
  
Project co-funded by the European Union and 
National Funds of the participating countries 

 

  

  

 

“Creative and Innovation Driven Enterprises’ Network” 

CIDE - NET 

 

 

 

 

DISSEMINATION & COMMUNICATION PLAN 

 

 

 

 

 

Athens, October 2017 

 

Abstract: The present communication and dissemination of results plan reflects the information needs and the 

communication flow between the Lead Partner, the project partnership, the Joint Secretariat, the target groups and other 

Stakeholders. It includes communication in both directions between all the interested parties. 

 

 

With the support of Balkan – Med Programme 2014 - 2020 

  



TNCP Balkan – Mediterranean 2014 – 2020 Project acronym: “CIDE-NET” 

Page 2 of 45 
 

 

 

The CIDE - NET Partnership consists of: 

 

Name Role Country 

Hellenic Management Association (HMA) Lead Partner Greece 

Union of Hellenic Chambers of Commerce  

(UHCC) 

Partner 2  Greece 

Union of Private Bulgarian Entrepreneurs 

(VAZRAZDANE) 

Partner 3 Bulgaria 

Union of Albanian Business 

(BUZINESALBANIA) 

Partner 4 Albania 

Business Confederation of “Macedonia” 

(BCM) 

Parner 5 FYROM 

Limassol Chamber of Commerce and 

Industry (LCCI) 

Parner 6 Cyprus 

 

 

This report was prepared for and submitted to the CIDE – NET project: 

 

 

 

 

 

 

 



TNCP Balkan – Mediterranean 2014 – 2020 Project acronym: “CIDE-NET” 

Page 3 of 45 
 

Table of contents 

TABLE OF CONTENTS ................................................................................... 3 

EXECUTIVE SUMMARY ................................................................................. 5 

1 INTRODUCTION .................................................................................... 7 

1.1 SCOPE OF THE TASK ................................................................................ 7 

1.2 SCOPE OF THE DOCUMENT ........................................................................ 8 

2 OBJECTIVES ......................................................................................... 10 

3 IDENTIFYING STAKEHOLDERS ............................................................ 11 

3.1 INTRODUCTION .................................................................................... 11 

3.2 LIST OF STAKEHOLDERS .......................................................................... 11 

4 GOOD COMMUNICATION AND DISSEMINATION PRACTICE .................. 13 

4.1 DEFINE THE MESSAGE ............................................................................ 13 

4.2 TARGET THE AUDIENCE .......................................................................... 14 

4.3 SELECT TOOLS ..................................................................................... 14 

4.3.1 PRESS RELEASES ......................................................................................... 15 

4.3.2 PROJECT WEBSITE ...................................................................................... 16 

4.3.3 BROCHURE ................................................................................................. 16 

4.3.4 POSTER ...................................................................................................... 17 

4.3.5 NEWSLETTERS ............................................................................................ 17 

4.3.6 PRESS KIT .................................................................................................. 17 

4.3.7 DIRECT E-MAILING TO STAKEHOLDERS .......................................................... 18 

4.3.8 CONFERENCES ............................................................................................ 18 

4.3.9 INFO DAYS .................................................................................................. 18 

4.3.10 INVITED SPEAKERS .................................................................................. 19 

4.3.11 PRESENTATIONS OF THE PROJECT ............................................................. 19 

4.3.12 SOCIAL MEDIA CAMPAIGNS ....................................................................... 19 

5 DISSEMINATION, COMMUNICATION & PUBLICITY STRATEGIES .......... 22 



TNCP Balkan – Mediterranean 2014 – 2020 Project acronym: “CIDE-NET” 

Page 4 of 45 
 

5.1 ENGAGING ALL PARTNERS – INCREASING THEIR COMMITMENT TO PROJECT 

COMMUNICATION ............................................................................................. 22 

5.2 STRENGTHENING THE ABILITY OF PARTNERS TO UNDERTAKE INITIATIVES ......... 23 

5.3 SOCIAL NETWORKING – COLLABORATION BETWEEN PARTNERS AND STAKEHOLDERS

 23 

5.4 ENSURING PROJECT PARTICIPATION IN SIGNIFICANT EVENTS ............................ 23 

5.5 POSTING PRESS RELEASES ON THE INTERNET ............................................... 24 

5.6 TRANSLATING DISSEMINATION MATERIAL INTO AS MANY LANGUAGES AS POSSIBLE 24 

5.7 DIRECT E-MAILING TO STAKEHOLDERS ABOUT IMPORTANT EVENTS AND WORKSHOPS

 24 

5.8 USING THE RIGHT TOOLS ......................................................................... 25 

5.9 GETTING FEEDBACK FROM STAKEHOLDERS .................................................. 28 

5.10 READJUSTING DISSEMINATION PLANS ACCORDING TO NEEDS ............................ 28 

6 GUIDELINES ON DISSEMINATION AND COMMUNICATION TOOLS ........ 29 

6.1 THE CIDE – NET  WEBSITE AND THE E-LEARNING AND E-MENTORING PLATFORMS

 29 

6.2 NEWSLETTERS ..................................................................................... 30 

6.3 POWERPOINT PRESENTATION ................................................................. 31 

6.4 PAPER BASED LEAFLETS / PROJECT BROCHURES .......................................... 31 

6.5 ONLINE CAMPAIGN / SOCIAL MEDIA CAMPAIGN ............................................ 32 

7 SUMMARY TIMETABLE........................................................................ 34 

8 ROLES AND RESPONSIBILITIES ........................................................... 39 

A. APPENDIX 1 ........................................................................................ 41 

B. APPENDIX 2 ........................................................................................ 42 

C. APPENDIX 3 ........................................................................................ 43 

 



TNCP Balkan – Mediterranean 2014 – 2020 Project acronym: “CIDE-NET” 

Page 5 of 45 
 

Executive Summary 

The project’s main objectives are the enhancement of SMEs’ potentials for 

creativity, innovation, competitiveness and development. It is supported by a 

comprehensive training scheme for managerial and labor force skills, motivating 

for innovation and upgrading competitiveness. A number of innovative training 

modules will allow SMEs to acquire the necessary skills, introduce innovation in 

all their strategies and practices throughout their business cycle and, as a result, 

boost their competitiveness.  

The key to the success of this project is to inform and attract a wide range of 

target-groups, such as the following:  

 Entrepreneurs and professionals in the manufacturing/trade/service 

industries of the 5 countries 

 Senior and middle managers, financial and technical managers of SMEs in 

the manufacturing - trade - service sectors of the 5 countries 

 HR Managers and trainers  

 public authorities that are responsible for the design and implementation 

of strategies affecting SMEs  

 Executives of education/research institutions as well as of institutions 

supporting entrepreneurship 

The project places particular emphasis on the participation of women from the 

aforementioned target groups.  

The identification of targeted stakeholders constitutes a key element of the CIDE 

- NET Project Dissemination and Communication Plan, as it allows maximising 

the visibility and exposure of the CIDE – NET  Project and supported projects’ 

results. 

