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step towards the coordination of mainly publicity 
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of the intentions of each site to realise the local 

activities, stimulate community (domain) 

participation, enable technology transfer, 

stimulating innovative services and contributing to 

policies creating a ground for further exploitation 

opportunities.  

 

 

DISCLAIMER  

This document does not represent the opinion of the European Community, and the European 

Community is not responsible for any use that might be made of its content. This document 

may contain material, which is the copyright of certain TT consortium parties, and may not be 

reproduced or copied without permission. All TT consortium parties have agreed to full 

publication of this document. The commercial use of any information contained in this 

document may require a license from the proprietor of that information. 

Neither the TT consortium as a whole, nor a certain party of the TT consortium warrant that the 

information contained in this document is capable of use, nor that use of the information is free 

from risk, and does not accept any liability for loss or damage suffered by any person using this 

information. 

 

ACKNOWLEDGEMENT  

This document is a deliverable of TT project. This project has received funding from the 

9ǳǊƻǇŜŀƴ ¦ƴƛƻƴΩǎ IƻǊƛȊƻƴ нлнл ǊŜǎŜŀǊŎƘ ŀƴŘ ƛƴƴƻǾŀǘƛƻƴ ǇǊƻƎǊŀƳƳŜ ǳƴŘŜǊ ƎǊŀƴǘ ŀƎǊŜŜƳŜƴǘ bȏ 

731932  



 

 

Page | 4  
 

D3.7 ς Initial Impact Plan 

 

Table of Contents 
 

TABLE OF CONTENTS .............................................................................................................................................. 4 

TABLE OF FIGURES ................................................................................................................................................. 6 

LIST OF TABLES ...................................................................................................................................................... 6 

DEFINITIONS, ACRONYMS AND ABBREVIATIONS ................................................................................................... 7 

EXECUTIVE SUMMARY ........................................................................................................................................... 8 

1 INTRODUCTION ............................................................................................................................................ 9 

1.1 RATIONALE AND GOAL ......................................................................................................................................... 10 
1.2 METHODOLOGY ................................................................................................................................................. 11 

1.2.1 Impact through dissemination ............................................................................................................. 12 
1.2.2 Impact through communication .......................................................................................................... 12 
1.2.3 Impact through exploitation ................................................................................................................ 13 
1.2.4 Impact through pilot-specific activities ................................................................................................ 14 
1.2.5 Criteria for measuring success ............................................................................................................. 14 

2 IMPACT THROUGH DISSEMINATION ........................................................................................................... 16 

2.1 INTRODUCTION .................................................................................................................................................. 16 
2.2 DISSEMINATION STRATEGY ................................................................................................................................... 16 

3 IMPACT THROUGH COMMUNICATION ....................................................................................................... 19 

3.1 KEY STRATEGIC MISSION, OBJECTIVES AND EXPECTED OUTCOMES ................................................................................. 19 
3.2 TARGET AUDIENCES ............................................................................................................................................ 20 

3.2.1 Audience Classes .................................................................................................................................. 21 
3.2.2 Our goals for these audiences .............................................................................................................. 24 
3.2.3 Multipliers ............................................................................................................................................ 25 
3.2.4 Exploring Synergies .............................................................................................................................. 26 
3.2.5 BDV PPP Collaboration ......................................................................................................................... 27 
3.2.6 Open Data Portal ................................................................................................................................. 28 

3.3 PRINT-BASED COMMUNICATION ............................................................................................................................ 28 
3.3.1 Print based strategy ............................................................................................................................. 29 
3.3.2 Brochures ............................................................................................................................................. 30 
3.3.3 E-Newsletters ....................................................................................................................................... 31 
3.3.4 White papers ........................................................................................................................................ 32 

3.4 EVENTS-BASED COMMUNICATION .......................................................................................................................... 32 
3.4.1 Procedure for dealing with event requests .......................................................................................... 33 
3.4.2 European events .................................................................................................................................. 36 
3.4.3 Events outside Europe .......................................................................................................................... 37 
3.4.4 Pilot specific communication events .................................................................................................... 37 
3.4.5 Organisation of project specific workshops ......................................................................................... 38 
3.4.6 Events based strategy .......................................................................................................................... 38 



 

 

Page | 5  
 

D3.7 ς Initial Impact Plan 

 

3.4.7 Exhibition material ............................................................................................................................... 39 
3.4.8 Posters ................................................................................................................................................. 39 
3.4.9 Roll-ups ................................................................................................................................................ 40 
3.4.10 Small Exhibition stand .......................................................................................................................... 40 
3.4.11 On-line education / tutorial / training material ................................................................................... 41 
3.4.12 Press-based and media communication .............................................................................................. 41 

3.5 WEB-BASED COMMUNICATION ............................................................................................................................. 44 
3.5.1 Web based strategy ............................................................................................................................. 45 
3.5.2 Website ................................................................................................................................................ 46 
3.5.3 Usability ............................................................................................................................................... 49 
3.5.4 Links policy ........................................................................................................................................... 50 
3.5.5 Social Media ......................................................................................................................................... 51 

3.6 EVALUATION: METRICS AND MEASUREMENTS .......................................................................................................... 55 
3.6.1 Overview .............................................................................................................................................. 55 
3.6.2 Events based evaluation ...................................................................................................................... 56 
3.6.3 Evaluation of digital communication actions....................................................................................... 56 
3.6.4 Monitoring and analysing web impact ................................................................................................ 58 
3.6.5 Social media management, monitoring and measurement ................................................................ 59 
3.6.6 Social Media platform metrics ............................................................................................................. 60 
3.6.7 Specific Channel indicators .................................................................................................................. 60 
3.6.8 Press based evaluation ........................................................................................................................ 62 

4 IMPACT THROUGH EXPLOITATION ............................................................................................................. 63 

4.1 EXPLOITABLE ASSETS ........................................................................................................................................... 64 
4.2 EXPLOITATION ACTIVITIES ..................................................................................................................................... 65 

4.2.1 Commercial scenarios: ......................................................................................................................... 65 
4.2.2 Non-commercial scenarios: .................................................................................................................. 66 

4.3 MARKET IMPACT OF EXPLOITATION ACTIVITIES ......................................................................................................... 66 
4.4 UNIQUE SELLING POINTS; AS A WHOLE ................................................................................................................... 67 
4.5 UNIQUE SELLING POINTS; PER PILOT DOMAIN .......................................................................................................... 69 

4.5.1 Smart Highways (WP4) ........................................................................................................................ 69 
4.5.2 Connected Cars (WP5) ......................................................................................................................... 71 
4.5.3 Proactive Rail Infrastructures (WP6) .................................................................................................... 74 
4.5.4 Ports as intelligent logistics hubs (WP7) .............................................................................................. 76 
4.5.5 Smart Airport Turnaround (WP8) ........................................................................................................ 78 
4.5.6 Integrated Urban Mobility (WP9) ........................................................................................................ 80 
4.5.7 Dynamic Supply Networks ................................................................................................................... 82 

4.6 BENEFITS DISCOVERED BY TRANSFORMING TRANSPORT ............................................................................................. 83 

5 IMPACT THROUGH PILOT RELATED ACTIVITIES ........................................................................................... 84 

5.1 GENERAL PILOT RELATED IMPACT EVALUATION MANAGEMENT ..................................................................................... 84 
5.2 PILOTS COMMON IMPACT EVALUATION FRAMEWORK ................................................................................................ 84 

6 CONCLUSIONS ............................................................................................................................................ 86 

7 ANNEX I: IDENTITY MATERIAL .................................................................................................................... 87 

8 ANNEX II: PRESS RELEASES ς REPORTING TEMPLATE .................................................................................. 89 



 

 

Page | 6  
 

D3.7 ς Initial Impact Plan 

 

9 ANNEX III: VARID ........................................................................................................................................ 90 

10 ANNEX IV: TT HIGH-LEVEL ADVISORY BOARD MEMBERS: ........................................................................... 92 

 

Table of Figures 
Figure 1: Targeted Audience ......................................................................................................... 21 

Figure 2: Initial Design of the project Brochure ............................................................................ 31 

Figure 3: Initial Design of the project Brochure ............................................................................ 32 

Figure 4: Website mission statement ........................................................................................... 47 

Figure 5: Website structure .......................................................................................................... 48 

Figure 6: TT LinkedIn Group page ................................................................................................. 52 

Figure 7: TT Twitter page .............................................................................................................. 53 

Figure 8: TT Facebook page .......................................................................................................... 54 

Figure 9: TT Twitter page .............................................................................................................. 54 

Figure 10: Evaluation and follow up measurement...................................................................... 57 

Figure 11: Transforming Transport Exploitation Roadmap & Methodology ................................ 63 

Figure 12: Benefits arisen in TT project ........................................................................................ 83 

Figure 13: Project logo (vertical and horizontal) .......................................................................... 87 

Figure 14: Business cards .............................................................................................................. 88 

Figure 15: Press Releases ς Reporting template .......................................................................... 89 

 

List of Tables 
Table 1. Criteria and the general evaluation questions related to the project impact ................ 11 

Table 2: Pathway between communication activities .................................................................. 13 

Table 3: Indicative Scientific Journals and Conferences ............................................................... 17 

Table 4: Communication ς audience classes ................................................................................ 23 

Table 5: Goals per audience .......................................................................................................... 24 

Table 6: Print-based communication strategy .............................................................................. 29 

Table 7: Initial plan connecting events type and audiences ......................................................... 38 

Table 8: How chosen media sources will reach the target groups ............................................... 41 

Table 9: Sample of Potential Audience ......................................................................................... 42 

Table 10: KPIs for the measurement of the effectiveness of the website that the project is 

discussing at the moment ............................................................................................................. 58 

Table 11: Channel: Twitter ............................................................................................................ 61 

Table 12: Description of Transforming Transport Exploitation Roadmap & Methodology ......... 64 

Table 13: TT Exploitable scenarios per WP ................................................................................... 65 



 
 

Page | 7  
 

D3.7 ς Initial Impact Plan 

 

 

Definitions, Acronyms and Abbreviations 
Acronym Title 

CP Collaborative Project 

EC European Commission 

ICT Information and Communication Technologies 

KPI Key Performance Indicator 

TT Transforming Transport 



 
 

Page | 8  
 

D3.7 ς Initial Impact Plan 

 

 

Executive Summary 
This document is the first version of the Impact Plan entailing the Dissemination and 

Communication Strategy of the Transforming Transport project. The document is produced in 

the early stage (inception phase) of the project duration, representing the first step towards the 

coordination of mainly publicity initiatives across pilot sites through the definition of 

dissemination tools and activities cross project and of the intentions of each site to realise the 

local activities, stimulate community (domain) participation, enable technology transfer, 

stimulating innovative services and contributing to policies creating a ground for further 

exploitation opportunities.  

In detail, the deliverable outlines the strategy for achieving impact through dissemination, 

communication and exploitation, guiding all the outreach activities of the project and beyond. 

As such, it comes as a result of WP3 and T3.2 in particular. 

The document objective is to trace the impact creation roadmap that will be followed in the 

project and to report on the achieved dissemination results intending to present how the 

project plans to promote and ensure uptake of its results on a European level, by assessing, 

demonstrating and disseminating successful business cases together with the achieved benefits 

and concrete proof points from real-world in-situ trials. These proof points will also serve as 

catalysts for stimulating and preparing concrete exploitation actions of the TT participants and 

targeted industrial partners act as multipliers for post-project pilot organizations, thereby 

ensuring the replication and sustainability of TT outcomes extending the project impact 

throughout the EU. 

