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1. Introduction

The overall objective of the MOVING project is to build capacities and co-develop - in a bottom-
up participatory process with value chain actors, stakeholders and policy-makers - relevant
policy frameworks across Europe for the establishment of new or upgraded/upscaled Value
Chains (VCs) that contribute to resilience and sustainability of mountain areas. This will be
addressed by the following specific objectives:

1.

Engage the main actors and stakeholders into a European-wide Community of
Practice (CoP) on Mountain VCs.

To develop a conceptual and analytical framework able to describe and interpret
the diversity of mountain VCs and assess their contribution to the sustainability and
resilience of mountain areas and population.

To provide easy-to-read visual tools that raise the awareness of AKIS, VC actors,
civil society and policymakers on the diversity of land use and production systems of
mountain areas, the threats they face, the bio-physical assets they can mobilise, their
sustainability, and their resilience to Climate Change.

To study the configurations, the strategies, the dynamics and the value
distribution of the VCs in the main European mountainous areas (EU member states
and associated countries) in order to assess their contribution to sustainability and
resilience.

To develop participatory and critical benchmarking of clusters of mountain VCs
to identify enablers and blocking factors affecting sustainability and resilience.

To carry out evidence-based foresight exercises (at community, cross-regional and
European levels) to capture and anticipate the long-term trends affecting mountain
areas.

To develop a policy roadmap and a ‘Quick Start’ policy design based on evidence-
based and performance focussed recommendations to secure a long-term provision
for the ‘next generation’ of policy interventions.

The present Dissemination, Exploitation, Communication and Outreach Strategy (hereafter
DECO or the ‘Strategy’) is instrumental to achieve these objectives and is as such integrated
into and supporting all the other activities of the project as illustrated in Figure 1:
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Figure 1. Links between project Work Packages
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The MOVING Strategy should be understood as a living document. Accordingly, regular
updates have been planned to allow it to evolve over time, as a result of new or emerging
information, opportunities or trends. It will particularly evolve as part of the process of
developing greater coordination and synergies between the work of MOVING, and work of

relevan

t stakeholders on the subject.

In the following sections the key features of the Strategy are presented in detail, including:

Objectives of the Strategy

Target audiences

Narrative

Activities

Deliverables

Timeplan

Monitoring, evaluation and update.
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2. Objectives of the strategy

The objectives of the Strategy are connected through a four-step logic. Firstly, the Strategy
focuses on the discovery of the project by the target audiences, and aims to build a coherent,
unigue and recognisable structure of MOVING so that they become acquainted with its goals
and activities. Following this, the Strategy’s main attention shifts to promoting the
engagement of key stakeholders. Progressively it concentrates on the dissemination of
outcomes and results achieved, to finally address the enhancement of the project legacy,
especially by facilitating the uptake of its outcomes and results within and beyond the project’s

scope.
Table 1. Specific objectives of the Strategy
Specific Description
objective
SO.1 To raise awareness of project aims and activities (DISCOVERY)
S0.2 To facilitate and promote engagement of partners, relevant actors and target
audiences in the MaPs (ENGAGEMENT)
SO.3 To inform about project outcomes and results and enable multipliers and the
media to share relevant information (DISSEMINATION)
S0.4 To facilitate the uptake of project outcomes and results within and beyond the
scope of the project (LEGACY)
PY ® ° LEGACY
®
Y . . . ® To facilitate the
DISCOVERY o FHGAGEENT DISSEMINATION “';Lattzsfe';'::j‘t
To raise awareness of To engage partners and To inform of project results within

target audiences in the

the aims and activities - outcomesand results and beyond the
project
. . scope of the
. . . project
o0
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3. Guiding principles

The Strategy aims to ensure that audiences are aware of the VCs in mountainous regions and
their contribution to resilience and sustainability, and to support them with tools and knowledge
that enables them to create these VCs for the future. So, the Strategy will not be limited to
informing.

In summary, all target stakeholders need to be active in making the transition to an improved
design and implementation of policies affecting VCs in mountain regions. This will require a
commitment on the part of the audience to take action, which will require giving them
compelling evidence, knowledge and tools. In order to achieve action and stimulate target
audiences to interact, all communications activities and products will adhere to the following
guiding principles:

Specificity. While communications in H2020 projects can sometimes seem abstract,
our actions will present facts and information that are digestible and practical for target
audiences to implement.

Resonance. Target audiences must feel/see the direct and indirect benefits that they
will derive from outcomes of the project. In order to improve action, the project will
show how the results will affect them personally, economically and environmentally,
as well as socially and globally.

Connectivity. Using carefully tailored methods and tools, including social media and
the Virtual Research Environment (VRE) to boost engagement and encourage
interaction and dialogue, target audiences will share what they are doing while
discovering what others are developing, which will act as an inspiration and a driver
for mutual learning and knowledge exchange.

Results-based approach. Focused activities to achieve specific, measurable
outcomes.

