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EXECUTIVE SUMMARY
This report is part of the deliverables from a project called "GIFT" which has received funding from the
European Union’s Horizon 2020 research and innovation program under grant agreement No 824410. It
presents the dissemination strategy and activities for the project.

1

The present Dissemination and Communication Plan (10.2) introduces the GIFT project dissemination and
communication strategy and its implementation plan to be used by the Consortium to ensure the high
visibility, accessibility and promotion of the project and its results.
This document will be a reference framework for planning the activities to be done and evaluating the impact
of communication and dissemination activities and will be updated and adjusted as the project progresses.
The ultimate success of the GIFT project is strongly dependent on well-coordinated dissemination and
exploitation activities so that it can continue after the end of the EU funding.
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1.

INTRODUCTION

1.1. CONTEXT
The success of the GIFT project is strongly dependent on well-coordinated dissemination and exploitation
activities. Therefore, GIFT partners have decided to include a specific work package for this purpose: WP10
“Communication, Dissemination and Exploitation” led by Euroquality.
Special focus will be put on disseminating the project findings to the energy sector, which will be the main
beneficiary of the novel technologies, data and knowledge developed and implemented within the project.
Dissemination activities will address raising awareness, as well as fostering the adoption of project results by
the different stakeholder groups who can directly benefit from the project.
The Communication and Dissemination Plan defines the identification and classification of the target
audience, the dissemination methods and goals, the schedule and complementarity of the activities and the
measures to assess the success of the dissemination activities. This document also addresses the
confidentiality issues related to the disseminated and communication of project information.
In the case of the GIFT project, the main dissemination and communication objectives and goals are the
following:
●
●
●
●
●
●
●

To identify the target audience or potential future stakeholders of the project,
To raise awareness among the target audiences, particularly the relevant stakeholders and market
segments, about the objectives of the project, its results, its benefits, use and applicability,
To get the necessary feedback from the sector to focus on the innovation needs of the sector,
To seek the support of the public, authorities, lobbies and policy makers,
To foster collaborations with other stakeholders in the technical, commercial, and corporate fields
with the aim to share resources, achieve synergies and exchange information and knowledge,
To promote agreements with commercial partners and investors,
To showcase the impacts and outcomes of the project’s research and innovation activities.

A draft of the timeline for the related activities is presented in Figure 2.
The target groups for GIFT covers the whole chain of energy services: from the energy suppliers to the
prosumers. Communication activities will also reach the wider public.
1.2. PURPOSE
The aim of GIFT’s Communication and Dissemination Plan is to ensure that all the stakeholders who can
contribute to the development, evaluation, uptake and exploitation of project outcomes are identified and
encouraged to interact with the Consortium.
For this purpose, the Dissemination and Communication Plan will ensure that the project research and
practical outcomes are widely disseminated to the appropriate target audiences via appropriate methods
(Strategy for Communication and Dissemination), and at appropriate times along the project lifecycle,
particularly at key milestones (Planning for Communication and Dissemination Activities).
1.2.1. Strategy for Communication and Dissemination
The strategy for communication and dissemination defines target audiences that can enhance project
visibility, give feedback on project development, create market opportunities and foster collaboration for
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GIFT. The target audiences for GIFT cover the energy sector as potential users of results, decision makers
and the wider public. These audiences have been grouped into nine different categories, namely:
●
●
●
●
●
●
●
●
●

Island authorities,
Grid managers, operators, energy suppliers
Investors,
Industrials,
Experts & scientists,
Policy makers,
Consumers/prosumers,
General public,
Press & media.

A focus is placed on the potential users of the results, or follower islands. The follower islands stakeholder
engagement aims to incentivise an increased number of follower islands to adopt the GIFT solutions. This
action is strongly connected to WP9 (Business Cases in Follower Islands) as well as WP10 (T10.3Exploitation and Business Plan). As complementary to the Scalability and Replicability Analysis of WP9 this
action is foreseen to facilitate the implementation of follow-up projects by follower islands based on the
GIFT results.
All the information used for dissemination and communication purposes will be tailored to these targeted
audiences through specific dissemination channels, namely:
● The project’s website (https://www.gift-h2020.eu/),
● Social media (https://twitter.com/GIFT_H2020),
● Other mass media (i.e. newspapers, experts and technical publications),
● Events and the organisation of workshops.

