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INTRODUCTION AND BACKGROUND
The Commercial and Business Users' Constituency [a.k.a., the ICANN GNSO Business Constituency (BC)] FY18 Outreach Strategy is premised onis based on fulfilling  fulfillingthe BC’s mission [1] as contained described in the BC’s newly updated andits 2017 approved Charter.  The BC’s Outreach goals support the engagement of business users in gTLD policy development and in ICANN’s overall governance. Further, it also supports while also supporting the ongoing enhancement of multi-stakeholder engagement in relevant activities to ensure ICANN’s continued success as the coordinator of the unique indicators of the Internet as provided for in ICANN’s bylaws. The BC Outreach Strategy  It isaligns also aimed at aligning with ICANN strategic objectives one [2] and four [3].



OBJECTIVES OF THE BC OUTREACH STRATEGY FOR 2018
The BC’s Outreach strategy objectives for FY18 are to:
1. To Ccreate awareness about the BC: how it works internally among its members, the value of joining the BC, and why and how business users support  and about ICANN’s core mission and activities.
2. Continue focusing on , particularly in low BC membership regions, and sub regions, and attracting new industry sector representatives to engage with the BC.
3. To growGrow the BC membership base and help to onboard new members for engagement in BC activities, thereby enriching the Constituency’sits long-term policy development efforts and atwhile simultaneously the same time addressing challenges related to volunteer burn-out. phenomenon.
4. Enhance understanding within the business user community, broadly, about ICANN’s relevance to the security, stability, and resiliency of the global Internet and why that is relevant to business.
5. To advance awareness generally about the bottom-up multi-stakeholder model of ICANN by increasing input from a broad cross section of business users--especially from new industry sectors and by supporting engagement in events and activities where ICANN’s topics, and business views are relevant..
6. Continue and enhance involvement collaboration with ICANN’s business outreach activities, as relevant to the BC mission [e.g. engagement collaboration with ICANN’s Global Stakeholder Engagement team]. es.
The BC has a broad Outreach Strategy that includes using part of its own membership funds, and other special funds [some of which are supported by ICANN funding] that are dedicated to growing BC visibility and engagement in selected events where business executives and others participate. The broad BC Outreach strategy is described in this document, with a specific segment focused on the use of ICANN’s Community Regional Outreach Program (CROP) funds.  

Implementation Strategy
Implementing its Outreach Strategy is based on ICANN FY18 CROP travel support for four (4) BC in-region travelers and BC's FY18 Budget provision for Outreach based on its established Outreach funding criteria.	Comment by Microsoft Office User: CROP FY18 Guidelines: https://community.icann.org/x/7wXfAw 
The BC Outreach Strategy willseeks to:
· Present information about ICANN and the BC at ICT related events around the globe, particularly in low membership regions where business entities that may qualify to join the BC participate.. 
· Hold special events to inform the the broader business user community about ICANN and the BC..
· Provide travel support for to potential qualified member applicants to attend participate and engage in selected and relevant activities [e.g. BC’s leadership initiative]. 
· Provide financial support for BC members with experience and expertise in the BC and in ICANN to attend outreach and recruitment events on behalf of the BC (that they would not otherwise attend) specifically to do BC membership recruitment, such as through use of CROP or other approved BC funding.
· Provide mentorship and informal support to business representatives attending ICANN or BC meetings for the first time.
· Draw on ICANN FY18 CROP travel support for five (5) travelers in total, with the allocation of slots to be developed and approved by the BC Outreach committee (for example, while at least 3 slots should be in- region, up to 2 slots could be out of- region, based on qualifying BC membership recruitment proposals). 
· Continue and enhance the reporting requirement of all BC funded travelers for attending Outreach events, including the consideration of a template developed by the Outreach Committee with support of the Secretariat and to be piloted during 2018.


