation and step-by-step instructions for most of the mentioned methods and -
tools are given in the Engage2020 toolkit and the SPARKS toolkit. To choose a
convenient tool the Action Catalogue - an online decision support tool develo-
ped by the Engage 2020 project - can help you find the method best suited for

This activity is similar to a podium discussion,
with two main differences: first, the TV discussion
is often broadcast (live) to an audience that is not
visible, and that consists of people from one region
or country. Therefore, it is crucial to elaborate on
the local conditions in relation to the chosen topic.
Moreover, the following aspects are crucial in or-
ganizing and hosting a local TV discussion:

1. Choose the panelists in relation to the topic and
regional circumstances.

2. Adapt the advertising possibilities to the local
circumstances.

3. Utilize other supportive engagement activities
(via Twitter, Mentimeter, or any other software
of convenience).

4. Prepare a broad set of questions that can be as-
ked.

5. Make sure that the host does not promote your
idea or story and that a level of criticality is
maintained.

6. Ensure a follow-up possibilities to further en-
gage and discuss (e.g. Link to homepage, di-
scussion forums, etc.)
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Example: You can have alook at the TV-discussion
organized by the Austrian hub here.

Short Animation Video

This is a format that does not involve participants
in action or exchange. A short information film
presents the main definitions and issues of the
phenomenon in the most schematic and simple
way, so that the message reaches all audiences. As
far as possible, information should be conveyed by
image rather than written text. Therefore, the aest-
hetics of performance is important. The film is in-
tended for presentation in public space, for exam-
ple in public transport, on external screens at bus
shelters, outdoor advertising media, or social me-
dia. Recipients come into contact with it casually
and accidentally. What they see must attract their
attention for several seconds. The idea is not to
provide deep knowledge, but to familiarize your-
self with the term and a very generalized context.

Example: Our Polish hub has produced a short
animation video which can be watched here.

Newsletters

Newsletters are a great way to communicate fin-
dings, news and other happenings. There are a
number of online tools to design a visually appea-
ling newsletter and make sending them out an easy
task. They help to stay in touch with your stakehol-
ders on a regular basis and offer good opportuni-
ties to announce events. They offer the possibility
to stay in touch with a large number of stakehol-
ders at the same time. They are, however, only en-
gaging one way and do not create a dialogue.

Example: Bloom has used this methodology over
the project lifespan and has published multiple
newsletters. You can find them here.

A co-created monograph

The purpose of this format is to use the know-
ledge of multiple stakeholders participating in
the co-creation process. During such workshops,
many ideas are generated and many areas indica-
ted that should be communicated more broadly
and presented. Together, you discover the contexts
of the topic under development. This knowledge
and contexts can be used as input for the co-crea-
tion processes, or transformed into a permanent
record of indicated areas. During our workshops,
teams were naturally formed around specific is-
sues. The next step was to invite involved people
to a deeper, more detailed description of the issu-
es that were raised during the co-creation work-
shop. The production process is relatively long. It
has a positive effect on the group that got to know
each other for the first time during the co-creation
workshops. Hence it favors building a permanent
network around a specific topic.

Example: A monograph has been published in our
Polish hub. You can read it by following this link.
You can also get access to the Dutch publication
about biomass here.

Lecture series

A lectures series is a series of events with inputs
from experts on a chosen subject. The lectures
themselves can be arranged as classic university
lectures but can also be hosted as any other format.
Normally lectures are hosted in a university set-
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ting or by any other teaching entity, but can also
be planned independently. Examples of different
formats for the individual lectures can be Science
Espressos, podium discussions, webinars, inter-
views and lots more. This method is a good way
to educate on a broad topic that requires insights
from various points of view.

Example: Our German hub has used this metho-
dology by organising the series under the title “Is
Bioeconomy our future? - Approaches, Point of
Views and Perspectives of the Bioeconomy”. You
can read more on their blog.