1.2.2. Planning for Communication and Dissemination Activities
The Communication and Dissemination Plan will focus on the 6 phases of the project as depicted in Figure 1:

Figure 1: Project Phases

Communication and dissemination activities are necessary for these different stages to guarantee the
maximum success of the project. In the first three phases, GIFT partners will raise awareness of the project
and create a follower community (including not only island authorities, but also grid managers, operators,
energy suppliers, investors, industrials, experts and scientists, policy makers, consumers/prosumers) that has
interests in the project outputs and can contribute in the project’s dissemination/communication. In the next
two phases, the results of the project will be widely disseminated to the follower community and a network
of potential islands for solution replication will be developed. In the final phase, GIFT will promote the latest
project results, create a clear strategy for the exploitation of the project’s outcomes and ensure the longterm sustainability of the project by fostering the transfer and reuse of the solutions developed.
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1.3. PARTNER LIST
GIFT’s partners are the following:

No

Participant organisation English name

Type of
organisation

Acronym

Country

1

INEA

SME

INEA

SI

2

Intracom Telecom

Industry

ICOM

EL

3

Trialog

SME

TRIALOG

FR

4

Etrel

SME

ETREL

SI

5

Sylfen

SME

SYL

FR

6

Elestor

SME

ELS

NL

7

Odit-e

SME

ODI

FR

8

Hafenstrom

SME

HAFEN

NO

9

Euroquality

SME

EQY

FR

10

Hålogaland Kraft

SME (DSO)

HLK

NO

11

Harstad Municipality

Municipality

HAR

NO

12

Procida

Municipality

PRO

IT

13

R&D Nester

Research centre

RDN

PT

14

Norwegian University of Science and
Technology

University

NTNU

NO

15

Centre for Renewable Energy Sources

Research centre

CRES

EL

16

ARMINES

Research centre

ARMINES

FR

17

Sapienza University of Rome

University

SAP

IT

Table 1: GIFT Partners
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2.

STRATEGY FOR COMMUNICATION AND DISSEMINATION

2.1. KEY MESSAGES
The main key message is that GIFT, as asked in the H2020 Work Programme, will “decarbonise the energy
systems of geographical islands.” This key message will be sent to the different target audiences at
appropriate precision levels and be supported by other messages. These support key messages will be spread
throughout the project implementation and will be the following:
●
●

●

●

●

●

Key message 1: GIFT will accelerate the integration of renewable energy in geographical islands’
energy systems, without introducing additional stress to the grid.
Key message 2: GIFT will increase the flexibility of islands' local energy network, through a Virtual
Power System allowing synergies between different energy networks (electricity, heat, transport
(marine and terrestrial) as well as the forecasting and management of supply and demand.
Key message 3: GIFT will create Energy Management Systems tailored to any geographical island’s
specific needs by building an integrated system, encompassing various energy storage and
management technologies with a central flexibility trading platform for techno-economic
optimization.
Key message 4: GIFT combines innovative solutions for energy management, visualisation, and
storage, such as the extraction of flexibilities from many different forms of storage (e-ferry, EV, H2
based CHP, HBr battery, factories).
Key message 5: GIFT will re-envision the role of the consumer in the EMS: the consumer becomes a
prosumer. The electricity users thus become active players in the optimisation of the electricity
system through a bottom-up approach.
Key message 6: GIFT will enhance the autonomy for islands connected to the mainland grid, solving
congestion problems locally

2.2. TARGET AUDIENCE
The target audiences for GIFT cover the energy sector and potential users of results. They have been grouped
into nine different categories, namely:
●
●
●
●
●
●
●
●
●

Island authorities,
Grid managers, operators, energy suppliers
Investors,
Industrials,
Experts & scientists,
Policy makers,
Consumers/prosumers,
General public,
Press & media.

2.2.1. Roles of the target audiences
Each audience will maximize the impacts of the GIFT project as described in Table 2:
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Give feedback on
project
development

Create market
opportunities

Foster
collaboration

Island authorities

√

√

√

Grid managers
and energy
suppliers

√

√

√

√

√

√

√

√

Enhance project
visibility

Investors

√

Industrials
Experts and
scientists

√

√

Policy makers

√

Consumers/
prosumers

√

General Public,
environmental
and social
oriented Interest
Groups

√

Press & Media;

√

√

√

Table 2: Roles of target audiences in the dissemination and communication

2.2.1.1.

Follower Islands Engagement

The follower islands stakeholder engagement aims at incentivizing an increased number of follower islands
to adopt the GIFT solutions. The actions so far concerning the engagement and awareness of follower island
stakeholders have involved the discussion with the Greek DSO (HEDNO) through which the high-level
objectives of GIFT were presented. The discussion was followed by a positive feedback from HEDNO as they
expressed their interest to support ongoing GIFT activities with data provision as well as to consider followup activities as part of collaborative projects. Also, CRES is following the developments in the field of Energy
Communities in Greece and, in particular, on geographical islands as the official collaborator with the Ministry
of Environment and Energy.
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As planned future actions towards enhancing the engagement of stakeholder from more follower islands,
the consortium has setup a working group between WP9 and WP10. The scope of this working group is to
refine the future actions and provide a specific time plan for them. It is foreseen that these actions will specify
the target groups, i.e. which follower islands or coalitions of islands should be targeted, what type of
stakeholder (e.g. DSOs, BRPs etc.) are the most relevant ones, etc. Also, the working group will decide on the
specific tools that are needed by the consortium in order to convey the messages of GIFT. Such tools may
include workshops, webinars, surveys, questionnaires and potentially a roadmap that could be used as a
guideline from any prospective follower island. Last but not least, the working group will define some best
practices as follow-up actions that can be used in collaboration with follower islands such as direct
implementation of solution via own funds of stakeholders or collaboration with some of the GIFT consortium
members in the frame of collaborative projects (EU funded or national projects).
In this light, GIFT has joined the “Clean Energy for EU Islands” coalition. It aims to support Europe’s island
communities that are transitioning to clean energies by putting them in contact with other island
communities, technical experts and project developers and by providing them with practical materials.
Joining this coalition entailed signing a declaration of support promising that the GIFT consortium will assist
island communities in realising their transition to clean energy resources (see Figure 2). It represents an
opportunity for the GIFT consortium to reach out to potential follower islands.
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Figure 2: Declaration of Support for the Clean Energy for EU Islands Coalition
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2.2.2. Informing these audiences