This will be complemented by two dedicated deliverables focusing on KPIs. On the one hand, 

D2.2 will define pilot-level KPIs; on the other hand, deliverable D3.8 will define project-level 

KPIs. Together with D 3.7, these deliverables will constitute the initial TT plan for impact. 
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1 INTRODUCTION  
 

Effective communication is particularly important because of the geographic and psychological 

distances that separate the interested audiences of a project, so we intend to establish a 

unified outlook between a sender and a receiver of the message we want to disseminate. The 

majority of communication means that we will follow is verbal, but nonverbal communication 

and the concept of silent languages must be also considered. Effective communications require 

three elements, namely the sender (the one who initiates the communication), the message 

and the receiver connected by a message channel (the path through which the message moves 

from sender to receiver). The three ingredients for well-planned communication strategies: 

objectives, audiences and messages. Once a sender has placed a message into a channel or a 

set of channels and directed them to the targeted destination, the completion of the process is 

dependent of the receiver's decoding, meaning how the message is transformed into thought 

and whether the message was subjected to interference. The TransformingTransport 

consortium considered the potential parameters that may act as noise and proceeded with the 

formation of a plan designed to be: 

¶ Flexible enough, in order to be adjusted in accordance with the results of the feedback 

received by the pilots taking into consideration the following aspects: 

o Cultural /domain noise (lack of language skills may render a brochure useless ς 

translation options have been discussed). 

o PŜǊƛƻŘƛŎŀƭ ŀƴŀƭȅǎƛǎ ƻŦ ǘƘŜ ǇƻǊǘŀƭΩǎ ǘraffic statistics and social media traffic 

statistics.  

o Collection and analysis of surveys, events participants feedback forms, emails, 

etc.  

¶ Thorough in disseminating information and publications produced both by the project 

and separately by partners via various activities (web channels, printed material) 

ensuring that information have been carefully reviewed and selected;  

¶ Multifaceted by employing the following means: 

o Online-based means (redistributing content to other stakeholders' portals, 

building this way a network) 

o Paper-based means (publications) 

o Physical events, through direct contacts via events and conferences 

(distributions of the promotional materials, face to face discussions) 

o Email exchange 
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o Measurable and Traceable by employing quality indicators for all services 

undertaken and tracking the progress of the dissemination progress.  

¶ Beyond the aforementioned plan someone should consider that a priority is to try and 

work more on the aspect of involving all the teams and stakeholder.  

The overall process followed towards development of a detailed impact strategy has been to:  

¶ Identify the target audiences 

¶ Consider the specificities of the target audiences. 

¶ Ensure that the specially calibrated per case message is clearly defined and addresses 

the needs of each target audience.  

¶ Select/fine-tune the dissemination/communication activities. 

We focus on the following types of activities: 

¶ Scientific Based- awareness raising scientific material  

¶ Print-based ς awareness-raising material, hard-copy publications and presentations; 

promotional material (brochures, leaflets etc.); 

¶ Events-based ςactive presence in international conferences, workshops ς as well as the 

organisation of at least one event per year;  

¶ Web-based dissemination activitiesς newsletters, e-publications/ online papers and 

reports, social networking presence, RSS feeds; using the website as a dissemination 

hub and build a web-based strategy central to the site 

¶ Press based- newspapers, journals, etc. 

 

1.1 Rationale and goal 
The European Commission (EC) defines the aim of the call within its strategy to promote and 

introduce the use of big data in transport. These strategies are being researched and tested 

through the Collaborative Projects (CPs). However, it is extremely important for a CP to achieve 

high impact in numerous dimensions, so as to be successful. 

In this respect, this deliverable aims at setting the scene and presenting the impact plan of the 

Transforming Transport project. The impact plaƴ ǿƛƭƭ ōŜ ǊŜǾƛǎŜŘ ƛƴ ǘƘŜ ŎƻǳǊǎŜ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘΩǎ 

duration based on a live assisting document placed in the document internal repository set by 

the project coordinator (basecamp). 
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1.2 Methodology  
This section outlines the methodology geared towards performing a qualitative (in terms of 

strategy) and quantitative (in terms of concrete measures) assessment of the development and 

execution of the activities related to the impact measurement for TransformingTransport 

project. 

A further aim is to exploit the findings of T3.1, in creating a cross assessment toolkit for 

measuring the success of the pilots and to assess further the results springing from the pilot 

run. The methodology and the evaluation instruments suggested in this deliverable will be 

used/are already used in extent in the pilots and the proof of concept will be applied to the 

production of the final impact evaluation report (and in white papers produced for 

disseminating the results of these activities. In any case, to evaluate is to assess delivery of 

policies and activities. Beyond being a formal requirement, evaluation is about improving the 

work we do; about adding to our professional skills and experience; and about helping our 

colleagues to improve. 

Per section and impact type we illustrate the criteria and evaluation steps.  The overview of 

evaluation instruments and the Indicators and Sources will be provided at the updated versions 

of this deliverable. Due to the nature of the evaluation and the prerequisite of measuring the 

success of the pilots, a functional benchmarking will be conducted, that is, we will not compare 

the pilots to direct competitors, but rather we will compare common elements of a particular 

set of practices between the pilots. Especially the focus will be here in how the different pilots 

evaluate the relevance, efficiency and effectiveness of the use of big data.  

Additionally, the performance, security, openness, and scalability of the project solutions 

springing from the analysis of the big data sources, will be evaluated, at a more technical level. 

Thus, although the pilots are different we will be able to understand the use behaviour and the 

ƭŜŀǊƴƛƴƎΩǎ that will be used to provide feedback to the user requirements analysis and scenario 

creation in order to ensure that the delivered continually meet user needs. 

In  

 , the criteria and the general evaluation questions related to the project impact are presented. 

These criteria and the questions are of high-level impact and the project will need to answer 

having collected and analysed the outcomes and the results of both the pilot and proof of 

concept evaluation as also of the technical evaluation.  

Table 1. Criteria and the general evaluation questions related to the project impact 

Criteria General Evaluation Questions 
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Relevance Does TT satisfy the needs of users and potential users? 

Efficiency Do TT solutions contribute to a 20% increase in the productivity of 
the respective sectors? 

Effectiveness Which kinds of benefits have we gained by the use of big data? 

Did the project achieve the objectives it has set? 

 

Impact will be achieved along the lines of 4 dimensions, namely (a) dissemination, (b) 

communication, (c) exploitation, as well as (d) pilot specific activities that span across all 3 

previous dimensions. 

1.2.1 Impact through dissemination 

Dissemination literally means sowing seeds, and going beyond publication of the project results 

and achievements targeting at diffusing research findings to specific audiences.  

 Dissemination and the evaluation of the dissemination strategies utilized can also provide a 

better understanding of the barriers to dissemination and lead to greater utilization of the most 

effective dissemination strategies in future research projects. It is not a single act since it 

involves several mechanisms throughout the life of the project and each activity targeting at 

achieving a specific goal. Under this light, dissemination activities should be carefully and 

appropriately considered and outlined in a dissemination strategy from the inception phase of 

the project, focusing on the needs of the audiences who will use the knowledge and as an 

effect disseminate research findings. In order to respond to the need for high quality and 

creativity that meet the specificity of the engaged audiences, TransformingTransport will 

produce sets of promotional material with the possibility to flavour them with national or local 

content where applicable with the cooperation of pilots or local stakeholders which will be 

diffused on specific dissemination channels and tools. The analytical list of dissemination tools 

foreseen until the end of the project are carefully described below. Developing dissemination 

products organisation and the inclusion of several sub-processes such as information gathering, 

analysis and translating among others is foreseen.  

The process for reporting dissemination activities has been thoroughly analysed in the DoA as 

well as specific reporting templates where we can collect information on partnersΩ 

contributions.  

1.2.2 Impact through communication 

All across Europe scientific institutions and innovative companies face the demands of a 

challenging a new research framework: HORIZON 2020 where we identify a switch in the 
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strategic focus which now is focusing on challenge- and impact-driven. Assessing the impact 

and value of communication activities, gaining organisational support or simply learning how to 

work better are amongst the key benefits of evaluation. 

Most communication campaigns aim to change individual attitudes and behaviours or to 

mobilise public and decision-maker support for policy change - or a combination of both. A 

visual representation of the pathway between communication activities, the intended outputs, 

outcomes and ultimate impact is important in pinpointing the evaluation.  

Table 2: Pathway between communication activities 

 

Most communication evaluation focuses on output: measuring communication performance 

(e.g. number of press releases issued, events held, press presence, number of communication 

messages exposed etc.). Although this can be useful initial feedback, far more important is to 

measure outcomes: did communication activities result in any opinion, attitude and/or 

behaviour change amongst targeted audiences? Of similar importance leading to change is the 

need to craft specialized messages that makes a project passing a sustainable story to the 

world. 

The aim of evaluation may not always be to prove that communication efforts definitely caused 

change, but to assess the assumptions and quality of the communication activities. 

Methods to evaluate communication campaigns vary according to the objectives set and 

activities used. In the evaluation section, we suggest a methodology for evaluation  

1.2.3 Impact through exploitation 

Although dissemination and exploitation are closely related, they are distinct processes.  While 

the mechanisms for dissemination and exploitation (mainstreaming and multiplication of 

results) often overlap, dissemination (including also information provision and awareness 
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raising) can take place from the beginning of a project and intensify as results are becoming 

available, but full exploitation can happen only when it becomes possible to transfer what has 

been learnt into new policies and improved practices.  Exploitation is a process that reaches 

beyond the life of the project so that its results are sustained.  

The process of disseminating and exploiting the results of projects with a view to optimise their 

value, strengthen their impact, transfer them, integrate them in a sustainable way and use 

them actively in systems and practices at local, regional, national and European levels increase 

the global impact of the project. 

.Any action to disseminate know-how must be compatible with IPR, confidentiality 

requirements and the legitimate interests of the partners as established in the project 

consortium agreement. Partners should be informed prior to dissemination and along these 

lines, the coordinator and WP leader should be receiving notification for all activities involving 

the results diffusion from partners well in advance. 

1.2.4 Impact through pilot-specific activities 

This is the process for measuring impact through pilot-specific activities (communication on 

behalf of pilot related partners, demonstration activities, open pilot workshops, etc.). 

This process involves reports from pilot partners in the following form: 

- Pilot Scope. 

- Pilot Objectives. 

- Pilot Resources. 

- Pilot Reference Group. 

- Pilot Participants. 

- Pilot Schedule . 

- Success Criteria and Metrics  (Key Performance Indicators ς KPIs). 

- Pilot Impact Evaluation. 

1.2.5 Criteria for measuring success 

The criteria for measuring the success of the impact related activities have been proactively 

already defined in a manifold manner: 

a) Within the TransformingTransport DoA. 

b) In the internally delivered impact roadmap of the project to be followed by the 

consortium. 
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c) In a live google sheet, where partners are set to report their impact related activities 

(https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0

Yy0W7QM8yng4/edit#gid=802200524)1 

                                                      
1
 This google doc will be used from all the partners to report their impact related activities. Partners should report 

their activities as set in the doc, whereas the impact manager (WP3 leader) will be monitoring these activities and 
reporting them in the dedicated deliverables. 

https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8yng4/edit#gid=802200524
https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8yng4/edit#gid=802200524
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2 IMPACT THROUGH DISSEMINATION 
 

2.1 Introduction 
Dissemination and stakeholder engagement is central to the success of TransformingTransport. 

This section provides a description of the dissemination strategy. The Dissemination and 

stakeholder engagement is central to the success of TransformingTransport. This document 

provides a description of the TransformingTransport dissemination strategy.  

