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Introducao

A divulgacdo dos resultados da investigacao cientifica € um elemento fundamental no
ciclo de producdo de conhecimento. Longe de representar apenas uma formalidade
final, € uma parte essencial que valoriza o trabalho realizado, legitimando o
investimento de recursos humanos, materiais e financeiros na investigacao cientifica. A
divulgacao transcende a mera publicacdo académica, pois € um instrumento
estratégico para estabelecer redes de colaboracgao, identificar parceiros com interesses
complementares e potenciar novas oportunidades de financiamento.

Tradicionalmente, tém-se privilegiado a disseminacao de resultados através de
publicacbes em revistas cientificas de prestigio e apresentacdes em conferéncias
especializadas, em grande parte como resposta aos critérios estabelecidos nos
processos de avaliagao, incluindo os institucionais. No entanto, o paradigma atual do
Espaco Europeu de Investigacao (EEI) tem evoluido significativamente, impondo novos
desafios e expectativas aos investigadores.




Introducao

Hoje, é cada vez mais um requisito trabalhar em direcdao a designada "Terceira Missao" das universidades
e centros de investigacdo: a ligacdo a sociedade. Esta missao implica ndao apenas comunicar a ciéncia para
0 publico em geral, mas também estabelecer conexdes produtivas com o setor empresarial, procurando
complementar as fontes tradicionais de financiamento através de parcerias estratégicas que possam gerar
valor econdmico e social.

Em termos de comunicacdao da ciéncia, comunicar os resultados da investigacdo a audiéncias nao
especializadas representa, para o0s propios investigadores, uma oportunidade valiosa de
desenvolvimento. Este exercicio obriga a repensar conceitos complexos em termos mais acessiveis, o que
frequentemente conduz a novas perspetivas sobre o proprio trabalho e pode inspirar abordagens
inovadoras.

No contexto atual, um plano de ag¢do para a divulgacao de resultados de Investigacdao, ou plano geral de
comunicacao, deve ser abrangente, integrando estratégias diversificadas que permitam alcancar
diferentes publicos e maximizar o impacto do conhecimento produzido. A adog¢ao desta abordagem
integrada permite maximizar o impacto da investigacao ao garantir que os resultados ndao s6 avancam o
conhecimento cientifico, mas também contribuem para a inovacdo econdmica e o progresso social,
respondendo, assim, aos desafios contemporaneos na comunicagao cientifica.




Comunicacao, Divulgacao, Transferéncia

* Publico-alvo: Comunidade Cientifica
* Atividades: Congressos, revistas, capitulos de livros
* Avaliagao: Qualidade e impacto das publicagdes

* "Publico-alvo: Tecido Empresarial e policy makers

Atividades:Policy briefs ou briefing papers. feiras para
empresas,

* Avaliacao: alteragao de legislagao ou politicas publicas,
produtos, software etc.

* Publico-alvo: Sociedade

* Atividades: Eventos culturais, congressos abertos ao
publico...

* Avaliagao: Impacto(comportamiento), métricas de
engagement(partilhas, download..)




WHAT IS THE DIFFERENCE AND WHY THEY ALL MATTER

Citizens, stakeholders and the media

v Having a well-designed strategy
v Conveying clear messages

v Using the right channels

From the start until the end of the action

v Engage with stakeholders

v Attract the best experts

v Raise awareness of how public money is spent

v Show the success of European collaboration

Itis a legal obligation!
Article 17 of Horizon Europe

Grant Agreement

he

For those who can learn and benefit from
the results, such as: scientists, industry, public

authorities, policymakers, civil society

How

Publishing results in:

v Scientific magazines

v Scientific and/or targeted conferences

v Databases

v Anytime, as soon as results become available

¥ Up to four years after the end of the project

Why

v Maximise the impact of the action

v Allow other researchers to go a step forward

v Contribute to the advancement of world class
knowledge

v Make scientific results a common good

Itis a legal obligation!
Article 17 of Horizon Europe

Grant Agreement

For those who can take the results forward or invest
in them, such as: researchers, stakeholders,
industry (also SMEs), public authorities,

policymakers, civil society

v Creating roadmaps, prototypes, software

v Sharing knowledge, skills, data

v Towards the end of the action and beyond,
as soon as exploitable results are available

v Up to four years after the end of the project

v Lead to new legislation or recommendations

v For the benefit of innovation, the economy
and society

v Help to tackle a problem and respond to

an existing demand

Itis a legal obligation!
Annex 5: Specific Rules and Article 16

of Horizon Europe Grant Agreement

(European Commission: European Research Executive Agency, 2023)



Etapas do plano de Comunicacao Geral

Etapa 1: Analise Estratégica Preparatéria
*  Valor cientifico e social

= Mapa completo de todos os atores que podem influenciar ou ser influenciados pela
investigacao

Recursos humanos, financeiros, tecnoldgicos e institucionais
Etapa 2. Definicao de Objetivos e Indicadores

Pontos-chave: Objetivos SMART (Especificos, Mensuraveis, Alcangaveis, Relevantes
eTemporalmente definidos) para cada vertente

Indicadores mensuraveis

Alinhamento com objetivos do projeto




Etapas do plano de Comunicacao Geral

* Para a Comunicacao da Ciéncia:

*  Objetivos: definir o nivel de consciencializacdo publica que pretende alcancgar, que mudancas de percecao
visa promover, que debates publicos deseja informar.

