OGF 22 – MARKETING WORKSHOP NOTES
Monday, February 25, 2008
Cambridge Room, Hyatt Regency, Cambridge Massachusetts

Walter Stewart convened the meeting and welcomed participants.

Participants introduced themselves.  A complete list of participants is attached in appendix 1.

The conclusions of the Marketing Workshop in Seattle and the messaging document produced were reviewed.  

It was noted that this work had been “on-ice” since Seattle because the board of OGF constituted a Tiger Team to review the mission and direction of the organization.  

Clearly developing a marketing strategy is not possible while vision and mission for the organization are in flux.

Our task going forward from OGF 22 will be to take the Seattle messages and edit them to match the organization’s strategic direction which will be reported at the Town Hall on Wednesday evening, March 27th.  Some members of the group who had attended the GFSG meeting on Sunday, February 24th where an extensive review of the Tiger Team work occurred noted that the Seattle messages are too generally focused particularly with respect to audience.  A newly reinvigorated OGF will not present itself as all things to all people.

Paul Strong – Acting Chair of the Board of Directors and chair of the Tiger Team reviewed the work of the Tiger Team and its recommendations to the board. In short Paul’s suggestion is that the likely outcome of the board’s deliberations will be a refocusing of OGF to its traditional community of e-Science infrastructure providers and those with adjacent interests.  OGF will continue to be open to all.  Those wishing to engage who bring resources to the table to “work” on problems will always be welcome, but the organization’s own resources will be channeled in a more focused way.

The OGF Europe project was also briefly discussed both as an effort itself requiring marketing and as a marketing opportunity for OGF directed at non-European audiences.

The floor was then opened to general discussion.  Among the points raised were the following:

OGF should attempt to minimize clashes with the meetings of other sister and nearly aligned organizations.  It was noted that at times OGF has set its events in advance of the setting of those other clashing events.

ACTION:  All in attendance are encouraged to pass to John Ehrig [jehrig@inventures.com] the names of all organizations that should be included in OGF’s search for conflicting events before setting future OGF events
RESPONSIBILITY: All
-------------------
We need to get out OGF people out into other communities

OGF mission has been in flux throughout its existence; therefore, messaging has usually been confused.

Coming out of the Tiger Team the short message is “Its about the community – stupid”.

OGF needs a marketing strategy into the community as well as to the wider world.
Standards cannot be marketed without marketing their effect – the difference they make – what is enabled.  Case studies are critical to showing how users use standards and what activities they enable.

OGF needs a marketing strategy for itself as an organization and some sub-strategies for activities.  The strategies must be integrated.
OGF needs a marketing playbook.  With a check list for elements that must appear in OGF communication.  Consistent messaging and branding is critical.

There should be crisp messages that are consistently used: Eg. OGF is my community, I solve my problems within the OGF community, I want to be part of OGF.  We should emphasize community rather than forum.
OGSA brand needs to move to OGF

Some key words must always appear in OGF communications
· Infrastructure

· Barrier Free

· Open community

Need “standards” for the marketing practices
We are trying to solve problems the community cares about.  

Action:

Develop a branding strategy and a marketing playbook reflecting the decisions of the board reported at the Town Hall on Wednesday evening.  That strategy and the playbook needs to be ready well before Barcelona.
Responsibility:

The marketing team and additional volunteers.

--------------------------------
The marketing team will need to call on the wider group and on resources from sponsor companies’ marketing organizations to validate strategies and collateral produced.
Need to be aggressive about getting messages developed right away.  Move fast.

Need clear lines of interface between marketing and the rest of the organization?
Marketing needs to become a regular part of the GFSG Plenary and at the MSC.
Marketing issues need to be brought to the board as appropriate.

Action:  Make marketing an agenda item in MSC and GFSG Plenary Meetings.

Responsibility: Staff and Marketing Team
