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1 INTRODUCTION 

This document aims at explaining the actions that will be taken under HYDRALAB+ with regards to 

setting up online communities and social media, as identified in an Online Communication Plan 

1.1 WHY IS A COMMUNICATION PLAN NEEDED? 

The European Commission (EC) has produced a number of guidelines and documents in recent years 

promoting the need to communicate research results outside of the normal communication routes 

of research and development (R&D) reports, journal papers, etc emphasising the fact that because 

the EC research is public money there is an obligation to tell the public what their money has 

produced. Communication is also now formally recognised and established as a contractual 

requirement. 

Communication covers the traditional routes of putting our research results into the public domain, 

and particularly in front of the professional (both policy and industry) and research communities 

who can benefit from our advances. 

Communication of our results, however, is a much broader activity. We must be active in stimulating 

broad, popular interest in what we have done, emphasising its importance as a scientific, economic 

and social advance and for potential application to the benefit of all citizens of Europe and Latin 

America and the Caribbean. The scope of ‘Communication’ is much wider than just establishing the 

project website as a window to the world on the project. Communication requires a partnership with 

professionals in the communication media – newspapers, magazines, specialist press, TV, radio, 

internet news, social media etc.  

1.2 WHEN TO PLAN? 

We should not wait until the latter stages of the project before we consider what issues should be 

communicated publicly. We need to plan our communication actions from the outset of the project. 

Potential topics for a communication activity are: 

 completion of a milestone; 

 publication of significant results; 

 launch of the networking platform ; and 

 the organisation of a major upcoming dissemination and networking event. 

1.3 WHO IS OUR AUDIENCE? 

We will not have a single audience, but many. We need to identify the audience for a particular 

message and tailor our results to the profile (public, professional, academic etc.) of the recipients. 

We need also to identify what we want to communicate, the intended outcome of the 
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communication process and the motivation for the recipient to partake in the process. If, for 

example, the communication is intended to raise public awareness of our work, we may need to 

compete with other uses of their leisure time, for example other TV stations apart from the one with 

our message. 

1.4 WHO SHOULD COMMUNICATE? 

Most scientific communication is done between scientists and the media in their own country or at 

least sharing the same mother tongue. 

This arises from the preference of the audience of broadcast media to feel comfortable about the 

way in which the message is delivered, spoken in the vernacular that they understand. This 

observation has a pivotal place in our plan in that we should all take part in communicating. 

All of the project partners should be involved in the broader communication of their work, drawing 

upon the broader context of the project partnership where appropriate. All partners should take the 

initiative in seeding articles, reports, interviews, etc. in their national media. In addition all partners 

need to identify what constraints their institution may place upon the Communication of project 

outcomes. 

Communication has the important additional function of building social relations. Those form the 

corner stone of any successful implementation of research outcomes within the European 

organizations responsible for climate change, resource efficiency and raw materials. 

1.5 PURPOSE OF THIS COMMUNICATION PLAN 

The purpose of this plan is: 

 To lay down the vision, principles and philosophy for Communication for the HYDRALAB+ 

project; 

 To identify actions that will form part of the co-ordinated Communication activities for the 

project, recognising that these actions will be scoped and co-ordinated more fully as the project 

progresses; and 

 To provide guidance to Task Leaders regarding how actions should be planned and undertaken. 

It has been recognised that some activities are essential for the successful completion of the project. 

Other activities are aspirational outcomes of the project, which might be undertaken by those 

beyond the project as part of the adoption of best practices, etc.  

The purpose of this plan is to identify those former activities that are required for the successful 

completion of the project, recognising that there is limited budget and time. 
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1.6 STRUCTURE OF THIS DOCUMENT 

1.6.1 Main Report 

Chapter 2 presents the vision and principles for Communication for the HYDRALAB+ project. 

Chapter 3 lists the types of Communication activities identified by this plan and the specific actions 

identified to date to enable these activities to be undertaken. 
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2 VISION AND PRINCIPLES OF THE COMMUNICATION PLAN 

2.1 THE HYDRALAB+ VISION FOR COMMUNICATION  

As a consortium, we will optimise our Communication within and beyond the HYDRALAB+ project to 

stimulate uptake and implementation of our outputs.1 

2.2 GUIDING PRINCIPLES OF COMMUNICATION  

We will use the following guiding principles in all our Communication activities: 

The 10 principles of Communication 

1. Keep it simple – We will keep our outputs as simple as possible to maximise readability 

and understanding for the audience. 