Target
audience

Key
Dissemination activities and tools
messages
(cf.
Events
section
eSocial
Website
&
Articles
Booklet Flyer Videos
3.2) to
Newsletter
Media
poster
get
across

Island
authorities

1,4-6

√

√

Grid
managers

1-6

√

√

Investors

4,6

Industrials

√

√

√

√

√

√

√

√

√

√

√

5

√

√

√

√

Experts and
scientists

1-5

√

√

√

Policy
makers

1,4-6

√

√

√

Consumers/
prosumers

5,6

General
public
Press &
media

√

√
√
√

√

√

√

√

√

√

1,4-6

√

√

√

√

1,4-6

√

√

√

√

Table 3: Tools to inform target audiences

2.3. TOOLS AND CHANNELS
Different tools will be used to disseminate the results and progress of the GIFT project as listed hereunder:
●
●
●
●
●
●

Project Website,
Participation in events and workshops,
e-Newsletter,
Articles,
Social media,
Flyers (flyer & booklet),

●

Videos.

The purpose, target audience, material, schedule and impact tracking of all tools will be detailed hereafter in
separate sections of this report.
All partners bring with them their own communication and dissemination channels. GIFT will take advantage
of these, reaching relevant stakeholders effectively. Table 4 “Events Attended” lists national and
international conferences or workshops that GIFT partners have participated in.
2.3.1. Website
The website (https://www.gift-h2020.eu/) will be the main communication instrument of GIFT to contain
project information for all target groups. As a reference communication tool, the website’s address (URL) will
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feature in all project’s communication materials.
It aims to maintain and enlarge the follower community promoting the project’s results. The specific goals of
this dissemination and communication channel are the following:
●
●
●
●

Create a sustainable follower community with different profiles as described in the target
audience,
Raise awareness about the project’s objectives and results,
Increase the visibility of the project and its partners,
Build understanding and facilitate adoption of project results.

Figure 3: GIFT Website

Project on partner’s websites:
•
•
•
•
•
•
•
•
•
•

INEA: https://www.inea.si/research-projects/gift
TRIALOG: https://www.trialog.com/en/the-challenge-of-energy-on-islands/
Etrel: https://etrel.com/rd-projects/, https://etrel.com/portfolio/geographical-islands-flexibility/
Sylfen: https://sylfen.com/en/2019/07/16/sylfen-and-the-european-project-gift/
Elestor: https://www.elestor.nl/project-gift/
Hafenstrom: https://hafenstrom.com/gift-horizon-2020/
Euroquality: https://euroquality.fr/fr/projects.html
R&D Nester: http://rdnester.pt/en-GB/fields_and_projects/projects/project_22__gift/
Norwegian University of Science and Technology: https://www.ntnu.edu/horizon2020
ARMINES: https://www.armines.net/fr/europe/h2020-projects

Additionally, the website will also be SEO optimised to improve GIFT’s website user experience and
performance in organic search results. This will be achieved in the following way:
•
•
•

Keywords: Primary keywords will be targeted for each website page,
Content optimisation and submission: page titles are created, strategic search phrases are placed on
pages, page URLs will be optimised, title tags will be optimised,
Social media share buttons will be installed and strong social media presence will be maintained
throughout the project’s timeframe,
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•

Testing and measuring: Seek further improvements in the website’s SEO through active use of Google
Analytics.

2.3.2.Events
Events gathering at least one of the target audiences represent dissemination and networking opportunities
for GIFT.
In the proposal for GIFT, we have set the following objectives in terms of events:
•
•

•

At least 3 international events (to inform and raise awareness on GIFT),
At least 15 presentations of project results (through conferences, seminars and workshops
targeting the islands’ authorities, DSOs, scientific communities, investors and knowledge transfer
professionals),
At least 6 Workshops and round-table events (partly concerning the replication board, and partly
aimed at a broader audience). At first, the focus will be on obtaining information on stakeholders’
needs and benefits, while later this focus will shift towards dissemination of project results, leading
towards a continuing dialogue on how to increase trust in investments in the area.