The term “stakeholder” includes individuals or groups with a common interest in 

the project. The broader categories that make it easier to understand the types of 

communication needed are the following: 

 Target Groups: entrepreneurs, professionals/managers, trainers, 

unemployed and NGOs in the target sectors 

 Influencers: Multipliers, opinion makers, the JS and the media 

 Other stakeholders: Scientists, local and regional agencies, local 

administration representatives, technological institutions etc.   
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Finally, it should be noted that a strong brand is important to differentiate the 

CIDE - NET Project, helping the project stand out from competitors and allowing 

target groups to identify with the project in an engaging way. This approach 

creates loyalty, retention and a cost-effective base upon which to market the 

project moving forward. 
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1 Introduction 

 

1.1 Scope of the Task  

 

The current economic crisis is putting significant pressure on the financial 

situation of the majority of European countries, as they try to create more 

sustainable budgets. In this effort, innovative small and medium-size 

entrepreneurship is particularly important and proven to create new jobs.  

In this context, the overall objective of the CIDE - NET Project is the development 

of entrepreneurial learning programmes for the promotion of SMEs innovation 

and competitiveness. It also aims at establishing lasting training/mentoring 

cooperation schemes so as to continue mitigating the disadvantages of weak and 

outdated labour skills and positively impacting on cross border cooperation, 

regional development and economic convergence.. To achieve its aim, the 

proposed project will pursue the following objectives: 

1. Set up a Balkan Mediterranean  partnership that will help businesses of 

the eligible area:  

o Enhance SMEs’ potentials for creativity, innovation, 

competitiveness and development Develop and implement green 

innovation practices 

o Reduce  business risks and address economic crisis challenges, 

using toolkits to help develop and implement an innovation action 

plan  

o Maximise the efficient use of their resources through the 

implementation of creativity and innovation best practice  

o Network with like-minded businesses 

o Connect to more experienced companies that have travelled 

further to this scope  

o Promote their innovative, environmentally friendly products in the 

eligible area and beyond. 

2. Implement training programmes for skilled workers, managers in order to 

enhance human resource skills in creativity and innovation  
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3. Provide the tools, the support, and the information base to help businesses 

thrive in today's competitive marketplace. To this end, activities such as the 

identification of specific business sectors, the creation of a business partenariat 

(conventional and electronic) on innovation according to established 

methodology, the preparation of business guides, the development of 

information e-platform for entrepreneurs in developing skills and business - 

employees, etc. will be carried out. 

 

1.2 Scope of the Document 

 

In order to achieve the objectives of the CIDE-NET project, an efficient 

communication strategy has to be developed and implemented. This strategy is 

unfolded in the present communication and dissemination of results plan.  

The purpose of this plan is to set the rules of communication between the 

partners of Project in view of a transparent and efficient communication 

between them as well as to ensure targeted and effective dissemination of results 

achieved in the framework of the implementation of project’s activities and 

objectives. After all, dissemination of results is a contractual obligation and a 

necessary set of activities in projects funded under the BalKan Med programme.. 

In a cross-border partnership, communication and dissemination of results is a 

prerequisite for success.  

Communication and dissemination of results and awareness of the existence of 

the partnership also help the process of networking with possible stakeholders. 

Specific aims of promotional and dissemination activities are the promotion of 

knowledge sharing, the creation of greater public awareness and the promotion 

of the public understanding and participation in CIDE - NET activities.  

It is expected that the execution of this communication and dissemination plan 

coupled with partners’ activities will achieve maximum awareness of project 

activities and results. The structure of the document is as follows: 

In the second chapter, the objectives of the present document are analysed. In 

the third chapter, the stakeholders of the project are identified and analysed 

while in the fourth chapter a detailed list of good communication and 

dissemination practice is presented. In the fifth chapter an integrated set of 

Dissemination, Communication & Publicity Strategies is described and in the 

sixth chapter guidelines for the effective use of the dissemination tools are 

developed. In the seventh chapter a timetable of dissemination events is 
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presented. Finally, in the eighth chapter, the roles and tasks of each partner in 

the dissemination activities is presented.  
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2 Objectives 

 

As mentioned in the previous chapter, the CIDE - NET project aims to develop 

entrepreneurial learning programmes for the promotion of SMEs innovation and 

competitiveness, to identify innovation business opportunities in small 

manufacturing / trade / service application areas and to strengthen business 

cooperation and technology transfer in the cross-border area. Therefore the key 

to the success of this project is the actual implementation of the following 

communication objectives: 

 Engage, motivate, inform and train professionals from the following 

target groups 

o Entrepreneurs and professionals in the 

manufacturing/trade/service industries of eligible area 

o Senior and middle managers, financial and technical managers of 

SMEs in the manufacturing - trade - service sectors of the cross-

border area. 

o HR Managers and trainers  

o Executives of education/research institutions in sectors related to 

environment-friendly development technology as well as of 

institutions supporting entrepreneurship 

o public authorities that are responsible for the design and 

implementation of strategies affecting SMEs  

 Attract, inform and engage experts and stakeholders with the use of 

multiple communication and publicity means 

 To increase knowledge and bring together professionals from the target 

groups in order to increase project visibility and further disseminate 

results 

Stakeholder management and communication for CIDE - NET will be centred on 

building consensus around the vision and detailed implementation plans in 

order to get the right message, to the right audience at the right time, using the 

most appropriate method(s) available. 

 

However, it must be remembered that communication and publicity is not a 

static process; rather, it’s one that needs to react to circumstances and 

incorporate external environment changes into effective communication tactics. 
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3 Identifying Stakeholders 

 

3.1 Introduction 

 

Communicating the work of those involved in the project both internally and 

externally will be key to the success of the project and will require a genuine 

collaborative approach to ensure a common understanding. It is essential that 

everyone involved in the project is aware of the dissemination activity taking 

place and has the opportunity to benefit from the resulting positive exposure and 

be prepared as far as possible, for any negative exposure generated by the 

project. 

 

3.2 List of stakeholders 

 

Effective communication and dissemination can be achieved by taking into 

consideration the key audiences and making messages and information relevant 

to them. In this section we try to identify the different stakeholder groups that 

have an interest in green business innovation. Providing specific messages 

according to the targeted group or making messages relevant to a lot of those 

groups simultaneously can increase the effectiveness of communication and 

dissemination. The stakeholder groups that are identified are the following: 
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Stakeholder Group Stakeholder Reason 

Project Partners Co-fund the project, implement project activities, 

create project deliverables and ultimately 

responsible for project’s success 

Joint Secretariat Project Officers are responsible for the Project, 

funding and evaluation 

Business and technology institutions 

involved the creativity and innovation 

process 

Keen interest in tools, methodology and know-how 

on how to organise and implement creativity and 

innovation actions  

Civil Society’s interest group - NGO's, 

agents and actors and industry with 

an interest in innovation 

Keen interest in innovation issues, policies and 

practices and would like to help shape the agenda 

(e.g. innovation practices, upcoming innovation 

progressions, etc.) 