Interviews are a good way to get individual infor-
mation and feedback. They help to uncover issues
and ideas that potentially feed large scale consulta-
tions and outreach activities (Herfordshire Coun-
cil, 2015).

Example: In the BLooMm project this activity for-
mat has been implemented in the form of “BLoom
testimonials”. You can read them here.

CONSULTING

In the BLooMm project one of the major findings
of the hubs was that the easiest way to communi-
cate bioeconomy is offering tangible examples to
the participants of outreach activities. This also
applies to any other non-tangible topic. For this
matter the hubs have come up with a suitcase of
bioeconomy products which are presented and ex-

plained in an accompanying brochure as well. The
selected products show the range of possibilities of
bioeconomy while at the same time giving partici-
pants “real life examples” and something to expe-
rience with their senses. The idea is to carry this
suitcase to any event that is hosted - conferences,
fairs, gallery walks, workshops, etc.

Example: This methodology has been imple-
mented jointly by the hubs creating the BLoom
suitcase. You can have a look at what‘s inside by
watching this short video or downloading the bro-
chure.

A podium discussion is an event where a number
of invited experts start by giving short talks about
their field of expertise and then proceed to discuss
and answer questions from the audience or ques-
tions that have been prepared in advance on stage.
Usually the experts come from different stakehol-
der groups or different disciplines. This method
works well for scientific discussions or offering
different views from different fields of expertise on
a decided topic. The discussion after the presenta-
tions should be led by an appointed moderator.

At the end of the event the moderator asks for a fi-
nal statement from the experts and closes with a
summary of argumentation. There is no limitation
as to the number of participants or audience in this
format, but it is recommended that no more than
five experts are invited to discuss on stage. This
format works well in a conference setting but also
as a stand-alone activity.

Example: The German hub held a panel discussion
on the potentials of the labor market in bioecono-

my. You can read more about the event here.

BLOOM OUTREACH AND ENGAGEMENT GUIDEBOOK, 5


https://bloom-bioeconomy.eu/2020/10/14/online-lecture-bioeconomy-to-tackle-climate-change/
https://bloom-bioeconomy.eu/testimonials/
https://www.youtube.com/watch?v=2fOGs3f-P0I
https://bloom-bioeconomy.eu/wp-content/uploads/2020/10/Bioeconomy-suitcase-leaflet.pdf
https://bloom-bioeconomy.eu/wp-content/uploads/2020/10/Bioeconomy-suitcase-leaflet.pdf
https://bloom-bioeconomy.eu/2020/10/19/panel-discussion-bio-economic-potential-for-the-economy-and-labor-market/

A gallery walk can be compared to a mobile exhibi-
tion. It usually includes multiple stands of posters,
roll-ups, product exhibits and stations for inter-
action. Visitors can either walk through it alone or
take a guided tour. When having a gallery walkon a
fair or in a public space like a museum or library it
works well to have an expert standing next to each
exhibit, who is in charge of presenting and answe-
ring questions of visitors. It is also recommended
to make the gallery walk visually appealing and as
interactive as possible to attract an audience. It can
furthermore be combined with other outreach and
engagement formats like the Science Espresso.

Example: An example of an interactive gallery
walk can be found on the blog of our Austrian hub.

Participation in conferences is a good way to in-
crease your visibility. It helps to connect with other
stakeholders and form contacts for work collabora-
tion. They are a good way to communicate project
results and depending on the conference style can
be combined with creative workshop styles, gallery
walks, panel discussions, exhibition stands, etc.

Examples: In 2019 and 2020 our Dutch Hub made
use of this methodology by taking partin the Dutch
Design Week. Find out more in the article on their
blog. BLooM has also taken part in the European
Week of the regions and cities organised by the Eu-
ropean commission. Read more about it here.

INVOLVING

A social media campaign is a coordinated marke-
ting effort to reinforce information (about a brand,
product, or service) using at least one social media
platform. These campaigns are strategically focu-
sed, have measurable outcomes, and influence so-
cial media followers to feel or act in a certain way.