Throughout the project’s lifetime, the consortium will keep track of the events they attend and organize for
GIFT that fall under these predefined categories and estimate the number of audiences reached. The
consortium will thus measure their progress in reaching the communication and dissemination objectives.
Additionally, prior to the project’s onset and during its start EQY has started collecting information from
partners on the events they are planning to attend for dissemination purposes. This initial approach that will
be continued during the next months in cooperation with all partners.
Yet, considering the undergoing COVID-19 epidemic which has been ongoing at the time of finalizing the CDE
plan, events partners would have participated in or have planned to organize will either seek to be carried
out via an alternative format (virtually), be postponed or even cancelled. Hence, a defined schedule of events
to be attended will only be finalised following the end of the pandemic. Refer to section 2.4.1.1. regarding
GIFT’s communication and dissemination response to the 2019-2020 COVID-19 Pandemic.

2.3.2.1.

BRIDGE Events and other Workshops

BRIDGE
BRIDGE is a European Commission initiative involving over 40 Low Carbon Energy (LCE) Smart-Grid and
Energy Storage projects funded under the Horizon 2020 program. It fosters the exchange of information,
experience, knowledge, and best practices among its members through four Working Groups (data
management, business models, regulations, and customer engagement) and four Task Forces (joint
communication, energy communities, scalability/replicability analysis, R&I priorities). It aims to gather
coordinated, balanced and coherent recommendations to strengthen the messages and maximize
their impacts towards policy makers in view of removing barriers to innovation deployment.
Zoran Marinšek from INEA is member of the Regulations WG and participates in the Energy communities TF
on interactive issues. Olivier Genest from Trialog is Chair of the Data Management WG, and Dune Sebilleau
from Trialog is active in the Energy Communities TF and joined several meetings. Evangelos Rikos from CRES
is representing GIFT in the Consumer and Citizen Engagement Working Group. Nuno Souza e Silva (R&D
Nester managing director) is one of the chairmen of the R&I TF through other projects.
GIFT’s coordinator INEA and Trialog actively attended the BRIDGE General Assemblies on the 12-13 of March
2019.
Another General Assembly was held on 11-12th of February 2020, including INEA, TRIALOG, CRES and R&D
Nester. CRES participated in the sessions related to Scalability & Replicability as well as TSO-DSO
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Cooperation/Data Management. Highlights from the S&R session were the presentation of a proposed SRA
methodology that was used in two H2020 projects as well as the decision taken about using the methodology
in more BRIDGE projects. The importance of setting up a database containing best practices, experiences and
Use Cases was also discussed. In the TSO-DSO cooperation session some actions related to the use of data
models were agreed upon. These proposals include the development of a novel data model, the creation of
a UC repository and the potential proposals upgrades and improvements of the HEM-RM and the CIM. R&D
Nester delivered a presentation on GIFT solutions at the sector integration session during this General
Assembly. At this GA, GIFT was one of the initiators of the BRIDGE task to update the Harmonized electricity
market roles model. A working group of interested projects will be set up, including external stakeholders,
inter alia E.DSO, ENTSO-e, EbIX.
INEA participated and contributed at the 2nd Workshop on Flexibility Markets of the Future & TSO-DSO
Cooperation on February 13th, 2020. On the 29th of April 2020, CRES attended the kick-off web meeting
related to the Consumer and Citizen Engagement WG.
Island Workshop
Furthermore, GIFT will participate at the workshop at Sustainable Places on the 28-30 October 2020. This
workshop will bring together all the projects that are focused on islands to foster the exchange of ideas, best
practices and experiences. It will be an interactive session, during which different topics of common interest
would be briefly introduced and then discussed with other speakers and the audience.
The current list of islands projects involved is the following:
•
•
•
•
•

GIFT – confirmed
NESOI – confirmed
SMILE – confirmed
INSULAE – confirmed
REACT – to be confirmed

2.3.2.2.

Events Attended

Table 4 presents the events already attended by GIFT partners as listed in the Dissemination Tracker.
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Approximate number of audiences reached
Event name

BRIDGE General
Assembly

Type of
Event

Partner(s)
involved

Workshop/
round table INEA
event

Workshop/
3rd Clean Energy for EU
round table SAP
Islands Forum
event

Date

Location

12-13 of
Brussels,
March 2019 Belgium

13-16 May
2019

Island
Grid
Investors
authorities managers

6

1

Industrials

Experts
Policy
General Press and
and
Consumers
makers
Public
media
scientists

10

50

5

30

30

5

2

10

2

7

2

8

3

100

1

Stockhol
m,
Sweden

Workshop on Local
Energy Communities
(organized by MUSE
GRIDS, COMPILE,
MERLON and STORY
projects)