Public actors and/or local 

government  

Key interest as responsible for organising and 

promoting business innovation activities and 

implementing innovation agendas 

Lifelong learning actors Fundamental interest in promoting lifelong learning 

through non-conventional channels 

Specialist Media Key interest in events that help shape and affect the 

business community interested in creativity and 

innovation 

National Media Targeted publications interested in the promotion of 

innovation activities along with lifelong learning  

Organisers of International 

Conference Events 

May be interested in showcasing business 

innovation practice and use speakers from the 

project 

Wider Domestic and Cross-border 

Audience  

Citizens, actors, organisations, institutions, 

academics etc. from the two participating countries 

that will be encouraged to participate in the events 

(workshops, open days, final conference etc.) of the 

CIDE - NET Project as well as to take up and promote 

project’s good practice 

Wider European Audience European citizens and academics with a possible 

interest in business innovation practice that will be 

encouraged to participate in project activities 

Wider international audience  Interest outside of Europe, including North America 

and elsewhere  

 

The identification of targeted stakeholders constitutes a key element of the CIDE 

- NET Project Dissemination and Promotion Strategy, as it allows maximising the 

visibility and exposure of the Project and supported project results. 
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4 Good Communication and Dissemination Practice 

According to the European Commission (2004)1, in order to ensure a successful 

Communication and Dissemination Strategy, the following actions must take 

place: 

 Define the message 

 Target the audience 

 Select tools 

 Plan the programme 

These four elements are examined in the context of the project. 

 

4.1 Define the message 

 

As proposed by the European Commission (2004), in defining the message it is 

important to: 

 Demonstrate the importance of the message to increase its value and 

interest to the recipient; 

 Minimise the effort required on the part of the recipient to understand 

and accept the message. 

Furthermore, according to literature (e.g. Communication Canada, “Successful 

Communication Tool Kit – Literacy and You”, Communication Canada, May, 

2003), communication challenges can be properly addressed by using the 

following techniques: 

 Being relevant – Adopting the recipient’s point of view and taking into 

account his or her ability to understand 

 Being understood – Formulating and organising the information in a 

clear and simple manner 

 Being persuasive – Directing the communication at action and concrete 

results.  

                                                           
1 European Commission, “European Research – A Guide to Successful Communications”, European Communities, 

2004 
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The benefits of suitably framed messages are vital for the effectiveness of the 

communication strategy as they can help by: 

 Drawing the attention of national governments, regional authorities and 

other public and private funding sources to the needs and eventual 

benefits of the project 

 Attracting the interest of potential partners and/or correspondents 

 Encouraging talented professionals, entrepreneurs and scientists to join 

the partner organisations 

 Enhancing the reputation of participants, at local, national and cross-

border level. 

 

4.2 Target the Audience 

 

As mentioned in the previous section, there are six different categories of target 

groups and twelve different categories of stakeholders that need to be 

addressed. The messages should be relevant to each stakeholder specifically or 

to more than one category if more categories are to be addressed at the same 

time.  

In the following months, the generic brochure of the project that will be 

produced will cover almost all audiences.  The page of the general Balkan-Med 

website dedicated to the project will be developed in order to be accessible to all, 

providing integrated information in an attractive, user-friendly and equivocal 

manner. As the project progresses and results emerge, relevant material will be 

developed in order to target specific groups that have been identified in section 

3. 

 

4.3  Select Tools 

 

Despite the different background of project partners, efforts should  be made in 

order to communicate project results to the general public as well as to the 

stakeholders. Such efforts may include communication tools such as magazines, 

newspapers, and radio as well as the Internet and social media. It is strategically 

important, as will be explained in the next section, for the CIDE-NET Project to 

have active partners in their local and national communities in order to create 
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public awareness of the project and its results. This means that all local activities 

which include newspapers, brochures, workshops, informal meetings with 

stakeholders and even direct e-mailing are to be pursued during the course of 

the project. 

Tools that can be used to communicate are looked into in the following 

subsections. 

 

4.3.1 Press Releases 

 

Press releases are used to communicate information proactively to the media 

and from there to the wider public, from which the elements that are considered 

of interest to the public are selected. Press releases should have the following 

objectives: 

 They should stand out from the many that are competing for journalists’ 

attention 

 They should encourage reproduction with minimal or no changes 

 They should make editing as easy as possible 

Press releases are an important tool that can be used throughout a project. An 

approach that has proved successful when using press releases is for project 

partners to issue press releases simultaneously in their countries, giving 

journalists local contact points in order to follow-up in their own languages 

(European Commission, 2004). Press releases can be posted at specialised 

portals or in scientific magazines. 

Taking into account the technological development, in order to gain and keep 

attention today, successful press releases need to fit the requirements of today’s 

audiences and how they consume information. Some characteristics of successful 

modern press releases are the following2: 

 They are nimble. Successful messages are built to fit multiple formats. 

They feature tweetable headlines and factoids, search engine-

friendly elements (e.g. keywords, links, etc.), compelling visuals, and an 

                                                           
2 Three Characteristics of Successful Modern-Day Press Releases, The Hubspot Blog. Available online at: 

http://blog.hubspot.com/blog/tabid/6307/bid/27623/3-Characteristics-of-Successful-Modern-Day-Press-

Releases.aspx#ixzz1zjBvrfEV  

http://blog.hubspot.com/blog/tabid/6307/bid/27623/3-Characteristics-of-Successful-Modern-Day-Press-Releases.aspx#ixzz1zjBvrfEV
http://blog.hubspot.com/blog/tabid/6307/bid/27623/3-Characteristics-of-Successful-Modern-Day-Press-Releases.aspx#ixzz1zjBvrfEV
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easy-to-share landing page that renders nicely across LinkedIn, Twitter, 

Facebook, Google+, and other networks. 

 They are  atomised. The target audience is not concentrated in one 

place, and neither should press releases and other content addressed to 

them. One piece of content must be derived from another, such as turning 

a webinar into a series of blog posts, a podcast or video, a PowerPoint 

presentation or pdf, an infographic – and each distributed accordingly. 

Likewise, a simple press release can be similarly atomised. For example, 

as will be described in the following sections, a variety of key points can 

be tweeted while accompanying multimedia can be uploaded to YouTube, 

Flickr, Tumblr, SlideShare, and any number of other sites. 

 They are useful. Content needs to interest, inform, or entertain the 

audience. When determining how to communicate with the target 

audiences and what vehicles to employ, the following issues must be 

taken into account: the outcomes to be generated, the actions to be 

encouraged, and where the target audiences live. 

 

4.3.2 Project Website 

 

The page of the general Balkan-Med website dedicated to the project should be 

able to address all stakeholders of the project by utilising different areas where 

possible. The website is especially important in promoting the project and 

posting results and dissemination material. This page should be updated 

regularly in order to attract regular viewers who come to see what is new on the 

site. Moreover, downloadable versions of any literature and all publication 

material generated by the project are essential.  

 

4.3.3 Brochure 

 

A ‘flagship’ brochure can ‘serve as a prestigious calling card for presentation to 

influential readers’ – European policy-makers, national and local authorities, 

potential partners, media representatives and so on. Produced early in the 

lifetime of a project a brochure provides an overview of the project partnership, 

highlights the strengths of the network and reviews the background and 

technological/scientific rationale for undertaking an initiative. Targeted results 
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and predictions for long-term impacts are also explained. The content should be 

designed to ensure longevity as such a document is a rather costly exercise. 

 

4.3.4 Poster  

 

The most common use of the poster is to describe individual strands of research 

at conferences, workshops and meetings. Generic posters can be used to 

introduce complete projects and networks to the wider world. These posters can 

be used at exhibitions and public meetings, as well as in universities and schools 

in order to stimulate student interest. The aim is to provide an eye-catching and 

thought-provoking presentation and contact or website details giving access to 

further information.  