The consortium recognises that dissemination activities are an essential and pervasive activity 

ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ƭƛŦŜΣ ŀƴŘ ƛƴǘŜƎǊŀǘŜŘ ǿƛǘƘƛƴ ŀƭƭ ƛǘǎ ǿƻǊƪ ǇŀŎƪŀƎŜǎΦ  The consortium 

recognises that dissemination activities are an essential and pervasive activity throughout the 

ǇǊƻƧŜŎǘΩǎ ƭƛŦŜΣ ŀƴŘ ƛƴǘŜƎǊŀǘŜŘ ǿƛǘƘƛƴ ŀƭƭ ƛǘǎ ǿƻǊƪ ǇŀŎƪŀƎŜǎΦ Lƴ ǎƻƳŜ ŎŀǎŜǎΣ ƛǘ ǿƛƭƭ ōŜ ƘŜƭǇŦǳƭ ǘƻ 

experts of the domain to support our goal, making it easier to attract additional stakeholders. In 

other cases, good contacts with associations of active citizens and local groups can help 

convince authorities about the importance of our message. It may also be beneficial to work in 

both directions at the same time, using local or national mass media as well. The challenge is to 

improve the accessibility of new findings to those who are trying to reach them. This means, 

firstly, ensuring the availability of materials or ideas to the target audiences and secondly, 

making these findings comprehensible to those who receive them. In addition one of the 

expectations is to build ownership about the project, hereby, concentrating in the good 

practice exchange, political leadership and dissemination of TT results and further promotion of 

the domain as a whole. 

 

2.2 Dissemination strategy 
In the following we provide details on our initial dissemination plans. 

 

Dissemination Preparation Phase: The success of dissemination activities strongly depends on 

the dissemination channels identified, used and/or established. Therefore, before actually 

implementing a dissemination plan TransformingTransport will go through a dissemination 

preparation phase. During this phase, the TransformingTransport Consortium will:  

a) create a central theme, including an identity logo to facilitate the creation of an 
instantly recognizable image (TransformingTransport branding), and solidify the 
project's name in the target audience's mind, 
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b) use the pilots for increasing awareness of TransformingTransport and influencing the 
design of the pilots based on received feedback 

c) identify an audience of existing or potential stakeholders from the categories defined 
above. 

 

Dissemination Execution Phase: The execution of the dissemination plan will cover all 

dissemination channels and audiences identified within the dissemination preparation phase 

and will target every identified existing or potential stakeholder. Given the wide range of areas 

the TransformingTransport solutions will have great impact on, different dissemination 

approaches will be followed. Grouping these audiences to Research Community, Industrial and 

Business world and general public, the dissemination execution phase for each of them will 

include: 

 

Research Community 

¶ Special Issues organization: The consortium will organize at least 1 special issue in 
Transportation Science Part C or related journals. The high scientific profile of the 
participating academic and research institutes guarantees the success of these special 
ƛǎǎǳŜǎΣ ǿƘƛŎƘ ǿƛƭƭ ŘŜƳƻƴǎǘǊŀǘŜ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ǊŜǎŜŀǊŎƘ ŀŎƘƛŜǾŜƳŜƴǘǎ ǿƻǊƭŘǿƛŘŜΦ 

¶ Workshops organizationΥ ¢ƘŜ ŎƻƴǎƻǊǘƛǳƳ ǿƛƭƭ ƻǊƎŀƴƛȊŜ ǿƻǊƪǎƘƻǇǎ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ǇǊƻƧŜŎǘΩǎ 
duration, where interested researchers and industry professionals can go and learn about 
MaaS and how to implement it. 

¶ Contribution to international journals and conferences: All the interesting and innovative 
research results of TransformingTransport will be published in leading international 
journals in the field, as well as presented to international conferences. Indicative journals 
and conferences are presented in the table below. 
 

Table 3: Indicative Scientific Journals and Conferences 

Transportation Journals and Conferences 

Transportation Research Part A: Policy and Practice, Transportation Research Part B: Methodological, 

Transportation Research Part C: Emerging Technologies, Research in Transportation Business and Management 

(Impact Factor 0.768); Research in Transport Economics (Impact Factor 0.750); Transportation Research Arena 

(TRA); European Transport Conference (ETC); Transportation Research Board Annual Meeting (TRB); 

International Choice Modeling Conference (ICMC). 

Business & Marketing Journals and Conferences 

Journal of the Academy of Marketing Science (Impact Factor 3.744); Business & Information Systems Engineering 

(Impact Factor 2.059); Journal of Marketing Research (Impact Factor 2.300); Journal of Marketing (Impact Factor 

3.819); Technovation (Impact Factor: 2.243); IEEE Consumers Communications and Networking Conference. 

ICT and ITS Journals and Conferences 

IEEE Communications Magazine; IEEE Transactions on Intelligent Transportation Systems; Taylor&Francis 

Journal of Intelligent Transportation Systems: Technology, Planning, and Operations; Informs Journal on 

Transportation Science; IEEE Transactions on Mobile Computing; JCN Journal of Communications and Networks; 

IOS Press Mobile Information Systems; Springer Mobile Networks and Applications; International Conference on 
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the Internet of Things ; International Symposium on Location- and Context-Awareness (LoCA); International 

Conference on Ubiquitous Computing (UbiCom). 

 

It must be pointed out that all principal investigators from research and academia involved in 

TransformingTransport comprise well-recognised experts in their field and they participate in 

wider associations in their fields of expertise, ensuring this way the successful dissemination of 

TransformingTransport results and research findings.  

Last, strategy and assessment itself has two elements ς the dissemination strategy and plan 

(roadmap), and the efficacy of dissemination. Implementation also covers two aspects: 

execution, plus the measurement and tracking the progress of the dissemination strategy. The 

process is illustrated in a supportive file where partners are quested to indicate their actions in 

relation to the types of activities and report on a schedule on 

https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8

yng4/edit#gid=802200524.

https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8yng4/edit#gid=802200524
https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8yng4/edit#gid=802200524
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3 IMPACT THROUGH COMMUNICATION  
3.1 Key strategic mission, objectives and expected outcomes 
The key strategic mission of the communication activities is reflected on engaging as many 

people as possible within the project practices, as well as makes well known the project results 

to a large number of communities. A good communication plan defines how the strategy will be 

expressed through practical public relations activities. It brings together in one document all of 

the fundamental ideas that should be driving communications, including objectives, audiences, 

messages, and an overview of how your goals will be achieved. It sets a clear framework for PR 

activities and allocates roles, tasks and goals to individual members of the team.  

The proposed communication strategy and plan will be deployed in a set of phases depending 

mainly on the project development and available results, namely (A) current assessment, (b) 

planning, (c) execution, (d) evaluation and (e) control. 

Presently the promotional efforts of the project are somewhat confined to tools activities as 

well as materials such as a marketing brochure and a poster.  Our aim is to increase audience 

traffic through a number of different channels leading to ownership on the project issues, 

increased readership, higher membership and improved content.  Under this light the 

consortium defined a targeted scope and impact goals that should focus to meet the project 

defined objectives. Defining objectives and the goals of the communication strategy is the first 

step of work defined by the WP3 leader and the below table is an attempt to analyse the 

expected outcomes. Of course objectives and outcomes are monitored for possible changes 

required based on the real life needs and developments. 

The overall communication objectives are: 

Communications Objectives Expected Outcome 

To achieve a European-level dissemination 

and awareness raising by providing 

information on content and results of the 

project via different channels. 

Targeted experts and other identified stakeholders (eg. transport 

industry, research professionals, transport and energy 

professionals, citizens etc) across Europe become informed and 

encourage big data use and solutions deriving from their handling. 

Use of specific channels to enlarge the dissemination of 

TransformingTransport results such as: newsletter, social-media, 

create photo gallery, etc. 

To offer a unique online focal point 

(website) for promoting and supporting 

collaborative actions along with knowledge 

The TransformingTransport website will become a single gateway 

to access available results for people seeking information, help and 

support on the uptake of the use of big data. 
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Communications Objectives Expected Outcome 

sharing and retrieval customised 

accordingly to the needs of the 

TransformingTransport community.  

To develop visual identity for 

TransformingTransport, create 

dissemination material and organise 

workshops, support smaller events of local 

and national level of importance and the 

identified targeted audiences. 

Design and production of visual identity and guidelines, design of 

office templates, templates for poster, roll-up, stand, newsletter. 

 

3.2 Target audiences 
The communication strategy is expected to target all directly involved and interested parties. 

The target audiences of TransformingTransport include the industry, policy makers, transport 

consultants and similar domain experts, academia and related research organisations, the 

media etc. It is also expected to identify potential interested members who could add value on 

the project developments and indirectly results, exchange good practices and spread the word 

of the project increasing audience participation in the TransformingTransport activities and 

developments and as an effect the big data community.  

These audiences are outlined at the figure on the right (inverted pyramid) according to their 

level of interest, knowledge of the domain and the topics addressed by the project and issues 

being communicated. They are also segmented according to the following criteria: 

By role:  

Policymakers at EU level ς traditionally members of EU institutions, but also national and 

regional transport related administrations and international transport organisations.  

Organisations and individuals involved in transport research; and policy analysis (e.g. ERTICO). 

A wide range of organisations that may be players and/or catalysts who could be both  

providers and 'consumers' of information, and might also play additional roles in linking, 

multiplying advising, and supporting other players in such fields.  

By affiliation:  

¶ From public sector or interested parties from industry. 

By geographic spread/situation:  
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¶ From multinational/international through to local levels. Special focus should be paid to 

the audiences present at local events in the pilot locations. 

By organisation size:  

¶ From large structures through to individual operators. 

3.2.1 Audience Classes 

The different Audience Classes are (see also Figure 1): 

 

Figure 1: Targeted Audience 

General public': this Class does not actively seek information. This lack of motivation is coupled 

to a low understanding of how the EU, its institutions and their programmes work, Reaching 

ǘƘŜƳ ƛǎΣ ǘƘŜǊŜŦƻǊŜΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ŘƛŦŦƛŎǳƭǘΦ aŜǎǎŀƎŜǎ ǎƘƻǳƭŘ ŦƻŎǳǎ ƻƴ Ψ9ǳǊƻǇŜŀƴ !ŘŘŜŘ ±ŀƭǳŜΩ ƛƴ 

areas of interest to them, ǊŀǘƘŜǊ ǘƘŀƴ ǘƘŜ 9¦Ωǎ ƛƴǎǘƛǘǳǘƛƻƴǎΣ ǇƻƭƛŎƛŜǎ ŀƴŘ ǇǊƻƎǊŀƳƳŜǎΤ 

'Interested audiences': the other audiences in the pyramid's upper half are not involved in 

transport directly, but they know it is important, may have an influence over it, and need clear, 

useful, non-technical information. Two basic sub-classes are often distinguished:  

'Interested public': while not highly motivated to seek and study information, they are 

interested enough to visit a website, read a relevant newspaper article or even thumb through 

a brochure (if we can get it to them);  

'Interested decision-makers2': while not in the sector, they may influence it and/or benefit 

from our content. Examples include influential organisations in the fields of research, 

environment, urban planning at local or regional levels, etc. 