* Indicadores: cobertura mediatica (numero e qualidade), envolvimento em plataformas digitais, feedback
qualitativo de publicos ndo especializados, participagdo em eventos publicos.

* Para a Disseminacao:
* Objetivos: alcance dentro da comunidade académica e profissional, integragdo em redes de conhecimento.

* Indicadores: citagdes, convites para apresentacgdes, integracdo em repositérios e bases de dados de
referéncia, métricas alternativas

* Para a Exploragao:

* Objetivos: adogao de conhecimentos/métodos por parte de organizagdes, influéncia em politicas publicas,
desenvolvimento de inovagdes sociais baseadas na investigacéo.

* Indicadores: parcerias estabelecidas, integracdo em programas de politicas publicas, casos documentados
- de aplicagao do conhecimento, recursos educacionais desenvolvidos




Etapas do plano de Comunicacao Geral

. Etapa 3. Narrativa Central e Mensagens-Chave:
. Histdria unificadora, mensagens adaptadas, linguagem consistente.
. Etapa 4. Segmentacao e Adaptacao aos Publicos
. Identificacdo de necessidades informacionais, niveis de adaptacao, publicos prioritarios.
. Para a Exploragéo:
. Publicos prioritarios: Organizacdes implementadoras, formuladores de politicas, profissionais da area,
empreendedores sociais, financiadores.
. Adaptacao necessaria: Enfatize os beneficios praticos, apresente estudos de caso e exemplos
concretos, fornega orientacdes claras para a aplicagdo do conhecimento.
. Para a Comunicacao da Ciéncia:

. Publicos prioritarios: Cidadaos interessados, educadores, estudantes, jornalistas, formadores de

opiniao.
H EH EH =& ~ . . . e . . 0 , .
. Adaptacao necessaria: Simplifique conceitos sem os vulgarizar, utilize metaforas e analogias
H EH E &
.. relevantes para o quotidiano, destaque as implicagdes praticas da investigagédo para a vida das

pessoas.



Etapas do plano de Comunicacao Geral

* [Etapa 5 Selegcao de Estratégias, Canais e Atividades
* Pontos-chave: Complementaridade entre canais, adequacao ao publico, otimizac&o de recursos.
* Para a Disseminacéo:
* Estratégias recomendadas: Publicacao estratégica, networking profissional, integracédo em redes tematicas.
* Canais a considerar:
* Publicagdes académicas (artigos em revistas, capitulos de livros)
* Repositérios de acesso aberto (institucionais e tematicos)
* Conferéncias e eventos cientificos (com selegao estratégica)
* Redes académicas e profissionais (ResearchGate, Academia.edu, LinkedIn)
* Para a Comunicagao da Ciéncia:
* Estratégias recomendadas: Storytelling humanizado, visualizagao de dados, abordagens participativas.
* Canais a considerar:
* Plataformas digitais proprias (website do projeto, blog, redes sociais)
* Colaboragdes com meios de comunicagao social (artigos de opinido, entrevistas)

= = sn * Eventos publicos (palestras abertas, cafés de ciéncia, exposig¢des interativas)
.t " * Materiais audiovisuais (documentarios curtos, podcasts, animacgdes explicativas)
H EH E =




Etapas do plano de Comunicacao Geral

Etapa 6: Calendarizacao e Sincronizagao das Atividades ( cronograma detalhado que sincronize
as atividades das trés vertentes)

* Faseamento estratégico: Organize as atividades de modo a que se reforcem mutuamente. Por
exemplo, a comunicagao da ciéncia pode criar um ambiente favoravel para a exploracéo,
enquanto a disseminacgao pode fornecer credibilidade cientifica as acdes de exploracao.

Etapa 7. Orgcamentagao e Recursos

* Distribuicao estratégica, recursos partilhados, planeamento de contingéncia. Recursos
financeiros, temporais e humanos a cada vertente de acordo com as prioridades estabelecidas
e o potencial impacto esperado.

Etapa 8. Implementagao Coordenada.
* Protocolos de qualidade, coordenagéao centralizada, gestao adaptativa.
Etapa 9. Monitorizagao e Avaliagao.

* Métricas especifica, analise integrada, adaptagao baseada em evidéncias.




