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Preliminary Remarks  

This Communication Plan is drawn up within the implementation of the 

project Balkan Med Interregional Innovation Ecosystem for maturing 

and mainstreaming innovative entrepreneurial ideas in Agrifood sector 

(AGROINNOECO) of the Transnational Cooperation Programme "Balkan 

– Mediterranean 2014-2020”, co-financed by the European Regional 

Development Fund. 
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The plan develops the main steps of a circular process consisting of six 

macro activities: 

 

A synergistic commitment, involving not only the partnership itself, but 

all public and private target bodies, will be necessary to implement the 

actions. 

For the drafting of the present Communication Plan, the following have 

been taken into consideration:  

• Regulation (EU) No 1301/2013 of the European Parliament and 

of the Council of 17 December 2013 on the European Regional 

Development Fund and on specific provisions concerning the 

Investment for growth and jobs goal and repealing Regulation 

(EC) No 1080/2006;  

• Regulation (EU) No 1303/2013 of the European Parliament and 

of the Council of 17 December 2013 laying down common 

provisions on the European Regional Development Fund, the 

European Social Fund, the Cohesion Fund, the European 

Agricultural Fund for Rural Development and the European 

Maritime and Fisheries Fund and laying down general provisions 

on the European Regional Development Fund, the European 

Social Fund, the Cohesion Fund and the European Maritime and 

Fisheries Fund and repealing Council Regulation (EC) No 

1083/2006;  

• Regulation (EU) No 1299/2013 of the European Parliament and 

of the Council of 17 December 2013 on specific provisions for the 

support from the European Regional Development Fund to the 

European territorial cooperation goal;  

• The European Transparency Initiative (ETI);  
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• The Transnational Cooperation Programme Interreg “Balkan-

Mediterranean 2014-2020” (hereinafter CP), approved by the 

European Commission Decision C(2015)6619, dated 25.09.2015;  

• The experience acquired from the information and publicity 

programmes that were implemented during the application of the 

previous Programming Periods.  

 

The current document serves as a coordinating tool, planning aid, and 

communication device to help identify and convey the key elements of 

particular efforts and actions to be undertaken by each partner. 

Proposing the fundamentals, it is intended to provide suggestions and 

guidelines to partners as they develop their actions and communication 

activities in implementing the project, so as to derive the most out of 

the application proposal and out of the short term project initiative. The 

Communication Plan specified by a detailed framework for each work 

package (objectives, description of work, tasks and actions, 

methodology, deliverables, work package time schedule, budget) with 

specific actions to be undertaken in order to achieve the desired 

outcomes and goals is presented at the end of document. This guidance 

is not prescriptive and leaves ample flexibility for partners to adapt their 

action plan to their particular operational reality of their organization. 

 

Communication is important not only to ensure transparency and 

knowledge sharing but also to raise awareness amongst citizens within 

Europe of the benefits accrued from projects co-funded by the European 

Union. Disseminating project outputs ensures the durability of project 

results, while having the added benefit of inspiring others to take part 

in interregional cooperation. 

 

The communication plan’s structure will be closely related to the 

project’s aims and targets. It will be carried out by the Communication 

Manager: Technological Educational Institute of Western Greece.  

It will be approved by the project partners at a Steering Committee. 

 

The ultimate purpose of these activities is to foster broad knowledge of 

the project and disseminate its results and achievements. In essence 

to: 

- Raise awareness/ responsibility 

- Inform 

- Engage 

- Promote 

- Share experience & expertise, Exchange views & ideas 

- Increase skills level 
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- Develop a common understanding 

- Set up the basis for future collaboration 

- Better Project’s organization 

- Contribute to the capitalization of the project 

 

Overview of the Programme 

The “Balkan-Mediterranean 2014-2020” is a new cooperation 

Programme, deriving from the strong will of the “Balkan-Mediterranean” 

participating countries to promote cooperation in the area. The 

Programme brings together five (5) countries, three (3) EU member 

states (Bulgaria, Cyprus and Greece) and two (2) candidate countries, 

Albania and the Former Yugoslav Republic of Macedonia. “Balkan-

Mediterranean 2014-2020” transnational cooperation Programme has 

been identified as a structured tool to strengthen cooperation in the 

area, capitalizing on experiences and results achieved so far. 

Accordingly, the Programme supports the know-how and experiences’ 

sharing, improvement of the public policies and networking, between 

national, regional and local authorities and other territorial actors of 

the whole Balkan-Mediterranean cooperation area. It is a new 

cooperation opportunity that enriches the “European territorial 

cooperation goal” of the new programming period ahead, 2014 – 2020. 

 

The Balkan – Mediterranean Cooperation Programme is co-financed by 

the European Regional Development Fund (ERDF) with 28.330.108,00 

Euros. The total support from the Instrument for Pre-Accession 

Assistance (IPA) fund accounts for 5.126.138 Euros. Therefore, the total 

budget of the Programme, including national contribution, is 

39.727.654 Euros.  

 

For the overall cooperation area, a co-financing rate of 85% is applied 

(excl. Technical Assistance).  

 

The official language of the Programme is English.  

 

Taking into consideration the territorial analysis, as well as the public 

consultation process’ results, the main needs and challenges shared by 

the programme actors can be grouped to the following headings: 

socioeconomic development and demography, environment and climate 

change, natural and cultural heritage. In response to all regulatory 

requirements, a strong thematic focus has been promoted to address 

two key challenges: territorial competitiveness and environment. 
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Accordingly, the programme is built upon the following two priority 

axes:  

Priority Axis 1: “Entrepreneurship & Innovation”  

Priority Axis 2: “Environment” 

 

AGROINNOECO focuses on the Priority Axis 1 “Entrepreneurship & 

Innovation”. Entrepreneurship and innovation are powerful drivers of 

economic growth. As the programme area suffers from markets’ 

fragmentation, high unemployment and limited labor force skills, 

“Priority Axis 1” is dedicated to actions that foster the area’s 

entrepreneurship potential by encouraging SMEs’ cooperation and 

networking, clusters and clusters policies, new business models’ 

applications and in particular the ones promoting innovation, opens up 

new markets and support internationalization. Two “Specific 

Objectives” are established to better focus the above mentioned topics. 

The first “Specific Objective” (SO 1.1) promotes entrepreneurship on the 

basis of new ideas and new types of business models, while the second 

“Specific Objective” (SO 1.2) goes one step forward by facilitating the 

SMEs’ adjustment to the changing socioeconomic and policy/regulatory 

circumstances.  

 

Bearing also in mind that the Balkan-Mediterranean area also suffers 

by labor skills shortcomings it is important to foresee knowledge 

transfer and skills’ development, linking the overall business’ support 

to vocational training. The aim is to reach a maximum territorial impact 

on competitiveness, through internal spill over and leverage effects on 

knowledge and technology transfer, as education and training will 

enable entrepreneurs to acquire the necessary skills/tools and enhance 

the SMEs’ capacity, boost their competitiveness, grow towards other 

markets and introduce innovation in all phases of their business cycle.  

 

By linking education and businesses, the “Balkan-Mediterranean 2014-

2020” cooperation programme also embeds the “Entrepreneurship 

2020 Action Plan” of the EU, stating that “investing in entrepreneurship 

education is one of the highest return investments Europe can make”. 

Furthermore, against the current economic crisis’ background, the 

training support for entrepreneurs was identified as crucial in order to 

maximize the impact and effectiveness of the investment put forward by 

the prior two “Specific Objectives”.  