Continuous learning. Diligent research, analysis, execution, and assessment that
continuously feeds and improves planning and action. This includes constantly getting
stakeholder feedback to improve the Strategy, and also flexibility to adjust scope and
approach to relevant developments over time.
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4. The DECO task force

A Dissemination, Exploitation, Communication and Outreach task force will be established at
the beginning of the project to ensure that all partners are involved in the design and
implementation of the DECO strategy. The roles and responsibilities of the DECO Task Force
will be:

e Ensure the relay of information upwards/downwards;

e Report the different communication activities carried out by their organisation, as well
as their impact (Monitoring Tables);

¢ Identify and adapt the communication messages to each region;

¢ Identify the main communication objectives per region/country;

e Translate the main dissemination/communication material.

Figure 2. Structure of the DECO task force
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The DECO Task Force will be comprised by at least one representative of each partner
organisation, and coordinated by AEIDL with the support of UCO.
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5. Target audiences

5.1. Geographical coverage

Regarding the geographical coverage, the Strategy will be implemented in all EU Member
States (MS) and partner countries involved in the project. When implementing the Strategy,
MOVING will consider national differences and local stakeholders and aim at ensuring a
balanced and inclusive approach. At a secondary level, MOVING will try to engage with other
non-EU MS that are relevant to the project.

5.2. Stakeholder mapping and analysis

In light of the specific project objectives described in Section 2, the Strategy targets the
following categories of stakeholders, considered relevant for the achievement of the project
goals:

e Policy-makers: Policy and programme designers; political decision-makers;
European level organisations; European national and regional governments,
Municipalities.

e Policy implementers: Local administrations; managing authorities; LEADER Local
Action Groups; Community-Led Local Development (CLLD); local planning initiatives
(e.g., Local Agenda 21, rural mayors’ networks).

e Industry and businesses within the mountains VCs: Representative bodies of
farmers, landowners, forest managers, processors, rural businesses, and actors in the
food chain.

e Scientific Community: Universities, Research, Institutes, Scientists (external and
internal to MOVING).

e Rural networks at European and national level (ENRD, NRNs, FARNET, European
Rural Parliament network, ELARD, Natura2000, EUROMONTANA, ECOLISE);

e Grassroot players (e.g., actual or potential beneficiaries and participants in EAFRD
and relevant H2020 projects, Operational Groups, EIP-Agri groups, farmers and land
managers, advisers, consultants).

e Civil society, particularly from mountain communities across Europe (e.g., through
European Rural Parliament events and national rural parliament events), or rural and
urban communities and with a special focus on youth, environmentalists, NGOs,
consumers, and disadvantaged groups

By considering the relevance of the stakeholders for the project, the Strategy establishes
different levels of engagement, classifying them in the alignment/influence — interest matrix
(Figure 3 below) according to their relative positioning and to the need to collaborate with
them, to involve, to inform and/or to consult them. There are three dimensions to the matrix:

e Alignment: The extent to which the stakeholder agrees with MOVING’s goals and
approach.




asuanjui / Juswusl|y

High

Some

fow

MOVING

MOuUNTAIN VALORISATION THROUGH
INTERCONNECTEDNESS AND GREEN GROWTH

e Interest: The extent to which the stakeholder is already engaged in the issues or the
field of MOVING (e.g., are they committing resources, speaking out, setting objectives)
e Influence: The degree to which the stakeholder can sway the debate.

High alignment / high interest and low alignment / low interest are classic boundary partners.

High alignment / low interest would be characterised by a stakeholder that broadly shares the
same objective but does not have the availability to invest time and resources in the project-
such as a local organisation with a very limited budget.

Low alignment / high interest would be a stakeholder that is funding work in the same area as

the project, but with a different objective.

Figure 3. Stakeholder alignment/influence — interest matrix
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5.3. Multipliers

This Strategy aims at achieving a maximum impact with controlled spending by selecting
channels that are the most effective in reaching out to the various target groups and building
upon multipliers, namely consortium partners and relevant stakeholders at EU, national,
regional and local levels, which can contribute to maximise the potential audience of the
MOVING project. Multipliers will be invited to share the core messages, practices and
ultimately the results of the project using their own communications channels, and tools.

MOVING is built on multipliers as follows:
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e Within the project partnership, the multiplier effect is ensured by the involvement of
national and regional organisations that have a strong and well-structured presence at
local level, with a widespread and multi-stakeholder membership. Furthermore, the
local focus will be reinforced by the international and cross-country approach, giving a
new impetus to the debate and offering new instruments to change the narrative,
thanks to exchange of information, models, tools and best practice with partners from
other countries.

e At the regional level, the multiplier effect will be based on linking with societal actors
through regional workshops.

e At the national level, relevant stakeholders for policy analysis will be involved in a
“policy process” that will be based on policy audits at a regional level and one EU level
workshop.

e At the European level, the multiplier effect relies first on the involvement of key
research and stakeholder organisations that are well connected with EU institutions
and networks (e.g., ENRD, EIP-Agri, AREPO, Euromontana, etc.) from inside and
outside the consortium.

e Media, for the purposes of the Strategy, are not perceived as target audiences, rather
as multipliers. Press networks and associations, journalists and news providers
(especially their websites, such as Euractiv) in the Brussels bubble and at national
level can become fundamental multipliers in delivering our message and informing
about MOVING and its outcomes.

e Two factors are to be decided when compiling the relevant list of press contacts: (i) To
which media do our target audiences pay most attention to?; and (ii) Which media will
consider our messages newsworthy?. While we will consider all media as potential
multipliers, most of the focus will be placed on online media with an interest in the
themes addressed by MOVING.