Pontos do Plano de Comunicacao Geral

Disseminacao
Comunicagao

Transferéncia




Exemplo: Estratégia geral

JMOVING

2. Objectives of the strategy

The Strategy adopts a four-step approach that has matured alongside the project. To begin
with, the Strategy created a cohesive and distinct identity for the project to enable the
discovery of MOVING by the target audiences, and foster familiarity with its goals and
activities. This set the stage for the subsequent phase, which concentrated on fostering
engagement with key stakeholders.

With the project in its concluding phase, the Strategy pivots towards a more intensive
dissemination of the outcomes and results achieved, ensuring they are communicated
effectively to a broad audience. The goal is to address the enhancement of the project's
legacy, by disseminating findings and ensuring that these results are utilised and integrated
into relevant fields and practices. By doing so, the Strategy aims to secure lasting impact,
especially by facilitating the uptake of its outcomes and results within and beyond the project's
scope.

Table 2. Specific objectives of the Strategy

Specific Description

objective

S01 To raise awareness of project aims and activities (DISCOVERY)

§0.2 To facilitate and promote engagement of partners, relevant actors and target

audiences in the MAPs (ENGAGEMENT)

S0.3 To inform about project outcomes and results and enable multipliers and the
media to share relevant information (DISSEMINATION)

S04 To facilitate the uptake of project outcomes and results within and beyond the
scope of the project (LEGACY)

(Garcia & Lostrangio, 2024)




Horizonte Europa: Formulario

KEY ELEMENT OF THE IMPACT SECTION

Most airports use process flow-oriented
models based on static mathematical
values limiting the optimal management
of passenger flow and hampering the
accurate use of the available resources
to the actual demand of passengers.

Electronic components need to get
smaller and lighter to match the
expectations of the end-users. At the
same time there is a problem of sourcing
of raw materials that has an
environmental impact.

large-scale

D & E & C MEASURES

Patenting the algorithmic model.

Trial with 3 airports of a
forecasting system for p;
passenger flow manag

Algorithmic model:

airport passenger floy

dvanced
active airport
ent

imanagement.

Novel algorithmic mc\q Bl for proactive

Publication of a scientifjc discovery on

transparent electronic:

New product: More sust:
electronic circuits.

Three PhD students trained.

towards the and airports: Scientific
publication with the results of the large-scale demonstration.

Communication towards citizens: An event in a shopping mall to show how

the outcomes of the action are relevant to our everyday lives.

Exploitation of the new product: Patenting the new product;
Licencing to major electronic companies.

Di: ination towards the and industry:
Participating at conferences; Developing a platform of material
compositions for industry; Participation at EC project portfolios to
disseminate the results as part of a group and maximise the visibility vis-a-
vis companies.

/

EU Grants: Application form (HE RIA and 1A): V4.0 — 16.12.2024

ropean airports:
Schighol, Brussels airport, etc.

The EQropean Union aviation safety

Air pasfengers (indirect).

End-usdrs: consumers of electronic

ntific community (field of transparent
ctronics).

Up-take by airports: 9 European airports adopt the
advanced forecasting system demonstrated during the
project.

High use of the scientific discovery published (measured
with the relative rate of citation index of project
publications).

A major electronic company (Samsung or Apple)
exploits/uses the new product in their manufacturing.

Example 1
Scientific: New breakthrough scientific discovery on
passenger forecast modelling.

Economic: Increased airport efficiency

Size: 15% increase of maximum passenger capacity in
European airports, leading to a 28% reduction in
infrastructure expansion costs.

Scientific: New breakthrough scientific discovery on
transparent electronics.

Economic/Technological: A new market for touch
enabled electronic devices.

Societal: Lower climate impact of electronics
manufacturing (including through material sourcing and
waste management).




Calendarizacao

Plans need to be constantly monitored, reviewed and potentially adjusted throughout the course of the project.

-

Exploitation of results

>
>

Dissemination of results

Communication of project and results

First Results
Further results may occur during the project — not only at the end

— that may initiate: a) dissemination activities, b) dissemination and linked

communication actions, and/or c) exploitation measures. .
Start Project Implementation End

J

(Comissao Europeia, 2021)




Exemplos: Projetos HE (COM., DISSEM.,
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Horizonte Europa: Programme Guide (maio

The communication part

Since EU grants are financed by public funds, beneficiaries are generally expected to
actively engage in communication activities and to promaote the projects.

Communication can be defined as: Taking strategic and targeted measures for
promating the action itself and its results to a multitude of audiences, induding the
media and the public, and possibly engaging in a two-way exchange.

Communication activides must already be part of the proposal and be described in the
draft Dissemination and exploitation plan induding communication activities which is an
admissibility criterion.

A good communication plan should define clear objectives (adapted to various relevant
target audiences) and set out a description and timing for each activity.