                                                      
2
 bƻǘŜ ǘƘŀǘ ΨŘŜŎƛǎƛƻƴ-ƳŀƪŜǊǎΩ ƛƴ ǘƘƛǎ ǾƛŜǿ Ŏŀƴ ōŜ ƛƴ ǇƻƭƛŎȅΣ ōǳǎƛƴŜǎǎ ƻǊ ǎƻŎƛŜǘȅ ŀǘ ƭŀǊƎŜΦ 
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Specialised audiences, in the lower half of the Inverted Pyramid, are in the transport or big 

data sector ς i.e., they are professionally motivated to get involved in TransformingTransport 

ŀƴŘ ǘƘŜ ōƛƎ Řŀǘŀ ŘƻƳŀƛƴΦ ¢ƘŜǎŜ ƎǊƻǳǇǎ ŀǊŜ ƻŦǘŜƴ ǿƘŜǊŜ ΨǎǘŀƪŜƘƻƭŘŜǊǎΩ ŀǊŜ ŦƻǳƴŘΦ ¢ǿƻ !ǳŘƛŜƴŎŜ 

subclasses are often distinguished:  

Ψ{ǇŜŎƛŀƭƛǎŜŘ ŘŜŎƛǎƛƻƴ-makers': these are the people who may, for example, decide whether 

their organisation should get involved and invest in big data 

ΨIƛƎƘƭȅ ǎǇŜŎƛŀƭƛǎŜŘΩΥ these are people who are directly involved in relevant work in their day-to-

day work. 

Structuring our audiences using the Inverted Pyramid will have real impacts on what 

communication we produce, and how we write, design and distribute them.  

For example: 

Language style: The language style used in the different products will vary, generally becoming 

more specialised at deeper levels. This is because it is not true that jargon is to be avoided at all 

costs ς specialised audiences understand jargon, and will quickly tire of material explaining 

things to them which they already know, in language they would consider infantile. Technical 

language, therefore, has its place ς ōǳǘ ƴƻǘ ƛƴ ǇǊƻŘǳŎǘǎ ǿǊƛǘǘŜƴ ŦƻǊ ΨǳǇǇŜǊ ǇȅǊŀƳƛŘΩ ŀǳŘƛŜƴŎŜǎΤ 

Design style: This is equally true for design issues ς it may actually be counter-productive, as 

well as a waste of resources, to design a report aimed at highly specialised audiences as a glossy 

ǇǊƻŘǳŎǘΣ ŎƻǾŜǊŜŘ ǿƛǘƘ ΨǎƳƛƭƛƴƎ ƘŀǇǇȅ ŦŀƳƛƭȅΩ ƛƳŀƎŜǎΦ Lƴ ǘƘƛǎ ŎŀǎŜΣ ǘƘŜ ǇǊƻŘǳŎǘ ǘȅǇŜ ƛǎ 

inappropriate for both audience and message. 

Content: Content is crucial in successful communication. Content has to be aligned with 

audience classes so for specific products this fact will be considered before production of the 

respective promotional material. Content differs from: 

¶ General public to 

¶ Decision makers to  

¶ Industry to 

¶ Researchers/specialists 

Within this line: 

¶ General public needs general information that is easy to understand. 

¶ Decision makers need information that relates to their policy makers (e.g., how and to 

what level do measure contribute to their policy goals) 

¶ Researchers want to have in-depth information on methodology, results springing from 

the measures tested by the demonstration cities and uncertainties of those results 
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And the media? The media are a means, not an end.  For example: 

¶ LƴǘŜǊŜǎǘŜŘ ŀǳŘƛŜƴŎŜǎ Ŏŀƴ ōŜ ǊŜŀŎƘŜŘ ǘƘǊƻǳƎƘ ǘƘŜ CƛƴŀƴŎƛŀƭ ¢ƛƳŜǎΩ ŦǊƻƴǘ ǇŀƎŜΤ 

¶ Specialised decision-makers can be reached via the Financial Times' front page and 

relevant section;  

¶ Highly specialised people have their own scientific/industrial journals and magazines 

which will carry more technical information. 

In other words, the media represent a multiplier effect. They are often an important multiplier; 

however, that merits its own communication products (e.g., press releases, backgrounders, 

interview opportunities, technical briefings, articles). The media are thus covered in the 

Multiplier Programme in more detail.  

While the media can be treated as an audience in their own right, the Inverted Pyramid has 

grouped them with their readers as the level of detail and key messages are (roughly) the same. 

To reach a business decision-maker via a business journalist, for example, the journalist must 

have access to the same level of information that the business decision-maker would expect to 

ǊŜŀŘ ƛƴ ǘƻƳƻǊǊƻǿΩǎ ƴŜǿǎǇŀǇŜǊΦ IƻǿŜǾŜǊΣ the consortium will need to compose the material in 

a way suited to the media (e.g., via a press release, background factsheets, interviews). For this 

manner the WP leader has empowered its team with editors and journalists that could ensure 

on the content quality and writing style bringing on board experience gained from projects such 

as CORDIS editorials, Europa, DG Mare, CIVITAS etc. 

The audiences can be classified on the Inverted Pyramid as follows at the table depicted below: 

Table 4: Communication ς audience classes 

Audience Class Audience Group Notes 

Interested decision-

makers 

Local related 

politicians and & 

their civil servants 

Local politicians in fields which are related to transport 

(environment, health, business/ employment), and the civil 

servants who work for them 

Regional/national 

transport politicians 

and & their civil 

servants 

In the transport field, but operating at a different political level 

Local business 

leaders 
Concerned about the competitiveness of their city in 

functioning efficiently and helping them attract talent 

Specialised decision-

makers  

Local mobility 

politicians 
The local politicians and other public decision-makers most 

directly interested on the use of big data in transport 

Transport industry 

and & research 

leaders 

Decision-makers in the private and research sectors supplying 

technical solutions in urban transport 

Highly Specialized 
Local mobility 

servants/experts 

Other urban planning 

Experts working for the local mobility politicians, above, as 

well as consultants, analysts etc. 
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Audience Class Audience Group Notes 

professionals 

Transport 

industry/research 

professionals 

Professionals in the private and research sectors supplying 

technical solutions in urban transport 

 

3.2.2 Our goals for these audiences 

We do not communicate with the audiences without a reason ς we wish to initiate an outcome, 

worthy enough convincing a CEO to invest at an innovative approach to public transport 

planning piloted in a city,  or similarly when helping cities team up with technology providers to 

propose a project. 

Table 5 therefore sets out the goals we wish to reach for each audience category and under 

these lights all activities are organized around the achievement of these goals. 

In this version of the document, these goals are unchecked against audience expectations and 

motivations representing our ambitions.  

In the final version of this communications strategy, these goals will be validated using the 

audience research, so we will know whether they are realistic. TransformingTransport 

undertook an audience prioritisation exercise for reaching to the table depicted below: 

Table 5: Goals per audience 

Audience Group Project goals  

All  Be a Multiplier: promote TransformingTransport benefits 

to their audiences  

Interested Audiences 

Concerned citizens  Pressure local politicians to learn from 
TransformingTransport and influence the openness of 
ŘŀǘŀΦ ¦ǎŜΥ άŎƛǘƛŜǎ ƭƛƪŜ ƻǳǊǎ ŘƛŘ ǘƘƛǎ ŀƴŘ ƛǘ ǿƻǊƪŜŘΦ ²Ƙȅ ƴƻǘ 
ǳǎΚέ  

Local related politicians and  
civil servants  

Recommend TransformingTransport - to their peers in 
transport  

Regional/national 
environment and transport 
politicians and civil servants 

Recommend TransformingTransport - to city transport 
decision makers in their region/country that could 
influence the use of big data at local level owned by the 
cities, and openness of data. 
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Local business leaders   

Specialized Audiences 

Local mobility politicians  Join the big data community to contribute to community 
learning, learn from TransformingTransport results, and 
transfer them to their city. (Likely to direct civil servants to 
do so)  

their civil servants, other 
urban planning professionals  

Idem (Likely to actually do the majority of the work)  

Transport industry and the 
research leaders  

Join the big data community to contribute to learning, 
learn from TransformingTransport results, and transfer 
them to their urban transport projects (research, 
demonstration, implementation) 

(likely to tell their professionals, below, to do so)  

Transport industry/research 
professionals 

I (Likely to actually do the majority of the work) 

 

3.2.3 Multipliers 

Multipliers have an immensely important role as 'message transmitters' to potentially new 

outlets To create a multiplier effect on project results through a two-sided innovation and 

incubation strategy is foreseen by the project.. Multiplier organisations may not necessarily be 

large in numbers but may have enough influence to derive direct and/or indirect benefit from 

their actions in support of TransformingTransport. 

The key motivators of the strategy as these are identified at the inception phase of the project 

are: 

¶ ¢ƘŜǎŜ άƛƴǘŜǊƳŜŘƛŀǊȅέ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ǿƘƻ Ǉƭŀȅ ŀ ǾŜǊȅ ǎƛƎƴƛŦƛŎŀƴǘ ǊƻƭŜ ƛƴ ǎǳǇǇƻǊǘƛƴƎ ƻǘƘŜǊ 

audience/users, and have the expert local knowledge and presence to perform actions 

that cannot easily and effectively be achieved by a centralised project team. 

¶ Effective mobilisation of these key individuals/organisations can save money and effort, 

and can boost significantly the total impact of promotion activities. 

¶ Differing from government ministries (which can be used for passive publicity purposes), 

multipliers will be identified and contacted at the onset of the contractual period.  

The value of TransformingTransport for their organisation will be underlined, and as a direct 

benefit we might offer one or a combination of the following incentives:  

¶ coverage of local news on a regular basis. 
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¶ advanced information on events and conferences. 

o Receiving know how and being on board o latest developments, belonging in the 

ǇǊƻƧŜŎǘ άƛƴǘŜǊŜǎǘ ƎǊƻǳǇέΦ 

More specifically and as planned in TransformingTransport, Paluno (STC) will engage high-level 

external experts (in particular through the High-Level Advisory Board ς HLAB) based on its 

insights from chairing the industry liaison board of S-Cube (a large EU network of excellence) 

and its role as member of the PICASSO EU-US Working Group on Big Data. INTRA will engage 

TransformingTransport with those projects compiling the EU ITS Cluster relating to Big Data 

(already identified interests with H2020 Optimum Project that is coordinated by INTRASOFT.  

3.2.4 Exploring Synergies 

The key success factors for the dissemination of TransformingTransport are both individual and 

institutional. For this reason we will rely on the diversity of actors, and a variety of networks. In 

this respect, this subsection sets the scene for creating a plan to explore those synergies. 

At this stage, the dissemination process of TransformingTransport will attempt to bring to light 

possible synergies in the impact related activities. Exploring synergies with other projects (i.e. 

PPP), committees, networks (BDVA, ITS) and initiatives, may prove to be a cost-efficient and 

future ensured manner to promote the project and disseminate it through the channels and 

services of the synergy projects.  

Online synergies 

In particular we could investigate specific activities that could create online synergies with 

other projects such as: 

Other related projects, services, committees, and initiatives (i.e BDVA). The interaction 

between the abovementioned could have a combined effect in terms of dissemination impact 

that would be greater than the sum of their individual effects. These online synergies may 

involve: 

¶ Special coverage on themes, publication of a targeted blog referring to a TT deliverable  

¶ Advertisement of special issues, piggy back and on line advertisement on events, e.g. 

workshop, e.g.  

