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In this webinar you will:
• Learn how to plan a communication and
dissemination strategy.

• Understand how a systematic, holistic and
continuous improvement approach to
communications and dissemination can
enhance project development pathways
and strengthen project outcomes.
• Gain insight means to prepare a good
communication and dissemination plan.

Enhance the
compliance of your
communication and
dissemination workpackage activities with
H2020 programme
objectives.

Interact directly with
the HAIVISIO team
though a 20 minute
question and answer
period after the
webinar, and arrange
one-on-one follow-ups
if desired.
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BASIC CONCEPTS
DISSEMINATION AND COMMUNICATION

Dissemination refers to the process of making the
results of the project available to the stakeholders and
to the wider audience.
A good identification of objectives and stakeholders is
essential part of the dissemination plan
(communication)

6

BASIC CONCEPTS
EXPLOITATION

A set of activities to promote the use of project
results beyond the life of the project. Definition of
project exploitable components,
Market analysis and IPR issues, are important
components of the individual exploitation and joint
exploitation plans
Dissemination
activities will help to promote
exploitation
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BASIC CONCEPTS
SUSTAINABILITY
The actions to allow that crucial activities and results of the
project are maintained and continue to deliver benefits to the
partners, stakeholders and others after the end of the project
funding.
Dissemination activities have a significant importance to ensure
sustainability

8

BASIC CONCEPTS

Dissemination

Communication

Exploitation

Sustainability
Lobbying
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Why dissemination is important?

•To support the EU view
•To comply the contractual obligations
•To benefit the whole consortium and the project
partners
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From the EU point of view
To promote the EU policies and programmes
by exposing the results of the projects funded to the different audiences in order

to demonstrate
the ways in which research is contributing to a European ‘Innovation Union’ and account for
public spending
•showing how European collaboration has allowed to achieve results that otherwise would
not have been possible
•showing how the outcomes are relevant to our everyday lives, by creating jobs, introducing
novel technologies, or making our lives more comfortable in other ways
•creating new business and job opportunities

•Implies a contractual compromise of the projects funded
Communication aims to demonstrate by:
•showing how European collaboration has allowed to achieve results that otherwise would
not have been possible
•showing how the outcomes are relevant to our everyday lives, by creating jobs, introducing
novel technologies, or making our lives more comfortable in other ways
•creating new business and job opportunities
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Dissemination is a contractual obligation

Each proposal is required to describe in details its dissemination
and exploitation plans in the application form. Once a proposal
is funded, it becomes a contractual obligation to carry them
out.

Direct relation between the dissemination plan and the specific
funding programme
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Dissemination is a contractual obligation
When submitting a proposal:
Expected impact is a substantial criteria during the evaluation (the first
criteria for the innovation proposals).
Communication and dissemination activities have a key role in maximizing the
impact and, consequently, are carefully considered by evaluators when
allocating scoring this criteria.

H2020: It is mandatory to include a draft dissemination plan!

13

Dissemination is a contractual obligation
During the life of the project:
The Grant Agreement contains some relevant requirements regarding communication
and dissemination, including:

-to provide periodically publishable summaries
-to setup and maintain a project website
- To take appropriate measures to engage with the audience and the media about
the project and to highlight the financial support from EU” (annex II to the model GA
for FP7 projects), e.g.:
-Prepare and constantly update a dissemination plan
-Organize events to disseminate the project
-Ensure a viral presence of the project in the relevant networks, etc.
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WHY DISSEMINATION IS IMPORTANT
FOR THE CONSORTIUM I

From the consortium point of view, an effective dissemination and
communication strategy can help to:
•Generate demand for products or services developed
•Draw the attention of national, regional authorities and other public
and private funding sources to the needs and benefits of the research
•Multiply synergies and collaboration opportunities
•Enhance the profile and visibility of the partner organisations at local,
national and international level
•Facilitate and support the exploitation and sustainablilty of the
project results
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WHY DISSEMINATION IS IMPORTANT
FOR THE CONSORTIUM II
Dissemination has to run from the beginning of the project.
As a mean to establish and share a common view about concepts,
objectives, benefits and target audience, facilitating the cohesion of the
consortium
To insure the engagement of the identified stakeholders right from the
beginning
The dissemination and communication plan has to be delivered in the first 2-3
months of the project and update it regularly.
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The dissemination and communication plan
• An effective dissemination and communication plan has to answer to all these
questions:
Why (Background)
To Whom (Stakeholders)
What (Message)
How (Objectives, Methods)
When (Timing)
Other Tips (Issues, Budget&Funds,
Evaluation)
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THE DISSEM. & COMM. PLAN – WHY?
THE PURPOSE