With your communication activities you should draw the attention of general and
specialised audiences to the EU policy area addressed by the call.

Good communication:
= Starts at the outset of the action and continues throughout its entire lifetime.
= I5 strategically planned and not just ad-hoc efforts.

= ldentifies and sets dear communication objectives (e.g. have final and
intermediate communication aims been specified? What impact is intended?
What reaction or change Is expected from the target audience?).

= Is targeted and adapted to awdiences that go beyond the project's own
community, including the media and the public.

= (Chooses relevant messages (e.g. how does the action's work relabe to ouwr
everyday lives? Why does the targel avdience need [o know about the ECf.'IZI.".".))'.

= Uses the right medium and means :'E.g. working at the nght level — local,
regional, national, EU-wide; usimg the right ways to comm e — ane-way
EX’CI":.—:'."IQ\C_I (website, press release, hrochure, efc) or two-way exchange
{exhibition, schoal wisit, internet debate, et.); where relevant, incude measures
for public/societal Engagement on ISSUes related to the action).

(Comissao Europeia, 2024, p. 37)

= s proportionate to the scale of the action.



TO SUPPORT COMMUNICATION, DISSEMINATION AND EXPLOITATION

COMMUNICATION
-
DISSEMINATION
EXPLOITATION
£ More information

-~ <&7 Contact your Project Officer

A ,r,, : -

(European Commission: European Research Executive Agency, 2023)
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Plano de Comunicacao da Ciéncia




Modelos

Deficit Model Lay Expertise Model
Scientific experts filling gaps Emphasises lived experience
in public knowledge over scientific knowledge

Information Delivery
(One-way)

Public Engagement
(Two-Way)

Contextual Model Participation Model
Communication is informed by Scientists & public collaborate
cultural & personal contexts equally in science discussions

(Toomey, 2024)




12 Competéncias-chave

12 core skills for effective science communication

Identify and understand a suitable target audience;

Consider the levels of prior knowledge in the target audience;

Promote audience engagement with the science;

Encourage a two-way dialogue with the audience;

Use language that is appropriate for your target audience;

Use a suitable mode and platform to communicate with the target audience

Use the tools of storytelling and narrative;

Separate essential from non-essential factual content in a context that is relevant to the

target audience;

9. Use/consider style elements appropriate for the mode of communication [such as humour,
anecdotes, analogy, metaphors, rhetoric, images, body language, eye contact, and
diagrams];

10. Identify the purpose and intended outcome of the communication;

XN WN =

= = = = 11 Consider the social, political, and cultural context of the scientific information;
= = = =12, Understand the underlying theories leading to the development of science communication
. " " and why it is important (Mercer-Mapstone and Kuchel, 2017 )



https://jcom.sissa.it/article/pubid/JCOM_2003_2021_A06/#X0-Mercer-MapstoneKuchel2017

Objetivos: SMART

Specific Measurable Attainable




Exemplos de Objetivos

2.1 COALESCE communication aims

The COALESCE project aims to involve a variety of communities across Europe (and
beyond) in bringing about evidenced-based improvements in science communication
quality and impact. Therefore a capillary distribution of communication and dissemination
activities are crucial to the success of the project and the future of the Competence
Centre. Ultimately, this will ensure new approaches to science communication are widely
adopted and the rapid mobilisation of science communication in times of crisis. It will also
mean that the competences and skills necessary to professionalise the field are
disseminated.

The COALESCE Communication, Dissemination and Exploitation (CDE) Strategy describes
three aims of its communication activities:

Raise awareness, profile and visibility of the activities of the COALESCE project
among science communication practitioners (formal and informal), researchers,
educators, citizens, industry, journalists and funders across Europe, as well as among
national and EU-level policymakers.

2. Share resources, tools and activities of the Competence Centre and the Academy

with science communication practitioners (traditional and non-traditional),
researchers, educators and funders across Europe, as well as with national and
EU-level policymakers, and contribute to the conversation around science
communication.

3. Provide responsive communications to support critical situations, providing timely

guidance and increasing the reach of relevant COALESCE resources in times of need.

(Ridgway et al., 2024)
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Publicos-alvo e Atividades

Overall map:

Public lectures, Science community
consultations and briefings for Government

conferences
Science community

briefings for the media

Ad . Communication within
vertisin

el Support of scientific community
kbl o students

Communication networks/

Open days All science

and visits teaching materials for teachers

cial interest gr

Press, TV Science Museums,

Science : competitions,
Festivals, L

and radio centres awards :and quizzes

Roadshows
Books
Science websites®
Science
Information clubs

Local community |eaflets and

meetings/ helplines

communication Learned society

networks Theatre School lectures. conferences and
| n | ] classes/discussions lectures for members

Activities for general

| [ | [ | [ ] public in public places

(Research International, n.d.)