¶ Web banner campaigns, e.g. visitors of CORDIS, the principal EU information portal for 

all R&D topics could be exposed to the TT portal and vice versa.  

o CORDIS' news service potentially provides excellent online synergies with the 

TransformingTransport portal for specific subject matters and accordingly TT 

portal service could play the role of an additional channel leading to CORDIS 

portal. This opportunity will be explored: 
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¶ Electronic poster campaigns 

¶ Cooperation with other framework contracts, i.e. relevant support actions under DG 

MOVE, such as AUTOPILOT, etc. 

¶ RSS feed exchange on the targeted project websites  

Apart from the above mentioned cooperation with other services that TransformingTransport 

will identify in collaboration with the current demonstration projects at the year one of the 

project other possibilities for cooperationΦ !ƭǘƘƻǳƎƘ ǘƘƛǎ ǘȅǇŜ ƻŦ άƛƴǘŜǊŀŎǘƛƻƴέ ōŜǘǿŜŜƴ ƻǘƘŜǊ 

projects, initiatives and services may be primarily influenced by political decisions (for example 

upon EC approval or suggestion), it is important to note that such synergies can provide long-

term promotional and visibility solutions that are mutually beneficial to all parties involved due 

to their combined effect as explained above. 

3.2.5 BDV PPP Collaboration 

Established collaboration with linked activities and related Big Data Value PPP projects (such as 

DataBio, BDVe, BigDataEurope, etc.) is envisaged considering the close relation of many of the 

consortium members in these activities (members of BDVA and PP and quite many partners), as 

well as with high-level experts to seek their advice and engage them as multipliers is foreseen 

within the scope of the project. Suggested expert names were reported during the project kick 

off deriving from proliferate organisations (also names of experts conducted by the project are 

provided at Annex section). Within this light and on top of the expert engagement, WP3 leader 

and coordinator are seeking possibilities to piggy back on highlighted events suggested by BDVA 

to strengthen the alignment with the big data value association activities and interests. 

The expected forms of cooperation with BDV PPP and benefits include: 

¶ Cooperation between individual BIG DATA VALUE PPP actions and joint events to 

promote results of the BIG DATA VALUE PPP actions; e.g., seeking coordination 

opportunities regarding dissemination and awareness raising activities with other BIG 

DATA VALUE PPP actions, to achieve greater impact and visibility; 

¶ Collaboration with and participation in BDVA Sub group on Transport and Logistics 

under the Task Force TF7; 

¶ Fostering exchange of general insights, learnings and activities across BIG DATA VALUE 

PPP actions, such as generating recommendations on collaboration and synchronisation 

of activities, including but not limited to management of outcomes, common 

approaches towards standardisation, SME involvement, links with regulatory and policy 

activities; 

¶ Supporting BIG DATA VALUE PPP outreach and dissemination activities by, for instance, 

using the BIG DATA VALUE PPP brand/logo in dissemination material, presenting Action 

results at BIG DATA VALUE PPP and related national, regional and EC events, including 
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active support of community building events, such as the European Data Forum (EDF) 

and the BDVA Summit; 

¶ Sharing relevant information for annual BIG DATA VALUE PPP Monitoring Reports 

including providing key performance indicator (KPI) data in particular on additional 

beneficiary investments to leverage the EC investment. 

3.2.6 Open Data Portal 

The Transforming Transport open data portal will gather all the datasets that are being used in 

the context of the Transforming Transport pilots. For all datasets, their corresponding metadata 

will be recorded, as reported in the near future, and in the case that such datasets can be made 

available openly for further reuse (e.g., because they come from other open data portals from 

municipalities or other public institutions), they will be also stored in the open data portal. In 

the case of data available through APIs, URLs of such data access will be made available as part 

of the metadata, with the data stored in other data storage and access systems. Finally, for data 

that cannot be disclosed, only basic metadata will be made available. 

 

3.3 Print-based communication 
The project is planning to deliver specific printed products to support its communication 

strategy. From experience the preparation of such products involves the contribution of several 

partners and the project has established a collaborative approach for these activities. Knowing 

that there are inherent problems within any approval process when collecting inputs, WP 

leader will support a specific methodology for organizing the activities resulting to the products 

described below in detail. To avoid possible delays and bottlenecks WP in its quest to ensure an 

efficient approval process for our content collection, recommended the following actions:  

¶ Assign writer roles: in the case of the below products the righting roles roles are 

assigned per case i.e. brochure responsibility and leaflet lies under INTRA, newsletter is 

on volunteer basis, white paper editorial lies on specific and named experts 

communicated by the interested pilot leaders. 

¶ Assign Review roles: Assigned roles and responsibilities based on skills, knowledge, 

authority and availability. Approvers will be assigned by STC (PALUNO)and coordinator 

(INDRA). Reviewers are not meant to make changes, their role is to provide to advice 

especially on issues which are topic specific. Each reviewer has 5 working days to 

provide suggestions. 

¶ Define final approver roles: Decide who does what, and who has a final say (and 

ownership) on a piece of content. In TT case editorial check lies on INTRASOFT editorial 

team and final approval lies always on two organisations (INDRA and UDE). 



 

 

Page | 29  
 

D3.7 ς Initial Impact Plan 

 

¶ Analytically the process defined per item is below: 

o  Brochure prepared by INTRA, reviewed by coordinator and STC and then 

released for review by all. Comments collection handled by INTRA, final approval 

by INDRA and PALUNO.  

o Yearly leaflets following the above mentioned review structure. 

o Newsletters are prepared by volunteer writers among the consortium members 

after a call for inputs is communicated by INTRA, articles collected are edited by 

INTRA and reviewed by experts assigned by INDRA and PALUNO, comments 

handled by INTRA, final approval INDRA and PALUNO. White papers prepared by 

targeted authors, reviewed by INDRA and PALUNO plus identified experts 

indicated by PALUNO, edited by INTRA, final approval lies on INDRA and 

PALUNO. 

o Lay-outing of products lies on INTRA. 

Below an analysis of the products foreseen by the project. 

3.3.1 Print based strategy 

At the table depicted below we present an initial plan of our intentions to produce print based 

material and relate it to specific audience groups. 

Table 6: Print-based communication strategy 

What Who How Evaluation 

Lightweight Brochure three fold one 

for general use in year 1 

Brochure (detailed), first version in 

year 2, updated depending on the 

project developments 

 

General public 

Policy makers, 

Local Mobility 

Politicians, 

Urban Planning 

Professionals, 

Transport Experts/ 

Industry 

etc 

Events, 

workshops,  

Web  

 

Increased interested 

public, increased 

contacts, site visits 

etc  

Yearly Leaflets & Promotional 

Material in different versions ς 

events specific (i.e. solely for 

targeted events) 

Across the target 

audiences 

Events Based 

Mainly (EC, 

BDVA) 

Increased interested 

public, increased 

contacts, site visits, 

etc 

Newsletter  

Produced on a periodically basis 

Project and 

partner contacts, 

Mailings 

Website  

Increased interested 

public, increased 
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What Who How Evaluation 

Site unique visitors In Printed 

form 

wherever 

necessary 

contacts, site 

visitation etc.  

 

3.3.2 Brochures 

Apart from the online version of the produced brochures, TransformingTransport will prepare 

hard copy versions to be distributed in events. In our view, the hard copy can prove valuable in 

promoting the visual identity, style and promotional positioning of the project since an 

ŜƴƎŀƎƛƴƎ ŘŜǎƛƎƴ ǿƛƭƭ ōŜ ŀŘƻǇǘŜŘ ǘƻ ŀǘǘǊŀŎǘ ŀ ǊŜŀŘŜǊΩǎ ŀǘǘŜƴǘƛƻƴ όƛΦŜΦ ōƛƎ ƘŜŀŘƭƛƴŜΣ ǎǘǊƻƴƎ ǾƛǎǳŀƭǎΣ 

and a distinct call to action). During the second quarter of the project duration, the project will 

kick start the production of a detailed 3-fold brochure presenting general information about the 

project, the current phase and information about the envisaged pilots. The design and draft 

content will be prepared by the WP3 leader and all partners will contribute inclusive the pilots 

in terms of content. The brochure will follow the design of the TransformingTransport website. 

More brochures will be created during the course of the project and a lightweight brochure is 

also foreseenς events specific (i.e. solely for, targeted events).  A more detailed version will be 

prepared in year 2 and will be revisited based on the project developments and needs. The 

activity will be coordinated by (WP3 leader) and all partners will contribute.  

The TransformingTraƴǎǇƻǊǘ ŀǇǇǊƻŀŎƘ ƛǎ ǘƻ ǳǎŜ ǘƘŜ ŎƻƴǎƻǊǘƛǳƳΩǎ ŜȄǇŜǊƛŜƴŎŜ ŀƴŘ ƪƴƻǿƭŜŘƎŜ ƻŦ 

individual groups' needs to develop promotional material that can reflect the project word and 

reach its target audiences through the right channels (incl. events), using the appropriate 

content and style.  The material will carry the project visual identity to create awareness across 

the target audiences.   

Developing these products in an attractive and high quality manner requires careful 

organisation and the inclusion of several sub-processes such as information gathering, analysis 

and translating among others. In order to respond to this need for high quality and creativity, 

we will produce whole or modular promotional material with the possibility to flavour them 

with national or local content where applicable with the cooperation of the demo projects or 

local stakeholders.  

The WP3 leader is experienced in editorial and overall publication management which will help 

ensure that all steps are carried out efficiently and according to the highest standards, to 

covering the entire lifecycle of promotional material creation and publication. We believe that 
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the impact of the leaflets and the promotional material and their appeal will be maximised 

through a combination of avoiding technical jargon and by selecting designs/graphical 

elements/images that are clear and get the messages across easily. 

 

Figure 2: Initial Design of the project Brochure 

 

3.3.3 E-Newsletters 

TransformingTransport will be involved with the activity to produce a periodical (quarterly) 

newsletter aimed at the Big Data project community. The newsletter will be meeting 

professional publishing standards (Inter-institutional Style Guide (ISG) ) aiming to reflect the 

diversity of activities that the pilots are undertaking always featuring focused news directed to 

relevant target transport audiences. News related to the project will be featured while the front 

page is also covered by a hot topic of a volunteer writer. Each article has a word count of 180-

200 words and one representative image. Contact information of the author of each is also 

included providing a direct link and/or a contact person. Preference is given to articles that are 

results-oriented or clearly illustrate latest developments of the domain. Partner INTRASOFT will 

be coordinating the activity of the content collection while INTRASOFT will be responsible for 

the design, editing and layout. 
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Figure 3: Initial Design of the project Brochure 

 

3.3.4 White papers 

As discussed in Essen, each domain could generate two whitepapers per domain or one 

whitepaper per pilot to have official material on a specific domain to share. An initial plan to 

generate these documents is already identified at the google Excel sheet provided to all 

partners and available at Basecamp. 

 

3.4 Events-based communication 
Awareness-raising regarding TransformingTransport is expected to be impacted positively by 

the project representation in relevant events. Events are an important means for 

TransformingTransport to communicate and disseminate the results of its work. As the per 

project specifications, we expect to be involved in a variety of event formats, ranging from 

conferences and workshops to media events and exhibitions, and to take on all tasks related to 

event planning and implementation, including, where required, the production of targeted 

material and support the project with exhibition material. This requires professional 
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competence, in-depth knowledge of administrative, human and financial management 

procedures and a sound understanding of the sector. 

