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In terms of the key barriers to developing engagement skills, the survey showed that
Members reporting lower skills levels identified basic needs like ‘A clear vision of what we
could achieve with digital’, ‘Ability to adapt quickly to change’ and ‘Understanding of digital
tools”. As skills levels increasad, Members emphasized more complex needs: *Understanding
il trends and how they affect your organiza “Ability to develop and embed a good
digital strategy’ and “Digital leadership skills (e.g., being more collaborative)’

. Digital strategy alignment
How does your organization’s current digital strategy align with the changing dynamics of
reach and richness in the digital age?
In what ways are you leveraging the power of rich content to enhance your reach?

. Inclusion and context

»

How does your organization ensure digital inclusivity, taking into account diverse
backgrounds, cultures, languages and digital skill levels?
Are you tailering your digital content and engagement strats
which your audience interacts with it?

. Continuous learning and feedback
How frequently does your organization gather feadback on its digital strategies and
engagement efforts?

‘What mechanisms are in place to adapt and evolve based on this feedback?

. Member-centric approach
In what ways is your organi
its digital initiatives?

How are you ensuring that member engagement is both meaningful and valuable for the
members themselvas?

. Future-proofing
How is your ing for the i ion of Al igital toolsin

ber engagement and communication?

‘What steps are you taking to ensure your digital strategy remains relevant as technology

continues to evolve?
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ry aspect of our lives, science organizations stand
at th -0ads of traditi L ion. The digital offers unpr
opportunities to innovate, expand reach and create value in ways previously unimagin
and to do so with unprecedented spead.®

The most obvious place this is happening is in the valua of information products: audiences
can find new valua in products through digital channals. Conversely, an overload of
information makes it harder than ever for specific products and information to stand out,
leading to the digital age being described as having an ‘attention economy”.®

The ‘long tail’ is a term that captures a real opportunity for science organizations, and one
that they probably understand quite well. The term refers to the dynamic between costand
abundance. Some mainstream products are bought, accessed or used in huge numbers, as
was ever the casa. But in the digital world, a vast number of niche and limited interests can
now be accessed just as chaaply and easily. This phenomenon feeds platforms like Amazan,
which thriva on offering products, from to nicheitems.*

Long tail also means that science organizations working in relatively niche areas and with
relatively niche products can make those available, knowing that even though tha market for
those products issmall, it exists. This is therefore not just about which products o services
people choose, it is also about which products or services can be marketed and to whom.

The World Anthropological Union (WAL is an example of an organization that has done

just that: its business model has been transformed by targeting niches with content that

is of specific value to them (case study 4). Baing a ‘member’ is not tha selling point, and
membership does not come with an annual fee. Instead, people now become members when
they pay to participate in an activity (an event, seminar or similar). Even though the WAU is
‘targeting smaller audience segments — with many different propositions rather than a single

— it is growing ip. Thisisa ay
focused on the long tail.
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{2} Home [ Blogs | Official launch of the IDRC...

Official launch of the IDRC and
ISC project to explore Al’'s
impact on science systems in
the Global South

Canada's International Development Research Centre visited the ISC to launch innovative

new partnership.

Getinvolved Sign up Q @

E) Publishing date: May 22, 2024

® Reading time: 6 minutes
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Related articles

05 September 2024

&, | Alwasbornataus
%ﬁﬁﬁ summer camp 68 years
R s,l:;! ago. Here’s why that event

still matters today

02 August 2024
Request for proposals for
consulting services

24 July 2024

WorldFAIR: Continuing to
transform data to tackle
complex challenges ina
follow-up project
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SAVE THE DATE: 30-31 OCTOBER

Workshop on managing and leading
staff using generative Al tools
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THANK YOU

For any questions, email me at

zhenya.tsoy@council.science

@ company/international-science-council

G InternationalScienceCouncil

o InternationalScience
Q council.science
O @ISC
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