Exemplos: Publicos-Alvo

(% COALESCE

3 COALESCE key audiences

COALESCE communication activities will target a variety of science communication
stakeholders in different countries and contexts and will need to be adapted for each
sudience. N&R hubs and networks will play an essential role in tailoring the messages to
these audiences, so they are relevant and understandable to them. Given the nature of N&R
hubs’ work and connections, different audiences will be accessible to different degrees. In
the first instance, we suggest directing the communication activities towards stakeholders
that are already connected with the hub at the organisational level. Then, to be strategically
aligned with the Hub goals within COALESCE activities, use the opportunity to address
other targets with a view to audience development

Our communication briefings for key launches of Competence Centre and Academy
resources and activities (Section 5.2) will provide guidance on the most relevant audiences.
However, as an overall guide, three broad audience categories have been identified for
COALESCE communication activities:

1. Primary: actively cammunicating
These groups serve as the primary target audience for COALESCE CDE activit

s,
because they are (or may wish to be) actively involved in science communication.
a. Science communicators
Anyone involved in communicating science on either a part-time or full-time
basis.
i. Professional/traditional
Those who are employed in a science communication capacity —
including public engagement professionals, museum staff, institutional
science writers, and public relation officers and press officers in
academia, NGOs/CSOs and industry — or those involved in research
who devote a considerable amount of time to science communication.

i. Informal/non-traditional
Those who are not formally employed as science communicators, but
who undertake science communication on a voluntary basis or who
are supported via crowdfunding/sponsorships. This includes science
YouTubers  Instagrammers / TikTokers who explain science concepts
or research breakthroughs to non-specialist audiences. Also included
are those who may not necessarily consider themselves as science
communicaters, such as those campaigning/protesting for health and
environmental issues, who may primarily see themselves as
activists/advocates, and those invelved in citizen science activities.

b. Journi

ts
Anyone who is employed as a journalist {writer or editor) or who freelances
for traditional media outlets (print/TV/radio/online).

Deliverable 62 - Communication Guide e

() coALEscE

i. Science journalists, editors and publishers
These who specialise in covering cne or more sciences
Journalists, editors, publishers not specialising in science

These who specialise in other areas of journalism, such as politics or
business, but who have to address issues in science in these contexts
(e.g. health, climate science, Al) or those who cover topics such as
extreme weather events, seismology and health crises without having
specialist knowledge in these areas.
c. Researchers, academics and higher education students and staff
Those who work professionally as researchers (whether in academia or

industry), and those who are studying science-related degrees at university,
as well as other staff, such as those involved in research management-related
positions.

a

Science communication researchers
Those who are engaged in conducting research
generally in academic settings

science communication,

2. Secondary: influencing science and science communication
These groups do not necessarily participate in science communication directly but
can influence how it is practised and rewarded.

a. Policymakers
Governing bodies, public authorities and administrators of research centres —
at local, regional, national o international levels — who are responsible for
setting the wider agenda for science communication, and who seek to
conduct policy co-design with citizens and researchers and to increase
transparency and accountability through citizen engagement.

b. Research funders
Bodies such as the European Commission, national funders such as UKRI in
the UK, foundations such as Fondazione Umberto Veronesi in Italy or
Fundaggo para a Ciéncia e Tecnologia (FCT) in Portugal, or charities such as
Wellcome Trust in the UK, who are responsible for directly funding research
grants and who sometimes require science communication outputs from the
research they fund.

c. Funders of science communication / journalism

Organisations - such as Science Foundation Ireland, The Volkswagen
Foundation (Germany), Research Foundation - Flanders (FWO), Fondazione
Compagnia di San Paclc (italy), Spanish Foundation for Science and
Technology (FECYT, Spain) — that fund science communication or journalism
directly.

3. Tertiary: interested in or affected by science and science communication

Deiiverable & ' tion G tional and Reglonai ¥ .

(Ridgway et al., 2024)




Canais utilizados em Portugal

Figure 4: Channels, formats and tools used by the research units to communicate science with the public,

in percentage.
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Orcamento e Recursos

QUADRO GLOBAL DE ORCAMENTO POR TAREFA

Tarefa 1 Tarefa 2 Tarefa 3 Tarefa 4 Tarefa 5 Tarefa 6 Total

Data Tarefas

Recursos Humanos 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Missoes 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Aq. Bens e Servicos 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Registo Patentes 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Adp. Edif. Instalacoes 0.00 0.00 0.00 0.00 0.00 0.00 0.00
DPD 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Equipamento 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Custos Indiretos/EGs 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Subcontratos 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Totais 0.00 0.00 0.00 0.00 0.00 0.00

Unidade de Projetos, FLUP 21
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11. Timeplan

The timeplan presented below delineates the strategic planning and execution phases for
communication and dissemination activities under WP 1. Each milestone up to M40 represents
a pivotal point in the project lifecycle where specific activities are completed.