We will represent TransformingTransport at a number of events aiming to promote and 

disseminate, by all means and tools, all relevant information that will increase the project 

visibility. Participation in events is also an opportunity to increase and strengthen the network 

of relevant parties interested in becoming target audiences and intermediaries becoming 

multipliers of TransformingTransport. More specifically the project representation can take 

place in different ways: 

¶ TransformingTransport plans to organising  physical or virtual events (e.g. workshop, 

webinars);  

¶ Planning to attend project specific targeted events and having staff present to 

disseminate TransformingTransport and providing details and clarifications if 

needed. 

¶ Leaving room for ad hoc events that TransformingTransport is invited that are 

additional to the originally targeted by TransformingTransport events, and providing 

the TransformingTransport Stand and promotional materials (hosted by 

TransformingTransport or hosted by the organiser of the event, such as a city, 

research organisation, ); 

¶ Simple participation for liaising or networking purposes. 

For the aforementioned points (1) (2 and 3) we collect information on the events, we assess 

and prioritise and we decide on whether or not to participate and how to participate. The 

procedure for the events prioratisation to be followed is depicted below. 

3.4.1 Procedure for dealing with event requests 

The TransformingTransport WP3 support team will keep track of all the events where the 

project should be present or for which a request is received. For the identification of targeted 

project specific event venues, we propose a short-list to discuss and assess. This google list is 

created with contributions by all partners as a checklist to assess the interest for 

TransformingTransport to be present according to new needs and developments in targeted 

events for collaboration, dissemination and networking.  

The level of involvement we foresee per event will vary, according to the nature and interest of 

the event. We (INTRA) suggest establishing cooperation with the events or conference 

organisers in order to offer workshops, presentations, round tables, seminars or other. The final 

list of events/and conferences will be discussed in terms of cost efficiency, input to the 

promotion and awareness strategy and priorities of DG MOVE and will be updated according to 

new needs and developments. For the sake of efficiency TransformingTransport has set a 
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procedure for handling requests, so as to make a well-thought decision about its presence at 

external events given budgetary and personnel availability. Overall the communication 

objectives and target audiences together with budget restrictions consideration are the 

reference for the decisions on the events. Furthermore we strive towards an equal 

representation on BDVA and BDVe events. A thorough procedure for deciding on our 

participation on dissemination activities will be followed throughout the project, to identify 

those events which are "tailored" to promote our dissemination goals with each specific group 

within our target audience. Our pre-event work is concerned with event planning and 

preparation activities and follows the detailed work plan. We provide regular status updates to 

TT and deviations from the plan are communicated as they occur. Changes and additional 

requests made by the client or partnership will be integrated into the work plan to the extent 

possible. 

The checklist consists of the following points:  

Pro-event activities 

- /ƘŜŎƪƛƴƎ ƻƴ ŀƴ ŜǾŜƴǘΩǎΥ  

Á Type of dissemination activity (local, national, European, international, etc.). 

Á Date & Geographical location 

Á Broader thematic scope (Is the event directly linked to ¢ǊŀƴǎŦƻǊƳƛƴƎ¢ǊŀƴǎǇƻǊǘ scope? If 

not then we investigate further on potential) 

Á Subthemes and objectives and parallel events i.e. workshops running during the event 

which they may be of important to ¢ǊŀƴǎŦƻǊƳƛƴƎ¢ǊŀƴǎǇƻǊǘ 

Á Expected target audiences 

Á Relevant target audiences for ¢ǊŀƴǎŦƻǊƳƛƴƎ¢ǊŀƴǎǇƻǊǘ?   

Á Can the audiences present at the event help ¢ǊŀƴǎŦƻǊƳƛƴƎ¢ǊŀƴǎǇƻǊǘ reach its objectives? 

Á Expected size and type of audience  

Á Potential networking activities during this event 

Á Media coverage (number of journalists present, press reports on the event etc.)  

Á tŀǊǘƛŎǳƭŀǊ 9/Ωǎ ƛƴǘŜǊŜǎǘ ƛƴ ǘƘŜ ŜǾŜƴǘ 

Á Indicative budget for  participating in terms of: 

Á Human resources (stand to be manned or not) 

Á Promotional material needed 

Á Registration costs  

Á Shipping costs 

Á Experiences from previous editions of the same event 

Á Staff availability within ¢ǊŀƴǎŦƻǊƳƛƴƎ¢ǊŀƴǎǇƻǊǘ 
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Based on the items above TransformingTransport defines a (subjective) priority for being 
present at the event, including a main reason why: 

¶ Low priority (e.g. low number or same type of attendants compared to events organised 
at around the same time, no new target audience, high costs, limited availability of staff, 
etc.) 

¶ Medium priority (e.g. new audience or event, but low numbers expected and high costs) 

¶ High priority (e.g. new and large audience, high EC interest, good media coverage 
and/or acceptable costs). The final list of selected events/conferences will drive the 
presence plan. 

The preliminary identified events of high priority following the aforementioned decision making 

procedure and check points are the International Transport Forum (ITF 2017), ITS Conference 

in Strasburg, BDV SUMMIT & EDF and Transport Research Arena (TRA 2018). Of course the list 

will be amended depending on needs as they arise. In all events maximum representation is 

envisaged considering of course the time setting and the project start date and competition. 

Under this light the partnership will utilize own contacts to ensure the best arrangements. In all 

major events participation with a stand and a presentation slot is something envisaged. 

Specifically at the Transport Research Arena (TRA 2018) the organization of a session or a 

workshop is considered where the project plans to disseminate the initial results elicited from 

the pilots. 

During this phase and in order to proactively work on the organization of the envisaged 

representation we have prepared a preparation plan detailed below: 

¶ Contact the event organisers (AIT) and investigate on opportunities for a session 
organization or a workshop, collect information and deadlines 

¶ Express interest for reservation of space for a stand 

¶ Communicate to partners the open call for contribution for papers and support the 
activity throughout 

o Once paper accepted coordinate the presentation preparation and review 
process 

¶ Once approval of a session/workshop is done we will follow the below plan  

o Contract service suppliers (event venue, off-site locations, speakers/moderators, 
support staff, etc.); 

o We can thereby draw on existing networks across Europe that we can bring to 

play in connection with events organised and communicated for 
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o Any draft agenda for the session/ workshop is shared with, discussed internally 

and refined before being finalized; 

o develop and prepare event materials; 

o event promotion;  

¶ Handle the registration process, stand shipment, on site logistics; 

¶ Prepare for on-site execution of the event. 

 

Based on the project briefing, research, and previous knowledge and experience we stand 

ready to develop an agenda that: 

¶ Is in line with TransformingTransport communication strategy; 

¶ Serves to highlight areas that correspond to TransformingTransport objectives; 

¶ Offers added value to the target audience; 

¶ Is well balanced in terms of geography and gender of speakers; 

Regarding the event related materials we plan to produce targeted gadgets. We design, layout 

and print/produce the full set of documents and materials typically required for professional 

events. This includes in particular a selection from the list of the following possibilities:  

¶ Conference bags ¶ Practical information guide 

¶ Badges and lanyards ¶ Gadgets (e.g. USB sticks, pens) 

¶ Name plates  ¶ Presentation templates 

¶ Signage ¶ Posters 

¶ Event programme and related 

information (e.g. speaker bios, 

background documents) 

¶ Notepad 

We apply a consistent design to all documents and materials specific to an event or to a series 

of related events. All such communication and promotional material will be done according to 

TT specifications and visual identity. 

3.4.2 European events 

As an indication of the variety and type of events and conferences in the area of transport / 

research, 

https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8

yng4/edit#gid=802200524 lists here some of them. Those events are proposed as an indication 

https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8yng4/edit#gid=802200524
https://docs.google.com/spreadsheets/d/1_7TZCRIWvwJG38sUIQFRHvyWgRgs1M0Yy0W7QM8yng4/edit#gid=802200524
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of the types of events being held throughout the EU and beyond in 2017 that 

TransformingTransport is targeting to participate/ed. 

 

3.4.3 Events outside Europe 

The transport sector sees a number of events held outside Europe on an annual basis as a 

challenge for dissemination and technology transfer among the two different contenents. 

However, it is important to ascertain the value of each event individually and ensure that the 

needs of the communication plan will be best served by the TransformingTransport presence at 

that event and not elsewhere. For such events we will be contacting the organisers to receive 

additional information with regards to the quality of the event directing to them specific 

questions, example presented below before we communicate it to the EC for prior consent: 

¶ What is the frequency of the fair/exhibition? What are the next dates? 

¶ Which companies will exhibit? 

¶ What is the price per m²? 

¶ Are there additional meetings or congresses beside the fair/exhibition? 

¶ What will be the promotion campaigns to attract visitors at the fair/exhibition? 

¶ What are the figures related to the last event: Number of visitors (national and 

foreign)? Types of visitors (professional or public visitors? from which countries? of 

which decision level? Number of exhibitors (national and foreign)? Net exhibition 

area rented to exhibitors (national and foreign)? Have these figures been audited? 

¶ What were the results of the visitors' or exhibitors' satisfaction surveys carried out 

after the last event? 

Budgetary considerations are of course important in these decisions leading us to focus on a 

number of events throughout the duration of the contract that we deem of interest within the 

broader transport research sector.  

 

3.4.4 Pilot specific communication events 

The idea is to take part and bring TransformingTransport promotion at a local level or at a 

domain focused targeted event which sometimes are of lighter character even more informal, 

but popular manifestations. Some excellent examples are Sustainable transport festivals / 

workshops that are organized in many cities and usually have high adhesion among transport 

experts.  

Those activities are further detailed in section 5. 
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3.4.5 Organisation of project specific workshops 

Where we are responsible for the identification of event venues to coorganise the planned 

project specific workshops, we will base our selection of venues on the following criteria: 

¶ Budget and price/quality ratio; 

¶ Type of event (e.g. conference, workshop, press event); 

¶ Size of audience; 

¶ Target audience; 

¶ Transportation to/from the venue; 

¶ Duration, location and number of break-up sessions (if any); 

¶ Technical conditions (e.g. electrical system, wi-fi); 

¶ Structural concerns (e.g. disabled access and facilities, pillars obscuring visibility); 

Our short-list will be based on a quality/price evaluation, and in compliance with the specific 

event requirements. Our experience in the field will help us identify best possible event 

locations. Once the project has made the choice of venue, we develop plans for the on-site set-

up of event facilities. Upon request, we can provide several alternative proposals. 

The first one is planned to take place towards the end of M18 and the second towards the end 

of the project ς possibly co-located with major events - in order to inform and engage the 

target stakeholders, potentially picking from the list identified in section 3.2. For the first event 

we envisage to piggy back on TRA event as mentioned in the sections above. 

 

3.4.6 Events based strategy 

The following table presents the events-based strategy to be followed within 

TransformingTransport. 

Table 7: Initial plan connecting events type and audiences 

What Who How Evaluation 

European Events 

Project Focused 

EU wide politicians, policy 

makers and civil servants 

Transport Industry  

Urban planning 

professionals, Energy 

professionals 

Etc. 

Networking while 

representing 

TransformingTransport at 

events, Organise or 

attend Workshops, Give 

TransformingTransport 

oriented presentations, 

Increased awareness. 

Increased website visits, 

social media interaction 

Feedback received via 

events evaluation forms 
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What Who How Evaluation 

Attendance with a stand / 

exhibition 

Micro-level Events 

Partner / Pilot 

focused 

Local politicians 

Local general public ς 

concerned citizens 

Local Business Leaders 

Etc. 