• Defining the purpose of dissemination is a first step to decide
on the audience, message, method and timing of the
dissemination.
• The purpose of a specific dissemination activity may be to:
- Raise awareness – let others know what you are doing
- Inform – educate the community
- Engage – get input/feedback from the community
- Promote – ‘sell’ your outputs and results.
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BACKGROUND
The first step will always be to analyze the environment of our
study to make sure about the interest, feasibility and about
implications it may arise.
FRAME YOUR ANALYSIS

Here are a few issues to consider:
●What have other consortiums/projects done in relation to the item to be spread?
●What's the legislative context?
●What has the mainstream media said about this?
●What's being said online?
●Who are the online influential writers on this topic?
●What economic factors come into play?
●What (if any) upcoming events/special dates might relate to this?
HINT

Try to place yourself in the position of someone that has never hear about your project and you have to
convince him/her why is it so important at present situation: economical, legal, political, societal, etc.

19

THE DISSEM. & COMM. PLAN – TO WHOM?
STAKEHOLDERS
The different audiences the project needs to communicate
are called “target groups”. These groups have different
characteristics and needs. To be effective, it is important to
know precisely who we need to address and develop tailored
messages for each target group.
The concept of stakeholders is essential part of the audience.
They may be crucial to the success of the project , in terms of
exploitation and sustainability.
Identification of different stakeholders
(those organizations that can benefit
and be beneficial for the project)
is very important for the dissemination
plan

20

STAKEHOLDER ANALYSIS/MAPPING
Each project has different stakeholders to be addressed:
•End-users: The ones that direct use the product or benefit from the project results
•Decision Makers/Replication Actors: Those that stand at the higher level of
organizations or institutions and have the decision power for the adoption of project
results in their business/organizational models or the integration of the project results
into policies.
•Market actors: potential buyers/investors
•Internal audience: the own companies
•The funding Authority: the entity (e.g. the EC) that funds or co-funds the project
claims for demonstrating (among other things) that its policies and the public money
are well spent
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WHAT CAN BE DISSEMINATED?
Already defined key messages, that vary during the life of the project (
when, to whom, etc),
enlighting :
• Objectives and scope
• Project intermediate and final results
• Lessons learnt (good and bad ones)

It is useful to keep the communication principles in mind: messages
clear, simple and easy to understand; language appropriate for the
target audience; messages tailored to the receiver(s).
Information should be realistic.
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MESSAGES
Messages will be present in all your communications. People must capture them !!

Commmunicate What are you
doing and Why:
•1st message is the main one that says
what you’re doing and why.
•By focusing and clearly defining one
overarching key message you avoid
communicating several messages at the
same time, particularly conflicting or
divergent messages

Explain what will change
•What profit can people obtain from the
outcome of our project?:
•Use before/after examples if appropriate
•Explain why people should care, in terms
they care about
•Support your messages with facts if
they’re available.

MESSAGE
Consider your objectives
Speak to all your Audiences:
•Be brief
•You’re human; write like one
•Focus on the main points - you don’t need
to get into detail here
•Highlight the positive side of what you’re
doing, but don’t mislead
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•Think about the objectives you’ve set.
Whatever they are, write your messages
to reflect that:
•Are you trying to raise awareness for a
project? Are you trying to get new funds
for launching the product to the market? Are
you trying to find a solution to a given
issue?

HOW?
DISSEMINATION METHODS
Importance to select the right one in order to get the
message to the target audience and achieve the purpose.
i.e.
Newsletter, articles, press release->to create awareness at
the beginning

Reports, journal articles, web site-> to transmit info about
the project
Conference presentations-> to promote outcomes
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DISSEMINATION CHANNELS

The most
commom
examples of
dissemination
channels
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WHEN: Timing and responsibilities

When designing the dissemination activities, it’s important:
• To decide when different dissemination activities will be most
relevant to occur ( linked to workplan / milestones)
• To adapt to project progress
• To take into account activities (events, conferences)
required, that are beyond the control of the project
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WHEN? - TIMINGS
STAGES
The decision about the dissemination methods and the purpose, differs.
also, depending on which stage of the project we are. We can define
three main stages clearly identifiable and with different purposes.
1. Pre project: Before we start, we just want to raise the interest of the different
partners and (possible)investors. Our main purpose is to ENGAGE them.
2. Project before results: Once we have started, we need to caught the attention of
our stakeholders on what we are doing, to have their attention when we publish our
results. Our main purpose is to RAISE AWARENESS.
3. Project after results: When we have our results, we want our stakeholders to have
as much as information available. Therefore our main purpose will be to INFORM.
Dissemination activity