+ KoM + MOVING + Update of * MOVING +D1.3: CoP  +Update of +D1.5 Youth +D1.6 D17

+ Social Website the Mountain design and the engageme DECO DECO
Media «D1.1.: Disseminat App implement Disseminat nt report strategy Activity
launch DECO ion and ation report  ion and Final report

« Temporary Strategy Exploitatio «D1.4: Exploitatio «D1.9:58
project « Work Plan n Plan DECO n Plan PAs
landing CoP - + Review Activity Review « Final
page Version 1 with EC report with EC conference

+ Newsletter +D1.831
launch PAs

(Garcia & Lostrangio, 2024)




Divulgacao das atividades de comunicacao

Figura Eminente U.Porto Unidades Curriculares de Cultura
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the regions with the most practical insights (Month 32) and one on Participatory Theory
Buiding (D2 3} in Month 12

To enhance sccassibility and visusl appesl, & uniform templats for MOVING Przm:e
Abstracts has been designed. Furthermore, a dedicaled subssction named

has been established on the project’s website. Initially it was located under the
Library section, but afier the review meeting, we have relocatsd to the Referance Region
section_ This area serves as a repository for showcasing all the Practice Abstracts developed
by the project. These documents are organised by Reference Region and the general ones
with project findings

85. Social media

Dedicated social media accounts were established within the first month and have become
‘essential interactive toals for angaging with our targat stakeholders. These platioms serve
25 & hub to cany out a comect communicaion and dissamination of the project by sharing
news. progress and results, 2s well as interesting data and figures related to MOVING. To
cater to diverse audience preferences and needs, we use interactive formats such s videos,
1o efficiently canvey infarmation to stakeholders with imited time and a preference for easily
digestible cantent
Based on our Experience on the tamet sudience's preferences. we have identfied Twitir and
ckedin s our primary social media channels, whis = m and YouTube
ara considerad sscondary platforms.

In addition, the communication team has explored the feasitility of empioying addtianal and
newer Social Media platforms for the bensfit of the project, such as TikTok. However, given
internal functionalities and & shortage of proprietary images and videos, the decision was
made not to dopt TKTok as & communication channel

Visual elements.play a crucial role in enhancing our messages across social media channels
Appealing visuals ars employed to capture the attention of the folowers/audience and invits
them to read and leam more about the topics we present. Morsover, we use llustrative
elements like banners 1o establish a consistent beand identity and visual presence for the
project.

To share information and content with other pariners, we have created a database, with all
the addresses of the pariners’ sacial networks. This helps us maintain a coordinated and more
efiactve onine pressnce for the project through the connections and parinerships that are
estabished.

Cooperation of the European Commission is sought for estabiishing cross-pesting. making
use of capacities of ELl institutions (e.g.. EC, EESC. CoR). Furthermore, we aim to estabiish
links. with EU CORDIS news, CORDIS WIRE, and the Horizon Magazine websites to amplify
our projects reach and impact

To ensure easy identification by our targat audiences across all platforms, we have adopted
a2 unified project handle': @mavingH2020

JJMOVING

8.5.1. Twitter

The MOVING Twitter account (@MOVINGH2020) was established in Septsmber 2020, and
officially launched during the project’s Kick-off Mesting on 14-16 September 2020. This
‘sccount, managed primarily in English, serves as the project's central corporate social media
channel. Ta cater 1o & more lacalised audience, additional accounts have been set up. For
example, uco, b d the account @H2020Moving_UCO serving the
audience in Spanish language and covering the three Refarence Regions in Spain. The
Communication Manager (AEIDL) manages the official Twitter account, with contributions
from the project partners.

This channe is used for short news flashes, employing a dlear and cancise style, not too
descriplive o institutional. It serves as a plalform for instant commurnication and engagement
with the target sudiences from socisty, science and policy. We use dedicated hashtags to
streamline commuricaion reisted fo specific project products and acions, £.g

#MOVING2020,  #MOVINGIoresight.  #MOVINGworkshop,  #MOVINGDeliverable
#MOVINGConference, eic. These hashtags faciitste connections and discussions beyond
physicsl meetings

witter slzo plays &n Important role duning projects events. where live twestng enhances
knowdedge sharing and community-buiking. This practice fosters connections smong
participants, panel exparts, ramots audiences following the avents

by
work done by the par der the

Our team commits to enhancing the project's visi

Posting relavant news and updat
MOVING project at leastance a week:
Following relevant from with them (¢.g.. retweet).
Creating conversation with follawers, sparking debate on hat topics addressed by
MOVING, and gathering their views:
Providing relevant content by third parties
relevant developments)

Post or retweet about events, fepofts and infiatives from Other projects or athar
acthities fram relevant stakehalders

Promating svents and strategies that ars integral to the MOVING project's objectives.