 

A sole thematic focus on SMEs support with no investment in their 

respective human capital will jeopardize expected results, as monitoring 

and management are performed by the entrepreneurs. Therefore a third 

“Specific Objective” (SO 1.3) is established for transnational training 
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schemes that can provide a powerful platform to address 

entrepreneurship skills. SO 1.3 along with the SMEs’ thematic support 

planned by “SO 1.1” and “SO 1.2” ensures an integrate, structured and 

inclusive approach to effectively address territorial competitiveness and 

skills’ gaps, to overcome markets’ fragmentation and foster business 

environment that could further unleash untapped cooperation 

potential. AGROINNOECO focuses on the specific objective 1.2 

“Innovative territories”.  

 

Overview of the project 

The project will build on the Balkan Mediterranean Region’s 

entrepreneurship potential in order to improve territorial 

competitiveness, while promoting and supporting the emergence of 

SMEs through overcoming the gap between entrepreneurship and 

innovation skills and business practice; the motive was to prepare the 

ground for educational and training initiatives for the upgrading of the 

human resources and regional sustainable socio-economic 

development. The project focuses on defining an experimental 

methodology that will try to facilitate the innovation transfer to the 

Agrifood (inc.agri/aquaculture) sector through supporting a structure 

for innovative entrepreneurship in order to enhance the capacity of 

SMEs’ through the implementation of both, ICT applications and 

training, in order to grow towards other markets and introduce 

innovation in all phases of their business cycle. The project addresses 

the concept of “pre-incubation” as an important mechanism for 

providing the necessary knowledge and skills to young innovators and 

existing entrepreneurs. 

 

The project foresees the establishment of Regional Innovation 

Mechanisms (RIMs)/country, constituting the 3ple helix 

approach(policy–academic research–entrepreneurship),complemented 

by funding actors and business support that will facilitate the 

identification, maturing and promotion of innovative entrepreneurial 

ideas in Agrifood (inc. Agri/Aquaculture) sector. The overall objective of 

the project is to improve innovative territories by unleashing territorial 

potential to improve the transnational innovation capacity of the 

business sector and developing the appropriate environment in the BM 

regions, where potential entrepreneurs with a feasible business idea in 

will be subject to an experimental learning process that will help them 

acquire the diverse tools and skills required to implement their ideas 

into a viable business start-up. 
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The proposed project is expected to have the following results: Increase 

the attractiveness of the region for young and existing innovative 

entrepreneurs by promoting socioeconomic development, supporting 

the development of innovative entrepreneurship through commercial 

exploitation and Foster a business friendly environment for growth and 

jobs by supporting the professional development of young and existing 

entrepreneurs by providing them training and coaching in order to 

follow the innovative entrepreneurial root.12 SMEs/region will 

introduce product or process innovations. There will be a transnational 

exchange of knowledge and experience on good practices supporting 

entrepreneurship through pre-incubation activities, that will drive to 

the development of the project’s pre-incubation experimental model, its 

pilot implementation (training, seminars, Virtual Hub, mentoring, 

networking) with the participation of 12 participants/region for the 

development of their business idea and the networking of business 

ideas and future steps.12 new enterprises cooperating with research 

institutions per region will be created and 6 enterprises/region will be 

supported to introduce new to the firm products. 

 

The project addresses the issue of pre-incubation in Agrifood Sector 

(inc. Agri/Aquaculture) as a necessary step for filling the existing gap 

between institutes of higher education and development structures, for 

the facilitation of transfer innovation. Pre-incubators can provide a risk 

reduced environment where innovative ideas with commercialization 

potential, generated by young innovators and existing entrepreneurs, 

can be further developed and tested for market viability before founding 

a company. In a broader context, the project addresses the concept of 

pre-incubation as an important mechanism for providing the necessary 

knowledge and skills to young innovators and existing innovative 

entrepreneurs in order to start their own enterprise. The overall 

objective of the project is to improve innovative territories by unleashing 

territorial potential to improve the transnational innovation capacity of 

the business sector and developing the appropriate environment in the 

BM regions, where potential entrepreneurs chosen from an open 

procedure with a feasible business idea will be subject to a experimental 

learning process including pilot training material freely available to all 

potential SMEs though that will help them to acquire the diverse tools 

and skills required to implement their ideas into a viable business start-

up. 

 

The specific objective that the project aims to achieve is to provide 

adequate support to SMEs in order to improve their adjustment 

capacity to the changing socioeconomic and policy circumstances, by 

supporting business model innovation by encouraging enterprises to 
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develop and promote innovative products/services, promoting 

networking and clustering and providing integrated management 

support and governance to boost innovation and technology transfer 

strategies, creating a culture of entrepreneurship, contributing in 

qualifying young entrepreneurs to found and manage a company on 

their own, facilitate the innovation transfer to the sector, assisting in 

increasing the number of business companies in the BM regions. 

 

The role of communication in the project  

The role of communication must be considered at different levels:  

 

- Internal communication (among partners) aimed at keeping project 

partners informed about the development of the different tasks 

- External communication, aimed at helping the project partners in 

defining common goals and in communicating to local stakeholders, 

new audience and potential beneficiaries. 

- Communication towards the Joint Secretariat in order to keep it 

informed about the Project advancements.  

 

With this perspective, the objectives are:  

 

 to promote the Project’s achievements to the selected target groups,  

 to raise awareness,  

 to engage with stakeholders  

 to share knowledge and attract new public in the context of the 

Project.  

 

All the partners are involved in delivering and spreading the messages 

at local level, especially using the social media and the local press. For 

different reasons, these two media are not effective if managed just by 

one partner at central level, so the active collaboration of every partner 

is essential. 

 

Expected results  

The expected results of AGROINNOECO Communication strategy are to 

increase knowledge, raise awareness, influence attitudes and 

behaviors. The main target is the local partners’ networks 

(stakeholders, citizens, local authorities, high educational bodies, 
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professionals…) and especially the people involved in the action plans. 

Furthermore, the results of the project will be made available to the 

scientific community, through publications and events organization.  

 

General communication strategy  

 

Project communication main goal and objectives  

The objective of communication activities is to disseminate the project 

on a European, regional and local level and to increase the project’s 

impact through several activities. 

Project goals can be listed as follows: 

- To communicate the reasons and the background of the project 

- To communicate the current project status and its future 

planning 

- To provide practical and technical guidance for the promotion of 

the participation in a successful implementation 

- To make available the information that stakeholders need in 

order to understand the project and to contribute to its 

implementation 

- To attract nascent entrepreneurship to participate to the project’s 

Network. 

 

The General Objectives of the project are:  

A. Awareness:  Highlighting of the role of the Community and the 

Structural Funds of the European Union for the general public 

and the promotion of the added value of  Community 

participation in the jointly funded project;  

B. Transparency:  Ensuring transparency as far as access to all the 

activities and material of the project to the potential beneficiaries. 

 

To be more specific, the general objectives of the project are: 

• give visibility to foreseen actions, so to contribute to the 

implementation of the strategic guidelines provided by the 

Programme;  

• strengthen the innovation capacity of BALKAN MED territories 

through the knowledge management and the internationalisation 

of competitive SMEs; 

• support the cooperation between the economic stakeholders both 

at territorial and transnational level; 
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• promote the image of the involved territories by giving knowledge 

and visibility to the outputs achieved at the territorial and 

BALKAN MED area level. 