COMMUNITY COMMUNITY REGIONAL REGIONAL OUTREACH OUTREACH PROGRAM PROGRAM (CROP) – THE BC’S USE OF CROP FUNDS
CROP funds will support travelers to events that are primarily focused on companies—both large and small—that fit the definition of a Business User, with the BC whose presence will and participation reinforced by materials and presentations developed within the BC’s Outreach Committee and the designated CROP BC traveler and shared via the full BC list, as part of the Meeting Outcome Report required from all funded BC events. 
CROP will primarily support the engagement in or associated with events where business users can be easily reached, rather than creating unique events, in order to avoid additional costs, other than those that CROP covers. The Outreach Committee will evaluate funding requests from BC members to attendingattend an event, and specifically evaluate the effectiveness of the use of CROP funds to augment BC participation.  Priority will be given to BC attendees who have a speaking role at an event. Examples of past successful activities include BC members speaking on panels or as a keynote speaker, coffee discussions, ;and the distribution of “tailored” BC materials, such as Fact Sheets.; and or as a keynote speaker. 
As an exception, for a special BC outreach event associated with an ICANN Public Meeting/event, CROP could be used to support participation and the active engagement of one BC member who could not otherwise attend an ICANN meeting or another major ICANN related event where a BC Outreach event is organized. This BC member’s engagement must augment the legitimacy of the BC’s role and effectiveness of BC outreach within that region. This would be an exception, and would be assessed as to whether or not such a it travel request fits into the parameters of CROP.  Use of CROP would require a specially designated role for the funded BC member in BCthe outreach activities. [needs verification from Chantelle that this is possible]. 
The dDevelopment of specific activities and events that take advantage of utilize the BC’s presence and membership within at least three (3) of the developing country regions should be prioritized a priority for CROP 2018 for the BC funding. Approval of travel to these, with approval of the events events is based on proposals submitted at least 2.5 months prior to the event, as CROP deadlines are require six weeks prior to an event, at minimum. The 2.5 month requirement provides the BC Outreach committee time to review a travel request. While exceptions may occur, every effort by those proposing a CROP supported event will be asked to justify any late submissions to the Outreach Committee. 

SPECIFIC ACTIVITIES SUPPORTING THE OVERALL BC OUTREACH STRATEGY
· A two page “mini brief” is to be Create updated on an annual basis describinga one or two page “mini brief” on  the BC, its role at ICANN, and the benefits of membership, to be  used at various events. The Fact Sheet for FY17 is available on the BC website, and will be updated annually. All BC members are encouraged to use the Fact Sheet in any relevant events that they attend. All BC newsletters and fact sheets can be found at http://www.bizconst.org/newsletter. [insert link to brochures and fact sheet]. . 
· Translate BC materials into other languages where possible and appropriate, given the event and translation services available from ICANN. 
· Distribute the Fact Sheet at regional/national IGFs via the contacts of members of the BC Outreach Committee; at the WSIS Forum in Geneva mid-year; and at the IGF2017 in Geneva; and any other relevant ICT and Business events relevant to business. 
· Explore whether existing BC members who are actively engageding in the ICC-BASIS coordinated reception at the IGF might agree to support distributing copies of the BC Ffact Ssheet during the sponsored event. 
· ICANN Newcomers boothdesk is supported t by BC volunteers members who are former Fellows, or part of the ICANN Mentoring Pilot, and by other BC volunteers from BC on an ad hoc basis. A new approach will be piloted for 2018, with a  – goal of each BC volunteer is to serve for two (2) hours per day at the Newcomers dDesk by BC members(during 2017, this expectation was exceeded and approximately three (3) hours per day of support occurred). The new approach will seek to recruit up to 1 BC members per day plus the Mentoring Pilot participants.  This will enhance engagement with Newcomers at the booth, utilizing the expertise of various BC Members.  Besides general volunteering to be in the booth for general discussion about ICANN, at least two informal discussion slots with BC expert speakers will be proposed to the Booth Managers. Volunteer speakers for such slots will be coordinated by the Outreach Committee and limited to two (2) to three (3) speaker slots, with a focus on policy positions of the BC. [Note: many of those who visit the booth are NextGen and new Fellows, and experience has shown that there is high interest in informal discussions with expert speakers.  For 2018, possible speakers could focus on SSR and WHOIS, for example.  The time commitment is usually a time slot of 30 minutes.    
· Improve the look and feel of the BC website, http://www.bizconst.org/,  with – continual updates. In FY18 a special focus will be on the use of photos that show the BC in action (e.g., BC members engaging with the GAC or public speaking opportunities, including BC members speaking at the Public Forum; and speaking at any funded BC Outreach event).
· Targeted outreach to registered attendees at ICANN meetings from the private sector who are not already members of in the BC, through organizing occasional specialized events at ICANN meetings. The goal is to hold at least 1-2 per year. For example, the usual breakfasts organized by the Commercial Stakeholder Group (CSG) should have the full BC Outreach Committee support and include the distribution of BC Newsletters and Fact Sheets, with a personalized outreach message to any newcomers working in business.. 
· Establish partners/mentors for new business people. - Identify a pool from current members [goal: to identify at least 5-10 BC members] who are willing to be matched with a newcomer:
· Identify specific BC tasks or activities at an ICANN meeting as suggestions for newcomers to be involved in.
· ICANN Newcomers Desk.
· Provide a special Meet the BC “card” for the ICANN Newcomers booth. The card will instruct anyone interested in scheduling a one-on-one meeting with BC members during an ICANN meeting to send an email to the BC Secretariat, who will contact the volunteers to “match-make” on site.
· Have those staffing the desk ask if people are with private sector and provide them with BC info, and perhaps get their contact info so BC can follow up directly. Invite relevant newcomers to the BC open sessions.. 
· Once new possible business candidates are identified, Consider  provide an individual invitation to the “CSG breakfast” and  andany other social events organized by the CSG with ICANN, including the Board/CSG session. The BC will and  provide a coach/mentor for that event to be a session “buddy”, providing introductions informally, and helping to answer any questions the newcomer might have.
· Enhance BC materials including BC Newsletters, Fact Sheets, etc.:
· Add a testimonial page that highlights individual BC members [rotating across members] for page eight (8) of the Newsletter, with mini statements about why their business joined the BC/why ICANN matters. 
· Enhance the “Meet the BC” document with continual updates and distribute to GAC and ICANN Board members at least annually. 
· Develop a “heat map” of BC members distribution around the world.
· Develop and distribute mini brief – FAQ on the BC. 
· Examine how to further advance benefit of Fellowship and NextGen programs to the BC: 
· Fellowship and Next Gen Programs.
· Work with ICANN to increase recruitment from private sector into these programs, including members from small businesses.
· 
· Regularize a Blog for Outreach that has stories from BC members from different regions 
· Focus on CROP participants and augment with other BC members for the BC Website.  The goal would be four to five (4-5) stories per year.  
· Standards and approval of stories would require some oversight, so that the message is not marketing one’s business interests, but is focused on why joining the BC is of value to achieving BC policy goals that affect business users. 
· These as the blogs would be promoting increase the BC’s visibility to a larger audience.  