Our goal will be to turn identified multipliers into a solid network that will promote our ideas,
convey our messages and help us reach our objectives. Next to media, multipliers include
policy-makers that have an umbrella function (such as EU institutions, national and regional
authorities, EU Agencies) or are well networked such as international and national
organisations (such as Civil Society associations, Intergovernmental organisations, networks
and NGOs). On many cases academia and independent experts can also act as multipliers.

MOVING’s communication pathways to impact will be enhanced through the co-constructed,
multi-actor approach that focuses on the end-users of its findings and recommendations.
These involve representatives of organisations which have written in support of MOVING from
across end-user and stakeholder communities.
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Targeting per specific objective

The specific target audiences corresponding to each Specific Objective (SO) are identified as
illustrated in the following table.

Specific
objective

SO.1

S0.2

S0.3

SO.4

Table 2. Link between specific objectives and target audiences

Description

To raise awareness of
project aims and
activities

(DISCOVERY).

To engage partners and
target audiences in the
MaPs promoted by the
project

(ENGAGEMENT).

To inform of project
outcomes and results

(DISSEMINATION).

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

Target audience (in alphabetical order)

Business and industry, CAP and National Rural networks,
Environmental NGOs, European-level policy-makers,
H2020 projects/networks, Media, Mountain Organisations,
National/Regional policy-makers, Policy implementers,
Researchers, Rural dwellers, Mountain communities, Value
Chain consumers.

Business and industry, CAP and National Rural networks,
Environmental NGOs, European-level policy-makers,
H2020 projects/networks, Mountain Organisations,
National/Regional policy-makers, Policy implementers,
Researchers, Rural dwellers, Mountain communities, Value
Chain consumers.

Business and industry, CAP and National Rural networks,
Environmental NGOs, European-level policy-makers,
H2020 projects/networks, Media, Mountain Organisations,
National/Regional policy-makers, Policy implementers,
Researchers, Rural dwellers, Mountain communities, Value
Chain consumers.

Rural dwellers, Mountain communities, Environmental
NGOs, European-level policy-makers, Mountain
Organisations, Researchers, Business and industry, Value
Chain consumers.
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6. Narrative

6.1. Marketing techniques

We will use specific marketing techniques to convey messages, namely: storytelling and co-

design.

Storytelling (videos, articles, and social media). Highlighting real examples of value
chains in mountain areas, focusing on best practice, and actors and organisations
which are front-runners in achieving their goals. In particular, this will focus on linking
materials across the projects in the EC RURAL-01 Call (PoliRural, SHERPA,
RURALIZATION).

Co-design to engage. Change cannot be achieved with only a top-down approach.
MOVING will involve stakeholders, in particular in the regional MaPs and EU MaP (EU
Community of Practice), in the co-creation of communication actions. This will provide
opportunities for engagement and communication of arguments. A key to success in
stakeholder engagement is to start the discussion with what is important for the target
audience and finding pathways/solutions within the rural development narrative.

6.2. Key messages

MOVING’s key messages will be adapted to each target audience, and will be refined and
updated over the course of the project. A dedicated session will be organised at a consortium
meeting to co-create project messages involving all the MOVING partners.

A first set of messages is already indicatively proposed and which will be discussed and
designed in specific sessions during the lifespan of the project:

Mountain areas form the ecological skeleton of Europe providing essential
environmental, social and economic goods and services.

Mountain areas are under significant pressure from climate change, depopulation,
poor infrastructure, including telecommunications, and the low profitability of some of
their economic activities.

New value chains and opportunities are emerging in mountain areas.

A new generation of policies is needed to address a fair environmental, socio-
economic and digital transition, with the involvement of the different actors, that
guarantees the future of mountain areas.

Mountains are vulnerable to climate change, yet climate change mitigation (e.g. reduce
emissions from livestock; reforestation) may challenge traditional livelihoods and
cultural landscapes.
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7. Key Communication outputs

MOVING output

D2.1: Conceptual and
analytical framework

(Month 12)

D3.2: Vulnerability map
for each of the 23
reference regions

(Month 21)

D4.1: Inventory of
Mountain value chains

(Month 8)

D4.6: Global Upgrading
Strategy

(Month 32)

D5.1: Comparative
cross-case report on
Mountain Value Chains

(Month 39)

Table 3. Key MOVING communication outputs

Main Target
Audience

Researchers

Selected
stakeholders

Policy makers
VC stakeholders
Advisors,
Researchers

Researchers
MaP actors

VC stakeholders
Researchers
Advisors

MaP area actors

EU civil society and
stakeholder groups

Researchers,
VC stakeholders

Communication
Product?