Campaigns differ from everyday social media ef-
forts because of their increased focus, targeting
and measurability. They usually require a detailed
communications plan in advance. Popular social
media platforms that can be included in the cam-
paign are Instagram, Twitter or Facebook, but can
also be YouTube, LinkedIn, Pinterest or TikTok.
The platform(s) should be chosen according to the
target group of the campaign. Actions steps for
implementation include:

1. Understand the goal of the campaign.

2. Decide how to promote the campaign on each
channel.

3. Create a content calendar for the week/month.

4. Create supporting visual content.

5. Schedule posts.

6. Monitor and respond.

7. Follow up after the event or promotion, if ne-
cessary.

8. Analyze and adjust.

Social media campaigns should be seen as part of
an already existing campaign and are effective in
extending the potential reach of target groups.

Example: The Nordic hub has run a media cam-
paign in December 2019. You can read a blog post
about it here.

A short talk (of about 10 minutes) followed by in-
formal discussions directed at the general public;
One expert briefly presents a current research or in-
novation topic and invites the audience to discuss;
An informal event designed for small groups to
keep a high degree of interaction. It is meant to be
inclusive and open for the general public. The total
length should not exceed 30-45 minutes (SPARKS,
2016).
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Example: In the BLooM project various Science
Espressos have been implemented. You can read
about the Polish Science Espresso series here.

Online Conference

This format combines the advantages of a con-
ference, discussion, Q+A session, webinar, and
low-engagement formats - such as an informatio-
nal film. Conference speeches are recorded in ad-
vance and posted on a dedicated YouTube channel.
Up to this point, everything is like a classic con-
ference - invitations, applications, abstracts, etc.
The prepared channel is made available to the
speakers, they make it available in their networks,
in addition, you can promote it in social media and
send it to institutions whose presence | attention
we care about. The channel is made available a few
days before the panel with the possibility of asking
questions by the audience (e.g. via the platform,
possibly under the speeches in the YouTube). Tho-
se interested, can watch any of the presentations at
any time and ask questions that the speakers will
answer during an open conference panel. During
this panel, there is also the possibility of discussi-
ons between the speakers and involve the audien-
ce. Itisalso possible to ask questions and comment
on the chat all the time. This format leaves a rich
material that can remain in an online repository.

Example: Our Polish hub has organized an online
conference in September 2020. You can watch the
recordings on their YouTube channel.

Webinars

A webinar in simple terms is an online event, usu-
ally not lasting longer than one or two hours. It can

have different formats, like presentations, Q&As,
panel discussion, interviews and lots more. Usual-
ly experts are invited to share their knowledge with
the participants. It also offers the possibility to run
a series of events.

Any webinar should include the following ele-
ments: an introduction, an order of main points to
be addressed, a motivating closure, and, in many
cases, a relevant call to action. This helps the sessi-
on stay on track and avoid straying from the topic.
In addition using multiple tools like polls, videos,
the chat, etc. helps the audience to stay focused
and to engage. These guiding questions can help
to prepare a successful webinar: Who is the target
group of the webinar? Who will make a presentati-
on? How many people are expected to attend? How
will the content be presented? What will the inter-
action between the audience and the presenters
look like? When hosting the webinar make sure to
deal with any noises or disturbances, so make sure
your background is clean, your background noises
silent and test your technical equipment in advan-
ce.

Webinars can also be used to inform or consult as
well.

Examples: In the BLoOM project a number of dif-
ferent webinars have been implemented. You can
read all about them in our blog. Here is an example
from the EUN school network, from the Finnish
hub, and an example from our international webi-

nar series. You can find all BLoom webinars on our
website under regional webinars and international
webinars.

bloom
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BIOECONOMY IN OUR DAILY LIVES

BLOOM Webinar Series | May - September 2020

All senses exhibition

We often have great memories connected with
food, be it our grandma’s cooking or delicious tas-
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tings while traveling or the lovely smell of freshly
baked cinnamon buns that takes us down memory
lane. Food is a complete multi-sensory experience
which involves all your five senses: vision, touch,
sound, smell and taste. At a big conference where
the competition of attention is hard, this way of
interacting is effective to raise awareness, interest
and enhance knowledge of a subject or a product.

