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1. INTRODUCTION

A fundamental shift in the B2B sector involves the growing influence of digital
communication channels in customer purchasing decisions. B2B digital content marketing
consists of creating, distributing, and sharing relevant, compelling, and timely content to
engage customers at the appropriate point in their buying consideration processes. It
encourages them to convert to a business building outcome. Customer engagement
includes establishing a deeper and more meaningful connection between the service
provider and the customer that continues over time. Customer engagement as a concept
helps firms understand customer needs, fosters customers’ participation in the
product/service development process, makes customers available to provide feedback on
strategies and products and turns them into product advocates. Engaged customers can
play an important role when creating new services and products.

CRM can be defined as implementing specific technology and broadly and strategically as
a holistic approach to managing customer relationships by developing profitable, long-term
relationships with key customers, customer segments and other key stakeholders. The main
goal of CRM is to enhance customer relationships. Understanding the customer is vital and
requires different functions to cooperate closely to ensure the service provider has the best
possible understanding of its customers.

The customer journey (buying process) consists of five stages: awareness, consideration,
acquisition, service, and loyalty. In this report, we concentrate on awareness through the
outcomes of the First Impression Test.
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2. THE AIM

The activity aimed to understand how existing customers were and potential customers are
aware of the possibilities Underground Laboratories could offer to meet the expectations
presented at the EUL innovation platform. Of course, as all the ULs are unique in their
characteristics and possibilities, it is challenging for all sites to meet all the requirements.
However, besides the technical characteristics, the first contact, information availability, etc.,
are important. Making the difference between the customer is a critical point of the customer
journey, deciding whether the contact will be continued or immediately terminated. The First
Impression test concentrated on the initial contact between the real potential customer and
the UL. The test result is the customer experience data to help optimise the first contacts
and transfer good practices between ULs.

3. THE CONCEPT

The idea is to have people from companies and research institutions and invite them to test
the first contact with the Underground Laboratories. The emphasis is on having people who
could be Real Existing Potential Users (REPU) for the Underground Laboratories. They do
not yet need to be actual users working with specific ULs but should have the appropriate
potential to do so in the future. The REPU candidates were planned to be recruited from the
networks of project partners.

The initially planned test consisted of three stages:
1. REPU, with the help of a list provided by EUL members, should select the UL that

interests them and send an inquiry to the UL. The inquiry should relate to cooperation
in the field in which REPU operates.

2. UL should respond by presenting its offer
3. The test is completed, and the results are evaluated using a survey.

After piloting the First Impression Test modified into an online questionnaire with two parts:
1. REPUs to share their First Impressions of any underground laboratory they have been

operating.
2. REPUs to evaluate the usefulness of the EUL Web-Based Tool1  for someone looking

for a new UL to operate at.

The updated FIT test was distributed to the project partner and the global networks.

Other information will also be collected in collaboration with A2.1 and A2.2; the main source
will be the REPU portfolio, including the analysis of REPU activity at the WBT (collected in
A2.1).

1 https.//undergroundlabs.network/underground-laboratories
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3.1. Communication Aims

The activity receives input from the UL managers and current and potential customers.
The outcomes of the First Impression Test increases the knowledge of ULs, research
institutes and other organisation related to the coordination, management and marketing
of the ULs. They identify the different use cases, Customer profiles and behaviours, and
marketing venues.

The result will change the behaviours of representatives of research institutes and
companies (users, decision-makers and influencers) who will regard the ULs as innovation
platforms suitable for business development.

3.2. Partner involvement

The PP9 NCBJ leads the activity, and they are responsible for developing and analysing
the FIT Test. Partners from PP1, PP3, PP4, PP6, PP10 and PP13 (UO, USK, SKB,
TUBAF, TalTech, Khlopin, respectively) contribute to the development and analysing of
the FIT test. Additionally, all partners provide access to their collaboration networks for
acquiring Real Existing Potential Users (REPU)

3.3. Output: The FIT Report

This output report contains the description of the REPUs, background information of the
participating organisation and their experiences with underground laboratories, whether as
users, managers or collaborators.