• ensure that the beneficiary population is aware of the roles of the 

partner and of the EU in the activity  

• raise awareness among the host country population or in Europe 

of the roles of the partner and of the EU in delivering aid in a 

particular context  

• raise awareness of how the EU and the partner work together to 

support education, health, environment, etc.  

 

The Specific Objectives of the Communication Strategy are the 

following: 

• communicate the start of the initiative, illustrate the project, its 

objectives and activities to the reference target, 

• ensure strong, open communications channels within the 

project, in order to link project partners across the lines of the 

work packages,  

• reinforce awareness of the key role of communications activities 

among project participants in all work packages, both during the 

project and subsequent to its completion,  

• promote the knowledge of the Programme’s advantages,   

• animate and awaken the potential beneficiaries to an active 

participation,  

• disseminate the methodologies designed, 

• publicize widely the objectives and results of the individual work 

packages to stakeholders and decision-makers 

• supporting the creation of a pilot pre-incubation model,  

• promote and facilitate a systemic involvement of SMEs,  

• support the training activities towards SMEs and relevant 

beneficiaries,  

• support the training of the pre-incubation model, 

• support the construction of the Network 

• support the penetration and the mainstreaming of the project’s 

results and products, 

• facilitate the capitalisation and the exploitation of the results, 

also beyond the implementation period, 

• favour consultation, consensus and joint actions, 

• facilitate the exchange of approaches, results and lessons learned 

with stakeholders and participants of other projects,  

• preparing the ground for high “demand” of the project’s outputs,  
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• consistently brand the AGROINNOECO project with the use of 

logos and design elements, with linkages to the INTERREG 

BALKAN MED programme and Community approach,  

• Establish tools that will make internal project communications 

effective. 

 

Strategy 

The Information and Publicity strategy will be focused on disseminating 

the project and its outcomes at local and interregional level in the 

Balkan Mediterranean Region, with the aim of: spreading information 

about the project objectives and results direct to the target group of the 

project freely available to everyone in all economic sectors, facilitating 

access to the project outcomes, establishing contacts and networking 

with organizations that deal with the project target groups inside and 

outside the project community, ensuring early involvement of all 

interested parties, generating feedback on the proposed pre-incubation 

model throughout its development and pilot implementation in order to 

maximize its suitability for the target groups, promoting the benefits of 

the project concerning the regional, social and economic development.  

The communication manager will be the TEI of Western Greece, but all 

partners will contribute directly both to the interregional dissemination 

activities and to the local ones, each one to their competence. The 

communication and information activities will be carried out via the 

partners’ networks of databases in their regions including accessing 

networks in other regions of the Balkan Mediterranean Region. The 

project partners have considerable experience in marketing such events 

and projects, disseminating information to targeted audiences through 

various channels and recruiting participants. Specific strategies have 

been developed to address these activities in the Work Package 2, 

dedicated to dissemination activities. 

Communications in the AGROINNOECO project will be focused by this 

Communications Plan, which has been drafted by WP2 in conjunction 

with the project partners in the first six months of project operations. 

By maintaining the communications plan as a working document 

throughout the first half of the project implementation, WP2 has 

ensured that the project’s initial communications activities have been 

focused on shared goals, while adapting the Communications plan to 

the project’s growth and development. In general, communications in 

the beginning phases of the project have focused on communicating 

objectives. Later in the operational phase, results and outcomes have 
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comprised the central communications theme. At the time of project 

completion, once project evaluation and end user testing are finished, 

the communications will emphasize the lessons learned and the 

resulting findings of best practice. This will ensure that relevant 

information from within the project is oriented to all potential 

beneficiaries.  

 

The AGROINNOECO Communication Plan is based on the following 

principles:  

- Transparency: All communication carried out in AGROINNOECO 

will be as transparent as possible. 

- Consistency: The messages delivered about the AGROINNOECO 

project, its results and outcomes will be clear and consistent and 

as such made as easy to understand as possible.  

- Inclusion: The AGROINNOECO project encompasses four Balkan 

Mediterranean countries, and partners from the public and 

academic sectors. It is important that relevant and updated 

information about the project is easily accessible to stakeholders 

and potential beneficiaries across the region and across the 

sectoral spectrum. 

- Simplicity: The tone of communication should be simple and easy 

to understand. 

- Targeted: In order to maximize impact the communication efforts 

carried out will be targeted to its relevant target audience as 

identified for the individual circumstances and specific messages. 

- Sustainability: AGROINNOECO supports overall aim to address 

issues of a sustainable future for the Balkan Mediterranean 

Region.  

- Cooperation: All work package leaders and members are 

encouraged to take an active role in ensuring that the 

AGROINNOECO project is accessible to relevant national 

stakeholders, potential beneficiaries and media. 

- Accountability: This Communication Plan has been updated 

throughout the launch and first half of the AGROINNOECO 

project to ensure its continuing applicability to project goals and 

developments.  

 

Target groups 

The success of Project communication depends on establishing and 

developing continuous relations with the key audience (target groups 

previously selected) during the whole Project duration, engaging some 
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of them to contribute to the Project implementation and reaching all of 

them when informing about the Project achievements. 

The general objective of the dissemination activity is promoting the 

project and its outputs through a continuous process of communication 

towards identified target groups. 

The target groups to be addressed with the external communication 

measures are varying in several ways. The level of desired activation 

differs strongly between the general public, potential beneficiaries, 

European Commission (EC) etc. It is important to see beyond the 

ordinary horizon when stating the target groups for the actions. When 

marginal or less obvious target groups are found and addressed it may 

awaken interest also in the adjacent, more “traditional” target groups 

and vice versa. All the target groups can be seen in the following picture 

letting light on the relations between the groups. 

 
Picture 1. The external target groups of the Programme communication from 

widest to narrowest 

 

Project Partners 

This group consists of the seven partners of the Project. Project partners 

are targeted with guiding and supportive information (i.e. the 

Communication Plan, the Communication Package and other guiding 

documents from the INTERREG BALKAN MED Programme) on a regular 

basis throughout the project lifetime. These measures are to guarantee 

an efficient implementation of the project and a supportive atmosphere 

for the project’s partners. The Lead Partner is there to guide project 
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partners through challenges (i.e. with networking activities, meetings 

and events) and to celebrate the successes together with them. 

 

Potential Final Beneficiaries 

The potential beneficiaries include all actors that fulfill the criteria set 

for in the Project. Therefore they are local and regional special groups 

(unemployed young and women) and potential nascent entrepreneurs 

that have the a very initial idea to create a business in Agrifood Sector 

(inc. Agri/Aquaculture). These potential beneficiaries are targeted with 

the mailing list, the press clippings as well as the website of the Project. 

Participation at different events and giving presentations are important 

measures to provide up-to-date practical information on how to take 

part in and which types of interventions can be supported by the 

Project. This is a very important target group that carries the 

opportunities and possibilities of the success of the Project. One of the 

challenges of this group is to map all possible actors that could turn up 

as potential project participants. 

 

EU Related Actors 

The Managing Authority of the Programme receives annually two 

progress reports, on a six-month basis, from the Project as identified in 

the relevant Programme document. The Project Officer in the Managing 

Authority is informed about Project’s proceedings and events on a 

regular base, not least via her/his representation in an advisory 

function in the Project’s Monitoring Committee. 