This is an example taken from the BLooM project’s
Nordic Hubs exhibition entitled ,Welcome to the
Forest!“:

- Feel and smell (A living tree with touchable
products)

- Touch (Clothes and products/materials)

- Hear (Forest bird sound in the exhibition)

- Taste (Mingle food from the forest, both nor-
mal, common food and more innovative and
extreme tastings)

- Sight (Get into a Forest with 3D glasses)

You can combine this format with other formats
like for example the Science Espresso, gallery
walks and/or a quiz or contest for engagement as
well in the exhibition. To get more attention, runa
social media campaign before, during and after the
conference. The exhibition can be run on multiple
days and intends to raise awareness, interest and
enhance knowledge. Make sure to create space for
dialogue and exchange of information and know-
ledge. The Group size should not be more than 20
persons at a time, depending on exhibition size,
throughout the whole conference.

Example: In summer 2019 the Swedish hub made
use of this methodology and organized an interac-
tive exhibition on the Swedish forest. You can read
more about this event on their blog.

Taste of Wood Mingle

For an informal networking event you can use food
tasting as a multi-sensory experience involving all
your five senses: vision, touch, sound, smell and
taste in your communication. We did a ,,Taste of
Wood Mingle®where visitors could taste spruce tip
syrup and spruce tip jam while talking about the
forest and bioeconomy with us.

Example: The Swedish hub has implemented this

activity in the frame of their all senses exhibition.
You can read more about it here.

COLLABORATING

Civic Dialogues

{et’s explore together!

Civic dialogues are public conversations on a par-
ticular topic of societal relevance. The aim is to
encourage individuals to try to better understand
each other’s positions on a particular topic and,
thus, creating mutual understanding. The overall
goal of civic dialogues is to encourage innovation,
trust and confidence between the individual citi-
zens and to facilitate the creation of a legitimate
roadmap for moving forward in a particular direc-
tion (Engage2020, 2014).

Examples: Our Nordic hub implemented this acti-
vity in a school, a library and during an open cam-
pus event. You can read more about this on their

blog.

Open Space Technology

The Open Space Technology is based on the as-
sumption that the most productive way to achieve
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great outcomes, is to work on topics that are of spe-
cial importance to the participants. This method is
effective for events that are aimed at medium scale
participation. According to Engage 2020 (2014) an
Open Space event can be hosted in one day and is
divided into three parts on the agenda:

1. An introduction to the whole plenum, explai-
ning the method and what is expected of the
participants in order to have a successful event.
It is followed by the agenda setting, where
workshop sessions are announced and schedu-
led and where the participants register for the
workshops of their choice

2. The sessions themselves, where multiple ses-
sions are conducted simultaneously.

3. A final round with the whole plenum in which
the facilitator summarizes the sessions during
the day and gives participants the opportunity
to comment on their experiences and lessons
learned.

Example: Our German hub has hosted such a
workshop in spring 2019. You can read about it
here.

A “field trip” or “study trip” has the potential to be-
nefit participants as well as organizers. Study trips
can either be international, national or a mixture
of both. The aim of a study trip is to bring real life
examples (such as demonstration sights, research
institutions, companies, etc.) closer to the partici-
pants. The groups will be exposed to new experien-
ces within an unusual environment. There exists a
broad set of methods that can be applied during
a study trip. This ranges from workshops, world-
cafés, discussions, experiments, guided tours to
quizzes and informal/tourist activities. The latter
is a special feature of this activity. During a study
trip, participants have time to exchange about
their experiences, which fosters deeper learning
and transfer of knowledge. Several aspects are cru-
cial in organizing a study trip:

1. check if all participants have passports and vi-
sas,

2. ask about special needs of participants such as
diets and medication,

3. If the participants are of young age or minors,
make sure to acquire emergency contacts and

their parents” consent,

4.if the study trip covers several days, ensure a
good balance between educational and tourist
activities,

5. plan follow up activities in advance, to ensure a
qualitative knowledge transfer.