Organise events at a 

regional level, participate 

in local events with a 

stand / poster etc 

General Public, 

concerned citizens, 

geographically secluded 

audience, local policy 

makers etc 

International 

Events 

INTL politicians, policy 

makers, urban planning 

professionals, transport 

experts 

Events attendance, 

presentation, distribution 

of material, 

representation at events.  

Policy makers, 

transport experts, 

urban mobility 

consultants etc. 

 

3.4.7 Exhibition material 

Exhibition material will be utilised within the course of the project since it offers high visibility 

at selected events in combination with other promotional material. The choice of the type of 

material will be depending on the event, timing (stand presence requires more time for 

shipment), its significance, available space. In the list of materials available will be a medium 

size exhibition stand (2.25x2.25), a selection of roll-ups) and posters of smaller scale (A0). All 

products serve the same scope and will be available to the partners upon on time request. The 

exhibition products are analytically presented below. 

3.4.8 Posters   
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Posters of a smaller scale (A0) will be produced. 

TransformingTransport will also consider producing event focused 

posters of small scale, if considered necessary, where the content 

of the poster will be replaced to fit the needs (theme) of the 

event. Templates of different poster sizes (A0, A1) have been 

prepared for this reason and we plan to use them if the need 

arises.  

    

 

3.4.9 Roll-ups 

Roll-up versions will be created, to 

match the look and feel of the 

website and the overall project design concept to meet the needs 

of the project.  

 

3.4.10 Small Exhibition stand 

Since transportation costs are quite 

high, TransformingTransport in 

discussion with the Dissemination 

Group, has decided to create a 

medium size exhibition stand which 

is easily portable and can be 

accommodated easily in events of 

the so called spider type.  

Portable exhibition stand of smaller 

scale (approx. 2.25 cm x 2. 25 cm) 

will be created and used in events 

The portable exhibition stand will 

follow the overall guidelines of the 

corporate identity style meant to be user-friendly and supported by:  

A dynamic color atmosphere, which will attract the visitor and invite him/her to visit the stand 

which follows the overall refreshed look and feel of the website released in M1; 

Clear and recognisable signposts, offering different levels of reading: clear branding of the 

project and focus on the key messages, i.e. motto; 
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Use of magnetic boards than can easily be replaced in case of damage. The material will be 

easily assembled and taken apart to aid overall logistics and transport. We will take into 

consideration target audiences of each event in order to cater to their needs through the 

supply of appropriate information and material. The impact of the exhibition stand will be 

enhanced by additional aids such as banners and also gadgets and giveaways respecting the 

project visual identity. 

 

3.4.11 On-line education / tutorial / training material  

Project results will be presented to students, university staff and the research community by 

means of seminars, tutorials, as well as renowned conferences and events, including 

presentations jointly with industry partners, thereby in-creasing awareness and adoption of 

TransformingTransport results. These are foreseen after the M6 of the project so that we could 

utilize the results available. UPM has forecasted that they can organize themselves a tutorial 

already in June. Location and content published is under review. 

 

3.4.12 Press-based and media communication 

For the purposes of the contract and especially for the communication strategy and promotion 

of TransformingTransport, media are not perceived as target groups, rather as catalytic 

multipliers to get our message through and inform about the project and results. Two factors 

are to be decided when compiling the relevant list of press contacts to multiply the impact of 

the TransformingTransport project towards the different target audiences, we will contact 

local, and international media including newspapers, transport magazines and journals, as well 

as individual journalists specialised in the transport field to disseminate the project results. This 

encourages the stakeholders to share our vision and common understanding of what 

TransformingTransport is, inviting them to write and/or disseminate information about the 

project. Ling the relevant list of press contacts: 

¶ Which media do our target groups pay most attention to? 

¶ Which media will consider our messages newsworthy (in order to publish information 
about the website)? 

There, is also presented how the chosen targeted media channels will reach the target groups 
and under what specific features. 

 

Table 8: How chosen media sources will reach the target groups 

Media Target group Specific features 
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National newspapers and 

other specialised news 

agencies 

Can target the national, regional or local 

population, but also specifically people 

working in agriculture, SMEs, etc. 

Large and/or niche following of readers 

Magazines Can be focused on news, accompanied 

with high specialisation (e.g. transport, 

big data, etc) 

Potentially niche market that takes us 

directly to the target groups. Articles are 

sometimes planned months in advance; 

there is an opportunity to pitch our 

stories for next issues 

News agencies and wire 

services 

Deliver raw news to all major media to 

adapt for their own input, often report 

local news to international audiences 

Through this channel we can reach the 

source of the news and get extra 

exposure 

Internet news Main sites are affiliated to larger 

newspapers, magazines, TV and radio 

stations. In addition, there are Internet 

media portals, specific industry sites, 

and newsgroups. 

24/7 news coverage, work very fast and 

often break news first 

European-level media Mainly electronic vehicles, like EurActiv, 

New Europe, etc.  

Focus on EU matters and developments. 

A press release and mobilisation could 

provide significant boost to the 

promotion 

 

We also seek to ensure a justified balance between types of media (print, audio-visual and 

online/social media including Twitter, Facebook, bloggers etc.), specialisation (mainstream 

press and specialised press) and geographical spread and scope. All resulting contacts are 

stored, benefiting all future projects. A sample of the potential audience we have identified 

includes: 

Table 9: Sample of Potential Audience 

Geographical 

location 
Source Potential audience 

Germany - http://www.internationalesverkehrswesen.de

/ 
- Dow Jones Trading News (German): 

http://www.djnewsletters.de 
- http://www.stadtverkehr.de/ 

- Policy makers 
- Transport experts 
- Specialized consultant 
- General public 

UK -  Montel: www.montel.no (in English) - General public, policy 

makers, urban mobility 

experts 

http://www.internationalesverkehrswesen.de/
http://www.internationalesverkehrswesen.de/
http://www.djnewsletters.de/
http://www.stadtverkehr.de/
http://www.montel.no/
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Geographical 

location 
Source Potential audience 

Relevant Dutch 

magazines 
 

- Verkeerskunde (www.verkeerskunde.nl) : 

Nettie Bakker: nbakker@anwb.nl 
- Verkeer in Beeld (www.verkeerinbeeld.nl) : 

info@acquirepublishing.nl 
- NM-Magazine (http://www.nm-

magazine.nl/) redactie@nm-magazine.nl 

- General public, policy 

makers, urban mobility 

experts 

Relevant 

Portuguese 

magazines 

- Revista Logística Hoje 
Director: João Barros jbarros@ife.pt 
Editor: Joana Correia jcorreia@ife.pt 
 

- Revista Logística Moderna 
Director : FILIPE BARROS 

filipe.barros@logisticamoderna.com 
Editor: GONÇALO FERREIRA 

goncalo.ferreira@logisticamoderna.com 
 

- http://www.transportesemrevista.com/  
Director: José Monteiro Limão 

jose.limao@transportesemrevista.com 
 

- http://www.cargoedicoes.pt  
cargo@cargoedicoes.pt  
frota@cargoedicoes.pt  
 

- http://www.apat.pt/revistaapat.asp  
Olga Matos ï oamatos@apat.pt 
 

- http://www.transportes-xxi.net/  
 

- Logistics and transport 

experts, policy makers, 

urban mobility 

specialists 

Brussels - New Europe - General Public, EU 

officials,  
Greece and 

Balkans 
- INTRACOM Group network - General Public, EU 

officials, policy makers, 

cities and related 

administration 
20 EU countries - EUSJA journalists http://www.eusja.org/ via 

INTRASOFT International Network  
- General public, policy 

makers, urban mobility 

experts 

Finally, via advising the Office of Public Affairs and Communications of INTRASOFT, the 
dissemination leader will utilise experts to disseminate research findings widely through public 
media. tǊƻǾƛŘƛƴƎ ǘƘŀǘ ǘƘŜ ƳŜǎǎŀƎŜǎ ŀǊŜ ΨǘŀƛƭƻǊ ƳŀŘŜΩ ǘƻ Ŧƛǘ ǘƘŜ ƴŜŜŘǎ ƻŦ ǘƘŜ ƳŜŘƛŀ ŀƴŘ ƻŦŦŜǊ ǊŜŀƭ 
news and interest value to them, they can become active participants in the activities DG MOVE 
wishes to organise.  

We will target media outlets across the EU, especially those focused on the energy research and 

transport arena and we will capitalise on existing synergies with CORDIS.  Press releases and 

http://www.verkeerskunde.nl/
mailto:nbakker@anwb.nl
http://www.verkeerinbeeld.nl/
mailto:info@acquirepublishing.nl
http://www.nm-magazine.nl/
http://www.nm-magazine.nl/
mailto:redactie@nm-magazine.nl
http://www.logisticaetransporteshoje.com/homepage.aspx?menuid=1
mailto:jbarros@ife.pt
mailto:jcorreia@ife.pt
http://www.logisticamoderna.com/
mailto:filipe.barros@logisticamoderna.com
mailto:goncalo.ferreira@logisticamoderna.com
http://www.transportesemrevista.com/
javascript:location.href='mailto:'+String.fromCharCode(106,111,115,101,46,108,105,109,97,111,64,116,114,97,110,115,112,111,114,116,101,115,101,109,114,101,118,105,115,116,97,46,99,111,109)+'?'
http://www.cargoedicoes.pt/
mailto:cargo@cargoedicoes.pt
mailto:frota@cargoedicoes.pt
http://www.apat.pt/revistaapat.asp
mailto:oamatos@apat.pt
http://www.transportes-xxi.net/
http://www.eusja.org/
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press packs often need to be adapted to suit the needs of different national communicators 

and will be prepared with this in mind. The milestone for the press release is one after every 

targeted milestone of the project i.e. a press release to announce the project kick off. A series 

of other press releases will follow beyond the current suggested roadmap of expected activities 

keeping a close press release milestones plan for the next of quire big events.  

When press releases are prepared particular emphasis will be paid to the 'flexibility' and 

'adaptability' of the document to allow the inclusion of a key message as well as additional 

messages reflecting priorities that can attract and maintain the attention of the local press 

representatives.  

To create press packs following initial analysis on what tools work best with specific audiences 

(including recent reports, press releases, leaflets, website material, etc. ) Our team will  propose 

information products tailored for clarity, impact and consistency, and with a design style 

appropriate to each target group.   

 

3.5 Web-based communication 
Online activities will feature highly in our communication approach. Increasing traffic to the 

TransformingTransport website (http://www.transformingtransport.eu/) can be achieved 

through a variety of communication approaches (presented above), which will be decided and 

implemented with the cooperation of all partners and based on budget availability.  

By the end of January 2017, TransformingTransport planned to launch the first version of the 

project website (Further information can be found in the D3.1 deliverable). The objective of the 

brainstorming was to create a fresh design for the website, make it more accessible, easy to use 

and empowered by social features to trigger communication among the community members. 

The site will serve mainly as the online presentation and dissemination tool and will gradually 

evolve into a collaboration portal were stakeholders actively participate in on-line discussion 

forums and build ownership about the project.  Activities boosted by the website are the good 

practice exchange, political leadership, and dissemination of the project results and further 

promotion of the pilot activities. While developing a great website which is half of the success 

equation, the other half is promotion. The techniques and approaches described in the web 

based strategy are all ultimately designed to improve natural growth of the potential user base. 