Workshop/
Brussels,
round table TRIALOG 15 May 2019
Belgium
event

EU-China workshop on
low carbon
development

Workshop/
round table NTNU
event

2 September Gjøvik,
2019
Norway

5th International
Conference on Smart
Energy Systems

Conference
SAP
/Seminar

10-11
September
2019

Copenhag
en,
Denmark

Solar & Storage Live

Internation
ETREL
al event

17-19
September
2019

Birmingh
am, UK

2

Emobility Forum

Internation
ETREL
al event

18-19
September
2019

Budapest,
Hungary

2

10

2

1

1
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Approximate number of audiences reached
Event name

Type of
Event

Partner(s)
involved

Date

Specialized Master
Workshop/
24-25
Optimization of Energy round table ARMINES September
System week
event
2019

Location

Island
Grid
Investors
authorities managers

Sophia
Antipolis

Energy Modelling
Platform for Europe
(EMP-E) Conference

Conference
SAP
/Seminar

8-9 October Brussels,
2019
Belgium

eMove 360⁰ Europe

Internation
ETREL
al event

15-17
October
2019

Munich,
Germany

Smart City Narvik kickoff workshop

Conference
HAFEN
/Seminar

31 October
2019

Narvik,
Norway

European Utility Week

Conference
12-14
ODI/INEA
/Seminar
November
/ICOM
2019

2

Industrials

Experts
Policy
General Press and
and
Consumers
makers
Public
media
scientists

5

20

5

2

24

5

1

4

2

6

5

4

25

10

20

8

40

1

4

1

4

8

3

Paris,
France

GOFLEX Workshop @
Workshop/
UEW 2019 with E.DSO,
round table INEA
CEDEC, Eurelectric &
event
GEODE

13
November,
2019

Paris,
France

12th International
Conference on
Conference
Sustainable Energy and
SAP
/Seminar
Environmental
Protection

18-21
November
2019

Sharjah,
United
Arab
Emirates

Workshop/
Consortium meeting for
round table CRES
the project COMPILE
event

28
November
2019

Athens,
Greece

5

1

1

1
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Approximate number of audiences reached
Event name

Type
Event

of Partner(s)
Date
involved

Location

BRIDGE General
Assembly

Workshop/
round table
event

11-12
February
2020

2nd Workshop on
Flexibility Markets of
the Future & TSO-DSO
Cooperation

Workshop/
round table INEA
event

February 13, Brussels,
2020
Belgium

Island
Grid
Investors
authorities managers

Industrials

Experts
Policy
General Press and
and
Consumers
makers
Public
media
scientists

Brussels,
Belgium

8

30

50

10

100

Table 4: Events Attended
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2.3.3. e-Newsletter
The GIFT e-newsletter will regularly (at least every 6 months) inform the follower community (including not
only island authorities, but also grid managers, operators, energy suppliers, investors, industrials, experts
and scientists, policy makers, consumers/prosumers) of the projects progress by e-mail. It will be distributed
by all partners to their networks.
The newsletter will summarise the following information:
●
●
●
●
●

Objectives,
Ongoing activities – part that will evolve from an e-newsletter to another,
Results obtained, if any,
Event in which GIFT partners will participate,
Partners list.

The website’s address will systematically appear in the e-newsletter and the receivers will be invited to visit
relevant sections of it.
2.3.4. Articles
The articles (press releases and publications) will help to raise the interest and awareness of the project, to
create and increase the follower community and to communicate the main results of our project. They will
be one or two pages long (at most) and will aim to share important news of the project’s development and
milestones reached, major events organised within the project, research and development results with the
media, the energy industry and the general public. They will have a news article format with the information
of most importance placed on top, press contacts and a boilerplate on the GIFT project included.
These articles will be one or several pdf pages published on the project website and mentioned on other
communication channels (e.g. social media, newsletter). The link of the release will be included in posts on
social media and in the mails sent to the follower community.
Lead partner

Scientific journal/newspaper/magazine
Slovenian Newspaper “Finance” in the section
Energy & Ecology

INEA

Energetika.net
Daily Telegraph (Business Reporter – The Future
of Energy)

Intracom Telecom

Company newsletter “InFocus” (Issue #12, Issue
#32)" - short articles published
CIRED 2020: paper “Implementation of a local
flexibility market for solving network issues” in
collaboration with INEA, ICOM and RDN

Odit-e

-

Submitted 20/03/2020
Conference postponed to 22-23 of
September
Notification of selection 22nd of May.
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Harstad

Harstad Tidende

Procida

“Il Golfo”, “Il Quotidiano”, “Il Dispari”,
Repubblica and TG Procida

Norwegian University of Science and Technology

Transportation research part D; Energy (2
articles will be submitted)

Table 5: Newspapers and magazines in which GIFT articles will be published

2.3.5. Social media
Social media, and social media networking, when used strategically, can be a very effective tool for
engaging with a variety of stakeholder audiences. GIFT uses social networks to promote the project, its
partners and results – scientific knowledge and RTD Innovations. The objectives are the following:
●
●
●
●
●
●
●

Increase awareness cost-effectively and multiply the follower community,
Raise the awareness of other communication and dissemination activities, informing the follower
community about those,
Raise interest on the project topic among non-expert audiences,
Promote the knowledge, activities, benefits and outcomes generated during the project’s lifecycle,
Feedback gathering, consultation and engaging with target groups,
Increase content visibility and interaction,
Enhance project positioning through engine search, image search, local search, etc.