formation on latest trends and new

8.5.2. Linkedin
Linkedin facilitates networking with peopie and professional erganisaions, particularly those
from the private sector and academia within our target sudience Qur company pece.
{MOVING - Mountain Valorisation through Interconnectedness and Green Growth
Isunched! in September 2020 to serve a5 a central hub for staying informed about WovING
nd sharing jth relevant

Similar to our approsch on Twitter, we employ dedicated hashiags to streamine

imication related 1o specific project products and adlions, such as #MOVING2020,
#MOVINGIoeesight. #MOVINGworkshop, #MOVINGDeiverable, #MOVINGGonferance, and
more. These hashtags pisy  crucial roke in faciitating connections and discussions beyond

2 MOVING

physical meetings. To ensure the effective use of our Linkedin sccount, we employ the
fallowing strategies:

Share status update to engage with our network. These updates can inlude thought-
provoking questions related 1o our project or industry, sharing news, or providing
insights that align wih our projects goals. This activity wil be Coordinated with our
Twitter tmaline to maintain consistency across platforms

Actively identify and companies, researcher

and other professionals who may have an inferest in our project’ resuits. Inform about
upcoming events and mestings organised under this Strategy. This includes sharing
&vent details, agendas, and highiights o generats interest and encourage participation
amang our connections.

Showcase project milestones, achisvements, and significant developments.

Actively monitor and respond to camments and to demonstrale our commitment to
‘Share multimedia contnt such as videos, infographics, and presentations, as well as
insightful articies and research findings o comvey our projects key messages and
findings

8.5.3. Facebook
In September 2020, we launched & dedicated Facebook page as & component of our
communication strategy. This page aims to reach out to MOVING stakeholders, especially
e who may not be fully covered by Linkedin. It is a channel tailored for public cutreach
and showcasing our project's cutputs, providing & more informal and community-oriented
environment for engagement
To maximize the impact of our Faceback page, we implement the following strategies:

= Maintain an active presence by posting regular updates. news. and highighs related
1o MOVING. This with our Twitter cansistency
across platforms.

Leverage the power of visusls by sharing images, videos. and infographics that
showsase the project's mpact and activities

Participata in Facebook groups relsted to mountain and rural arsas o connact with
broader audience and foster meaningful discussions.

Promots project vents, INcluding WOrKSNOpS. WEDINAI, and meatings.

As we do on Twiter and Linkedin, we empioy dedicated hashiags to streamiine
communication related to specific project products and actions. These hashtags, such s
#MOVING2020,  #MOVINGforesight,  #MOVINGWorkshop,  #MOVINGDaliverabie,
#MOVINGconference, and others, faciitate connections and discussions.

8.5.4. YouTube

InMarch 2021, we launched a dedicated seningasa for
all of the project's mullimedia content. This channel s designed to host and provide access to
a diverse range of content, both current and forthcoming. The content includss

2
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Introdutory videos featuring the 23 Mountains RRs and their associated VGs
Explanatory videos detailing the MOVING approach and methodology for Participatory
multi-level foresight, as well as the Conoeptual Analytical Framework.

Specific sessions from the EL MAP webinars.

Digital Stories that delve into the wuinerabilty and resience of our value chains.
Interviews with project partners to promote upcoming deliverables.

Outcomes and highlights from the project

Our YouTube channel simplifies the sharing forms through
short links. Additionally, some of our videos, such as those from the EU MAP webinars and
the Digital Stories, are embedded on our website via YouTube for easy access and viewing

8.5.5. Ins!

The MOVING Instagram account was established in August 2021 with & diear objective: to
share caplivating images from project events and provide insights into our project's activities.
Additionlly, we use this platform to share European updales that are relevant o our target
audience. To hamess the full potential of our Instagram presence, we empiay the following
strategies.

‘Share highlights fram project events, warkshaps, webinars. and meetings.
Use Instagram Stories o provide res-ime updates during events. and creste
engaging, eye-catching posts to recap the key tskesways

Repoi{usergenera\ed content o build 3 sense of community and engagement
Create Story Highlights to categorise and permanenty showcase important content
such as project milesianes, ke,

dings, and events.

8.6 The Virtual Research Environment

The Virtual Research Environment (VRE) is the key digital working piatiorm available for
the Consortium and the participants from the CoP and regional MAPs. This dynamic space is
serves as a catalyst for intensified interactons among actors and stakeholders, fostering an
‘ongeing exchange.

The VRE supports bidireconal communication, faciitates information sharing, offers storage
‘capabiliies, enables social networking, and

Five VRES have been established to support various aspecs of the project:

Coordination Management VRE: Dedicated o the administrative and managerial
aspects of the project, ensuring smooth coordination and management.

Project VRE: Designed to support the overarching project acivibes.