Additionally, the outcomes are used for developing further marketing strategies for the Uls
to engage with the future prominent users of underground laboratories.
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4. THE FIRST IMPRESSION TEST

In the pilot phase: the REPUs were recruited from the networks of the partner
organisations. The requirement was that the REPU could be a possible user, which
prevented many of the contacted organisations from contributing to the piloting. However,
with the pilot REPUs, the planned questionnaire was updated to provide more specific
information for the project. Additionally, emphasis was put on finding solutions for the
REPU recruitment, and the solution was to use WP2.1. BIG DATA to find actual users
from different organisations and institutions worldwide. More than 1 600 UL users were
identified from 8 600 WoS UL related articles with correct and existing contact details.

The First Impression Test: The test was modified into a two-part online questionnaire,
the first part concentrating on the First Impressions of the actual users of global
underground laboratories. The REPUs contact details were achieved from the WP2.1 BIG
DATA analysis. The invitations to participate in the questionnaires were sent to 1 654
people (with active email accounts) using a specialised mass-marketing service. The
REPU questionnaire is attached as Appendix 2 (p.2-5) and the WBT questionnaire as
Appendix 2. (p. 5-7)

Statistics:

Of the 1 654 invitations, 447 people (27.3%) opened the email, and 208 (13% of all,
46.5% of those who opened the invitation) followed the link to the First Impression Test.
GPDR requests to be moved from the database were received from 90 people. See
Appendix 1 (p.5-6) for detailed geographical distributions of invitation openers.



7

5. THE RESULTS OF THE FIRST IMPRESSION TEST

Detailed results are presented in Appendices 3 (EUL partners and network) and 4 (global
network), but here we present the key outcomes of the results. The number of replies from
the EUL-related and the global network was rather low, 13 and 25, respectively. This report
will concentrate on the global answers, while the EUL-linked answers can be seen in
Appendix 3.

5.1. Background of REPUs

The user base of the underground laboratories is global. From the 25 answers, we have
already 13 different countries represented (See Fig. 1.) on several continents. Similarly,
from they are operating in 13 different ULs. (see Fig. 2.).

Figure 1. The REPUs represent 13 different countries.
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Figure 2. !3 different Underground laboratories where the REPUs are currently working.

Interestingly, once the cooperation between a USER and a UL has been established, the
cooperation last over several years. Of the 25 answers, 20 have worked with the same
laboratory for more than four years (see Fig. 3.). The reasons for choosing that specific
underground laboratory varied from being invited by a consortium already operating the
UL (52%) to contacting people who had operated at the UL earlier (20%). Only 12% were
openly looking for a UL.

From the sales and aftersales point of view, the UL users are faithful customers; they will
stay as customers once they set in. However, it is important to note that most of the
answers are from within the scientific communities, and thus, the use cases are limited to
scientific experiments. Many modern experiments and their consortiums are constructed
to run for several years, decades even.
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Figure 3. Based on the REPU’s replies, once the cooperation between the Underground Laboratory and USER, the cooperation duration is in
years.

5.2. REPUs’ First Impressions from ULs

We all face situations for the first time, and the impressions it leaves can have a long-
lasting effect. The question related to the first contact and the ease of obtaining
information describes the challenges the EUL laboratories are dealing with in
understanding the REPUs’ needs and having sufficient data to continue with further talks.
However, even if the data and understanding are at a good level, it all comes to person-to-
person interaction and, thus, Customer Management Processes (See WP3.1. for more
details on the CRM) to finally close the deal.

The first contact between people and businesses is always the most important. One
should rely on having ease of contact with the right persons for the first contact to proceed
to continue discussions. See Fig. 4. for how the REPUs had experienced the contact
establishment process.
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Figure 4. The first contact is important when establishing a new partnership or business relationship. Some challenge is related to the fact that
not all Uls have dedicated customer relationship manager (see Fig. 6.)

Figure 5. Most global underground laboratories frequently publish new or updated data on their facilities’ characteristics, technological
advances and new services. The data and further information links are also located on their websites.
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The characterisation of the underground laboratories is important for the site managers
and customer relationship managers to provide accurate information for the real existing
potential users. The characterisation data can consist of but is not limited to geological,
geochemical, technical monitoring, natural background radiation, materials used,
ventilation, hall sizes, operational restrictions, and services available on- or offsite.

The existence and availability of the abovementioned characterisation data is an important
factor for the REPUs; it is the key to planning any activity in an underground laboratory.
Fig. 5. shows how the different REPUs experience retrieving such information from the
underground laboratories.

Figure 6. The lack of customer relationship management can make the first contact and the other agreement process challenging.