 

4.3.5 Newsletters 

 

According to the European Commission (2004), a periodic newsletter offers the 

means to report unfolding developments during the course of a project. It can 

contain suitably edited versions of press releases, announcements of progress by 

single partners or workgroup collaborators, reports on conferences and 

meetings, news of milestone achievements, personnel announcements and 

finally information about forthcoming events. A newsletter can be circulated two 

times a year or in some cases once a year. This tool will be considered at a later 

stage of the project when stakeholders are more thoroughly examined and e-

mail addresses of stakeholders gathered.  

 

4.3.6 Press Kit 

 

Press kits are full sets of material that are prepared for journalists. These include 

press releases covering the main messages that are being communicated. 

Relevant publications, brochures, handouts of presentation slides, even 

publications on CDs can be included in the press kits. CVs of relevant people are 

usually included as well and contact details for journalistic follow-up. 
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4.3.7 Direct e-mailing to Stakeholders 

 

Direct e-mailing to stakeholders can be used when important events are 

organised by the project’s partners. Direct contact with important stakeholders 

can help keep in touch with key people in European, national, regional or local 

levels. However, using this tool too often can have an opposite effect with 

stakeholders considering e-mails from a project as spam. This tool has to be used 

wisely and with specific aims. 

 

4.3.8 Conferences 

 

Conferences are important events that can draw international attention to a 

project. They can be either introduced as annual or biennial events or standalone 

‘flagship’ events. Conferences can draw the most prominent world researchers in 

a research area if properly organised and if sufficient funds are dedicated to this 

end. However, conferences are costly both in budget and time expenditure. They 

have to be properly organised and well-thought out before budget or/and time is 

dedicated to them. 

The CIDE - NET project foresees the organisation of two major International  

Events.   

 

4.3.9 Info days 

 

Infodays can be used to attract beneficiaries from the entrepreneurial  

community who will take part in the project activities.. Moreover, promoting a 

project in the context of an infoday is considered very important to clarify some 

points of the project implementation. This event gives also credibility and can 

attract new members to a network. 

In the framework of the CIDE – NET project 9 info days are foreseen to be held in 

the partners’ countries. 
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4.3.10 Invited Speakers 

 

On many occasions, speakers are invited to present the work of a project or to do 

a keynote speech on the research topic they are currently associated with. This 

presents an excellent opportunity to promote a project and its objectives as well 

as to put the word out on future collaboration opportunities. 

 

4.3.11 Presentations of the Project 

 

Project presentations in national and international conferences as well as in 

other dissemination events are essential in increasing the stakeholders’ 

awareness of the project. A PowerPoint slideshow or a video can be presented to 

an audience in order to create interest in the project and its results. A 

presentation of the project can also be used to be played at info-kiosks if such an 

opportunity arises.  

 

4.3.12 Social Media campaigns 

 

Social media marketing is the process of taking advantage of various social media 

networks (like Facebook, Twitter, Google+, Instagram, Tumblr etc.) to promote 

the activities and the objectives of the CIDE – NET project. Because traffic from 

social media sites is usually highly targeted, the probability to draw attention to 

the project is generally higher than using a search engine query. Another 

important benefit of traffic from social media is that it is essentially free or 

relatively low cost compared to other forms of traffic generation.  

However, social media requires involvement, both in terms of keeping up with all 

the latest trends and in maintaining ongoing relationships with project target 

groups and stakeholders. Social media invites a two-way conversation between 

the poster of the information and the reader. If the project ignores the second 

part of the equation, then the marketing effort is most likely doomed to fail. In 

order to execute a successful social media marketing campaign, the project 

should review the following list of traits that define a successful campaign, as 

suggested by the Forbes Magazine. 
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1. Identification of target audience needs: What do the target audiences 

want? What are their needs with regards to project activities? The project 

events, the direct communication with the public and the theoretical 

studies will shed light on the specific needs of each target or stakeholder 

group. The promotional activities will then be structured around these 

needs. 

2. Regular online presence with updates. It is essential that project 

partners post regular, useful or entertaining updates to maintain active 

online presence and high level of interest for all target groups. The more 

often the project shares interesting or informative content with fans and 

followers, the more often it will catch their attention. While it may seem 

counterproductive to spend time finding an article or blog post that 

project target groups and followers would like and then sharing it, it 

actually builds credibility and authority in the eyes of the readers. Over 

time, the project will become known as something to trust in the mind of 

its readers.  

3. Building relationships with target groups and stakeholders. As 

mentioned above, creating relationships with target groups and 

stakeholders is one of the parts of social media marketing that gives it so 

much power. These relationships can be built by posting updates that 

users actually want to read, not just a never ending stream of unrelated or 

uninteresting pitches. Project updates must be used to inform, entertain 

and address the needs of target audiences. Opening up a two-way 

conversation with them via the comments sections and message boards 

that many social media sites include are paramount for the success of the 

campaign. These relationships build credibility and help keep the project 

in the mind of the reader.  

4. Avoiding the pitfalls of going viral. Viral content is a posting or piece of 

information that someone has created that is shared by thousands, if not 

millions, of people across the Internet. This posting will often find itself on 

dozens of different sites. Some even make their way onto television news, 

and they will more than likely spawn many parodies and response 

postings. A piece of viral content can be a gold mine, albeit a short lived 

one, for the poster. However, determining whether or not something will 

go viral is like trying to write on water. Millions of dollars and Euros have 

been wasted by companies trying to create something that will go viral. 
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Ninety nine times out of a hundred, that piece of content wound up being 

ignored completely. 

5. Maintaining a consistent message. When posting information across 

several different sites, it is easy for the message the sender is trying to 

convey to become garbled as they try to tailor it for a variety of media and 

audiences. The tone or codification of the message for Facebook will not 

work on Reddit or Twitter. This is important for the sender of the 

message to know as successful communication with online communities 

requires specific “language”. 

6. Participation in the community. As stated above, social media sites are 

usually tightly knit communities. The users of these sites can spot 

marketers a mile away, usually because the marketer does nothing more 

on the site than post information about various products. In order to gain 

trust (and followers) within one of these communities, one must be 

willing to participate as well. This is usually done in the form of 

commenting on the postings of others and the sharing or re-sharing of 

posts that have absolutely nothing to do with marketing or consumerism.  

7. Paying attention to the posts generated by the project. In the effort to 

maintain regular online presence, it is often tempting to skip editing, 

proofreading and screening the content of a post or a message. However, 

this entails a significant degree of risk. In the business world, for example, 

unfiltered content has been the downfall of many companies trying to 

establish a social media presence, and some companies have even lost 

their entire business because they allowed someone to post rude or 

demeaning comments directed at unhappy customers. Even a simple 

spelling error can turn an innocent post into a racial slur, so it is 

imperative that project posts are screened, edited and proofread before 

coming online. 

8. Raising awareness inside and outside of the Internet. The social 

media campaign must be effectively couple amd matched will all other 

dissemination activities in order to raise the widest possible awareness of 

target groups and stakeholders who may be or may not be online.  