Report

#1 Policy Brief

Peer Review
publication (1)
Practice Abstract (1)
Short Article/Blog

Report
Visualisation Tool
#1 Video

#1 Podcast

Peer review
publications (3)

Short Article/Blog

Report

Peer Review
publication (1)
Short Article/Blog

Report

Digital Stories (23)
Practice Abstracts
(23)

Peer review
publications (1)

Short Article/Blog

Report

Peer review
publications (4)

#2 Policy Brief
#2 Podcast
Short Article/Blog

MOVING Communication
channels

CoP

Participation in Scientific
conferences

Open Access repositories,
MOVING comms channels

CoP

MOVING comms channels
#1 Webinar

Open Access repositories
Participation in conferences

CoP

MOVING comms channels
Open Access repositories
Participation in conferences

MOVING comms channels
CoP

Open Access repositories
Participation in conferences

CoP

MOVING comms channels
#2 Webinar

Open Access repositories
Participation in conferences

1 Responsibilities for the delivery of the outputs are defined in the Grant agreement.

11
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D6.2: Foresight report Policy Makers Report CoP
including set of Advisors #3 Podcast MOVING comms channels
foresight maps EU civil society and  Short Article/Blog #3 Webinar
(Month 38) stakeholder groups Open Access repositories
MaP area actors Participation in conferences
D6.3: Synthesis report, Policy Makers Report CoP
including a Repertoire Advisors #3 Policy Brief MOVING comms channels
of Strategic Options EU civil society and  #2 Video #4 Webinar
(Month 40) stakeholder groups #4 Podcast Open Access repositories
MaP area actors Peer review Participation in conferences
publications (2)
Short Article/Blog
D7.1: Policy Roadmap Policy Makers Report CoP
including EU civil society and #5 Podcast MOVING comms channels
recommendations for a  stakeholder groups Policy Audit #5 Webinar
new 'gener.a'Flon of MaP area actors Policy tools Open Access repositories
public policies and ) ) )
strategies for Europe’s #3 Video EU-wide pnllne stakeholder
mountain areas Peer review consultation process
ublications (1 Participation in conferences
(Month 46) P ns (1) P
Short Article/Blog
8. Activities
8.1. Building on existing communication tools and

Initiatives
Communication pathways will be established and developed with existing relevant structures,
such as the Euromontana and its network members, partner’s networks (e.g. Association of
European Regions for Products of Origin - AREPO), and others. Also, collaborations will

include the use of well-established European-level channels such as ENRD and EIP-AGRI,
with which project partners have a good track record of engagement and participation.

Last but not least, cooperation of the European Commission will be sought for establishing
cross-posting, to make use of the capacities of EU institutions (e.g., EC, EESC, Committee of
Regions) and links to EU CORDIS news and CORDIS WIRE websites, the Horizon Magazine,
the Horizon 2020 Project Stories, newsletters from relevant DGs, etc.

8.2.

The visual identity is at the heart of establishing a coherent and consistent brand for the
MOVING project. The visual identity package will consist of:

” v

Visual Identity
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e Visual style guide (Book of Style), including all the guidelines for perpetuating the
MOVING brand identity in all external and internal communications. In particular, it will
define the use of the logo, the use of colour, fonts, correct usage and integration with
EU emblem, and photo manipulation.

e Visual identity in several formats.

e Social media banners

e Template for the newsletter

e Template for Deliverables

e Template for PowerPoint presentations

e Templates for News items

e Templates for Policy Briefs and Practice Abstracts

e Visuals for multimedia material (e.g., videos)

e Event material

o Roll-ups
o Leaflet
o Other materials based on needs

8.3. Website

The website (D1.2) will be the primary hub of information from MOVING, providing a ‘one-stop
shop’ for resources, news, and key information on relevant initiatives; and it will be linked from
the rest of communication and dissemination materials produced under the framework of the
project. Work on the website will continue throughout the project, incorporating sections and
content as soon as it becomes available and taking account arising needs.

8.3.1. Website structure

The website (www.moving-h2020.eu) will provide an overview of the MOVING project, its
deliverables and partners. In a dedicated part of the homepage the latest news and
articles/blog posts on the project activities will be showcased, as well as all relevant project
events.

The webpage will link with the project’s social media accounts, and will showcase the latest
posts. It will also contain an archive for the published newsletters and other communication
and dissemination materials, as well as public deliverables.

There will be a dedicated section for the Reference Region / MaPs, which will provide
information about each of the project's MaP, context, objectives, activities and expected
outcomes/impacts, etc.

Visitors will be given the opportunity to digitally sign-up to the project newsletter.

The contact details of our central office will be indicated, and a helpdesk will be accessible to
submit queries via email.