The key account manager or account manager are typical terms for customer-specific
support services. The underground laboratories, which usually are scientific- or industrial-
oriented, have the technical and scientific expertise but might still be in the development
phase for customer management. Based on the experiences of the REPUs, more than four-
fifths have a dedicated person (see Fig. 6.), whether an account manager or a normal
contact point depending on the maturity of the UL’s customer relationship management
process.
After a while, the real potential existing user has transformed into the real existing user.
Customer relationship management continues to play a role in the form of customer support
and cooperation between the underground laboratory’s staff and the user. Based on the FIT
-test (Fig.
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Figure 7. The majority of the REPUs participating in the FIT have evaluated their cooperation as users and the underground laboratory as very
good or good.
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5.3. REPUs First Impressions from EUL WBT

The second part of the First Impression Test concentrated on the EUL web-based tool and
its usability and benefits for the real existing potential users. As the FIT test was sent to
more than 1 600 REPUs around the globe, many of the receivers had not heard about the
EUL project or the EUL association before.

Based on the FIT of the EUL website (see Fig. 8.), most of the recipients evaluated the
website as either good or very good, while 30 % considered it neutral. Some of the written
feedback (Fig. 9.) indicates the website’s simplicity and that more laboratories should be
included, and more site-specific information should be included. The web-based tool’s
usability (Fig. 10.) is also evaluated between very good and bad, the medium being good
(13/23 replies).

Figure 8. rating of the EUL website. Most find it good or very good, but development is encouraged.
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Figure 9. Written feedback from the EUL website First Impression Test. Feedback consists of both in favour and constructive criticism.
Development should provide more specific information on the existing facilities and the research already conducted at the UL.
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Figure 10. Most of the REPUs think that the site’s usability is good according to the medium value.

Figure 11. The relevance of the content most REPUs considered being neutral or good.
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Contentwise the EUL WBT (Fig. 11. & 12.), the majority evaluated the relevance of the data
from neutral to good, emphasising the good side. Some of the more or most interesting
parts were related to the characterisation data of underground laboratories.
Additional info or suggestions (Fig. 13. & 14.) were related to the data summary of the EUL
laboratories, wider technical information, geological, geochemical and geophysical
information, existing research and additional references to the site, research and
researchers.

Figure 12. Freeform comments on the content.
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Figure 13. Development and improvement suggestions from the REPUs related to the content of the EUL WBT.
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6. CONCLUSIONS

The First Impression Test provided a useful tool to evaluate the First Impressions of Real
Existing Potential Users (REPUs). The idea to use A2.1. based BIG DATA to find global
users of Underground Laboratories gave more than 1 600 potential REPUs, from which
more than 200 followed the actual FIT test. However, only 25 took part in the actual test
phase of those. The REPUs represented global users of Uls, representing 13 countries
and 13 different Uls worldwide. So even though the number was small, the geographical
coverage was good.

The First Impression Test provided us with valuable information on how the users have
ended up using any of the underground laboratories. Thus whom the EUL should target in
marketing. Most of the REPUs (52%) had joined already existing consortium operating at
the UL. People with experience operating at a UL were contacted in 20 % of cases, and
only 12% were openly looking for a UL. In order to reach out to the potential pool of UL
users, one needs to be present at events & venues where the different underground
laboratories are presented, e.g., seminars, workshops and scientific articles.

From the sales and aftersales point of view, the UL users are faithful customers; 80% of
the users have been a customer of a UL for more than four years,  16% between 2-4
years and the rest a year or less. However, it is important to note that most of the answers
are from within the scientific communities, and thus, the use cases are limited to scientific
experiments. Many modern experiments and their consortiums are constructed to run for
several years, decades even.

The REPUs need for an appointed contact person (83% of ULs had) with whom to
establish the connection, and details for any activity are very important in taking the first
contact to an actual activity at a UL. The existence and availability of UL characteristics
data are important, both characterising the Uls and especially their facilities. It was shown
in both the REPUs UL comments and EUL WBT comments.

From the EUL WBT analysis, the REPUs rated the tool neutral- good with weight on the
good side. More information was hoped to be included related to the Uls geoscientific
data, cosmic-ray muon, hall dimensions and especially the research and the researcher
operating at the site. This is an important note also from the earlier mentioned marketing
point of view of Uls.


















































