2. Audience centred – We will design our activities and outputs for the intended audience. 

3. Fulfil contract requirements – We will ensure our activities and outputs will deliver our 

contractual requirements. 

4. Co-ordinated – We will co-ordinate our activities and outputs in a suite of Communication 

actions defined by the HYDRALAB+ project. 

5. Timely – We will communicate our results as early as possible, in accordance with our 

Communication Plan, but without jeopardising the successful completion of other parts of 

the project. 

6. Control of quality and content – We will review all outputs as appropriate for quality 

and content. 

7. Disclaimer – All project outputs will include an appropriate disclaimer of liability. 

8. Version control – All documents will include a unique reference number and version 

number. 

9. Acknowledgement – All outputs will include appropriate acknowledgements of the 

project funder, authors (with name and organisation) and contributors. 

10. No plagiarism – We will seek permission to use, with acknowledgement, all material 

originating from others, whether or not they are participating in the project. 

 

                                                           
1 Definitions of communication is provided later in this Chapter. 
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2.3 GUIDANCE ON THE PRINCIPLES 

1. Keep it simple – We will keep our outputs as simple as possible to maximise readability 
and understanding for the audience. 

 

Public communication of our work will involve expressing sometimes complex ideas to an audience 

that is not used to technical terminology. Some potential means of expressing ourselves in an 

accessible way include the following: 

 Translating any jargon; 

 Telling the story of why we are doing the research; 

 Telling the story of how our measurements or experiments are done; 

 Using imaginary scenarios to explain how our results might be used or what impact it will have 

on people’s lives; 

 Engaging with the emotions of the audience; 

 Using everyday objects or notions to relate the scale of our work, such as the size of a bus or 

house or the number of people affected is like the population of Brussels  

 

2. Audience centred – We will design our activities and outputs for the intended audience. 

 

Details of how this will be achieved are provided in Chapter 3 of this plan. 

3. Fulfil contract requirements – We will ensure our activities and outputs will deliver our 

contractual requirements. 

References to required deliverables are provided throughout this plan. 

4. Co-ordinated – We will co-ordinate our activities and outputs in a suite of Communication 

actions defined by the HYDRALAB+ project. 

Currently identified actions are presented in Chapter 4 of this plan. Chapter 4 also goes some way 

towards identifying the links between actions. However, it is identified that more detailed 

coordination will be required during the project, as actions are scoped in more detail. 

5. Timely – We will communicate our results as early as possible, in accordance with our 

Communication Plan, but without jeopardising the successful completion of other parts of 

the project. 

Chapter 4 also goes some way towards identifying the timing of actions. However, more detailed 

programming of actions will be required during the project, as actions are scoped in more detail. 
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6. Control of quality and content – We will review all outputs as appropriate for quality 

and content. 

7. Disclaimer – All project outputs will include an appropriate disclaimer of liability. 

8. Version control – All documents will include a unique reference number and version 

number. 

9. Acknowledgement – All outputs will include appropriate acknowledgements of the 

project funder, authors (with name and organisation) and contributors. 

10. No plagiarism – We will seek permission to use, with acknowledgement, all material 

originating from others, whether or not they are participating in the project. 

 

2.4 DEFINITIONS 

2.4.1 Communication 

Definition: Communication (or dialogue) is the act of imparting or exchanging information, which 

involves direct participation of the audience with the originators of the information and involves the 

audience offering feedback to demonstrate a level of appreciation or understanding. 

HYDRALAB+ objective: The objective of Communication for the HYDRALAB+ project is to enable 

others to contribute to project activities, influence project outputs, adopt project outputs, be 

involved in project outcomes, learn from the project, etc. The contract requires us to engage not 

only the professional community, but also the public including policy makers in what we are doing. 

However, this needs to be in a co-ordinated and timely fashion; no activity should be undertaken 

unless there is a clearly defined objective. 

Examples: Social Media and electronic news, training, discussion forums, workshops and 

conferences, activities with local groups, links or partnering with other projects and initiatives, etc.  

Key issues: Both sides of the communication activity need to adopt approaches that are 

compatible with each other. The audience is best placed to tell the originators what they need, but 

the originators need to ask the right people the right questions in the right format in the first place. 

Therefore, it has to be accepted that there may be a few iterations in this process and this is why 

communication activities need to be planned out well in advance to be effective. Communication 

activities will also require facilitating by the project and the use of appropriate language, media, etc. 

identified by the process described above are essential for successful facilitation. 
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2.5 MAXIMISING THE EFFECTIVENESS OF THE COMMUNICATION PLAN 

Maximising the effectiveness of a communication plan requires specific effort simply 

Communicating. This effort may be broken down into a number of stages (as shown below). To 

achieve Implementation with any particular stakeholder it requires the stakeholder to progress 

through each of these stages. If Communication ceases at any point during this process, the 

stakeholder would typically slip back down the stages. 