Example: In October 2019 the Austrian Hub orga-
nised a study trip to the University of Wageningen
in the Dutch hub. You can read about this event in
their blog.

The aim of Ambassadors trips is to enable people
who are deeply involved and interested in a given
topic to partake in a workshop that will enable
them to have practical contact with a given phe-
nomenon | activity. The formula works better for
small groups of up to 15 people, as it allows ever-
yone to get involved in a given activity. With larger
groups, the teacher’s attention becomes blurred,
the participants divide into subgroups and lose at-
tention.

Participants spend several hours in actual ope-
ration - they create a product in a real laboratory,
operate machines, conduct processes under the
watchful eye of experienced practitioners. They
have the opportunity to ask questions at every
stage and propose and discuss their solutions.

If the implementation of the full process is not
possible during the workshop, the tutor is obliged
to show participants the final result. An important
part of study trips for ambassadors is the opportu-
nity to discuss the event among participants. After
the workshops, they spend time together in an in-
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formal atmosphere, accompanied by a moderator
who facilitates a follow-up discussion.

Example: The Polish hub has organised an ambas-
sador study trip in November 2019. You can read
about the event here.

Outdoor Game for Families

The game takes place in a place related to the topic
it relates to. In the case of bioeconomy | food | eco-
logy, it could be an organic food market. Its goal
is to involve all generations in learning and having
fun. Therefore, it is necessary to adapt tasks to dif-
ferent age groups.

There are stands at the market with people playing
the game. Each position is related to a very concre-
te topic. There is a poster (or a screen and a pro-
jector or a multimedia screen) at the stand with a
schematic, visually attractive infographic presen-
ting a given topic. The position holder can ans-
wer any additional questions from the player. At
each stand, there are also sensory puzzles for the
youngest - recognizing the product by taste, smell,
sound and touch. When entering the market, each
player receives a stamp collecting card. He or she
receives the stamp by correctly answering the
question asked by the person responsible for the
position. The youngest have to correctly solve the
sensory puzzle, for which they also receive a stamp
on the card. Collecting all stamps entitles one to re-
ceive the prize.

Example: The Polish hub has implemented this
format in late 2019. You can read about it on their

blog.

Innovation Route

The Innovation Route is a regional bus tour or
expedition based on the idea that in order to bet-
ter understand certain concepts it is necessary to
show tangible examples. In this sense, and focu-
sed on the innovative potential of the bioeconomy,
the innovation route needs joint work with other
agents of the quadruple helix, where the private
sector works hand in hand with the public admi-
nistration and making use of the advances in re-
search the existing and potential good practices in
bioeconomy.

This activity can be focused on a specific target
group or it can be open to the general public (but
limiting the audience to no more than 25 people),
with the aim that these good practices and inno-
vative experiences can be seen and explained in an
effective way. The first step is to identify the tar-
get group if it does not focus on the general public.
The second step is to identify innovative experien-
ces that stem from academia and implemented by
the private sector and funded by the public admi-
nistration. In summary to identify projects as the
Operational Groups in order to show them to the
society. After that it is just a matter of contacting
the entity and establishing a collaboration and the
format of the Innovation Route (field trip, visit a li-
ving lab,...) and schedule the activity.

The implementation of this type of activities fos-
ters the relationships between the different agents
of the quadruple helix, since it makes them work
together while serving to effectively disseminate
new concepts such as bioeconomy.