 

Other interest groups 

There are different interest groups that may potentially benefit from the 

Project or offer synergy options to it. Co-operation with a large number 

of possible actors from the Programme area offers the Project visibility 

and benefits from the joint efforts with these instances. The interest 

groups to be targeted can be different cross - border, national, regional 

and local authorities, economic parties and social actors like decision 

makers, media, educational institutions, NGO’s, cross-border and 

Balkan organisations, and other relevant funding programmes 

(especially the European Territorial Cooperation Programmes, as well 

as to some extent Convergence and Competitiveness Programmes). The 

interest groups are to be provided with accurate information about the 

Project, its objectives and measures to fulfill them. This offers publicity 

to the Project and better possibilities for the projects’ partners in finding 

cooperation partners in the future. Networking with many different 

actors help the Project to gain knowledge from “the field” and share 

ideas and experiences. 
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General Public 

The general public is the widest and most diverse group in itself. This 

group offers many challenges from heterogeneity in different levels to 

geographical distances between people as well as diverse attitudes from 

passive ignorance to even opposing the Community. Considering the 

ultimate goals of the Project setting strong focus on anti-discrimination, 

gender equality and sustainable development, also the individual 

informational activities should not treat the public as one mass of 

people, but rather differentiate groups by e.g. age or expected level of 

knowledge in EU/Programme matters. The messages would therefore 

also be tailored to the chosen target group’s interests addressing 

familiar issues like unemployment, economic crisis or business issues 

instead of EU jargon. In fact, for the Project a positive public appearance 

is very important and a well-conducted public information flow creates 

positive charge towards the Project and the values and partners behind 

it. Different media channels are to be used to gain visibility among the 

general public. Liaising with the general public is also seen as an 

opportunity to reach representatives of the next target group, the 

potential beneficiaries. 

 

AGROINNOECO Public Target Segmentation  

There are different ways to effect the public target segmentation. The 

choice of which one to adopt is influenced by the kind of communication 

strategy we choose both at strategic and operational level. The most 

traditional segmentation ways which can also be used in an integrated 

manner are the following:  

- geographic segmentation: the target group is divided according to 

area of geographic origin (countries, regions, headquarters, 

areas), population number, city centre dimension, climate 

environment);  

- socio-demographic segmentation: the target group is divided on 

the basis of demographic variables like age, sex, family 

dimension, income level, occupation, educational level, religion 

etc.;  

- psycho-graphic segmentation: the target group is divided 

according to their lifestyles, user status and on the 

characteristics of the main character;  

- segmentation based upon the use of a service: the target group is 

divided on the frequency in the use of a specific service offered 

and to the level of trust towards the body providing that specific 

service, to the awareness of the value of the service used and to 

the behaviour towards that specific service;  
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- segmentation based upon the required benefits: the target group 

is divided according to advantages for the users in the use of a 

specific service.  

The penetration of the project’s results and outputs to the widest 

possible audience of the selected target groups is of major importance 

for the achievement of the goals set. The elaboration of an analytical 

Publicity and Communication Plan will be finalized at an early stage, 

and will ensure that the visibility of the project is a continuous activity 

throughout the 24-month duration. This is in accordance with the 

project’s work-plan and activities, as it foresees that a considerable 

effort is allocated to communication, dissemination and mainstreaming 

of the results and a separate Component is devoted for publicity and 

dissemination actions to be effectively organised and implemented.  

The Communication Strategy will have a twofold character and 

direction: a) To provide awareness to project’s potential stakeholders 

and beneficiaries of all categories about the project, its objectives, its 

activities and the potential benefits for them, as well as to animate them 

towards active involvement, through joining the AGROINNOECO Net 

and the Territorial Initiatives, participating in the pilot implementation 

process, etc., and b) To achieve intensive and wide dissemination and 

mainstreaming of the results and outputs and secure strong impact at 

all levels. Towards this direction, the partners will use the “normal” 

communication means included in the relevant Component (WWW, 

Conferences, Newsletters, Informative Material, Publications on the 

Project’s main outcomes and conclusions, Mass Media Publicity, etc.), 

but also the relevant opportunities provided through:  

- The contact of a significant number of Pre-Incubation facilities in the 

frame of the surveys carried out under Comp.3.  

- The Seminars and the Workshops included in Comp.5.  

- The “Events” and the Participation in Patras IQ.  

- The AGROINNOECO-Net’s and the Territorial Initiatives’ potential.  

- The exceptional capacity of all partners to penetrate potential 

stakeholders and beneficiaries of all categories and levels of the target 

groups, through their regular activity and authority and through their 

participation in various significant networks and other initiatives.  

A fact which is expected to be proven critical for successful 

dissemination and mainstreaming (both “vertical” and “horizontal”), is 
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the usability, transferability and maturity of the main project’s outputs, 

which will make them “attractive” for all potential users.  

 

S.W.O.T. Analysis of the Project  

Strengths: What have we got that we can use?  

• Established organizations in their respected communities;  

• Established networks with a variety of stakeholders; 

• Established cooperation with a  combination of media partners, 
predominantly in the digital media outlets;  

• Budget for External expertise and  creative design; 

• Large Balkan Mediterranean scale: promote advertising  

• Strategic sector of development and employment  

 

Weaknesses: What could damage our reputation?  

• Lack of internal expertise for developing and implementing the  
communications strategy, which is why external expertise is required 

• Multi-sectorial themes: multiple messages and analysis to harmonize 

• Lack of cooperation between stakeholders/target groups 

• Lack of support needed to stimulate innovation and 
entrepreneurship 

 

Opportunities: What could you capitalize upon?  

• Low cost new media, digital communications;  

• Target groups well versed in the use of digital media for 
communication purposes;   

• CCIs are at the intersection of arts, business and technology 

• Social networks should be used to reach stakeholders and target 
groups  

• Multiple CCIs stakeholders create multiple communication 
channels  

• A balanced partnership of public authorities, clusters, business 
agencies, chambers of commerce, innovation centres and 
universities.  

 

Threats: What might go wrong of your communication strategy. 

• Potential risks in controlling the media stories 

• Broad variety of actors / different stakeholders categories to 
reach, It can result in a wrong communication strategy or 
message 
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Main messages of the Project  

Four main messages that were identified and presented in the 
partnership are directly related to the project objectives:  
 

• Exchange of good practices on incubation and pre-incubation 
facilities via identification of good practices.  

• Raise further awareness/ improve communication with 
entrepreneurs via dissemination of information.  

• Achieve higher rates of innovation applied to businesses via better 
training of entrepreneurs. 

• Better harmonisation on applied innovation practices via the Virtual 
Hub.  

 
All four messages were communicated to the project partners during 

the project implementation and were accepted. 

 

Message Suitability Grid 

For the fruitful selection of the communication measures to be used for 

both the external and internal communication and publicity actions, 

special attention was placed on the Message Suitability Grid for each 

one of them. 

Method 
 
 
 
 

 

Purpose: 

Raise 

Awareness 

Purpose: 

Respond 

to 

interest 

Purpose: 
 

Encourage 

involvement 

Info 

capacity 

Notes 

 

Posters 
 

 

 
▲ 

   
Low 

To raise awareness, to remind or build 

an image. Can have powerful images 

 
On site e.g. 

signs 

 

  
 

▲ 

  

 
Low 

To raise awareness or to remind. For 

simple messages particularly about 

behavior or news 

 
 

 
Leaflets 

 
 
 

 

  
▲ 

 
 

▲ 

 
 
 

Low 

Best used for responding to an existing 

demand or interest rather than for 

creating the interest in the first place. 