The site will be offered in English and translated in at least the languages of the consortium
partners through an automated tool embedded in the website.



http://www.moving-h2020.eu/

MOVING

MOuUNTAIN VALORISATION THROUGH
INTERCONNECTEDNESS AND GREEN GROWTH

The website will evolve throughout the project, it will be adapted to emerging communication
needs and updated with the latest developments of the project.

All monitoring of use (e.g., statistics for periodic reporting to the EC) will be GDPR compliant.

The website will comply with best practice in design for ensuring user accessibility (e.qg.,
colour, font, text formatting) to respect the capabilities of readers and contributors (complying
with EC Information Providers Guides; http://ec.europa.eu/ipg).

8.3.2. Coding and hosting solutions

The website will be coded using a leading content management system, e.g., Wordpress.

8.4. Production of ‘Practice abstracts’ to link to the EIP-
AGRI website

The resulting innovative knowledge and easily-accessible end-user material from MOVING
will feed into the EIP-AGRI (The Agricultural European Innovation Partnership) website for
dissemination. The end-user material to be produced contains a substantial number of
summaries for practitioners in the EIP common format ("practice abstracts"), including the
characteristics of the project (e.g., contact details of partners, etc).

A practice abstract is a short summary of approximately 1 000 to 1 500 characters (word count-
no spaces) which describes the main information/recommendation/practice that can serve the
end-users in their daily practice. Guidance and templates for these practice abstracts are
available on the EIP-AGRI website: http://ec.europa.eu/eip/agriculture/en/content/eip-aqgri-
common-format. If relevant, a dedicated template can be produced to allow more targeted
communication.

A total of 121 practice abstracts will be produced, containing all the
outcomes/recommendations which are ready for practice. 31 (D1.8) are expected to be
delivered in Month 24; 58 (D1.9) will be produced by Month 48. There will also be 31 practice
abstracts (D4.7) from the regions with the most practical insights (Month 32) and one on
Participatory Theory Building (D2.3) in Month 12.

8.5. Social media

Dedicated social media accounts will be set up by Month 1 and used as key interactive
promotional tools to receive feedback from target stakeholders, accelerate the discussion
and to engage them in dialogue. Interactive tools such as quizzes, challenges, and videos will
be used to connect with audiences for whom time/attention is short and who want their
information fast and easily understood and delivered.

Considering our experience on the target audience’s preferences, Twitter and LinkedIn will be
used as primary tool, with Facebook and YouTube as secondary media. Other social networks
or research platforms, such as Instagram or Academia.edu are mentioned in the Grant
Agreement. However, the communication team will assess whether the work required by these
networks outweighs the expected impact. In addition, the communication team will assess the
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suitability to use additional and new Social Media platforms for the benefit of the project (e.g.,
TikTok or other similar platforms).

Supporting visual material will be used in the selected social media channels in order to
highlight messages. Appealing visuals will help attract the attention of the followers/audience,
and invite them to read and learn more about the proposed topics. For example, video teasers
shared on social media will invite the target audience to watch the full videos. lllustrative
elements such as banners for social media profiles will help create a brand consistency and a
visual identity for the project.

Cooperation of the European Commission will be sought for establishing cross-posting,
making use of capacities of EU institutions (e.g., EC, EESC, CoR) and links to EU CORDIS
news, CORDIS WIRE, and the Horizon Magazine websites.

We will create a project ‘handle’ across all platforms to ensure that the project is easily
identified by our target audiences:

e @movingH2020

8.5.1. Twitter

This channel will be used for short news flashes, using a clear and crisp style, not too
descriptive or institutional.

Twitter will be used to communicate instantly and engage with the target audiences from
society, science and policy stakeholders.

Dedicated hashtags will allow the streamlining of communication of specific products and
actions e.g., #MOVINGEvent, #MOVINGArticle, #MOVINGNews, #MOVINGDeliverable, etc.
The use of hashtags will help people to connect outside of physical meetings and exchange
about the topics.

It will also play an important role during events, where live tweeting will be used. Live tweeting
will facilitate the creation of a knowledge community linking participants, panel experts, as well
as audiences following the events remotely.

Our team will ensure visibility by:

e posting relevant news and information related to the work done by the partners under
the MOVING project at least once a week;

o following relevant accounts from stakeholders and engaging with them (e.qg., retweet);

e creating conversation with followers, sparking debate on hot topics addressed by
MOVING, and gathering their views;

e providing relevant content by third parties (information on latest trends and new
relevant developments);

e post or retweet about events, reports and initiatives from other projects or other
activities from relevant stakeholders;

e promoting events connected to the Strategy.
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8.5.2. LinkedIn

LinkedIn will facilitate networking with people and professional organisations from the target
audience mainly those from the private sector and academia. We will create an account to
help our connections stay up to date with MOVING developments and to share information
with relevant stakeholders.