Make personal contact with private sector participants to introduce them to BC
Specific Abu Dhabi ICANN60 Meeting related activities: GENERAL OUTREACH ACTIVITIES DURING ICANN PUBLIC MEETINGS
· Coordinate with ICANN on any event they are doing to increase the visibility of the BC and make face to face contact with attending private sector members, while recognizing that the attendance of local businesses can be very challenging, due to their own business priorities that compete with a multi day ICANN meeting. 
· Make sure all private sector attendees at ICANN meetings-who are eligible for BC membership- know about BC supported events. Examples include the CSG hosted cross-constituency breakfast events held during ICANN Public Meetings,  (to be confirmed/re date and location)or other social events that the BC contributes to organizing. 
· Establish a standard invitation to be sent to the local business associations 3 months before an ICANN meeting, when contacts are nominated by BC members, and then followed up with a more detailed invitation, when the ICANN agenda is available, and social events are identified. [Engage with the ICANN Engagement Team and regional V.P. regarding any relevant business groups they are engaging with]. 
· For ICANN meetings, where possible, include two senior business leaders from the region/with regional affiliation as part of BC Engagement. For example, identification of North African and MENA business executives is underway for ICANN60 and are funded through ICANN’s Special Budget Request process. 
· 
· 
GOVERNANCE FRAMEWORK
BC Outreach strategy is developed and administered by the BC Outreach Committee with the support of the BC Executive Committee and ICANN staff.
The Outreach Committee meets informally virtually two to three times between each ICANN Meeting, and strives to meet face-to-face during ICANN meetings with the BC membership in attendance. In addition, updates are provided to the full BC membership via the virtual BC working calls.
Events and travel support requests are considered and approved by the Outreach Committee. Reports of activities are provided to the full BC membership. The Outreach Committee is presently engaged in assessing an Onboarding recommendation developed via a mentoring/mentee pilot program that the BC was invited to participate in. This pilot program involves a senior mentor, Marilyn Cade, and two newer members of the BC: Omar Mansoor Ansari and Lawrence Olawale-Roberts. 


