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

Instruments of dissemination at European level
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Communicationwhy?
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Obtain
Resources

Expand
oneself

Legitimize
the research

3 main reasons
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Y I n focus

Increase thesuccess rate of
your proposal

Draw the attention of national
governments, regional

Generatemarket dema_mdfor authorities and other public
the productsor services and private funding sources to
developed the needs and eventual

benefits of (four) research

Help the search for financial

_backerslicensees or Attract the interest of
industrial implementers to potential partners

exploit your results

_ Encouragealented students
Enhance youreputation and and scientistgoin your partner

visibility at localpationaland institutes and enterprises;
internationallevel

Envn mpact
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Haveyou still got
doubts?

Areyou still thinkingthat the
communitationis not so
Important?



TheEuropeanCommission

helpsyoul
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Thedisseminationin FP7mandatory!

Grant AgreementAnnex Il.4. Reports and deliverables @widance Notes on Project
Reporting

A

Theconsortiumhasto provide periodicreports that includea publishablesummary
of suchquality that the Commissiorcanpublishit right awayin the publicdomain It

includes information on the expected final results and their wider societal
implications Thistext will be usedasisonthe/ 2 Y Y A a pgubligwelkdes,so it

needsto be understandabldor alayaudience

Youwill needto supplya link to your website and declarewhether it is up to date.
Thelink will be publishedtogetherwith generalinformation on eachfunded project
onthe/ 2 YY A awebsitey’ Q a

GrantAgreementAnnexil.12. Information andommunication

A

Beneficiariesare to take appropriate measuresto engagewith the public and the
media about the project and to highlightthe financialsupport from the European

Union i
TheCommissions authorisedto publishinformation on the project &EFJ\;lgn}peaeCt



at the end of theproject

Thedisseminationin FP7mandatory!

GrantAgreement Annexll.30. Dissemination

A Each beneficiary is to ensure that their foreground (the LINE 2 $e6ulispia
disseminatedas swiftly as possible If it fails to do so, the Commissionmay
disseminatehat foreground

Grant Agreement,Annexll.4. Reportsand deliverablesand GuidanceNoteson Project
Reporting

A Theconsortiumhasto providea final publishablereport includinga publishablesummaryof such
guality that the Commissiortanpublishit right awayin the publicdomain It includesinformation
on the expectedfinal resultsand their wider societalimplications Thistext will be usedasis on
the/ 2 Y'Y A agublidwQies soit needsto be understandabldor alayaudience

A The final report should include a plan for the use and dissemination of foreground, to
demonstratethe addedvalueand positiveimpactof the projecton the EuropeanUnion It should

includea list of all scientific(peerreviewed)publicationsrelatingto the foreground(the LINR 2 S

results) of the project, a list of all disseminationactivities (e.g. conferences,flyers, articles
published in the popular press videog, a list of the applicationsfor patents, trademarks
registereddesignsetc., alist of exploitableforegroundanda report on societalimplications

Envimpact
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Impact &

Science Dissemination
Technology

- ]

SEVENTH FRAMEWORK
PROGRAMME

Management

The European Commission will finance 100% of the
Dissemination activities in FP7

Envimpact
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Why is the communicationsoimportant for the European
Commissionf?

A showing how European collaboration has achieved more than
would have otherwise been possible, notably in achieving scientific
excellencecontributingto competitivenessandsolvingsocietal
challenges

A showing how the outcomes are relevant to our everyday lives, by
creating jobsintroducingnoveltechnologies or makingour lives
more comfortable in other ways;

A making better use of the results, by making sure they are taken up
by decisioAamakers to influence poliegnaking and by industry and
the scientific community to ensure folloup

We cansimplifywith 3 key-concepts Env lm pact
justify the publicmoneyspent improvethe knowledge share rJr,/cggJ



T o
- FINYe

Justifythe
publicresource
spent

Improvethe
knowledge

But A O (passible only
abandoningthe old way to

Share the

communicatethe science
knowledge
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In a short pubblication appearedon Sciencein October 2002 a group of britain
scientistsdeclaredthat the dPublicUnderstandingof { O A S (P03 néas dead and
they introduce a new elementto describethe relationshipbeetweenthe Scienceand
the Societythe & t dz&rigdg@mentith Scienceand¢ S OK Yy 2PEFII & € 0

Deficit model
(top-down)

Science Society

scientificknowledgeindex _
Envimpact
&Frycee
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In a short pubblication appearedon Sciencein October 2002 a group of britain

scientistdeclaredthat the dPublicUnderstandingpf { O A S(PWUHSvasdeadandthey
introduce a new elementto describethe relationshipbeetweebthe Scienceand the

Societythe & t dz&rigdg€mentvith Scienceand¢ SOK y 2PEFII & £ 0

one-up versusone-down model

Science Society

Goals interation, engagment bidirectionalcommunication feedback Env‘i’m pact



Beforestartingthe

communication
activities write a
disseminatiorplan



How to write a disseminationPlan
(Stepbystepn DdzA RS
Contest
Goals
Target

Strategy

Activities

Envimpact
Ealac



SWOT Analysis

Internal Assessment

l— of the Organization |

SWOT
Analysis

e

of the Environment En Vi'm paCt
& rJrlccch



Analysis of the Contest

Elementsthat influencethe communication
activities

A The topic of your communication
(e.g. the core oyour project)
A Thecommunicatiorhistory aboutthe sametopic

A Other key-elementsof the contest
(e.q. culturelegislation politic, etc.)