Can contain complex messages 
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Publications 

 
 

▲ 

 
 

▲ 

  

 
High 

Own publications and those for 

professional audiences can carry 

complicated messages 

Magazines 
 

 

 
▲ 

 
▲ 

 
▲ 

 
Medium 

For news or more complicated messages 

for specific audiences 

 
 

Local 

newspapers 

 
 

 
 

▲ 

 
 

▲ 

  
 
 

Medium 

For news or general messages. Can 

develop a story over a long period of 

time. Charismatic individuals or 

attractive locations/subjects get covered 

National 

newspapers 

 
▲ 

   
Medium 

For stories of national relevance, or 

local/regional stories with major impact 

 
 

Local radio 
 

 
▲ 

 
▲ 

  
Low 

For news items. Chat shows for more 

complicated messages 

 

 
National radio 

 

 
▲ 

   
Low 

To deliver specific messages to targeted 

audiences 

 
 
 
 

Television 
 
 

 

 
 

▲ 

   
 
 

Low 

For awareness. Need attractive locations 

and/or charismatic individuals. Danger 

of losing the message in the 

presentation. 

 
 

Films/video 
 

 
▲ 

 
▲ 

  
High 

To explain, educate or create awareness 

of a complicated subject 

 
Internet/ 

 

World Wide 

Web 

  

 
▲ 

 

 
▲ 

 
 

High 

Content unlimited. Allow users to use 

at superficial and in depth way for 

maximum effect 

 

 

 

 
Online info 

systems 

 

 
▲ 

   
Medium 

To deliver information on places to 

visit, events etc. 
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Events and 

exhibitions 

 

 

 
 

▲ 

 
 

▲ 

 
 

▲ 

 

 
High 

Platform to distribute messages and 

literature, also speak to people. To 

support other communication 

activities 

Training 

courses and 

conferences 

 
 

▲ 

 
 

▲ 

 
 

▲ 

 

 
High 

To deliver detailed information to an 

interested audience 

 
Direct mail 

 
 
 
 
 
 

 

 
 

 
▲ 

  
 

 
▲ 

 
 
 

Medium 

To create awareness, encourage 

participation. Opportunity to trigger a 

response and to develop and manage a 

database of professional or consumer 

contacts 

 
Personal 

contact 

 
▲ 

 
▲ 

 
▲ 

 
High 

Most effective form of communication, 

also expensive. Use selectively 

 
Source: The Countryside agency, Communicating With The Public-Monitoring report 

http://www.countryside.gov.uk/Publications/articles/Publication_tcm2-4574.asp 

 

Audience Reached 

Furthermore, attention was also placed to the audience reached by each 

one of the communication tools, taking notice of the following table: 

 

Method Area: Area: Potential 

Audience 

Notes 

 Local/Regional National   

 
 
 

Posters 

 
 
 

▲ 

  
 
 

Small 

Commercial sites e.g. bus shelters, shopping 

centres; free sites e.g. libraries, schools, 

workplaces, hotels, village halls. Can target 

audience through site selection; high frequency of 

exposure to small or medium-sized audience 
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On site e.g. 

signs 

 
 

▲ 

  
 

Small 

Locate on notice boards, trees, etc. Can reach 

small audience to deliver message at a relevant 

time e.g. at start of visit 

 
 
 

Leaflets 

 
 
 

▲ 

  
 
 

Medium 

High wastage. Success depends on distribution. 

Can reach people when they are responsive to 

messages e.g. providing information on access at 

tourist information centres or holiday 

accommodation 

 
 

Publications 

 
 

▲ 

 
 

▲ 

 
 

Medium 

Message can be ‘lost’ amongst many others. 

Difficult to control tone of message in others’ 

publications. 

 
 

Magazines 

  
 

▲ 

 
Consumer and professional titles. Limited but 

regular readership. Readership usually well 

targeted e.g. particular interest groups 

 
 

Local 

newspapers 

 
 

▲ 

  
 
 

Medium 

Readers tend to be loyal, reading every day/week. 

Each copy read by several people (consider 

circulation and readership). Readership well 

targeted geographically. 

 
National 
newspapers 

 
▲ High As local newspaper, readership targeted by 

lifestyle or socio-economic group. 

 
 
 

Local radio 

 
 

▲ 

  
 
 

Medium 

Listeners change throughout the day e.g. 

mornings/evenings: people at home, commuters in 

cars; afternoon housewives, retired people. 

Listeners well targeted geographically 

 
 
National radio 

  
 

▲ 

 
 

High 

As local radio. Listeners targeted by lifestyle group 

or by interest (e.g. preferring news and sport or 

different types of music) 

 
 
 

Television 

  
 

▲ 

 
 
 

High 

National and regional news programmes and 

advertising. Limited targeting possible on 

geographical basis and through advertising timed 

with particular programmes 
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Films/video 

 
 

▲ 

 
 

▲ 

 
 

Medium 

Effective distribution governs success. Education 

and affinity groups are likely to respond to this 

medium 

Internet/World 

Wide Web 

 
▲ 

 
▲ 

 
Medium/Hig

h 

Some targeting possible through website links and 

pro-active use of e-mail 

 
Online info 

systems 

 
 

▲ 

 
 

▲ 

 
 

Medium 

Access points include libraries and tourist 

information centres. Possible to ‘share’ existing 

delivery systems 

 
 

Events and 

exhibitions 

 
 

▲ 

  
 
 

Low 

For face-to-face contact with limited audience 

infrequently. Audience likely to be targeted by 

geography and interest; also likely to be receptive 

to information or messages. 

 

Training courses 

and conferences 

 
 

▲ 

  
 

Low 

Opportunity for in depth communication with 

small, normally professional audience on 

infrequent basis 

 
 
 

Direct mail 

  
 
 

▲ 

 
 
 

High 

Purchase addresses by lifestyle, age, geographical 

distribution, postcode area, profession, 

membership, interest, purchases made, etc. Very 

effective targeting. Total control over reach and 

frequency 

Personal 

contact 

 
▲ 

  
Low Can be regular on site. High quality, but very 

small audience. 

Source: The Countryside agency, Communicating With The Public-Monitoring report 

http://www.countryside.gov.uk/Publications/articles/Publication_tcm2-4574.asp 

 
After a thorough examination of the above mentioned aspects, the 
following measures will be used for both the external and internal 
communication and publicity actions. The measures are first listed with 
a short description after which a table is provided showing exactly 
which groups are targeted with each measure. 
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Communication activities / Tools and methods / Time plan 

The Project has developed this communication plan to ensure a united 

and coherent image of the Project being delivered to the target groups 

throughout the Project’s lifetime. The communication material includes 

the project’s logo, slogan, flyer and other templates to be used and set 

sentences describing the Programme and descriptions of the European 

Union. 

 

External and Internal Communication 

The communication scheme covers both the external communication 

from the Project outwards as well as the internal communication among 

the Project’s implementation and management structures and its staff 

(i.e. MA, JTS, MC, Steering Committees (SC), Paying Authority (PA), and 

Certifying Authority (CA)). The Project time span can be seen as a three-

phase period consisting of the building-up, the implementation and the 

closing-up. These three parts vary notably in the needed 

communication actions in relation to both the external and the internal 

communication. It should also be noted that the Project period will 

include many individual work package periods and there will be a 

number of activities beginning and ending during the Project’s lifetime. 