We will ensure that LinkedIn account is properly used by:

e Sharing status update to ask questions to people in the network or share news or
insights (in relation with the Twitter timeline).

e Identifying more people, companies, researchers, policy-makers, etc., potentially
interested in the project’s results and engaging with them.

e inform about events and meetings organised under this Strategy.

8.5.3. Facebook

A dedicated Facebook account will be created, in particular to reach out to MOVING
stakeholders, and those not fully covered by LinkedIn.

This channel will be adopted for public outreach and showcasing outputs. Events and the
functionality of Photo album will be exploited, as appropriate.

8.5.4. Youtube

A dedicated YouTube channel will be used to publish and collect all the project's multimedia
products. Videos will be embedded via YouTube on the website, and easily shared on social
media through short links.

8.5.5. Instagram

This Social Network could be an interesting option to promote visual outputs and snapshots
of MOVING events.

8.5.6. Research Gate and Academia.edu

These research platforms could be an interesting option to promote academic papers targeted
to researchers.

8.5.7. The Virtual Research Environment

The Virtual Research Environment (VRE) is the key digital working platform available for
the Consortium and the participants from the CoP and regional MaPs. The VRE can be used
to boost the interaction of actors and stakeholders in a continuous way.
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8.6. Short articles and Blog

A specific section of the website will be set up to provide access to relevant articles, blog posts
and news so to create opportunities for interactive engagement, debates and exchanges
amongst stakeholders about specific news, experiences, events, topics of interest for the
project or linked to MaPs’ activities and topics.

The blog items and articles can be written by rural stakeholders and MOVING partners about
a specific topic relevant for the project. The aim is to share knowledge and information (from
the project and about relevant issues for the project) and which is interesting to MOVING
partners as well as to external stakeholders.

The blogs, articles and news will be promoted though MOVING social media channels.

8.7. Newsletter

An online newsletter, will be designed and published two times a year providing knowledge
and added value content to target groups from the local/regional, national and EU levels. A
key objective is to promote the knowledge and information related to the project and the topic
of the project.

In addition to being a key dissemination channel for relevant information, the newsletter is a
communication product in itself, which will be distributed through three channels:

¢ MOVING partners and distribution email list: With the publication of each
newsletter, an email will be sent to all the partners of MOVING and to the distribution
group (this mailing list will be composed of those who signed-up to the newsletter via
the website).

e Website: All newsletters will be stored in a repository on the web, which is accessible
to all stakeholders.

e Social Media: Dedicated posts will be published in the relevant social media channels
(Twitter, LinkedIn, Facebook, etc.).

We aim to achieve more than 350 subscribers to the newsletter by the end of the project.
Dedicated promotional activities will be featured to promote further subscriptions to this tool,
for instance in participation at external events and meetings attended or organised by
MOVING.

The newsletter will include content shared on a regular basis by the partners, researchers and
other relevant stakeholders, and compiled and sent out through an email marketing service,
such as MailChimp. The storage and use of personal data of external and internal actors will
be done in accordance with the GDPR.

8.8. Press releases

At least two press releases (one at start of the project, one at the end of the project), will be
designed and published to appeal to journalists, linking project activities with relevant media
narratives. Other press releases can be developed with a focus on significant developments
and events of the project.
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Press contacts will be obtained from partners, particularly AEIDL’s journalist database. The
EC will be notified before publication to help amplify the message. Partners will be advised on
how to adapt the press releases to their local/regional context so the message can be easily
communicated to rural stakeholders in their own language, and with a focus on their particular
interest, to ensure that the information reaches the different target audiences.

8.9. Multimedia production

8.9.1. Videos & Digital Stories

A series of 3 videos and 23 Digital Stories will be produced aiming to stimulate the
audience’s curiosity and communicate the main results of the MOVING work.

1. #1: Vulnerability of Value Chain & mountain areas
2. #2:Value Chains Strategic options

3. #3: Policy Roadmap & recommendations

4. #4: 23 digital stories (reference regions)

The narrative will be inclusive, and convey key messages targeted to the specific audience,
such as policy-makers, value chain stakeholders, advisors, researchers, stakeholder
associations and networks at EU, national and regional levels through which there is high
potential for replication.

Videos will be recorded in English and the Digital Stories in national/regional language and
include subtitles in English. Partners can translate the script of the Digital Stories so they
can also include subtitles in the languages of the countries of the consortium.

All video material will be placed on the Youtube channel of the project and accessible as well
from the project website.

8.9.2. Webinars

A series of 5 Webinars will be organised to foster an interactive learning environment in
which stakeholders feel involved. The initial proposed webinars are:

1. #1: Land use systems & Value Chain vulnerability
2. #2: Comparative VC cross-case

3. #3: Foresight

4. #4: Repertoire of Strategic Options

5. #5: Policy Roadmap

Webinars will be related to knowledge developed in MOVING and will support targeted
audiences to take ownership. Webinars will be recorded and placed on YouTube and
accessible through the project website. This will support the communication and dissemination
through social media channels.
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8.10. Final MOVING Conference

An interactive final MOVING conference will be organised at the end of the project. The
MOVING team will prepare a schedule with regards to the final conference, (with the aim of
organising the event in the European Parliament, if possible). The coordination of the
conference will be undertaken by an event organisation team within the MOVING DECO
taskforce. The event will be tailored around maximising the interaction among participants
under the principles of design thinking, co-creation, visual and innovative reporting techniques
as well as the interconnection between the offline and online audience. Tools such as live
tweeting and instant surveys or real time visualisation will help to create a knowledge
community, as well as audience following the event through social media and, if possible, live
streaming.