 

1. Building realistic expectations 

2. Clear framework of outcomes and awareness of gaps being filled 

3. Communication champions (with suitable support materials) 

4. Provide information in appropriate media 

5. Involvement in work (ownership) 

6. Lessons learned  

7. Reality workshops solving real (user brought) problems. 

 

  

Low Level of 

Communication 

 

 

 

 

Maintaining 

Communication 
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3 IDENTIFIED ACTIONS 

In order to be confident that we have best identified our target audiences, we first need to develop 

a “world view” and then refine actions to target the most effective areas and appropriate methods. 

It is unreasonable to expect the project to target everyone and we need to manage expectations. 

Therefore, it is important to identify who we will and will not target (effectively in the form of a 

disclaimer), whilst recognising that there will be some “scatter” beyond the target audience (with 

some activities being better at this than others). 

Selection of target audiences needs to be based on identifying the desired outcome in relation to 

benefiting the project and benefiting the audience. To a certain extent this is achieved by 

categorising activities into Communication. However, this can be expanded as the actions are 

developed. 

Table 1 in Appendix A undertakes this process, recognising that planning for certain actions or the 

actions themselves have already started, whilst others have not and although aspirational might yet 

be excluded from the project. Details of specific actions that have already been planned for are 

provided in this chapter. 

We have identified seven main stakeholder groups within HYDRALAB+ research community: 

 Research Team, i.e. the HYDRALAB+ project team 

 Research Community, beyond HYDRALAB+ 

 Policy makers, who set regulatory, legislative and other decision-making frameworks. Policy 

makers are likely to be national, regional and local government authorities 

 Academic Community, which differs from the Research Community in its (additional) focus on 

teaching and training 

 Local Groups, including Non-governmental Organisations (NGOs), community groups, etc. 

 General Public, with special attention for the next generation of potential scientists  

There are also seven main “Types of Activity”: 

 Project Reports i.e. Major Deliverables as listed in the Description of Work, other technical 

reports, Annual Activity and Management Reports to the EC, Work Implementation Plan Reports, 

miscellaneous project guidance. 

 Conferences including papers, presentations, posters, leaflets, etc. 

 Websites  

 Email newsletters 

 Social Media activities 

 Teaching Material and Courses including podcasts 
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 Public Media including newsletters and social media activities, articles for television, radio, 

newspapers, magazines, journal papers and posters and leaflets for exhibitions, workshops , etc. 

 

3.1 PROJECT REPORTS 

Summary of activities 

Target Audience Type of Activity Form of Media Producer in 
Project 

Research Community Project 
Documents, 
Deliverables 

Text based material 
paper based and 
digital/navigable 
versions 

All Task Leaders 

 

Identified actions 

Ref Action Objective Responsibility Timing 

1 Develop report and 
presentation templates be 
be used consistently by all 
task leaders 

To maximise team 
efficiency by defining the 
nature and content of 
material supplied from 
tasks for subsequent 
editing into Reports 

 

All Task Leaders 
and coordinator 

 

2 Develop facilities on 
website for publishing of 
material as soon as it 
becomes available 

Open access / publishing 
of material as early as 
possible 

Task NA2  

3 Review project schedule 
and build indicative 
programme of deliverables 

To advise (team and 
public) what, when and 
where outputs will be 
delivered. 

Task NA2 with 
coordinator 
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3.2 MEETINGS, WORKSHOPS AND CONFERENCES 

Summary of activities 

 

Target Audience Type of Activity Form of Media Producer in Project 

Research Community, 
Academic Community, Policy 
Makers, Local Groups 

Meetings, 
Workshops and 
Conferences 

Posters, leaflets, 
videos 

 

Research Community, 
Academic Community, Policy 
Makers, Local Groups 

Meetings, 
Workshops and 
Conferences 

Papers, 
presentations 
with copies on 
website 

 

 

Identified actions 

Ref Action Objective Responsibility Timing 

1 Facilitate HYDRALAB+ 
member representation at 
key conferences – simple 
extension of web Meetings 
and Events (M&E) tool 

Maximise representation 
at conferences and events 

 

Task Leaders and 
coordinator 

 

2 Encourage all team 
members to submit papers 
to conferences and provide 
framework to do so, 
including: 

a) format of 
acknowledgement and 
disclaimer 

b) process for review and 
approval 

c) process for validation by 
HYDRALAB+ Management 
Team 

Targeted conferences and 
events 

  

3 Provide facility on web for 
storage and access to all 
HYDRALAB+ papers and 

Maximise access to papers 
and presentations. 