EXPECTED OUTCOMES OF OUTREACH EFFORTS
Through our outreach efforts, the BC expects to:
· Reach an in-person audience of some qualified one hundred (500 100) potential members through attending andance/ speaking at various events and conferences. The total reach for awareness is approximately five hundred (500) individuals, but many of these contacts will not meet membership criteria, yet, benefit from awareness about why ICANN matters to the business user community.  The BC’s focus is quality, versus quantity, as experience has shown that associations and industry groups can more consistently maintain attendance and contribute to policy development than individual small companies from developing countries. 
· Attract eight (10 8) new members by the end of FY18. : TIt is important to note that the BC attracted recruited 9 new members in FY17, a 63% performance producing an 8.6% membership growth.. However, the BC also lost a few members, thus the Outreach Committee and other BC members will be encouraged to engage in member retention and the re-recruitment of former members. . 	Comment by Microsoft Office User: CD: For FY17, I have the following approved membership applications in my records:

Assemble (South Africa) – applied June 2017 / However, approved in July 2017
Focus IP, INC (USA) May 2017 – Invoice has NOT been paid; technically not a member in FY17 as they paid dues in August 2017.
CNA Consulting (USA) – April 2017
Automattic (USA) – March 2017
Resonant Stories (UK) – January 2017
MediaWiz (India) – December 2016
 Mecloud Technologies (Nigeria) - November 2016
Koltai (USA) - October 2016
 Sala Enterprises (Sri Lanka) – September 2016

· Distribute 750 BC newsletters, BC business cards, and target of 1,000 factsheets with a goal of 25 percent being external to ICANN meetings.  :[Distributed >700 newsletters and fact sheets in FY17, primarily during ICANN, WSIS Forum, and CSTD.  For example, 25 Fact Sheets and 15 BC brochures were distributed at the IGF-USA, informally, and all were picked up by participants. Another 50 + of each were put in the IGF 2016 NRI’s shared booth, by Marilyn Cade, and all were picked up..] 
· Invite all Association members of the BC to post a story about the BC’s focus on a particular policy area that their members care about in their newsletters or official publications. Topics for 2018 could be SSR, fraud and abuse in the DNS and its risk to business, or the continued need for business engagement to ensure ICANN’s stability.  The topics should focus on those areas where there is strong consensus within the BC. Such story could be drafted and piloted in the BC Newsletter for ICANN61, and then provided to any BC association members who might be willing to publish it, with a personal introduction, in their association newsletters. 
· Attract more than 1,000 webpage views through social media enhanced engagement – to be developed further, including encouraging all BC member to like the BC Facebook page and to send at least three (3) tweets a year about their engagement with the BC activities. 
· Improve the ICANN Board’s understanding of the BC, specifically in regard to the BC’s views and perspectives, and the engagement of Business Users at ICANN. This will make engagement with the ICANN Board more useful to BC members. 
 
BC Outreach Strategy Matrix
	Sn
	Objectives
	Outputs
	Expected Results
	Key Performance Indicators

	1
	To create awareness about BC, its works and ICANN in low membership regions.
	Conduct of Outreach events in collaboration with stakeholders in Africa, Asia & Latin America. Continuous improvement of URL (bizconst.org).
Factsheets
	Increased awareness of BC & ICANN.
Increased interest in the DNS industry.
 
	Speaking opportunities for BC officials @ (Business) events
Improved website completed.
Completion of one or two pager/ "mini brief”, to be available at Regional and National Internet Governance Forums in appropriate languages.
Available at IGF and ICANN booths. Increased BC membership from developing countries that lack BC presence. Retain recently recruited members via the Outreach Program.

	2
	To realise its mission by growing its membership base thereby enriching its long-term policy development efforts and at the same time addressing volunteer burn-out phenomenon
	Conduct of Outreach events in collaboration with stakeholders in Africa, Asia & Latin America.
Individual member one-on-one outreach with business associates.
	More members of BC from the 3 target regions (Africa, Asia and Latin America).
	Growth of BC membership by 10%.
Effective BC participation in all relevant WGs.
Number of business stakeholders reached.

	3
	To advance the bottom-up multi-stakeholder model of ICANN
	Fortnightly conference calls.
Effective participation in ICANN policy development process.
Publication of policy positions via URL.
Presentations at key Trade Association events provided by BC Outreach Committee Members and other BC members willing to engage with their trade associations.
	Increased uptake of the M/S model across entities.
	Survey results – under consideration.
Growth in membership.
Effective BC participation in relevant WGs.
New members involvement in BC work.


 

[1]          The mission of the Business Constituency is to ensure that ICANN policy positions are consistent with the development of an Internet that:
· Is committed to a multi-stakeholder, bottom-up, consensus-driven model of engagement;
· Is technically stable, secure, and interoperable;
· Promotes user confidence in online communications and business interactions; and
· Offers choice in the supply of registry, registrar, and domain name-related services and such services are offered in a reasonable and pro-competitive manner for the benefit of the business community and users.
[2]         Evolve and further globalize ICANN
[3] 	Promote ICANN’s role and multistakeholder approach