GIFT has a Twitter account (https://twitter.com/GIFT_H2020), managed by EQY with the support of partners.
The account is used to raise awareness of the project – sharing information about the partners, the project
development and share relevant articles related to the project’s topic. Later within the project it will be
actively utilised for dissemination purposes.
Information posted on the social media account is done in a way that ensures consistency and coherence of
the post by using the appropriate messages, avoiding jargon and aligning with the project’s objectives. EQY
has created an editorial (publishing) guideline to facilitate the posting of relevant project’s content with the
aim to post at least once per week.
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Figure 4: GIFT Tweets

The consortium aims to establish synergies with other projects and initiatives by following their respective
accounts, retweeting relevant content, using hashtags with keywords to appear in the relevant search lists
(under energy transition, carbon neutrality, decarbonization, renewable energy, European islands, etc.). The
Twitter account is actively used to share information from the partners’ networks, including social media and
news related to their activities; local, regional, national and Pan-European relevant information, events and
developments.
The account was created in Sep 2019 and will be active until the project’s end. Increase in the account’s
activity has been planned during the most intensive period during the project’s communication and
dissemination waves.
Partners also use their personal and business LinkedIn accounts to communicate about the project and refer
to the project’s website.
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Figure 5: LinkedIn post for GIFT

2.3.6. Flyers
Flyers aim to provide an illustrated overview of the project for stakeholders met at the events listed in Table
5. They aim to encourage these stakeholders to take an interest in the project and its results, by visiting the
website, following the social media accounts and subscribing to the newsletter.
The level of detail of the two flyers are adapted to their target audiences. They are:
2.3.6.1.

Booklet (8 pages)

Describes, using specific vocabulary:
○ Project scope,
○ Illustration of the solutions foreseen,
○ Key objectives,
○ Key terms (flexibility, FlexOffer),
○ Demonstration site challenges and the solutions offered,
○ Technologies applied,
○ Wider impact of the project,
○ Partners,
○ Contact information, website, social media.

21

22

23

24

Figure 6: GIFT Booklet

2.3.6.2.

Flyer (4 pages)

Describes, in simple terms:
○ Project scope,
○ Illustration of the solutions foreseen,
○ Key objectives,
○ Partners,
○ Contact information, website, social media.
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Figure 7: GIFT Flyer

2.3.7. Videos
Videos publicize the project in an attractive (and paperless) way. They can be broadcasted at events, on the
website and through social media.
Two videos have already been created to address prosumers on demonstrations sites:
2.3.7.1.

Harstad
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Figure 8: Harstad video

https://www.youtube.com/watch?v=ptAqbQOjAFo
2.3.7.2.

Procida:

Figure 9: Procida video

https://www.youtube.com/watch?v=fLOskGl95Sc
2.3.7.3.

Future videos

Two more videos have been foreseen:
●
●

Video to address prosumers on demonstration and follower islands, containing schematic
explanations of the project.
Case study video to publicize the innovative technologies and solutions applied with achieved results
on the demonstration sites.

The schedule in Table 7 includes these videos.
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2.4. MANAGEMENT
2.4.1. Steering the Communication, Dissemination and Exploitation
As T10.1 and T10.2 leader, Euroquality has prepared this Dissemination and Communication Plan, and will
keep track of it throughout the project period. The plan will be updated during the project execution on an
annual basis to consider the results obtained and the exploitation remarks. This will give the opportunity to
focus the dissemination and communication on the most relevant publications, events and stakeholders to
achieve an effective and proactive dissemination aligned with the exploitation plan.
2.4.1.1.
GIFT’s communication and dissemination response to the 2019-2020 COVID-19
Pandemic
In light of the coronavirus pandemic affecting not only partners’ countries but having major repercussions
Europe-wide, the partners, whilst still aiming to achieve the objectives and impact set out in the project’s
work plan, will also strictly abide by national and European regulations and take all necessary measures to
ensure the health and safety of all participants involved during CDE activities.
In case there are still restrictions on local and international travel due to the COVID-19 pandemic during the
time when events have been planned, they will either be postponed for the length of time required or will
be held as virtual meetings/events/webinars following the same agenda. The following three options will be
pursued:
•
•

•

Live streaming of an event – speakers are presenting live and the audience is encouraged to actively
interact by communicating between each other, engaging in Q&A sessions or participating in polls,
Content which has been pre-recorded – in case there is not the option for live streaming events will
be pre-recorded and shared with the respective audience. Whilst the event will not be live presenters
will still be encouraged to interact with viewers as they would during a live session,
Blended or hybrid model combining the two models above – while some parts of the events will be
live streamed other will be pre-recorded.