Dissemination
strategy/reporting
Project website
Flyer & poster
Project conference
Journal publications
Policy papers
Press releases
Newsletter
Workshops
Presentations at external events
Social networking & blogs
Personal communication
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www.recodeproject,eu

THE DISSEM. & COMM. PLAN – WHERE?
WHERE TO DISSEMINATE

•Need to draw the attention of European, national, regional and local
authorities and other public and private funding sources to the needs and
benefits of the project goals and results
•Enhance the profile and visibility of the partner organizations at local,
national and international level
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ASSESSMENT SUCCESS INDICATORS
Assessment of dissemination activities
Assessment is most effective when it is built in the project from the start. In the
dissemination and communication plan, need to decide how the success of
dissemination efforts will evaluated, selecting measurable success indicators for
each dissemination activity. A success indicator is a performance measurement used
by an organisation to evaluate the success of a particular activity in which it is
engaged.
Indicators have to be both quantitative and qualitative. It can be useful to
summarize them in a table incuding different targets per year and the
objective(result they are related to):
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TIPS – EVALUATION/ ASSESSMENT
Find a measurement system that accounts for the wide
variety of tactics possible in a public relations campaign
Fight the reluctance of some partners to dedicate
budget to evaluation

Take a look at the different milestones you’ve
identified for the project and consider which ones are
suitable points at which to measure

Try to set a benchmark to measure against. E.g. number of visits
to the project’s website before and after a dissemination activity. If
the number of visits has not increased enough, you’re on time to
adopt new measures in order to increase them.
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OTHER TIPS - BUDGET&FUNDS
Keep our eye on the budget
• Keep your available budget in mind throughout your planning
process and propose activities accordingly

Do you need additional funds, due to a change in
your initial strategy or to a miscalculation the initial
estimates?
• Where these funds will come from?
• Will extra funding from the consortium be necessary?
• If so, what is needed to get the approval?

Typical costs concerning dissemination activities
• Website designs, maintenance and updating
• Printed material & Media advisory
• Logistics: location setup, lighting, catering, travel expenses of
lecturers,…
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TIPS: GOOD PRACTICES AND COMMON MISTAKES
STRATEGIC COMMUNICATION

• Targets, audience and message have to be clarified before
deciding on the media
• Interactive. Listening to the stakeholders and adapting the
messages accordingly must become a regular feature of
the project communication activities.
• Activities should be selective and language used, targeted
to maximise impact.
• Tailor communication to different audiences by
responding to the issues and needs that matter locally.
Particular emphasis must be put on "going local"
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TIPS: GOOD PRACTICES AND COMMON MISTAKES
COMMON MISTAKES
(NON-STRATEGIC COMMUNICATION)
•Focus on media before message
•Objectives are not clearly defined
•‘Why’ or ‘what’ questions are left unanswered
•Budget is not adequate
•Messages are not tailored to the specific target group and too much technical
•Project managers and researchers underestimate dissemination activities
•No concrete targets are set for success indicators
•No professional expertise to deal with dissemination and communication tasks
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Towards effective communications strategies
•
•
•
•
•
•
•
•
•
•
•

Tailor messages to specific types of audiences
Design a promotion and awareness-raising campaign for their project
Identify and exploit adequate/appropriate dissemination channels
Use templates to prepare effective press releases
Design a fully functional website
Use social media networks to raise interest on project results
Organise successful European or local project events (including tips on using free
web-based tools for organisation and promotion through social media)
Prepare an attractive agenda and engage keynote speakers
Engage the interest of stakeholders, including policy makers, during the whole
project life cycle
Draft the basic structure of an exploitation plan for the main project outcomes
Understand different ownership and Intellectual Property Right (IPR) models and
choosing the most suitable one to be applied within a European Consortium

Fulfil the H2020Programme
requirements in terms of
communication and
dissemination strategy

Communicate effectively to
secure the future of your R&I
activity
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Summary
This webinar was intended to: provide some basic concepts
related to the dissemination within H2020 projects
• Illustrate why it is important to have an effective
dissemination and communication plan
• Explain how an effective dissemination benefits the project
and help complying with the programme expectations
• Provide some practical tools and tips to build a good
dissemination plan
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QUESTIONS?
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Thank you for your kind attention!
Carmen Ceinos
Email: info@haivisio.eu
Website: www.haivisio.eu
Twitter: HAIVISIO_project
LinkedIn Group: Haivisio
YouTube Channel: Haivisio project
Pinterest Group: HAIVISIO
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