Regional MAPs VRE: It is used exclusively for the communication among the 23
regonal MAPs' Goordinabon teams

EU Muiti-Actor Platform VRE: Open for stakeholders, this VRE is used foto exchange,
leam and interact around the topic. of resilience to cimate change of mountsin value
chains,




Indicadores

Publico

Actividades de
cultura cientifica / Formato

Tema Fondos Colaboraciones

FECCYT FECCYT Neresini Vargiu
(2012)  (2015) & Bucchi (2014) Hermansson University

Tipo de publico al que est4 dirigida.' X

Actividades y proyectos dirigidos a estudiantes de
educacién primaria y secundaria.

Participacion en actividades dirigidas a usuarios
de resultados de investigacién (empresas u otras
organizaciones).

Entidades colaboradoras. X

No. y tipo de aportaciones realizadas por las

entidades colaboradoras. X

Tipo de actividad.”

Procedencia de los fondos que financian la

actividad.

Beneficios generados por la actividad.

Area de conocimiento. X
No. de actividades de divulgacion realizadas. X X
Indicar formato de la actividad.* X
Material de divulgacién generado.* X

Participacién en programas de ciencia de radio y
television, incluidos los transmitidos en la web.

Produccion de exposiciones y otros proyectos
museisticos.

Conferencias dirigidas al publico general.

Dfas de puertas abiertas en las universidades y
otras visitas a los laboratorios.

Actividades que impliquen diélogo y/o
experiencias practicas (cafés cientificos,
festivales de ciencias, etc.).

(2011)

Modéer & Texas Tech

(2007)

(2013)

Actividades con evaluacion por parte de publico
asistente.

Participantes registrados. X X

Publicacion: atencién mediatica. X

Evaluacion

Evaluaciones sistematicas. X

Informes de evaluacion de contenidos y calidad X
de practicas generados.

Redes sociales utilizadas para esa actividad. X
Fecha de inicio y de fin de la actividad. X
No. de horas invertidas en la actividad. X

Localidad de celebracién. X

Otras
caracteristicas

Otras zonas nacionales y/o internacionales X
implicadas.

Notas

1. Publico general, comunidad cientifica, comunicadores, jovenes y publico infantil en general, empresarios, emprendedores,
activistas (culturales), policymakers (presciptores y politicos).

2. Individual, intitucional o multi-institucional.

3. Aplicacion dispositivos méviles, audiovisual, conferencia, curso, estudio o informe, exposicion, ferias, jornada de puertas
abiertas/visita guiada, material educativo, obras de teatro, premio, concurso.

4. Material generado como producto de una iniciativa en concreto o especificamente disefiado (como un libro de divulgacion, por
ejemplo).

5. Asistencia a las actividades (presencial) y seguimiento y/o participacién online (virtual).

143

(Fernandez-Marcial; & Ojeda-Romano, 2017)




Indicadores

Toolkit — DG Communication

Table 2 Performance indicators™ - public and stakeholder engagement activities

Measurement level

Guidance for development of performance metrics

Inputs The activity that you carry out to promate your Initiative. These might include:

= The number of invitations sent out to engagement event

n  Type and amount of activity carried out {o publicise event

» The website created for consultation

= The number and nature of contacts that you make with specific stakeholders
Qutputs These might include:

®  The number of people responding lo your requests lor involvement

= The number of people attending the stakeholder event

= The number of peaple whao visit your online consultation

®  The number of conversations with a specific stakeholder contacted
Qut-takes Quttakes o engagement activities will include the following: recall of the issue,

the issuefinitiative.

Intermediate
outcocmes

There are several categories of the intermediate cutcomes related to the “engag
consulted” stakeholder.
There are outcomes that happen during the consultation/engagement process:

= No or percentage of stakeholders providing feedback/engaged in dialogue
» The quality/usefulness of the feedback or dialogue

m The enthusiasm of the stakeholders for the topic

= The number who considered engagement useful
= The number who considered their voice was heard
m  The number who think invelvement makes a difference

»  Number showing willingness to be involved in subsequent stage (and who)

There are outcomes that happen after the consultation/fengagement process (or as a
consequence)

m  The number of stakeholders or members of the public who pass your message on
and discuss your activity or the message that it is promoting with others (through a
variety of channels)

s The number of stakeholders or members of the public who claim to have discussed
your message with others (online and offline)

®  Amount of digital coverage on forums, blogs, websites efc. (tracked via buzz
monitoring) Amount of positive (and accurate) digital talk

= The number of event attendees who undertake specific actions or behaviours in line
with messages promoted at the event (and who)

Final outcomes

Final outcome measures should assess whether your activity met its overall
communication objective, and its effect on the overall policy or reputation objective that
you are working to and the effect that this has had. Choose performance indicators that
enable you to measure this. For example this may include: The amount of usable
feedback incorporated into future policy development or engagement activity.

(Comissao Europeia, 2017, p. 47)
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