NA2  
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presentations, via the M&E 
tool 

4 Encourage all team 
members to use the M&E 
facility for wider, 
HYDRALAB+ related 
events. Email / newsletter 

Team uptake of M&E tool 
to promote coordinated 

approach to conferences 

  

5 Monitor / record events 
attendance and 
presentations 

Determine effectiveness 
of communication plan [EC 
reporting requirement] 

  

6 HYDRALAB+ Events Organise, communicate 
and disseminate the main 
HYDRALAB+ events  

Task Leaders with 
NA2 and 
Coordinator 

As agreed by 
the project 
management 
team. 

 

3.3 WEBSITE AND EMAIL 

Summary of activities  

Target Audience Type of Activity Form of Media Producer in Project 

Research Team eZine Email and 
website 

 

Individual 
Contacts 

Email, face to 
face 

 

Research Community Public eZine and 
Social Media 

Email with 
registration on 
website 

 

Forum and Blog Encourage 
Discussions on 
online Forums 

 

Academic Community Networking, 
social media, 
Forum and Blog 

Social Media, 
Website and 
supporting 
material including 
Podcasts 

 

Policy Makers Networking, 
social media 

News, Social 
Media, Website 
and supporting 
material including 
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Podcasts 

Local Groups Networking, 
social media 

News, Social 
Media, Website 
and supporting 
material including 
Podcasts 

 

General Public News articles, 
social media, 
Forum and Blog 

Website, Social 
media 

 

 

Identified actions 

Ref Action Objective Responsibility Timing 

1 Maintain and develop 
project website 

To facilitate dissemination, 
team communication, 
project management 

NA2 Ongoing 
(Primary 
Tool) 

2 Monitor use of the 
website 

Quarterly reports to the 
MT 

To determine who and how 
the website is being used  

how may communication 
be improved? 

NA2 Ongoing 

3 Regular team newsletters 
+ periodic public 
newsletters (+social 
media) 

To promote team working 
and maintain awareness 

NA2 and all Task 
Leaders 

Ongoing 

4 Increase public 
registration on website. 

Widen direct email links 
with each of the identified 
user communities 

 Ongoing 

6 Podcasts and Visual 
Material Library 

To provide visual examples 
of knowledge  
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3.4 TEACHING MATERIAL 

Summary of activities 

Target Audience Type of Activity Form of Media Producer in Project 

Academic Community Secondary 
schools and 
University 

Text based 
material, website 
and podcasts 

 

Academic Community Secondary 
schools and 
University 

Networking, 
Social Media 

 

 

Identified actions 

Ref Action Objective Responsibility Timing 

1 Produce summary of 
Material for promotion via 
web. 

Communication of planned 
work  

  

2 Provide HYDRALAB+ 
partners with an 
opportunity to feedback 
on proposed material type 
/ content / availability. 
Identify interested 
partners and opportunities 
for widespread use of 
material. 

Maximise value of material 
to all partners and wider 
users 

  

3 Produce public education 
material (e.g. a summary 
report or brochure and 
podcasts) to be used in 
schools and for 
universities, but also suited 
for educated laypeople 

To address the issues 
around strategic 
cooperation between 
Europe and Latin America 
on Climate change, 
Resource Efficiency and 
Raw Material 

  

 

  



  Deliverable D3.2 Online Communities & Social Media  
Plan - Design 

Version 3.0 17 25/5/2016 

 

3.5 PUBLIC MEDIA 

Summary of activities  

Target Audience Type of Activity Form of Media Producer in Project 

General Public News articles TV, radio, 
Newspapers 

 

General Public News articles Online forums 
and social media 

 

Academic Community and 
Research Community 

Journal Papers Relevant Journals  

 

 

 

Identified actions 

Ref Action Objective Responsibility Timing 

1 Encourage all team 
members to work with 
wider media in promoting 
HYDRALAB+ work and 
monitor. 

To assess degree of 
communication via public 
media to report to EC and 
revise approach (if 
necessary) 

  

2 Encourage all team 
members to produce 
journal papers to publish 
in relevant publications. 

To promote the project 
specifically to the academic 
and research community 

  

3 To provide basic publicity 
material (printed and 
electronic) to support 
Action 1 above. 

Professional material to aid 
communication 

  

 