 

In the initial phases of the operation the external communication 

focused at awareness-raising activities to make the Project visible for 

the different actors within the Project area to attract a satisfactory 

number of potential beneficiaries to take part. As the Project proceeds 

and different work packages are implemented the variety of 

informational needs and also possibilities grow larger. When the Project 

has deliverables approved and work packages completed, it is important 

to take the results of these to the public stressing the role of the 

Community funding. In the final phase of the Project the public needs 

to be made aware of the overall results, benefits and successes of the 

Project, which will require intense work by all the different actors of the 

Project. In the situation with all the results clear, it will be an honor to 

make them widely public for which purpose as many media channels 

as possible will be taken in use. 

 

Logo 

Projects that have been funded by the European Union within the 

framework of the Balkan Med Programme must comply with the visual 

identity guidelines of the Programme in all their communication 

materials, as stipulated in the Subsidy Contract and EU Regulations. 

The Regulation (EU) No 1303/2013 (Annex XII, Article 2.2) - http://eur-

lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2013:347:0320:04
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69:EN:PDF - requires all beneficiaries to follow a number of rules 

regarding the use of the logo of the European Union and the respective 

fund. The logo must be always visible in prominent place and with a 

comparable size to other logos used1. The BalkanMed logo already 

respects all the Programme requirements, and all approved Projects are 

obliged to use it on all their communication materials (both hard copy 

and electronic as well as to display it in events). Within the joint 

branding initiative, BalkanMed Projects are not allowed to develop their 

own logos. Developing a logo is costly, it has a limited lifetime and so 

many logos bring confusion to the audience. For this reason and in 

order to limit costs, Projects will share the Programme’s brand just 

adding the project acronym below in the colours of the Priority Axis each 

Project belongs to. The Project logo must be always included in all 

communication materials produced both at Programme and Project 

level. It must be placed in a central and visible position of any produced 

material and it can never be smaller than any other logo included in the 

same material. 

 

Internet 

The Programme website is a dynamic up-to-date platform providing 

both permanent and relevant actual information about the Project to 

everyone interested. The website ncludes a log-in feature to the Forum 

for the different project actors by functioning as a file sharing platform 

(e.g. meeting agendas and minutes, project applications). The content 

of the website will be kept up to date continuously, regularly update 

with news, information on Project’s developments/ results and the 

benefits they bring. The link of the website will be present on each 

partner institution website, including a short description of the Project 

(aim, results, financial support from the EU) as stated in the 

regulations. The link will be on all print items, press releases, paper 

and electronic correspondence, to our social media accounts, use follow 

buttons, etc. All partners will contribute to the content development, 

updates, provide links, etc. 

 

Material provided on the project website includes: 

Calendar of Programme events Partner search 

Mailing list subscription option 

Link library 

Visitor statistics collected 

News 

FAQ 

 

Materials Produced 
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The Project continuously produces different kinds of printed material 

for information and publicity purposes. The materials vary from those 

having more permanent nature (general brochures, posters etc.) to 

those that are made for more targeted use (seminar materials, materials 

for specific occasions and campaigns etc.). There will be different 

additional materials. Some materials are produced for simple publicity 

instead of informational reasons (i.e. gift gadgets with Project logo). 

When producing all these materials ecological aspects are kept in mind 

and the greener options are preferred where possible (electronic vs. 

printed, choices of materials etc.). 

 
Folder  
LP will edit and print in English and share to the partnership  
 

Posters 
In order to promote public events, posters will be designed and printed 

by the LP in Greek and English (to share to PP2, PP3 and PP4). PP5 

will translate to its language, edit and print. PP6 will translate to its 

language, edit and print and share to PP7.   

E-newsletter 
Electronic newsletter published at least on a quarterly basis presenting 

news and proceedings of the Project. It discusses project-related issues 

in the area, features activities funded by the Project, deals with current 

things in and advertises upcoming events of the Project. PP2 will be the 

responsible partner for the e-newsletter along with the website of the 

project 

 

Press releases/Articles 

Press releases are published as media invitations to the biggest project 

events where an interest for the media can be seen and distributed in 

the relevant cross border area. Releases are also made according to the 

annual implementation schedule of the Communication Plan on the 

issues where the consortium considers them relevant. The press 

releases are always provided in the local languages to make the Project 

more attractive to the local press and to gain wider media coverage. 

Development, editing and publication of press releases and articles 

published in electronic press and in local and national journals 

according to the following table: 
 

LP  PP2  PP3  PP4  PP5  PP6  PP7  

Press 
Releases  

2  3  2  8  4  4 3  

Articles  -  2  -  2  -  -  2  
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Brochures 

General brochures are published to provide overall information about 

the Project. These are available in all offices of the Project Partners’ and 

handed out in events where the Project is represented. The brochures 

serve two purposes: their main purpose is to invite more project 

applications. The other function is to share project examples and 

outcomes. The main brochure produced for this purpose displays in 

brief the scope, aims and activities of the projects. Eventually there will 

be brochures presenting the results of the Project to the general public. 

LP will edit and print in Greek and English and share to PP2, PP3, PP4. 

PP5 will translate to its language, edit and print. PP6 will translate to 

its language, edit and print and share to PP7.  

Event-specific materials 

Seminars, conferences, trainings and other specific events require their 

own materials to be published (presentation templates, related 

information packages etc.). These will be in line with Project’s design 

and the rest of the Project materials. 

 

Virtual Hub  

PP2 will create the Virtual Hub which will offer e-services/e-training for 

all interested individuals and will also be used by all partners for the 

implementation of the proposed methodology and to promote the 

training material and the training methodology open and freely to all 

potential beneficiaries.   

 

Badges, letterheads, presentation templates etc. 

Graphically consistent material is produced for day-to-day working 

contacts like letterheads; email signature files and PowerPoint 

presentation templates with the Project logo and contact information to 

leave an attractive and coherent image of the Project. 

 

Usb Stick 

The LP will prepare the USB stick with the project’s main outputs and 

results in English and share to the partnership.   

Promo Video 

PP4 will edit and produce a promo video, presenting the project and its 

activities and benefits to potential beneficiaries.  

 

Social Media 

PP6 will be responsible for the presentation of the project in 3 social 

media.  
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Internet Display Advertising 

PP5 will be responsible for internet display advertising for the whole 

duration of the project implementation.  

 

 

Events 
 

Launch of Awareness Raising-Consultation Networking Workshops 

The Project’s events started with the awareness Raising-Consultation 

Networking Workshops that will be organized as follows: 

 
 

LP  PP2  PP4  PP5  PP6  PP7  

Events 3 events (1 
day/30-35 
part.)  

2 events (1 
day/30-35 
part.)  

2 events (1 
day/30-35 
part.)  

2 events 
(1 
day/30-
35 part.)  

2 events 
(1 
day/30-
35 part.)  

2 events 
(1 
day/30-
35 
part.)  

Where?  Greece 
(apart 
from 
Patras)  

Greece 
(only in 
Patras)  

Cyprus  Bulgaria  Albania  Albania  

 

This event is the first big publicity step of the Project and is planned to 

awaken strong interest and win notable publicity in the participating 

regions paving the way for interest in the Project events in the future. 

These events will take place at the beginning of the project and close to 

the end of the project. They are open to all potential beneficiaries in 

order to: a) spread knowledge and competences to engage with 

development of the project, b) foster awareness and understanding of 

project development and its benefits, c) mobilize greater support for 

action and involvement, d) attract the potential entrepreneurs.  