 

So far, the Lead Partner proposes one account for the project on Facebook . The 

Lead Partner will assign facebook page roles to all project partners in order to 

contribute to the dissemination process.  
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5 Dissemination, Communication & Publicity Strategies 

 

In order to increase the effectiveness of the dissemination and communication 

tools presented in the previous chapter, an integrated set of strategies is 

required that includes the following actions:  

 Engaging all partners – increasing their commitment to project 

communication 

 Strengthening the ability of partners to undertake initiatives 

 Social networking – collaboration between partners and stakeholders 

 Ensuring project participation in significant events 

 Posting press releases on the Internet 

 Translating dissemination material into as many languages as possible 

 Direct e-mailing to stakeholders about important events and workshops 

 Increasing traffic to project website 

 Using the right tools 

 Getting feedback from stakeholders 

 Readjusting dissemination plans according to needs. 

 

5.1 Engaging all partners – increasing their commitment to 

project communication 

 

Each dissemination activity is confined by space and time. Dissemination 

activities have the ability to disseminate knowledge in a local or national context 

by creating project awareness for a specific period of time. By engaging all 

partners in the dissemination and communication processes, the project makes 

sure that the awareness of project activities and results is increased. Thus, each 

partner is encouraged to participate in national, local and regional events and to 

create awareness of the project. Stakeholders and interested parties can also 

participate in this process.  
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5.2 Strengthening the Ability of Partners to Undertake 

Initiatives 

 

For dissemination to be effective, it is important for all partners to feel free to 

engage in the dissemination activities. This will be specifically stated and its 

importance will be communicated during technical and other meetings when 

relevant discussions emerge. The dissemination material should be put into good 

use according to the opinions of each partner individually. 

Workshops – info days and other dissemination activities can be organised 

according to local, national, cross-border as well as international needs 

according to the opinions of individual partners and organisations.  

 

5.3 Social networking – collaboration between partners and 

stakeholders 

 

Another important strategy that can help the previous two (engagement and the 

undertaking of initiatives) includes the collaboration between different partners 

(either within the same country or at cross-border level) when dissemination 

events are considered. In other words, partners will make efforts to form 

alliances in order to propose events and perform dissemination activities. 

 

5.4 Ensuring project participation in significant events 

 

It is important that project partners participate in significant events world-wide 

in order to ‘put the word out’ on the project and its results. To this end, partners 

must identify and collect relevant conferences and workshops where the CIDE – 

NET project can have an important and catalytic presence.  

 

 

 



TNCP Balkan – Mediterranean 2014 – 2020 Project acronym: “CIDE-NET” 

Page 24 of 45 
 

5.5 Posting press releases on the Internet 

 

The Internet is an effective medium to disseminate results and one where 

researchers, stakeholders and interested parties have easy access. All partners 

will be encouraged during the course of the project to identify portals, especially 

in their national language, and to post press releases with the results of the 

project and press releases creating awareness of the existence of the CIDE – NET 

Project. 

For example, in Greece several prestigious portals have been identified like in.gr, 

www.inewsgr.com etc. News and press releases will be added to these sites as 

results emerge. Each partner organisation is responsible for disseminating press 

releases in their native language. This strategy will enhance project’s presence 

on the Internet and will provide several ‘contact points’ where links to the CIDE – 

NET Project website exist. 

 

5.6 Translating dissemination material into as many languages 

as possible  

 

Dissemination material is at this point only available in the English language. It 

has been proposed to translate this material to the national languages of 

partners and to post this material on the web site. This will enhance accessibility 

for all interested parties, especially in national contexts. 

 

5.7 Direct e-mailing to stakeholders about important events 

and workshops  

 

An initial stakeholder identification around Europe has emerged from the need 

of the network to organise the first open events in Greece and in Italy. This will 

result in a list of stakeholders around in the cross-border area and beyond that 

can be enhanced as new stakeholders are identified, either by the same members 

or by parties interested in the CIDE - NET Project. The list will be expanded 

before every project event and will be used by all project partners in order to 

increase awareness of and interest in the project. 
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5.8 Using the right tools 

 

In the previous chapter, the tools that can be used for dissemination have been 

specified. It is important to select the right tools according to specific 

circumstances and goals. For example, press conferences can be costly so these 

are not to be used often. In more detail, the following tools are to be used as 

much as possible: 

 Newspaper releases 

 Presentations of the project 

 Workshops and Open Events 

 Newsletters 

 Internet banner 

 Social media campaign. 

Taking into account the breakdown of activities as described in the Application 

Form in force, the project partners will undertake the creation and use of the 

publicity tools below. However, it should be noted that these are the minimum 

required tools and by no means should the list be considered exhaustive. 

Partners should feel free to use and exploit any further publication tools referred 

to in this document.  

 

1. Lead Partner:  

 Creation of Project logo 

 Creation of the Dissemination and Communication Plan 

 Contribution to the promotion of the projects’ best practices (press 

releases, publications on the media, etc.). 

 Contribution to the preparation and continuous updating of the project 

portal and the project promotion through the social media. 

 preparation of a kick off international event in Thessaloniki and final 

project international conference in Athens.  

 Promotion of the 2 international events  in Greece (publications on the 

media) 
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2. Project Partner 2 

 Contribution to the promotion of the projects’ best practices (press 

releases, publications on the media, etc.). 

 Contribution to project promotion through the media. 

 Publication of 500 copies of the project legacy study in Greek 

 Publication of 1000 copies of the project brochure in Greek 

 organization of the Info day in Greece 

 Procurement of 3 roll up banners that will be used in the promotional 

events in Greece (info day, final conference, etc.) by the Greek partners 

 Promotional activities regarding the info day in Greece (e.g. publications 

on media) and participants pack (e.g. pen, block, folder) 

 

3. Project Partner 3 

 organization of the two info days in Bulgaria. 

 Contribution to the promotion of the projects’ best practices (press 

releases, publications on the media, etc.). 

 Contribution to project promotion through the media. 

 Publication of 500 copies of the project legacy study in Bulgarian 

 Publication of 1000 copies of the project brochure in Bulgarian 

 Promotional activities regarding the info days in Bulgaria (e.g. 

publications on media) 

 Procurement of 2 roll up banners that will be used in the info days in 

Bulgaria 

 

4. Project Partner 4 

 Contribution to the promotion of the projects’ best practices (press 

releases, publications on the media, etc.). 

 Contribution to project promotion through the media. 

 Organization of two info days in Albania. 

 Publication of 500 copies of the project legacy study in Albanian 
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 Publication of 1000 copies of the project brochure in Albanian 

 Promotional activities regarding the info days in Albania (e.g. publications 

on media) 

 Procurement of 2 roll up banners that will be used in the info days in 

Albania 

 

5. Project Partner 5 

 Contribution to the promotion of the projects’ best practices (press 

releases, publications on the media, etc.). 

 Contribution to project promotion through the media. 

 Organization of two info days in FYROM. 

 Publication of 500 copies of the project legacy study in FYROM’s language 

 Publication of 1000 copies of the project brochure in FYROM’s language 

 Promotional activities regarding the info days in FYROM (e.g. publications 

on media) 

 Procurement of 2 roll up banners that will be used in the info days in 

FYROM 

 

6. Project Partner 6 

 Contribution to the promotion of the projects’ best practices (press 

releases, publications on the media, etc.). 

 Contribution to project promotion through the media. 

 Organization of two info days in Cyprus. 

