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EXECUTIVE SUMMARY

Deliverable 6.1 ‘Dissemination, communication and outreach plan (A)" presents the first deliverable of Task 6.1
‘Dissemination and Communication Activities, and Policy Outreach’, which runs for the whole BIOTRAILS project
duration (M01-M36) - and is led by adelphi research gemeinnltzige GmbH (ADEL). The overall purpose of
Deliverable 6.1 is to provide an initial version for a dissemination and exploitation plan accompanied with tailored
communication measures ensuring continuous stakeholder engagement and collaboration throughout the
project. Task 6.1 is part of Work Package (WP) 6 'Impact Maximisation and Outreach’ led by eBOS Technologies
Limited (eBOS). Additionally, Deliverable 6.1 supports the fulfilment of ‘Objective 5: Accelerate the adoption of the
BIOTRAILS models, methods and tools by the wider community to ensure impact maximisation’.

This document lays out the coordination, as well as roles and responsibilities surrounding all BIOTRAILS
Dissemination, Communication and Outreach (DCO) activities and gives a short overview of the communication
context and upcoming challenges - while simultaneously suggesting strategies to overcome these challenges to
reach the communication goals and objectives.

Moreover, BIOTRAILS faces communication challenges which can only be tackled with a multi-dimensional
perspective to account for cultural, gender and language diversity as well as the different values, norms and
meanings surrounding the role of nature. To address these challenges, the initial version of the DCO plan suggests
delivering all communication activities and measures organised around six different project phases:

Phase 1: Initial setup of communication tools and strategy (completed),
Phase 2: Identification and activation of stakeholders,

Phase 3: Introduction of LAAs and the BIOTRAILS learning platform,
Phase 4: Addressing tools for transformative behavioural change,
Phase 5: Introducing transitional pathways with case study partners,

Phase 6: Project closing and outlook.

This deliverable further provides communication principles and guidelines and also presents the achievements by
summarising the work carried out so far, which include the development of a visual identity and key visual, a logo,
a presentation template, templates for reports and letters, as well as the BIOTRAILS project website. In addition,
the document provides a description of the methodology used to design and implement a modern, user-friendly
website with compatibility across multiple browsers and devices. Until the project's completion, the website's
content will be continually updated with dissemination materials such as newsletters, publications, and results.

This deliverable also sets the basis for the D6.2 'Dissemination and Communication Activities, and Policy Outreach
(B)' which is planned to be submitted with the completion of the project at M36 (November 2025) and will include
the presentation of all the Dissemination & Communication activities carried out during the project's lifecycle.
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1 INTRODUCTION

This section presents the BIOTRAILS' s Grant Agreement (GA) commitments, as extracted from the formal
deliverable and task description, in respect to their outputs and work to be carried out.

BIOTRAILS GA
Component Title

BIOTRAILS GA
Component Outline

DELIVERABLE

D1.6 Dissemination, communication and outreach plan (A)

Respective
Document
Chapter(s)

Table 1. Adherence to BIOTRAILS’s GA Deliverable & Tasks Descriptions

Justification

This deliverable refers to task 6.1. The Initial (A) version describes the dissemination, communication, policy outreach,
excellence diffusion, and joint activities plan, strategy and foreseen activities.

T6.1
and

Activities, and Policy

Dissemination
Communication

Outreach

Funded by
the European Union

TASK

‘T6.1 will build the foundation for and
prepare  BIOTRAILS
communication and outreach of the
project achievements and research
results to the priority target audience
groups developing and implementing a
dissemination and  communication

dissemination,

strategy’ [..].

‘At the very beginning of the project, the
visual identity (logo, a set of graphic
elements and images, templates for
presentations and publications) based
the the proposal
documents, and the project public
containing a portfolio of

and contents, be

on material of
website
materials will

established'.

Chapters 3,
4,5, 6

The document lists some of the
tools that will be utilised by the
project consortium for both
internal and external
communication.  Therefore, it
refers to the BIOTRAILS visual
identity as wll as the various
dissemination tools that have been
developed at the beginning of the
project. Such tools refer to the
project’s website, as well as social
media accounts such as Facebook,
LinkedlIn, and Twitter. The rest of
the task requirements especially
related to the D&C plan will be
thoroughly
upcoming deliverable D6.2 to be
submitted in M36.

addressed in
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This deliverable is the result of the communication goals and objectives suggested in the project proposal and
set in the GA. It builds on the scoping and conceptualizing done during M01-MO03, and integreates discussions
held and input received during the BIOTRAILS kick-off meeting in MO02.