 

Open access dissemination events 

Open access dissemination events will take place in each participating 

country, presenting the project tools and procedures to potential 

entrepreneurs for collection of applications of innovative 

ideas/potential participants-beneficiaries of the project. These events 

will take place per country as follows: 

 LP, Greece 3 events 

 PP4 Cyprus 4 events 

 PP5 Bulgaria 4 events 

 PP6 Albania 4 events  
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External event participation 

The Partners of the Project continuously participate in promotional 

and/or information events organized by other actors in the Programme 

area, i.e. conferences, seminars, annual/general conferences, fairs and 

other events organized by for example projects funded by the 

Programme, other funding programmes etc. Representation and/or 

information/promotional material will be provided by the Project 

Partners’ when the distribution is considered advantageous for 

spreading the word about the Programme or when there is 

informational benefit available for the Project itself. The partners will 

proceed to interplay with other relative initiatives in each country 

(aprox. 3 per partner) for the promotion of the project and exchange of 

potential further cooperation as described in the following table: 

LP  PP2  PP3  PP4  PP5  PP6  PP7  

4 in 
Greece  

3 in 
Greece  

3 in 
Greece  

3 in 
Cyprus  

2 in 
Bulgaria  

3 in 
Albania  

3 in 
Albania  

 

Conferences 

The Final conference will be organized in Patras organized by the LP, 

while PP3 will organize dissemination and networking session.  

 

Study tours  

The study tours will be organized for trainees to get familiar with the 

idea & operation of business incubation & businesses. Visits to 

incubators for project staff, will be organized to familiarize with 

incubation processes. These events will take place per country as 

follows: 

 LP  / 4 study tours with networking 

 PP3/ 3 study tours with networking 

 PP4/ 5 study tours with networking 

 PP6/ 5 study tours with networking 

 

Participation in the Patras IQ fair (2019) and parallel Networking 

sessions 

The elaborated business plans and the rest of the project structures 

and instruments will be presented at the Technology Transfer 

Exhibition organized in Patras (Patras IQ2019) along with networking 

sessions. PP3 is responsible for organizing the booths in Patras IQ 

(D.6.1). LP and PP2 will assist with the specialized session that will run 

in parallel with the exhibition. All partners are expected to participate 
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to the networking event. Patras Innovation Quest - Patras IQ, is a know-

how transfer event which has already taken place four times in 2012, 

2015, 2016 and 2017. It aims at developing and strengthening the 

cooperation between the research community and the productive 

sector, thus benefiting the citizens of the region in the following ways: 

1. The implementation of research and innovation in the production 

industry results in developing new competitive products, it generates 

new needs and ultimately creates new jobs and income in the region 

with multiplying benefits for the national economy, 2. Attracting 

perspective Greek or foreign investors that could utilize local know-how 

and invest in products and services consequently can lead to increasing 

the competitiveness of the local and national economy with all parallel 

positive effects.  

 

The exhibition includes: 

- Exhibits and models of innovative research products 

- Applied Research Presentations 

- Speeches by startup founders and innovative SMEs 

- Lectures on issues concerning technology transfer, intellectual 

property and finding resources for financing the conversion of 

innovative ideas into products. 

 

More specifically, researchers present to the productive sector as well 

as the investors mature research results that can potentially be 

exploited productively and commercially. Furthermore, problems that 

the productive sector is faced with can be discussed in order for 

researchers to offer feasible solutions. This initiative contributes to the 

creating of the crucial competitive advantage, both for the research 

community and the productive sector, through the perpetual effort to 

resolve problems and implement innovative ideas. Moreover, it aspires 

to become a tool for those researchers who wish to present their applied 

research to the productive sector. The purpose of these actions is to 

familiarize both researchers and the productive sector with the 

knowledge management process and the exploitation of innovative 

ideas, the mechanisms and conditions for building networks, cluster 

collaboration and alternative ways of financing innovation. 

 

Seminars and Workshops 

During the project training (lectures) will take place during 

workshops/seminars (business plans, market analysis & feasibility 

studies). Also, individual coaching & mentoring by business 

consultants & experienced entrepreneurs (on developing business 

ideas, testing the market & building up the necessary resources) and 
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financial counseling and assistance in pursuing financial support will 

be offered as following: 

 PP2/ 5 workshops & 5 seminars, 

 PP5/ 5 workshops & 5 seminars, 

 PP7/ 5 workshops & 5 seminars, 

 

Indicators of achievements / Evaluation measures 

PP2 will ensure the implementation of the communication plan in 

collaboration with the partners, and will monitor the progress of 

communication plan and activities, allowing the necessary adaptations. 

The timing rules the regular development of the activities, so allowing 

the assessment of integrated results in the overall strategy.  

PP2 will particularly monitor:  

• the communication plan and its progress implementation by 

reference to both specific and general initiatives,  

•  information/training activities and advertising,  

• means of communication used.  

The monitoring will take place every six months.  

The general timing of the plan provides the control points.  

On the basis of such reports the general communication plan will be 

annually updated.  Indicators for production and results are given as 

follows.   

Indicators for monitoring and evaluation of activities and tools 

 

TOOLS PRODUCTION 

INDICATORS  

RESULTS 

INDICATORS 

Web site of the 

project 

and Subpages 

(partner website) 

Number of : 

published web pages 

published web 

subpages 

On line web site:  

n. of visitors  

n. of visited pages 

nature of pages  

visited reference 

web sites  

partners website 

subpages 

n. of visitors  

Visual identity Foreseen visual 

identity  

Visual identity 

realized 
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Tools (folders, poster) n. projected elements  

n. realized elements  

n. spread elements  

 

Brochures 

n. brochures 

foreseen  

n. brochures realized  

n. brochures 

distributed 

n.additional 

brochure required  

Ε-Newsletter n. of newsletters 

created  

n. of sending 

(list/database)  -

around 3000 

mailings per 

publication 

Promo Video n. of promo video 
created 

n. of promo video 
viewers  

Virtual Hub Creation of the 
Virtual Hub 

n. of beneficiaries 
signed in the virtual 
hub 

Internet Display 
Advertising 

n. of clicks planned  
n. of clicks realized 

n. of clicks realized 

USB STICK N. USB STICK 

planned  

n. USB STICK 

realized  

n. USB STICK 

distributed  

PR n. foreseen press 

releases   

n. realized press 

releases  

n. foreseen articles  

n. realized articles  

n. events invitations 

n. press releases  

published by the 

media 

n. articles  

published by the 

media 

n. of participants to 

events 

Launch of Awareness 

Raising-Consultation 

Networking 

Workshops 

 

n. of foreseen events   

n. of organized 

events  

 

n. of participants  

Open access 

dissemination events 

n. foreseen events 

n. organized events  

n. invitations  

n. foreseen 

participants   

n. effective 

participants  

Conferences – 

Networking Sessions 

n. Conferences – 

Networking Sessions 

foreseen  (1 – 2day) 

n. foreseen 

participants  n. 

effective 

participants 
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n. Conferences – 

Networking sessions 

realized  

n. Invitations 

Training seminars 

and workshops for 

entrepreneurs 

n. foreseen  training 

seminars  - 

workshops 

n. training seminars 

– workshops realized  

 

n. training guests 

n. foreseen 

participants  n. 

effective 

participants  

(in total) 

External event 

participation 

 

n. foreseen 

interplays with other 

initiatives 

n. interplays with 

other initiatives 

realized  

n. foreseen 

interplays with 

other initiatives 

n. effective 

interplays with 

other initiatives 

Study Tours n. study tours 

foreseen   

n. study tours 

realized  

duration  

n. foreseen visitors  

(30) 

n. effective visitors  

effective duration  

(in each territory) 

Patras IQ Fair – 

Networking sessions 

n. foreseen Booths & 

Networking Sessions 

n. realized Booths & 

Networking Sessions  

n. entrepreneurss 

involved  (105 in 

total) 

n. entrepreneurs 

participating  

List and Description 

of Actors forming the 

Network 

Lists foreseen  Lists realized 

 

Evaluation  

The information/communication activities will be evaluated in order to 

allow a feedback on their effectiveness/efficiency according to the 

project objectives.  