All conference materials will be open source, publicly available through the MOVING website.
All materials of the events will comply with best practice in ethical requirements and
regulations (e.g., GDPR).

8.11. Community of Practice (CoP)

The MOVING CoP is a European-wide Science-Society-Policy interface that brings together
interested stakeholder to contribute in the co-creation and validation of all research outputs
delivered by MOVING. The CoP gathering interested stakeholders from the regional MaPs,
EU MaP and other relevant external actors from policy, research and civil society working on
topics relevant for MOVING. The CoP is considered an important feature of the DECO
strategy, to promote all knowledge produced by the project, maximise its impact through
enhanced ownership of the results by this community, ensure long-lasting use of the results
within a community that aims to continue after the project.

Figure 4. Community of Practice

Regional MAP The MOVING CoP will interact mainly
virtually and face to face. . Face-to-face

interaction will mostly organised in the
. context of the research work to be
conducted under each of the WPs..

O ¢’ Reglonal MAP AEIDL will develop the workplan of the
------ MOVING CoP that will include the

planning of the activities of the CoP. A
e, O contingency plan will be elaborated to

O overcome the risks that the COVID-19

might bring in the implementation of
Regional MAP

Regional MAP

some of the planned tasks.
Regional MAP
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8.12. MOVING MOUNTAINS APP

The ‘MOVING MOUNTAINS’ app will be designed to foster engagement of people (citizens
and visitors) with the resilience of the mountain regions through identification and sharing of
information. Main sections proposed:

(1) ‘Hi, there’: will give information about the mountain region in which the user is located;

(2) ‘What's there’: will identify main resources and value chains presents. For the users, it will
give information on products and services, and will serve to promote the local companies;

(3) ‘Why not:’ the user can suggest new products and services that can be interesting to find
in the region, giving information on the potential demand for new and innovative business.

A citizen science approach will be used to gather inspiring information from the users (to feed
into the participatory workshops in WP4). Ideas from young people will be collected during
T1.5, to improve the attractiveness of the first design. The app will be delivered by Month 22,
making it available for the workshops.
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9. Exploitation

While dissemination of MOVING knowledge and results will be important to raise awareness
of the project tools, this alone will not guarantee the maximum possible long-term impact of
the project work. Therefore, concrete actions will be carried out to ensure that end-users take
advantage of and use the developed tools to realise the project's objectives. To this end, a
sustainability and transfer plan will be implemented and proposed in the last update of the
DECO strategy.

In MOVING, exploitation will revolve around getting stakeholders to effectively use the
developed tools. MOVING results have a strong public nature. The methodologies and tools
developed during MOVING will be made fully available to potential users through toolkits.
Therefore, it is not foreseen to generate results that will be protected by exclusive licences.

The exploitation activities will be coordinated by WP1 Leader and the communications task
force.

There are three main areas of work in which exploitation action will focus on:

e Value Chains valorisation
e Packaging methodological guidelines and capacities
e Policy toolkit

The exploitable results, and the activities to effectively guarantee their uptake by end-users,
will be identified and defined in a dedicated workshop on exploitation. WP leaders, and if
relevant, other partners, will participate in this workshop. External actors engaged through the
CoP might also be invited, to identify potential synergies and capitalise on the results of
MOVING.

The workshop to identify the preliminary list of exploitable results and activities (draft
exploitation plan) will be implemented before Month 18 and the preliminary results will be
included in the Periodic Report foreseen for Month 18. An updated version exploitation will
be finalised before Month 36 and its results will be included in the Periodic Report of Month
36.
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10. Timeplan

The indicative timeplan for communication and dissemination (WP1) is illustrated below. The
Plan provides further details of the activities planned and undertaken.

e KoM * MOVING e Update of * MOVING ¢D1.3: CoP ¢ Update of *D1.5 Youth eD1.6 DECO ¢D1.7 DECO
eSocial Website the Mountain design and the engagement strategy Activity
Media eD1.1.: DECO Disseminati App implementa Disseminati report Final report
launch Strategy on and tion report onand «D1.9: 58 PAs
« Temporary «Work Plan Exploitation eD1.4: DECO Exploitat_ion «Final
project CoP - Plan Activity Plan Review conference
landing Version 1 ¢ Review with report with EC
page *Newsletter EC ¢D1.831 PAs
launch

11. Monitoring, evaluation and update

Monitoring and evaluation throughout the life-cycle of MOVING will enable us to identify what
approaches are working (and why) and demonstrate the value of the approach selected for
the Strategy. This is carried out under WP1 and provides data for informing any decisions
required to enable project deliverables, milestones or objectives to be met.