Envimpact
Elac,



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

trasfert
knowledge

Communicatio Bussiness

ersuasion
g goals goals

dialogue Env‘i’m pacy
&rlrﬂcce



S.M.A.R.TObjective

REALISTIC

Do you have the TIMED
resource to make the State when you will

SPECIFIC

Be precise about
what you are going
to achieve

MEASURABLE ACHIEVABLE

Quantify your Are you attempting
objectives too much?

objective happens achieve the objective
(men, money, (within a month? By
machines, materials, February 20107?)
minutes)?

Envimpact
Fpdmac,



Target

Primarytarget. whoisour interlocutor?

Secondarnytarget: who influenceour primary
target?

Ex. Primarytarget: PolicyMakers
Secondaryarget: mediajobbiesand Parliament

Describe the scope and characteristics of the "potential users" that

your dissemination activities are designed to reach for each of yodErnvimpact
objectives. ffﬁcec



Message

A goodstrategyis to highlightone or two key messages your
disseminationplan. It should expressthe achievementof a
benefitor (moregenerally a positiveaspect

L (vél@mportant rememberingthat the messages effective
onlyif the senderand thereceivinggiveto it the samemeaning

Envi mpac
&Frﬂcec
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Messageevaluationcriteria

Knowledgeof topic: how far is the key messageclose in cognitive
terms, to interlocutor:

It istoo muchclosed

wTheriskis atrivializedkeymessage

It istoo muchfar

wTheriskisanincomprensiblekey message

Relevance how muchdoesthe messagéhit the interestsand worries
of the interlocutor.

It istoo muchclosed

wT heriskis a keymessageavithout meaning

Envimpac

wT heriskisanimpredictablereaction & F oCe BtJ
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How presenta successfumessagethe SUCCESS Model

PRINCIPLE |

PRINCIPLE 2

PRINCIPLE 3

PRINCIPLE 4

PRINCIPLE 5

PRINCIPLE 6

SIMPLE UNEXPECTED CONCRETE CREDIBLE
Simplicity isn't about To get attention, To be concrete, use Ideas can get
dumbing down, it's violate a schema. (The sensory language. credibility from
about prioritizing. Nordie who ironed a (Think Aesop’s outside (authorities

(Southwest will be
THE low-fare airline.)
What's the core of
your message? Can
you communicate it
with an analogy or
high-concept pitch?

shirt...) To hold
attention, use
curiosity gaps. (What
are Saturn’s rings
made 0f?) Before your
message can stick,
your audience has to
want it.

Made toStickdi Dan e Chipleath

fables.) Paint a mental
picture. ("A'man on
the moon...")
Remember the Velcro
theory of memory—try
to hook into multiple
types of memory.

or anti-authorities)

or from within, using
human-scale statistics
or vivid details. Let
people "try before
they buy.” (Where's
the Beef?)

EMOTIONAL

STORIES

People care about
people. not numbers.
(Remember Rokia.)
Don’t forget the
WIFY (What's In It
For You). But identity
appeals can often
trump self-interest.
("Don’t Mess With
Texas” spoke to
Bubba's identity.)

Stories drive action
through simulation
(what to do) and
inspiration (the
motivation to do it).
Think Jared. Spring-
board stories (See
Denning's World Bank
tale) help people see
how an existing
problem might
change.

Envimpact
Ealac



Project

Barriers

T

Barriers:ldentify potential barriers that may interfere with the
targeted users' access or utilization of your information and v
develop actions to reduce these barriers &E FJ\#J”;F?;}J




Whichare theconcrete
actions incoordination
with the strategy that it Is
necessaryo realizeto
reachthe objective?

Envn mpact
rlrucch



Foreachactivity selected A (n€réssaryo answer
to thesequestions

C target?

¢ messag@

¢ how doesit works?
c time?

C results?

Envimpac
&Fm‘ccc
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Comunicationaction

Someexamplef communicationactions

A AdvisoryBoard

A Advertisingcampaign

A Press conference

A Brochure

A Conference/Meeting/Brokerage
A Web site & Social Media

A Press office

A Direct mailing

Envimpact
sprecec
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Communicationtechniques

Public
Relations Web

Direct

Envimpact
Fdec



Advertising

Obtainingadvertising on media: journal, tv and
radio

Strengths
A control
A effectiveness

Weaknesses
A cost
A credibility

Liad | fled

Envimpac
&rlrﬂcce

J