 

Resources  
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Project Partners 

The Partnership comprises of significant Actors with outstanding 

combined know-how and experience and with complementary fields of 

interest, activity and authority. The project involves Public Authorities 

of various levels, University Institutes, Organizations supporting 

Entrepreneurship, Innovation and Regional Development, Chambers. 

The partners’ fields of experience, expertise and activity, as well as their 

capacity of directly involving or significantly affecting strategies, policies 

and actors related to the project contents (at the National, 

Regional/Territorial and Local levels), reflect in the total capacity of the 

partnership and provide a strong basis for the achievement of the 

project’s objectives. Specifically, the AGROINNOECO Partnership 

comprises of the following Partners: 

The Regional Development Fund of the Region of Western Greece 

(RDF-RWG) was founded at the seat of the Regional Local Government 

of Western Greece in 1998, by virtue of the article 53, Act 2218/1994, 

as amended by the Acts 2307/1995 and 2647/1998. The RDF is 

supervised by the Ministry of Interior, Public Administration and 

Decentralization.The aim and competences of the RDFs are the 

following: The Management of Credits pertaining to the Public 

Investment Programme (P.I.P.); the management of government 

financing, of the financing of legal entities, the administration of 

appropriations regarding European Committee Programmes, 

International Organisations and other foreign bodies with respect to the 

Regional, Prefectural, Local and Special Development Plans of the 

Region; the provision of Technical Assistance for the Region, which 

implies the elaboration of studies and surveys as well as the 

implementation of programmes; the practice of their Cash 

Administration; the Imposition, assessment and collection of charges, 

fees, dues, levies and contributions on behalf of the Fund upon the 

Regional Council's approval; the Participation in European Committee 

programmes; loan Contracting with foreign and domestic financing 

bodies for the performance contracts, the rendering of services and the 

implementation of programmes. 

 

The Bulgarian Chamber of Commerce and Industry (established in 

1895) is an independent, non-governmental organization for assistance, 

promotion, representation and protection of the business interests of 

its members, which contributes to the development of international 

economic cooperation and provides assistance for the European and 

international integration of the Republic of Bulgaria. The activity of the 

Chamber is based on the principles of voluntary membership, 
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autonomy and self-financing. BCCI seeks to establish straightforward 

and ethical relations among the business circles. The Bulgarian 

Chamber of Commerce and Industry and the 28 Regional Chambers of 

Commerce and Industry are united in the Unified System of Bulgarian 

Chambers of Commerce and Industry which has about 53 000 

members – traders, corporations, associations, etc. 

 

The Chamber of Achaia is among the first Chambers of Greece. It was 

founded on the 22nd May 1836 with a degree of King Othon. 

Today the Chamber of Achaia is acting according to the provisions of 

Laws 2081/1992 and 3419/2005. The Chamber is the compulsory 

Union of merchants, manufacturers, artisans and professionals who act 

within the prefecture of Achaia. It is a Public Law Legal Entity and offers 

consultative services to the Government. The Chamber also practices 

administrative decentralization services which are named by the 

government as well as advisory work through the participation of its 

representatives to 40 committees and boards. It studies the financial 

problems of the area acting within the framework of the general interest 

of the Government with the ulterior purpose to support the private 

initiative.The registered companies today (2010) are approximately 

22.000 among which 8500 belong to the Trade Department, 9000 to the 

Professional Department and 5000 to the Artisan and Manufacturer 

Department. 

 

The Chamber of Commerce and Industry of Tirana, Albania is the 

leading Commercial Chamber in Albania and the legitimate 

representative of Tirana business interests. CCIT is the main institution 

to represent the business, with the aim to lobby, serve and protect the 

business rights is as well as enhances business opportunities and 

foreign investment opportunities in Albania to a worldwide network. Its 

scope of interests comprises the fields of innovation and 

entrepreneurship, information and communication technologies, 

transport, energy, tourism, environment and spatial development, 

intellectual property, etc. CCIT has engaged in a wide range of activities 

closely connected to the business improvement and economy growth, 

such as EU Projects, business forums, fairs, conferences, workshops, 

seminars, etc. Tirana Chamber of Commerce and Industry is the 

frontline of projecting, identifying and implementing EU projects in 

Albania and in the region. CCIT is an important actor and partner in 

the market of development projects where we would like to mention 

IPA’s Projects, CBC’s Projects etc. Having a significant experience in 

project implementation, it is one of few organizations in Albania 

dedicated to development of projects. 
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The Cyprus University of Technology aspires to develop itself into a 

modern, pioneering University able to offer education and high level 

research in leading branches of science and technology which have high 

impact on the economic, technical, and scientific sectors. With its 

orientation towards applied research, the University aspires to establish 

for itself a role in support of the state and society in their efforts to 

confront problems, which cover all areas of science and technology. The 

programmes of the CUT to a large extent complement scientific areas, 

which are not currently covered at Undergraduate and Postgraduate 

levels by the University of Cyprus or any other institution of higher 

education in the country. The Cyprus University of Technology was 

founded by law on December 2003 and welcomed its first students on 

September 2007. The Cyprus University of Technology is based at the 

city of Limassol, where all six faculties are located.  

 

The Technological Educational Institute (T.E.I) of Western Greece 

was established the 6th of June, 2013 as a result of merging the former 

T.E.I. of Patras established in 1983 and former T.E.I. of Mesolonghi 

established in 1983, too. The T.E.I. of Western Greece is a State Higher 

Education Institute autonomous and self-governed by its Academic & 

Administration Bodies. 

The Technological Educational Institutes (T.E.Is), along with the 

Universities are subject to the Greek frame - Law of Higher Education. 

In particular, T.E.I.s constitute a sector parallel, equivalent and 

complementary to the Universities. The T.E.I. of Western Greece is 

oriented to Applied Sciences and Technology, while the Universities are 

mostly committed to Academic Studies and Theoretical or Basic 

Research. 

 

The University of Tirana is a public and the largest university 

in Albania. It was originally established in 1957 as the State University 

of Tirana through merging of five existing institutes of higher education, 

the most important of which was the Institute of Sciences, founded in 

1947. The university is the largest and 

highest ranking university in Albania. It includes eight colleges, 50 

academic departments, and 41 study programs or majors. It offers 

three-year Bachelor, one- or two-year Master, and three- to five-

year doctorate degree programs, in accordance with the Bologna 

system. The current campus is urban and decentralized. A new large 

and centralized campus has been planned in the southeast periphery 

of Tirana. Students dorms are grouped in a separate location called 

Student City (QytetiStudenti) in southeast Tirana.UT is the biggest 

college in Albania and the Balkans, and among the biggest in Europe 
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with 35 000 students. In 2013 the college accepted 95 new Ph.D. 

students. These are students in possession of bachelor's degrees. 
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