Accordingly, DECO activities will be regularly monitored. This will enable the compilation of a
list of outputs (and relevant dissemination metrics), for continuous reporting at overall project
level, and contributes to the annual updates of the Strategy and its targets, each of which is
required for interim and final reporting to the EC.

Regular monitoring and evaluation activities will be conducted to measure gains and
successes and provide information about progress with implementation, as well as lessons
learnt, and thus help revisit the overall objectives so that we do not get side-tracked.

11.1. Key Performance Indicators (KPIs)

Indicators of success will inform the progress towards achieving project objectives. The
proposed KPIs below are guided by European Commission (2015a) H2020 Programme
indicators and aim to capture the achievements in communicating the project.

- >
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Table 4. Key Performance Indicators

Key Communication KPI Target (Month 48)
Output
Website Number of downloads of documents from the 2 000

MOVING website

Number of page views on MOVING website 50 000
Number of unique visitors 5000
Number of visits to the VC map & inventory 1 000
Social media No of Twitter followers 1 000
No of LinkedIn followers 200
No of likes on Facebook 200
No of Social Media impressions 25 000
No of views in YouTube to the videos + webinars 2 000
Newsletter Number of subscribers to the Newsletter 350
Synergies No of meetings from H2020 project in which MOVING 5

participated

MOVING App No of download 200

The above targets are to be reached by the end of the project, and might need to be adapted
according to the results of the internal evaluations of the Strategy.

11.1.1. Monitoring and assessing communications

The effectiveness of the Strategy will be monitored and assessed using a multichannel, impact
measurement framework and digital analytics platforms to gain a holistic view of cross-channel
communications. This method combines four kinds of datasets:

e Web Analytics (qualitative and quantitative data from the campaign websites, looking
at audience, acquisition and user behaviour);

e Social Media Analytics (performance and the effectiveness of the social media
channels);

e Online Listening (impact of communication messages in the online public sphere and
the extent to which these messages have seeded online conversations). These
conversations may be featured in social networks, websites;
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e Communication and Dissemination monitoring tool (an online tool to be provided by
AEIDL to keep track of all the communication activities developed by the consortium,
as well as the impact reached in terms of number of readers / attendees to a
conference, etc.).

11.2. Regular reporting and Strategy updates

Inputs derived from the monitoring on the implementation of the Strategy will inform the
project’s internal reporting. The reporting will summarise progress and completion of activities,
highlighting achievements as well as delays and issues arising for the activities.

It is essential to retain a reasonable degree of flexibility to adjust scope and methods for the
Strategy if finer tailoring of activities for dissemination and awareness-raising becomes
necessary as they progress, and once project outcomes and results begin to materialise.

The project periodic reviews with the EC are scheduled for Months 18 and 36, with a final
review in Month 48. The reviews will assess project achievements compared to project plans
and the Grant Agreement, and explain and justify any deviations from the plan. Linking to the
findings of the interim reviews above, the overall strategy will be subject to an update in months
24 and 42 to integrate any findings highlighted in the project interim reviews.

Further modifications to the Strategy might be carried out to address urgent issues, as
appropriate, in response to feedback gathered from the EC, the partners, and
users/participants.
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12. COVID-19 risks and contingency plan

The DECO strategy has been developed taking into account the COVID-19 crisis, leveraging
the lessons learnt on how to effectively communicate during the pandemic. Therefore, main
activities included in the strategy are planned to be online and taking into account the
limitations imposed by the pandemic.

However, as the COVID-19 crisis might expand into the project development, a list of potential
risks for implementation of communication and dissemination activities has been developed,
together with contingency measures to mitigate their effects.

The contingency plan is implemented and monitored by the communications team, in close

collaboration with the lead coordinator.

Table 5. Risks for implementation and contingency measures

Risk for Level of risk Risk-mitigation measure
implementation
Face-to-face activities Move the activities to an online environment, making sure
are not allowed during Medium proper facilitation is ensured for interactive activities such
the project’s lifespan as online workshops and meetings of the CoP.
All the MOVING communication outputs will be
centralised and accessible (e.g., webinars will be
recorded so stakeholders can access them at any given
time, and not only during the broadcast timeframe).
. Internal communication between the Communication
Target audiences have . o .
. . Coordinator and the Communication Group will be
limited access to Medium . . .
. continuous, to exploit the connection that partners have
internet resources . "
with local communities.
Relations with traditional media at regional and national
levels will be reinforced, coordinated by the
Communication Coordinator and implemented through
the different partners.
COVID-19 mitigation In case the expected outcomes of the project have to be
measures cause delay Low delayed due to the COVID-19 pandemic, the Strategy is

in the project
implementation

flexible enough so that the communication activities can
be postponed so to effectively reach target audiences.
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