Example: The Spanish hub has co-created this
methodology together with their stakeholders.
Read more about their event here.
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This activity focuses on the creation and design
of a popular and innovative quiz game targeted
at educational centers, so that each of them can
self-manage and develop it with their own means.
The activity may have a varied capacity depending
on the needs and resources of each center. The ac-
tivity will last around 15-25 minutes per session
including the initial briefing and the end of the
game. It can be adapted according to needs.

The difficulty of the game will be adapted to the
type of players who are going to participate, but
always stimulating fun and learning. Participants
must be divided into several teams to increase
competitiveness and immersion in the exercise.
The activity will be related to bioeconomy, so that
participants learn about this concept in a fun way.

Attending to the basic concepts of the Bioecono-
my, the game will evolve around terms like:

1 - Transversal, 2 - Society, 3 - Management, 4 - Re-
sources, 5 - Advances, 6 - Sustainable, 7 - Bioeco-
nomy

To get each of these words, players will have to sol-
ve some enigmas that will bring them closer to the
world of Bioeconomy. Finally the students will di-
scover a panel containing 7 rows with symbology
and icons related to the matter and that coincide in
shape and number with the words that they have
been finding. The activity will be closed by a final
challenge.

Example: This activity has been co-created by the
Spanish hub. The template for the game can be
downloaded on the BLoom website.

A Massive Open Online Course (MOOC) is a free
online course that supports learning in a variety of
different subjects and is open to anyone with ac-
cess to a computer and the internet. MOOCs aim to
connect learners from across the globe with educa-
tors and with other learners.

MOOCs combine traditional forms of knowledge
transfer such as videos, reading material and pro-
blem statements with forums in which teachers
and learners interact and work together in virtual
learning groups. A distinction must be made bet-

ween xXMOOCs and cMOOCs. While the former are
essentially video-recorded lectures with an exam,
cMOOCs are based on the idea of connectivism and
are more in the form of a seminar or workshop. In
general, MOOCs can be characterized by the fact
that they do not require any fees or requirements
other than Internet access and interest on the part
of the user.

Example: Bioeconomy is a trending field of know-
ledge that creates a lot of possibilities for sustai-
nable development. The “Boosting Bioeconomy
Knowledge in Schools” Massive Open Online
Course (MOOC) was developed on the assumption
that teachers can contribute to raising awareness
about bioeconomy in future generations.

bloom

“Boosting Bioeconomy
Knowledge in Schools”
MOOC for teachers

I T// European
NSchoolnet

Academy

This project has received funding from the European Union’s Horizon 2020 research and i i under grant No. 773983.

Neither the European Commission nor any person acting on behalf of the Commission is responsible for how the following information is used. The views

expressed in this publication are the sole responsibility of the authors and do not necessarily reflect the views of the European Commission.

EMPOWERING

A School Box is a collection of teaching resources
which educators can use to introduce concepts of
interest in their classrooms as a trigger to raise stu-
dent interest for example for science subjects and
their awareness of important societal challenges.
The basis of the School Box are learning scenari-
os, as well as other additional teaching material.
School boxes are usually created by teachers for
teachers.

Example: The BLoom School Box is a collection
of bioeconomy related teaching resources which
educators can use to introduce the concept of bio-
economy in their classrooms as a trigger to raise
student interest in science subjects and their awa-
reness of important societal challenges.

The basis of the BLOOM School Box are five inno-
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vative learning scenarios, created and tested in
classrooms by the 20 BLOOM expert teachers from
Austria, Belgium, Croatia, Greece, Italy, Israel, Po-
land, Portugal, Spain and Sweden. These Future
Classroom Scenarios were developed using the Fu-
ture Classroom Toolkit methodology. Six additio-

nal bioeconomy teaching resources were selected
to be included in the BLoom School Box following
the BLoom “Teach bioeconomy!” competition.

