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How to write a dissemination plan  
(from a communication point of view ) 

 
Instruments of dissemination at European level  



Communication, why? 



Legitimize 
the research 

Expand 
oneself 

Obtain 
Resources 

3 main  reasons  



Increase the success rate of 
your proposal 

Draw the attention of national 
governments, regional 

authorities and other public 
and private funding sources to 

the needs and eventual 
benefits of (your) research; 

Attract the interest of 
potential partners; 

Encourage talented students 
and scientists join your partner 

institutes and enterprises; 

Enhance your reputation and 
visibility at local, national and 

international level; 

Help the search for financial 
backers, licensees or 

industrial implementers to 
exploit your results 

Generate market demand for 
the products or services 

developed. 

Ɏ in focus 



Have you still got 
doubts? 

Are you still thinking that the 
communitation is not so 

important? 



It ŘƻŜǎƴΩǘ matter! 

The European Commission  
helps you! 



The dissemination in FP7: mandatory! 

Grant Agreement, Annex II.4. Reports and deliverables and Guidance Notes on Project 
Reporting 

 

Å The consortium has to provide periodic reports that include a publishable summary 
of such quality that the Commission can publish it right away in the public domain. It 
includes information on the expected final results and their wider societal 
implications. This text will be used as is on the /ƻƳƳƛǎǎƛƻƴΩǎ public websites, so it 
needs to be understandable for a lay audience. 

Å You will need to supply a link to your website and declare whether it is up to date. 
The link will be published together with general information on each funded project 
on the /ƻƳƳƛǎǎƛƻƴΩǎ website. 

 

Grant Agreement, Annex II.12. Information and communication 

 

Å Beneficiaries are to take appropriate measures to engage with the public and the 
media about the project and to highlight the financial support from the European 
Union. 

Å The Commission is authorised to publish information on the project. 
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The dissemination in FP7: mandatory! 
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Grant Agreement, Annex II.30. Dissemination 
 
Å Each beneficiary is to ensure that their foreground (the ǇǊƻƧŜŎǘΩǎ results) is 

disseminated as swiftly as possible. If it fails to do so, the Commission may 
disseminate that foreground. 

 
Grant Agreement, Annex II.4. Reports and deliverables and Guidance Notes on Project 
Reporting 
 
Å The consortium has to provide a final publishable report including a publishable summary of such 

quality that the Commission can publish it right away in the public domain. It includes information 
on the expected final results and their wider societal implications. This text will be used as is on 
the /ƻƳƳƛǎǎƛƻƴΩǎ public websites, so it needs to be understandable for a lay audience.  

Å The final report should include a plan for the use and dissemination of foreground, to 
demonstrate the added value and positive impact of the project on the European Union. It should 
include a list of all scientific (peer reviewed) publications relating to the foreground (the ǇǊƻƧŜŎǘΩǎ 
results) of the project, a list of all dissemination activities (e.g. conferences, flyers, articles 
published in the popular press, videos), a list of the applications for patents, trademarks, 
registered designs, etc., a list of exploitable foreground and a report on societal implications 



Impact & 
Dissemination 

Management 

Science  
Technology 

The European Commission will finance 100% of the 

Dissemination activities in FP7 



Why is the communication so important for the European 
Commission? 

 
Å showing how European collaboration has achieved more than 

would have otherwise been possible, notably in achieving scientific 
excellence, contributing to competitiveness and solving societal 
challenges; 

Å 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; 

Åmaking better use of the results, by making sure they are taken up 
by decision-makers to influence policy-making and by industry and 
the scientific community to ensure follow-up 

We can simplify with 3 key-concepts:  
justify the public money spent, improve the knowledge, share 



But ƛǘΩǎ possible only 
abandoning the old way to 
communicate the science 

Justify the 
public resource 
spent   

Improve the 
knowledge 

Share the 
knowledge 



In a short pubblication appeared on Science in October 2002 a group of britain 
scientists declared that the άPublic Understanding of {ŎƛŜƴŎŜέ (PUS) was dead and 
they introduce a new element to describe the relationship beetween the Science and 
the Society: the άtǳōƭƛŎ Engagement with Science and ¢ŜŎƘƴƻƭƻƎȅέόPEST).  