Partners will jointly decide on which approach to take when required. Reports about project events which
have taken place will be made publicly available on the project’s website and will be distributed over the
project’s and partners’ social media accounts thus potentially having much greater reach and impact than
originally planned in case of physical attendance events only.
2.4.2. Impact-tracking
The partners of the consortium will provide information on all of their communication and dissemination
activities (number and type of stakeholders reached in events, articles published, flyers distributed, etc.) in a
dissemination tracker. The information collected through the dissemination tracker will be compiled and
updated in reports on dissemination, communication and capacity building activities.
The effectiveness of the website will be periodically analysed via Google Analytics. This will inform project
partners of:
●
●
●
●
●

Unique users count visiting the website,
Average visit time and bounce rate,
Languages and locations of visitors,
Number of page views and average page views per visit,
Top landing page and bounce rate for different pages.
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The information gathered through the Google Analytics tool will be reported in the dissemination tracker.
2.4.3. Intellectual Property
Dissemination of project results as well as open access to scientific publications and research data is governed
by the procedure described in Article 29 of the EC Grant Agreement (EC-GA).
All Consortium partners are contributors to the dissemination and communication activities under the WP10:
Communication, dissemination and exploitation, led by EQY. GIFT partners will use their networks as detailed
above for the following purposes:
●
●
●

Identifying and informing about dissemination opportunities (e.g. events, publications, etc.),
Providing relevant information and documentation to enrich the project website,
Posting news and project results in social media.

The dissemination of the project’s results should not cause intellectual property issues to GIFT partners. To
ensure this, all concerned partners will be notified about the content of each dissemination related to their
activities. If necessary, partners will have the possibility to refuse dissemination of their own know-how.

3.

PLANNING OF COMMUNICATION AND DISSEMINATION ACTIVITIES

3.1. DEADLINES FOR DELIVERABLES
Table 7 gathers all the deliverables for WP10, partner responsible for steering their development and their
deadlines.
Name

Task

Leader

Start

End

Communication strategy and activities

T10.1

EQY

1

48

Dissemination strategy and activities

T10.2

EQY

1

48

Exploitation and business plan

T10.3

EQY

12

48

Analysis of obstacles and connection with the
BRIDGE initiative and its continuation

T10.4

INEA

1

48

Table 6: WP10 Deliverables and Deadlines

3.2. SCHEDULE FOR COMMUNICATION ACTIVITIES
The website was created in the first 6 months of the project and will be regularly updated following the
progress of the project. Large updates will be done every 6 months to present the progress of the project
(milestones and other achievements or results). Other updates will be done following participation in events
and other news to share on a monthly basis.
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First Wave
Tool / Month
Website
e-Newsletter
Twitter
Booklet
Flyer
Poster
Video 1 - Harstad
Video 2 - Procida
Video 3 - Prosumers
Video 4 - Results
Press releases
Publications
Model for events

M1-3 M3-6 M6-9 M9-12

M12-15

M15-18

M18-21

M21-24

M2427

Second Wave
M27M3030
33

M3336

M3639

Third Wave
M39M4242
45

M4548

Table 7: Schedule for CDE Activities
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The overall communication and dissemination strategy for GIFT has been separated into 3 distinct
communication and dissemination waves characterized by their specific goals, target audiences, activities
carried out and overall impact:
WAVE 1 (M1 – M24): Awareness Building
WAVE 2 (M24 – M36): Targeted Dissemination
WAVE 3 (M36 – M48 and post project): Exploitation and post-project sustainability
They are described in detail below.
3.2.1. First Wave
3.2.1.1.

Goal and Target Audiences

This first wave corresponds to the first 24 months of the project. Since no concrete project results will be
available at the time its general aim is to raise stakeholders’ awareness of the projects, its objectives and
expected results. During this period, GIFT will create a follower community that has interests in the project’s
outputs and can contribute to the project’s dissemination/communication.
In the beginning, GIFT’s brand visual identity and logo were created to be used within a range of
communication collateral (flyer, poster), the project’s website and social media accounts. EQY, as the WP
leader for CDE activities, will prepare guidelines for project partners on the proper communication and
dissemination, use of the project’s and EC’s logos and disclaimers and best CDE practices. The first wave will
also finalise the strategy for audience engagement including tailor-made messages delivered through the
appropriate channels, in the most effective format to achieve the best possible impact. The most intensive
part of the phase will be in M20.
3.2.1.2.

Activities

Before the active launch of the first communication campaign in May 2020 (M17) the following must be
created:
-

a website (M10)
a first newsletter (M18)
social media accounts (M9)
at least 1 flyer (M16)
a communication strategy (M1-16)
a dissemination tracker (M16)

The events attended during this first wave bring together all European stakeholders that could constitute
GIFT’s follower community. More information on the events attended during this first wave is presented in
Table 4.
3.2.1.3.