 Publication of 500 copies of the project legacy study in English 

 Publication of 1000 copies of the project brochure in English 

 Promotional activities regarding the info days in Cyprus (e.g. publications 

on media) 

 Procurement of 2 roll up banners that will be used in the info days in 

Cyprus 
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5.9  Getting feedback from stakeholders 

 

Several techniques that have been described in the good dissemination practices 

give the possibility of getting feedback from stakeholders. For example, forums 

started on the website will allow stakeholders to express their views on different 

subjects. Direct emailing with stakeholders can also act as a motivator for 

stakeholders to express their views on subjects of their concern in regard to the 

research that is being carried out or any other issue pertaining to the CIDE – NET 

Project. 

 

5.10  Readjusting dissemination plans according to needs  

 

Project partners will make efforts to keep dissemination and communication of 

the project targeted, effective and up-to-date. If there are needs for greater 

efforts in disseminating to a specific stakeholder group or in using a specific tool, 

this is going to be observed and discussed among partners. Should such a case 

arise, readjustments of the partners’ dissemination plans according to needs are 

going to be suggested.  
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6 Guidelines on Dissemination and Communication 

Tools 

The dissemination good practice listed in Chapter 4 is described below in further 

detail.  

 

6.1 The CIDE – NET  Website and the E-Learning and E-

Mentoring Platforms 

Domain name  www.cidenet.eu 

Objective 

 Access the platform, the website and information related to 

it 

 Advertise and spread the project 

 Advertise facts and results related to the project 

 Disseminate educational material 

 Facilitate e-learning 

 Facilitate e - mentoring 

 Use the results of the platforms 

Key Message / 

Content 

 Hosting all public information about the project along with 

a private partners section for project management purposes 

 Hosting the e-learning and e-mentoring material, facilitating 

the training process and disseminating knowledge on green 

business innovation 

Target Stakeholder 

 Target group representatives: all six categories 

 Influencers through a PR section 

 Providers through a private section 

Information 

Required & Level of 

Detail 

 Tool including various content 

 Details of milestones including success levels 

Information 

Provider 

 Trainers and mentors provide content to the platforms 

 Lead Partner handles both the external and the internal 

area of the Tool (News etc.) 

 Partners provide input and feedback (news, events etc.) 

 Web Site content developed by LP 

 Partners can upload their working documents 
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Communication 

Methods 
See Appendix 1 

Activity Required 

for Production & 

Delivery 

See Appendix 1 

Frequency & 

Timing 

The website will be updated continuously or when a major 

achievement has been made. 

Feedback and 

Follow Up Activity 
Contact form to be included on the website. 

 

Please see Appendix 1 for more detailed information about the Website strategy. 

 

6.2 Newsletters 

 

Objective 
Provide a way to keep key stakeholders informed on the 

current status of the project 

Key Message / 

Content 

The electronic newsletter will contain projects highlights 

(major outcomes, links, contacts, dissemination activities). 

Target Stakeholder 

The CIDE - NET Project newsletters will target key stakeholders 

(international, EU, national and local levels), on a voluntary 

basis (registration to the newsletter will be done through the 

project portal and various workshops and events). 

Information 

Required & Level of 

Detail 

General Sections: 

1. Need to be updated regarding green business innovation in 

order to produce content for the newsletter 

2. Updated Information about the stakeholders 

3. Updated information about the platform 

4. Events 

 

Local Section: 

1. Information specific to the country itself 

Information 

Provider 
All partners 

Communication 

Methods 

 The Lead Partner will be responsible for the editing and 

publishing of the newsletters 

 Languages: English 

Activity Required 

for Production & 

Delivery 

Gathering various content from the partners as well as from the 

users 
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Frequency & 

Timing 
To be issued on a regular and periodical basis (every 6 months) 

Feedback and 

Follow Up Activity 
Feedback from readers will allow fine-tuning of the newsletters 

6.3 PowerPoint Presentation 

 

Objective To be used during various events 

Key Message / 

Content 
Convey project results 

Target Stakeholder Mainly public, from workshops and events 

Information 

Required & Level of 

Detail 

About the e-learning and e-mentoring platforms in English  that 

will be translated into the 4 national languages by the project 

partners. The template will form the basis of presentations 

about the project at events across borders 

Information 

Provider 
All partners 

Communication 

Methods 

Main presentation will be developed with additional modules 

according to needs, geographical locations and languages 

Activity Required 

for Production & 

Delivery 

Local distribution and translations 

Frequency & 

Timing 
Update of the presentation based upon milestones 

Feedback and 

Follow Up Activity 
Get remarks from audience and make changes accordingly 

 

6.4 Paper based Leaflets / Project Brochures  

 

Objective To be spread during various conferences, meetings 

Key Message / 

Content 

Convey project results 

Invite people to use the platform 



TNCP Balkan – Mediterranean 2014 – 2020 Project acronym: “CIDE-NET” 

Page 32 of 45 
 

Target Stakeholder Visitors to conferences and events 

Information 

Required & Level of 

Detail 

paper-based leaflet / brochure  

Information 

Provider 
All partners 

Communication 

Methods 

Main leaflet will be developed with additional content 

according to needs, geographical locations and languages 

Activity Required 

for Production & 

Delivery 

Local distribution and translations 

Frequency & 

Timing 
Need to update the leaflet regularly according to milestones 

Feedback and 

Follow Up Activity 
Get remarks from audience and make changes accordingly 

 

6.5 Online campaign / Social media campaign 

 

Objective 
To be present in the most popular social media platforms, such 

as Facebook, Twitter and the project portal 

Key Message / 

Content 

This is THE project for: 

 Getting information and sources on business innovation and 

creativity 

 Developing and carrying out business innovation activities  

Target Stakeholder 
Social media users including all kinds of public and 

stakeholders 

Information 

Required & Level of 

Detail 

Basic project information 

Project developments and results 

Information 

Provider 

Lead partner 

All partners 

Communication 

Methods 

Maintain project profiles on major social media platforms 

Regularly update profiles, allowing comments of all kinds 

Activity Required 

for Production & 

Delivery 

Creation of profiles 
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Frequency & 

Timing 
According to milestones and at least once a week 

Feedback and 

Follow Up Activity 

Keep track of comments on Facebook, Twitter and/or project 

website 
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7 Summary Timetable 

The following table presents the dissemination activities that are planned by all 

partners for the next period. These dissemination activities address both target 

group and wider audiences and thus this plan is considered a good 

communication mix. 

It is expected that more possibilities for dissemination activities will emerge as 

the project progresses and more results become available to partners. 