Deficit model 
(top-down) 

Scienza 

Science Society 

scientific knowledge index  + - 

Features: 
ÅCommunication unidirectional 
ÅPassive society 
ÅScientific concept trivialized 

 



one-up versus one-down model 

Science Society 

Goals: interation, engagment, bidirectional communication, feedback 

In a short pubblication appeared on Science in October 2002 a group of britain 
scientist declared that the άPublic Understanding of {ŎƛŜƴŎŜέ (PUS) was dead and they 
introduce a new element to describe the relationship beetweeb the Science and the 
Society the άtǳōƭƛŎ Engagement with Science and ¢ŜŎƘƴƻƭƻƎȅέόPEST).  



Before starting the 
communication 

activities, write a 
dissemination plan! 



 How to write a dissemination Plan  
ζStep by stepη DǳƛŘŜ 

Contest 

Goals 

Target 

Strategy 

Activities 



SWOT Analysis 

S W 

O T 



Analysis of the Contest 

 
Elements that influence the communication 
activities 
 
ÅThe topic of your communication  

(e.g. the core of your project) 
ÅThe communication history about the same topic 
ÅOther key-elements of the contest  

(e.g. culture, legislation, politic, etc.)  



Goals: what do you want achive? Why communicate? 
Determine and document the goals of your dissemination effort for your proposed project. 

Communication 
goals 

trasfert 
knowledge 

visibility / 
awareness 

dialogue  

persuasion 
Bussiness  

goals 



SPECIFIC  

Be precise about 
what you are going 

to achieve  

MEASURABLE 

Quantify your 
objectives  

ACHIEVABLE  

Are you attempting 
too much?  

REALISTIC  

Do you have the 
resource to make the 

objective happens 
(men, money, 

machines, materials, 
minutes)?  

TIMED  

State when you will 
achieve the objective 
(within a month? By 

February 2010?) 

S.M.A.R.T. Objective 



Target 

Primary target:  who is our interlocutor? 
 
Secondary target: who influence our primary 
target?  

Ex. Primary target: Policy Makers 
Secondary target: media, lobbies and Parliament 

Describe the scope and characteristics of the "potential users" that 
your dissemination activities are designed to reach for each of your 
objectives. 



Message 

A good strategy is to highlight one or two key messages in your 
dissemination plan. It should express the achievement of a 
benefit or (more generally) a positive aspect.  

LǘΩǎ very important remembering that the message is effective 
only if the sender and the receiving give to it the same meaning 



Knowledge of topic:  how far is the key message close, in cognitive 
terms, to interlocutor: 

Relevance:  how much does the message hit the interests and worries 
of the interlocutor.  

Message: evaluation criteria 

It is too much closed  

ωThe risk is a trivialized key message  

It is too much far  

ωThe risk is an incomprensible key message 

It is too much closed  

ωThe risk is a key message without meaning 

It is too much far  

ωThe risk is an impredictable reaction 



How present a successful message: the SUCCESS Model 

Made to Stick di Dan e Chip Heath  



Strategy 

Project 

Barriers 

Target 

Strategy 

Barriers: Identify potential barriers that may interfere with the 
targeted users' access or utilization of your information and 
develop actions to reduce these barriers 



Activities 

Which are the concrete 
actions, in coordination 
with the strategy, that it is 
necessary to realize to 
reach the objective?  



For each activity selected, ƛǘΩǎ necessary to answer 
to these questions: 
 
ς target? 
ς message? 
ς how does it works? 
ς time? 
ς results? 

Communication activities 



Some examples of communication actions 
 
ÅAdvisory Board 
ÅAdvertising campaign  
ÅPress conference 
ÅBrochure 
ÅConference/Meeting/Brokerage 
ÅWeb site & Social Media 
ÅPress office  
ÅDirect mailing  

Comunication action 



Adv, 
Advertising 

Media 
Relations 

Public 
Relations 

Direct 

Web  

Communication techniques 



Advertising  
 

Obtaining advertising on media: journal, tv and 
radio 
  

Strengths: 
Å control 
Å effectiveness 
 
Weaknesses: 
Å cost 
Å credibility  