Challenge Prizes

Challenge prizes offer a reward to whoever can first
or most effectively meet a defined challenge. They
act as an incentive for addressing a specific prob-
lem, rather than being a reward for past achieve-
ments. A challenge prize can incentivise innovati-
on, focus attention on a particular issue and unlock
financing and other resources (Engage2020, 2014).

Examples: By the end of 2019 the BLoom Partner
EUN has called for contribution to the “BLoom
Stories of implementation” Competition. See the
call for contribution here and read here about the
winners of the competition.

Deliberative Workshops

Deliberative Workshops refer to dialogue events
which focus on having in-depth informed discus-
sions on a complex or controversial issue to gather
social intelligence and to inform policy, anticipate
regulation, exchange opinion or raise awareness.
They can be used to develop research agendas and
objectives that closely reflect public needs and dri-
vers (Engage2020, 2014).

Example: Our Austrian and Polish hub together
have hosted such an event at the end of 2019. You
can read more about this on their blog.

Round Tables

Round tables ensure multi-stakeholder involve-
ment and are effective at generating co-operation
and consensus. All stakeholders on the round table
are considered equal and engage in an open discus-
sion (Community Places, 2014).

Example: BLooM’s Nordic hub has hosted seve-
ral events inviting all kinds of stakeholders to take
part in discussions. You can read their blog on the
outcomes here. They have also gone into dialogue
with schools and students. You can read about this
approach here.

Workshops

Workshops allow for the targeting of the main
interest group and allow people to discuss their
ideas in an open and relaxed atmosphere. They
enable people to work actively and collaborati-
vely on an issue or task, while problem solving.
They normally start with presentations or back-
ground briefings, but are not about providing
information and asking questions, but rather
about joint working and problem solving. Work-
shops can have a variety of formats, like for exam-
ple the BLoom co-creation workshops and are
normally run for at least half a day (Herfordshire
Council, 2015 & Community Places, 2014).

Examples: Ambassadors of bioeconomy: ,Make
yourself a bioplastic’: workshop in the laboratory
of bioplastic: scientific and social meaning of bio-
plastic production and participation in the process
of bioplastic creation (basing on edible oil fermen-
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tation). An event organised together with Polish
Academy of Science.

Many other workshops have been implemented
over the course of BLOOM. You can read about two
examples here and here.

World Cafés are founded on the assumption that
people have the capacity to work together, no mat-
ter who they are. The setting should create an en-
vironment, which often take the form of an actual
café (including round tables with 4 or 5 chairs). The
host should begin with a welcome and an intro-
duction in the process and the “Café Etiquette”. A
World Café process begins with the first of three or
more twenty minute rounds of conversation for the
small group seated around a table. After the first
round each member of the small groups moves to
another table. One person will stay at the table and
is a table host for the next round and briefly fills
them in on what happened in the previous round.
Each round of a World Café is prefaced with a ques-
tion designed for the specific context and desired
purpose of the session. After the small groups, the
participants are invited to share results from their
conversations with the rest of the whole group.
These results are reflected visually in a variety of
ways, most often using graphic recorders in the
front of the room (Engage 2020, 2014).

This work is licensed under a Creative Commons Attri-
bution-ShareAlike 4.0 International License.
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The main objective of the BLoom

project is to establish open and

informed dialogues, co-created

by European citizens, civil so-

ciety, bioeconomy innovation
networks, local research centres, business
and industry stakeholders and various le-
vels of government. BLooM 1is creating
spaces for the needed debate on preferen-
ces and values concerning the bioeconomy;
for interaction and exchange of informa-
tion, knowledge, meaning and aspirations,
with the aim of establishing consensus on
how a bioeconomy can be realized. Across
Europe, five regional hubs have been es-
tablished to foster public engagement in
the bioeconomy and to create a space of ex-
change and debate. The hubs are focusing
on different areas important to the regions.

bloom-bioeconomy.eu

This project has received funding from the European
Union’s Horizon 2020 research and innovation pro-
gramme under grant agreement No. 773983.
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