 

Date Title Respo
nsible 
partne

r 

Partn
ers 

invol
ved 

Type of 
activity 

Dissemin
ation 
level 

Type of audience Location 

2/11/2017 International 
Opening 
Event 

LP All Public 
event 

National SMES/Stakeholders/Exp
erts 

Thessalo
niki 

NOVEMBER 
2017 

News Article P6 P6 Newspaper 
article 
describing 
the project 
and its first 
activities 

Local-
National 
 

Target 
group/Stakeholders/Ex
perts 

Limassol 

NOVEM-BER 
2017 

Newsletter P6 P6 Article in 
Chambers’ 
Newsletter 
describing 
the project 
and its first 
activities 

Local-
National 
 

SMEs/Target 
group/Stakeholders/Ex
perts/Members of the 
Chamber 

Limassol 

DECEMBER2
017 

Social media  
marketing 
campaign 

P3 P3 Starting a 
social 
media 
campaign( 
Facebook, 
Twitter 
etc.) that 
aims to 
promote 
the 
activities 
and 
objectives 
of the CIDE 
–NET 
project  

Local-
National 
 

General 
public/Entrepreneurs/S
MEs/Target 
group/Stakeholders/ 
Experts/Influencers 

Sofia 

DECEMBER 
2017-
JANUARY 
2018 

“Flagship” 
brochure 

P3 P3 Producing 
a brochure 
in 
Bulgarian 
providing 
an 
overview 
of the 
project 
partnershi
p and its 
added 
value 

Local-
National 
 

Policy-makers/National 
and local authorities/ 
Potential partners/ 
Media representatives 

Sofia 

October 
2017 / 1st 
semester 
2018 / 2nd 

Publications 
on UHCC 
website 

P2 P2 Update of 
informatio
n on 
project’s 

National Target 
group/Stakeholders 

Athens  
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semester 
2018 / 
January 
2019 

activities 
and 
outcomes 
on UHCC’s 
website 

December 
2017 / 1st 
semester 
2018 / 2nd 
semester 
2018 / 
January 
2019 

Press 
releases sent 
to 59 
chambers 
and media 

P2 P2 Presentatio
n  of major 
project’s 
outputs 
and 
milestones 
to 59 
chambers-
members 
and to the 
media  

National  Target 
group/Stakeholders 

Athens  

January 
2018 

News Article 
in a 
magazine/ne
wspaper 

P3 P3 Newspaper 
article 
describing 
the project 
and its first 
activities 

Local-
National 
 

Target 
group/Stakeholders/Ex
perts 

Sofia 

JANUARY 
2018 

Press release P3 P3 Press 
release  
describing 
the project 
and its first 
activities 

Local-
National 
 

SMEs/Target 
group/Stakeholders/Ex
perts 

Sofia 

January 
2018 

Publication 
on UHCC’s 
magazine   

P2 P2 Magazine 
article 
describing 
the 
project’s 
scope and  
activities 

National Target 
group/Stakeholders 

Athens 

February 
2018 / 
January 
2019 

CIDE-NET in 
the UHCC’s 
annual 
report 

P2 P2 Presentatio
n of the 
project’s 
activities in 
the UHCC’s 
annual 
report 

National  Stakeholders / 59 
Chambers  

Athens 

FEBRUARY 
2018 
 
After 3rd, 4th 
and 5th 
Project 
Meetings 

News 
Articles after 
each Project 
Meeting 

P6 P6 Newspaper 
article after 
each 
Project 
Meeting 
describing 
the project 
progress 
and 
upcoming 
events 

Local- 
National 

Target 
group/Stakeholders/Ex
perts 

Limassol 

FEBRUARY 
2018 
 
After 3rd, 4th 
and 5th 
Project 
Meetings 

Newsletters 
after each 
Project 
Meeting 

P6 P6 Article in 
Chambers’ 
Newsletter 
after each 
Project 
Meeting 
describing 
the project 
progress 
and 
upcoming 
events 

Local- 
National 

SMEs/ Target 
group/Stakeholders/Ex
perts / Chamber 
Members 

Limassol 

FEBRUARY 
2018 
 
After 3rd, 4th 
and 5th 
Project 
Meetings 

News 
Articles after 
each Project 
Meeting 

P3 P3 Newspaper 
article after 
each 
Project 
Meeting 
describing 
the project 
progress 

Local- 
National 

Target 
group/Stakeholders/Ex
perts 

Sofia 
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and 
upcoming 
events 

FEBRUARY 
2018 
 
After 3rd, 4th 
and 5th 
Project 
Meetings 

Newsletters 
after each 
Project 
Meeting 

P3 P3 Article in 
Newspaper 
after each 
Project 
Meeting 
describing 
the project 
progress 
and 
upcoming 
events 

Local- 
National 

SMEs/ Target 
group/Stakeholders/Ex
perts  

Sofia 

APPROX 
MARCH 
2018 

Info Day P2 P2 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Athens 

APPROX 
MARCH 
2018 

Info Day P3 P3 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Sofia 

APPROX 
MARCH 
2018 

Info Day P4 P4 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Tirana 

APPROX 
MARCH 
2018 

Info Day P5 P5 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Scopje 

APPROX 
MARCH 
2018 

Info Day P6 P6 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Limassol 

MARCH - 
APRIL 2018 

News Article 
and 
Newsletter 

P6 P6 Newspaper 
article and 
article in 
Newsletter 
after 1st  
Info Day 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts / Chamber 
Members 

Limassol 

MARCH -
APRIL 2018 

News Article 
and 
Newsletter 
in a 
magazine/ne
wspaper 

P3 P3 Newspaper 
article and 
article in 
Newsletter 
after 1st  
Info Day 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts  

Sofia 

APPROX 
JUNE 2018 

Info Day P3 P3 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Sofia 

APPROX 
JUNE 2018 

Info Day P4 P4 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Tirana 

APPROX 
JUNE 2018 

Info Day P5 P5 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Scopje 

APPROX 
JUNE 2018 

Info Day P6 P6 Workshop/
Public 
event 

National Target 
group/Stakeholders/Ex
perts 

Limassol 
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JUNE – JULY 
2018 

News Article 
and 
Newsletter 

P6 P6 Newspaper 
article and 
article in 
Newsletter 
after 2nd  
Info Day 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts / Chamber 
Members 

Limassol 

JUNE – JULY 
2018 

News Article 
and 
Newsletter  
in a 
magazine/ne
wspaper 

P3 P3 Newspaper 
article and 
article in 
Newsletter 
after 2nd  
Info Day 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts  

Sofia 

APPROX 
2ND 
SEMESTER 
2018 

6 Thematic 
Workshops 

LP LP Training 
Seminar 

National Entrepreneurs / 
Managers 

Athens, 
Heraklion
, 
Thessalo
niki, 
Patras 

APPROX 
2ND 
SEMESTER 
2018 

6 Thematic 
Workshops 

P3 P3 Training 
Seminar 

National Entrepreneurs / 
Managers 

Sofia 

APPROX 
2ND 
SEMESTER 
2018 

6 Thematic 
Workshops 

P4 P4 Training 
Seminar 

National Entrepreneurs / 
Managers 

Tirana 

APPROX 
2ND 
SEMESTER 
2018 

6 Thematic 
Workshops 

P5 P5 Training 
Seminar 

National Entrepreneurs / 
Managers 

Scopje 

APPROX 
2ND 
SEMESTER 
2018 

6 Thematic 
Workshops 

P6 P6 Training 
Seminar 

National Entrepreneurs / 
Managers 

Limassol 

APPROX 
2ND 
SEMESTER 
2018 

News Article 
and 
Newsletter 

P6 P6 Newspaper 
article and 
article in 
Newsletter 
after 
Training 
Seminar 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts / Chamber 
Members/ 
Entrepreneurs/Manager
s 

Limassol 

APPROX 
2ND 
SEMESTER 
2018 

Usage of 
disseminatio
n material 
and banners 

P6 P6 Usage of 
disseminati
on material 
and 
banners 
during all 
events 
organised 
in Limassol 