Expected Progress & Impact

The numbers in the dissemination tracker will be compared with the following objectives:
Communication and
Dissemination Tools

Number finalized

Expected (Cumulative) Impact
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Website

1/1 website

Number of unique users per
month: 50

Events

1/6 workshops and round-table
events
1/4 BRIDGE events
1/3 international events

400 organisations reached

e-Newsletter

1/6 newsletters

newsletter sent out to 50
contacts

Articles

0/15 press releases
0/5 publications

N/A

Social Media

2/2 accounts

50 followers of the GIFT twitter
account
50 mentions/retweets/shares

Brochures

2/2 brochures

100 distributed or sent out

Videos

2/4 videos

150 non-unique views on each,
300 views in total

Table 8: First Wave Progress and Impacts

3.2.2. Second Wave
3.2.2.1.

Goal and Target Audiences

The second wave or communication phase of the project will take place starting from M24 until M36, with
the most active part being carried out in M30 - a network of potential islands for solution replication will be
developed. It will commence as soon as the first project results become available. To maximise the impact of
GIFT, this 2nd wave will target a wider audience.
3.2.2.2.

Activities

A wide audience will be reached through conferences or seminars and international events (e.g. Europe
Utility Week) where the project’s progress can be presented. During this second wave, partners will reach
out to potential replication sites at events. They will also build a contact database of potential replication
sites and contact them via e-mail and social media.
3.2.2.3.

Expected Progress & Impact

The numbers in the dissemination tracker will be compared to the following objectives:
Communication and
Dissemination Tools

Number finalized

Website

1/1 website

Events

3/6 workshops and round-table
events
2/4 BRIDGE events

Expected (Cumulative) Impact

Number of unique users per
month: 100
150 organisations reached
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2/3 international events
e-Newsletter

3/6 newsletters

newsletter sent out to 200
contacts

Press releases

5/15 press releases

Sent out to 30 medias each

Publications

2/5 publications

Each published in 2 medias

Social Media

2/2 accounts

100 followers to GIFT twitter
account
100 mentions/retweets/shares

Brochures

2/2 brochures

150 distributed or sent out

Videos

3/4 videos

300 non-unique views on each,
900 views in total

Table 9: Second Wave Progress and Impacts

3.2.3. Third Wave
3.2.3.1.

Goal and Target Audiences

A third communication campaign will take place at the end of the project (M36 – post project). It will aim to
promote the final project results, create a clear strategy for the exploitation of the project’s outcomes and
ensure the long-term sustainability of the project. The focus will therefore be placed on follower islands.
3.2.3.2.

Activities

A video will be created presenting the projects results on the demonstration islands. This video will be
projected at dissemination events. For these events, an emphasis will be placed on workshops reuniting
island authorities and events like Sustainable Places attracting local authorities.
3.2.3.3.

Expected Progress & Impact

The numbers in the dissemination tracker will be compared with the following objectives:
Communication and
Dissemination Tools

Number finalized

Expected (Cumulative) Impact

Website

1/1 website

Events

6/6 workshops and round-table
events
4/4 BRIDGE events
3/3 international events

300 organisations reached

e-Newsletter

6/6 newsletters

newsletter sent out to 300
contacts

Press releases

15/15 press releases

Sent out to 30 medias each

Publications

5/5 publications

Each published in 2 medias

Number of unique users per
month: 50
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Social Media

2/2 accounts

200 followers to the GIFT
Twitter account

Brochures

2/2 brochures

300 distributed or sent out

Videos

4/4 videos

500 non-unique views on each,
2000 views in total

Table 10: Third Wave Progress and Impacts

3.2.3.4.

Communication, Dissemination and Exploitation after the project’s end

To maximize the impact and the rate of deployment of the demonstrated solutions, an extended observation
period has been foreseen in the grant agreement. It will take place when the partners express intent to
continue the demonstration after the completion of the GIFT project, where the following conditions apply:
•
•

The GIFT project demonstration system can be used as pilot system in the following replication phase
on the same island and so identified in the replication board of the project
The GIFT project demonstration system can be used as the seed system in the following extension of
the system on the same island and so supported by the local energy community lead partner on
project supporter

The extended observation period will be for two years or longer as defined in a separate agreement.
Therefore, GIFT’s dissemination activities will be maintained beyond the 48-month framework of the project.
The main CDE tools and actions to remain beyond the project’s length which will contribute to enhancing the
dissemination impact of the project will be the following:
•

Website
The project’s website and its deliverables will be maintained 2 years after the finalization of GIFT.
The website will serve as the main repository of information for the consortium and its maintenance
will be responsibility of EQY.

•

Publications
Technical and scientific publications in journals or trade magazine will be published beyond the
project’s end. Project partners will ensure referencing GIFT in papers and deliverables whose scope
comes from or is related to GIFT.

•

Participation in events
Even following the project’s end GIFT consortium partners will continue to disseminate the results
obtained during the project within the frame of conferences, fairs and symposia related to the
project’s topic.

•

Networking and synergies
Project partner’s networking with other projects and organisations is to be continued after the
project’s end. Partners will utilise their own social and traditional media networks to popularise the
project’s results even after the project’s end.
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