This methodology is particularly valuable because a site that doesn't i.e. rely entirely on search 

engines for traffic, ironically, has a far better chance of getting visitors through them. More 

specifically techniques are provided in the section below. 

http://www.transformingtransport.eu/
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3.5.1 Web based strategy 

¶ Application of SEO techniques: ²Ŝ ǿƛƭƭ ƛƴŎǊŜŀǎŜ ǘƘŜ ǿŜōǎƛǘŜΩǎ Ǿƛǎƛōƛƭƛǘȅ ƛƴ ƻǊƎŀƴƛŎ ǎŜŀǊŎƘ 
engine results by optimizing the pages with keywords, the terms users are likely to search 
on Google, Yahoo and Bing (the three engines that currently generate the most traffic). We 
will deploy a number of techniques: write keyword-rich page titles and add description 
meta tags; include keywords in headers; position keywords in the first paragraph of the 
body text; use keywords in hyperlinks, etc. The aim will be to make the website appear in 
top search results.  

¶ Online directories and websites promotion: We will increase online traffic and searchability 
for the new website in a twofold way:  

o First, we will encourage promoting the new website on other established websites of 
related organisations (in particular: websites of other Commission DGs, while at the 
same time being highly visible and promoted on the website ς possibly through a large 
banner or anything that would avoid many clicks until one reaches the website). This 
would entail: a) creating and promoting a dedicated banner with the Unique Selling 
Proposition of the website, which will be clickable, re-directing to the new website.  b) 
identify and approach websites of relevant scope but with national/regional character, 
to also promote the banner.  

o Second, we will identify and submit the website to relevant projects.  

¶ Creation of Infographics: Infographics are used to engage the viewer more easily to the 
context than a text description or simple visualisation of data. They provide an elaborate 
form of data visualisation, making data, trends and issues more easily accessible to readers 
through a combination of visuals and texts. The main added value they provide is that they 
tend to transmit a message to many audiences, and provoke some of them to seek more 
information. 

We propose to use infographics to visualise data-rich content, which we would like to 

disseminate online in an effort to make things clearer and easy-to-digest for the average 

user.  

Examples of Infographics we have created in the past can be found hereafter. 
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Once these infographics are created, we will implement the following:  

¶ First, they will be uploaded on the website (either on specific sections or in a dedicated 
infographics section);  

¶ Second, they will be embedded in social media posts and promoted through paid ads;  

¶ Third, they will be utilised in conferences and events.  
 

3.5.2 Website 

In the project strategy the website will primarily act as an information exchange platform for 
measured outcomes, project related events, results from the participating plots and contact 
information to connect with the right people and to exchange informatƛƻƴΦ ¢ƘŜ ǎƛǘŜΩǎ overall 
design will reflect EC and H2020 branding, based on the Visual Identity we will develop for the 
project. The following diagram represents the mission statement of TransformingTransport 
website, opening up to tool which focuses on building and reflecting of social networks, in 
addition to acting as a social hub where users can network and at the same time pushing 
dissemination information. Information will be offered by many means and the necessary 
features incorporated, will support the information flow from one user to another, thus 
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creating a network of social activity. The importance of social networking relates to the 
outcome of increasing traffic to the site as well as increasing awareness of the site purpose and 
the initiative itself. This means that more people will become exposed to 
TransformingTransport, which means more users to create ownership about the key messages 
expressed by the initiative. 

 

Figure 4: Website mission statement 

The website has a simple structure. At a later stage of TransformingTransport further sections 

can be introduced. Example of the website menu structure is depicted below: 
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Figure 5: Website structure 

For the project website, it is absolutely essential to keep the content fresh, accurate, and up-to-

ŘŀǘŜ ǘƻ ŜƴǎǳǊŜ ƛǘǎ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ǎƛƴŎŜ ŎƻƴǎƛǎǘŜƴŎȅ ƛƴ ǳǇŘŀǘƛƴƎ ŀ ǿŜōǎƛǘŜΩǎ ŎƻƴǘŜƴǘ ƛǎ ǘƘŜ ƻƴƭȅ 

way to maintain a competitive edge. Allowing access to interested users who will populate 

different areas of the site with content is foreseen. The more content there is about the 

members of the projects and the speakers at the Conferences, the more interesting the project 

becomes to potential members. However, resources are not available to produce content 

centrally about each stakeholder ς the stakeholders must therefore be both empowered and 

motivated to do so.  

The mission statement of TransformingTransport website is on building and reflecting of social 

networks, in addition to acting as a social hub where users can network and at the same time 

pushing dissemination information. Information will be offered by many means and the 

necessary features incorporated, will support the information flow from one user to another, 

thus creating a network of social activity. The importance of social networking relates to the 

outcome of increasing traffic to the site as well as increasing awareness of the site purpose and 

the initiative itself. This means that more people will become exposed to TT, which means more 

users to create ownership about the key messages expressed by the project.  

 

Home 
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3.5.3 Usability  

Usability represents the ease-of-use inherent in a site's design, navigation, architecture and 
functionality. The idea behind usability techniques is to ensure that a website is easy to 
navigate so that visitors can intuitively find what they are looking for and enjoy the best 
possible experience while visiting the project website. The website has been designed to 
consider the bellow aspects: 

- Fresh Design 

Elegant, high-quality, high-impact design is critical to gaining the trust of our users. Studies 

show that the graphic elements and layout of a website strongly influence how popular the 

site is. Design also encompasses important topics like visibility and contrast, affecting how 

easy it is for users to surf the text and image elements of the site. For the above reasons TT 

will experiment with separation of unique sections like navigation, advertising, content, 

search bars, sticky windows etc. since is also critical as users follow design cues to help them 

understand a page's content. A final consideration from the website design team is to ensure 

that critical elements in a site's design (like menus, logos, colours and layout) are used 

consistently throughout the site. 

- Information Architecture 

The organization of the site architecture will also be considered since it strongly affects 

usability. Topics and categorization together with an intelligently designed menu/structure 

will target to impact the ease with which a user can find the information they need on our 

site.  

- Navigation 

A navigation system that guides users easily through both top-level and deep pages and 

makes a high percentage of the site easily accessible is critical for good usability. Since 

navigation is one of a website's primary functions, and well-written anchor text that clearly 

describes what the user will get if they click a link. Navigation standards like these can 

significantly improve usability performance.  

- Functionality 

This involves creating compelling usability and ensuring that tools, scripts, images, links, etc. 

function as they are intended to and do not cause errors in non-standard browsers, 

alternative operating systems or uninformed users (e.g. those who often don't know 

what/where to click). 

- Accessibility 

We consider the accessibility primarily as the technical ability of users to access and navigate 

through the site, and secondary as the ability of the site to serve disabled or impaired users. 

For SEO purposes, the most important aspects involve limiting code errors to a minimum 
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and fixing broken links, making sure that content is accessible and visible in all browsers and 

without special actions.  

Increasingly all communications can be connected with each channel and platform (social 
media, Facebook, Twitter) influencing one another.  

Social media can be a great place for fostering innovation and sparking new ideas across the 

board. TT is planning to utilise the most-widely accessed online communities including 

Facebook, LinkedIn, and Twitter to what extent cannot be known until the internal pre analysis.  

3.5.4 Links policy 

A good proportion of site visits to the TransformingTransport website should be generated by 
following hyperlinks on third party pages and it is therefore in our interest to encourage as 
many third party sites as possible to provide such links to te project website. Applicable 
principles are: 

Á TransformingTransport consortium should become proactive in ensuring links are 

provided. TT should be offering various encouragements and incentives to subscribers 

and to other organisations to set up hyperlinks to the TransformingTransport portal. 

This can be achieved through a reciprocal links exchange programme and careful 

targeting of potential partners such as transport providers, NGOs and national 

policymaking bodies and relative directories. As part of a broader marketing strategy 

this initiative needs to be monitored on a constant basis and revised whenever needed 

until required results are yielded. This activity will be assigned by the WP3 leader.   

Á We shall systematically measure and monitor the number of links to the TT website 

pages and the traffic being generated by visitors following these links. Various Analytics 

tools exist for link counting and tracking and these will be used to measure the portal 

traffic. 

 

Key Points: 

LǘΩǎ Ǿƛǘŀƭ ǘƻ ŜƴǎǳǊŜ ǘƘŀǘ ŜŀŎƘ ƴŜǘǿƻǊƪ ǘƘŀǘ ǘƘŜ ǇǊƻƧŜŎǘ ŘŜŎƛŘŜŘ ǘƻ ǳǎŜΣ ǊŜƳŀƛƴǎ ǳǇŘŀǘŜŘ ŀƴŘ 
effort is invested to keep the audience engaged on a daily basis. This can be done by creating 
useful and thought-provoking content ς the types of which we will find out during the analysis.  

In addition, we propose/investigate participation in social bookmarking communities ς such as 
Diigo, in which members share with each other information about websites, articles, or news 
items that they like (or don't like). 

3.5.4.1 Social Media Strategies ï Application Based  

Contest: There are multiple applications that can be used for multiple types of contests:  

https://www.diigo.com/index
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¶ User-generated photo contest ( perhaps experiments from TT pilots, Commission and or 

sustainable transport)  

¶ Innovation of the month/week 

¶ etc. 

3.5.4.2 Marketing   

Focus on and promote relevant content such as:  

¶ White papers  

¶ Videos  

¶ Infographics 

¶ Statistics i.e. pollution, new business ideas, job that are created indirect or indirectly 

because of big data domain related initiatives.  

 

3.5.5 Social Media 

Constant communication and regular promotion of the TT activities and news to the various 

communities through the social media will be continuously pursued.  

TT has an active presence in the most popular social media, and more specifically: 

 

LinkedIn 

LinkeŘLƴ ά¢ǊŀƴǎŦƻǊƳƛƴƎ¢ǊŀƴǎǇƻǊǘ - .ƛƎ 5ŀǘŀ ±ŀƭǳŜ ƛƴ aƻōƛƭƛǘȅ ŀƴŘ [ƻƎƛǎǘƛŎǎέ DǊƻǳǇ3 has been 

established and will be used from now on as the main discussion mechanism between the 

community experts and other interested parties.  

                                                      
3
 https://www.linkedin.com/groups/13511078  

https://www.linkedin.com/groups/13511078
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Figure 6: TT LinkedIn Group page 

 

Twitter 

A dedicated Twitter account4 (@TransformTransp) is already in use as a news dissemination 

tool, particularly for breaking news, events announcements, calls and as a means for enlarging 

the TT community. Moreover, re-tweets are made of relevant and interesting content from 

disparate sources. Last but not least, through targeted following of other relevant users TT not 

only gets access to more relevant content and updates, but also acquires more followers. 

                                                      
4
 https://twitter.com/TransformTransp  

https://twitter.com/TransformTransp
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Figure 7: TT Twitter page 

 

Facebook 

A Facebook fan page5, has been created to help reach out and engage stakeholders during 

ǾŀǊƛƻǳǎ ǇƘŀǎŜǎ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ŀŎǘƛǾƛǘƛŜǎΦ ¢ƘŜ ǇǊƻƧŜŎǘΩǎ CŀŎŜōƻƻƪ ǇŀƎŜ ƛƴŎƭǳŘŜǎ ƴŜǿǎΣ ǇƘƻǘƻǎ 

and information about the TT project and its activities. The Facebook page is expected to 

enlarge the scope of audiences by its engagement nature. 

                                                      
5
 https://www.facebook.com/TransformingTransportProject/  

https://www.facebook.com/TransformingTransportProject/















































