Local SMEs / Target 
group/Stakeholders/Ex
perts / Chamber 
Members/ 
Entrepreneurs/Manager
s 

Limassol 

2nd semester 
2018 

Publication 
on UHCC’s 
magazine   

P2 P2 Magazine 
article 
describing 
the 
project’s 
activities 

National Target 
group/Stakeholders 

Athens 

NOVEMBER  
2017 – 
FEBRUARY 
2019 

News 
Articles and 
Newsletters  

P5 P5 News 
Articles 
and 
Newsletter
s prior to 
reporting 
about 
significant 
events  

Local-
National 
 

SMEs/Target 
group/Stakeholders/Ex
perts/Members of the 
organization 

Skopje 

NOVEMBER  
2017 – 
FEBRUARY 
2019 

Web and 
social media 
presence  
 

P5 P5 Publishing 
up to date 
informatio
n about the 
duration of 

Local-
National 
 

SMEs/Target 
group/Stakeholders/Ex
perts/Members of the 
organization 

Skopje 
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the project 
and its 
outcomes 
by reaching 
out to the 
publicity 

NOVEMBER  
2017 – 
FEBRUARY  

Usage of 
disseminatio
n material  

P5 P5 Usage of 
disseminati
on material 
and 
banners 
during all 
events, 
seminars 
organised  

Local SMEs / Target 
group/Stakeholders/Ex
perts / Chamber 
Members/ 
Entrepreneurs/Manager
s 

Skopje 

JANUARY20
19 

Final Event LP All Public 
Event 

National SMES/Stakeholders/Exp
erts 

Athens 

JANUARY – 
FEBRUARY 
2019 

News Article 
and 
Newsletter 

P6 P6 Newspaper 
article and 
article in 
Newsletter 
after Final 
Event 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts / Chamber 
Members/ 
Entrepreneurs/Manager
s 

Limassol 

JANUARY – 
FEBRUARY 
2019 

News Article 
and 
Newsletter 
in a 
magazine/ne
wspaper 

P3 P3 Newspaper 
article and 
article in 
Newsletter 
after Final 
Event 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts 
Entrepreneurs/Manager
s 

Sofia 

During all 
events and 
seminars 

Usage of 
disseminatio
n material 
and banners 

P3 P3 Usage of 
disseminati
on material 
and 
banners 
during all 
events 
organised 
in Sofia 

Local SMEs / Target 
group/Stakeholders/Ex
perts 
Entrepreneurs/Manager
s 

Sofia 

JANUARY – 
FEBRUARY 
2019 

News Article 
and 
Newsletter 

P6 P6 Newspaper 
article and 
article in 
Newsletter 
after Final 
Event 

Local- 
National 

SMEs / Target 
group/Stakeholders/Ex
perts / Chamber 
Members/ 
Entrepreneurs/Manager
s 

Limassol 

January 
2019 

Publication 
on UHCC’s 
magazine   

P2 P2 Magazine 
article 
describing 
the 
project’s 
final 
outcomes 

National Target 
group/Stakeholders 

Athens 
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8  Roles and Responsibilities 

The Lead Partner will be responsible for the coordination of dissemination and 

promotion activities throughout the project in cooperation with the project 

partners. Moreover, the Lead Partner is responsible for the organisation of the 

two international confereces (Open International event and Final International 

Conference) and for the production of part of the communication material. It also 

supervises the infodays and the other dissemination activities implemented by 

the project partners. The LP is responsible for reporting to the JS every 6 months.  

 

PP2 will organize and promote 1 info day in Greece, contribute to the promotion 

of the projects’ best practices (press releases, publications on the media, etc.), 

produce communication material (Publication of 500 copies of the project legacy 

study and Publication of 1000 copies of the project brochure in Greek), procure 3 

roll up banners.  

 

PP3 will organize and promote 1 info day in Bulgaria, contribute to the 

promotion of the projects’ best practices (press releases, publications on the 

media, etc.), produce communication material (Publication of 500 copies of the 

project legacy study and Publication of 1000 copies of the project brochure in 

Bulgarian), procure 3 roll up banners.  

 

PP4 will organize and promote 1 info day in Albania, contribute to the promotion 

of the projects’ best practices (press releases, publications on the media, etc.), 

produce communication material (Publication of 500 copies of the project legacy 

study and Publication of 1000 copies of the project brochure in Albanian), 

procure 3 roll up banners.  

 

PP5 will organize and promote 1 info day in FYROM, contribute to the promotion 

of the projects’ best practices (press releases, publications on the media, etc.), 

produce communication material (Publication of 500 copies of the project legacy 

study and Publication of 1000 copies of the project brochure in FYROM’s 

language), procure 3 roll up banners.  

 

PP6 will be responsible for the Legacy Study and the Case studies - Good 

practices promotional material, will organize and promote 1 info day in Cyprus, 
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contribute to the promotion of the projects’ best practices (press releases, 

publications on the media, etc.), produce communication material (Publication of 

500 copies of the project legacy study and Publication of 1000 copies of the 

project brochure in English), procure 3 roll up banners.  
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A. Appendix 1 

A.1 Website Purpose 

The page of the CIDE – NET project attached to the Balkan Med website will have 

a dual purpose: (1) to be used universally by people outside the project, (2) to 

provide an internal project repository, and will be designed to fulfil the following 

criteria in order to help the project meet its aims: 

 

 Communication: The project vision should be clear to anyone who visits 

the website. It may be useful to collate email addresses of the audience 

using the site so they can be sent newsletters and/or be notified when 

website content has been updated. 

 Interpretation: A flexible and consistent metadata support should 

ensure that the published data is transparent and comprehensible to the 

user – especially when it comes to publishing results and statistics. 

 Stimulation: The content and layout of the website should be visually 

appealing with a clear easy to use navigation framework to hold users 

interest. 

 Search and Navigation: The website architecture must provide 

comprehensible navigation across the whole website. It must be easy to 

find the desired data inside the website. The response time should have a 

high priority. 

The project website will contain links to the partner’s websites. The website will 

be regularly updated and the public area will enable visitors to subscribe to the 

regular project newsletter. Partners will use the website themselves as well as 

encouraging other stakeholders to visit, so to fulfil: 

 

 Dissemination of final project results 

 Visibility of the initial achievements and project progress 
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B. Appendix 2 

 

The CIDE - NET Project  

Dissemination and Promotion Activity Reporting Template 

Number of activity:  Number of the activity in relation with the relevant 

supporting documents provided (materials, attachments): 

Date: Date of the report 

Partner: Partner reporting 

Dissemination 

Activity: 

Short description of the activity 

Type of Activity: Type of activity (presentation, workshop, publication, etc) 

Date of Activity: Date of activity 

Place of Activity: Place where the activity takes place 

Performer: Partner performing the activity 

Summary: Summary of the activity 

Number of 

participants:  

Number of participants: 

Comments/feedback: Various comments and feedback reporting 

Material as 

Attachments: 

Specify attachments to the report (PPT, Text files etc) which 

supported the activity 
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C. Appendix 3 

C.1 Presentations template  
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C.2 Letters template  
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C.3 Agendas template  

  

  

  