Chapter 2 lays the ground for an efficient project communication by declaring coordination and ownership.

Chapter 3 contextualises the projects communication objectives within the wider political, social and cultural
developments and condition. Potential challenges are addressed, and first target audience groups are introduced.

Chapter 4 explains the communication goals and objectives and introduces first BIOTRAILS communication
principles.

Chapter 5 provides the strategies to reach the BIOTRAILS communication goals — these strategies include to
communicate in phases and to use a channel mix. In addition, chapter 5 provides guidelines and presents the
achievements by summarising the work carried out so far, which include, i.a., the development of a visual identity,
a logo, as well as the BIOTRAILS project website. Lastly, roles and responsibilities are clearly defined in chapter 5.

Chapter 6 defines how the efficacy of the dissemination and communication plan will be monitored, evaluated
and, if necessary, adapted.

The deliverable closes with a conclusion.

Funded by
the European Union
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2 COORDINATION

Work Package 6 (WP), which includes Task 6.1, is led by eBOS. The DCO plan supports the fulfiiment of Objective
5: Accelerate the adoption of the BIOTRAILS models, methods and tools by the wider community to ensure impact
maximisation. ADEL oversees coordination of the communication and dissemination activities described in this
document and will also prepare the ground for the implementation of Task 6.2 Joint Activities with projects and
initiatives on transformative change related to biodiversity’, led by HUA.

All BIOTRAILS partners are committed to contribute to the overall dissemination, communication and outreach
(DCO) activities by:

1. Taking ownership of the dedicated activities listed in Table 4 or agreed and documented during the
project implementation (e.g. Communication Kick-off Meeting).

2. Sharing technical knowledge about the tools, inputs they are bringing or developing in the project,

3. Sharing further information about their own companies/organisations, such as social media accounts
and followers.

4. Supporting the distribution of news and other materials by recommending appropriate channels and
via own networks (including social media).

5. Supporting (where required) with translations to local languages, appropriate images and messages
(this especially refers to the case study partners).

6. Updating ADEL about the DCO activities they will be performing directly, so that ADEL can effectively
coordinate the activities and support them where needed.

7. Reviewing the information that will be shared about the project (where feasible).

B e
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3 COMMUNICATION CONTEXT AND CHALLENGES

To effectively address the drivers of planetary change, societal transformations at all levels and across various
sectors are needed concurrently and synergistically. In fact, the first Global Assessment by the Intergovernmental
Science-Policy Platform on Biodiversity and Ecosystem Services (IPBES) and the recent special report on Global
Warming of 1.5°C of the Intergovernmental Panel on Climate Change (IPCC) both argue that a sustainable world
cannot be achieved without transformative systemic change? of our societies. In this respect, BIOTRAILS' main
mission is to generate knowledge and develop tools that will inspire and accelerate biodiversity-relevant
transformative change in our society.

This document presents an initial version of the DCO plan accompanied with selected and tailored communication
measures ensuring continuous stakeholder engagement and collaboration throughout the project. It defines
objectives, project phases, targeted audiences, communication and dissemination channels and activities as well
as a timeline.

The project falls in a period where the post-2020 Global Biodiversity Framework?® has been adopted. It is also
halftime for accomplishing the Sustainable Development Goals (SDGs) and the 2030 target of the Paris
Agreement?. Meanwhile, the European Commission has proposed a Directive on Corporate Sustainability Due
Diligence (CSDD) which was adopted by the European Council in 2022 and will be discussed by the European
Parliament in 2023. The proposal aims to ensure that companies operating in the EU will be legally obliged to
respect human rights and the environment in global value chains.

As such, the dissemination and communication activities will build on the “immediate action” narrative and reach
out to respective policy makers at a very early stage to identify how BIOTRAILS can inform their decision-making
processes. As stated in the EU’s biodiversity strategy®, the aim is “to put Europe’s biodiversity on a path to recovery
by 2030". Therefore, to protect nature and reverse the degradation of ecosystems, immediate action is
indispensable. As a multi-dimensional perspective on biodiversity is required to guide policy makers to support
their decision making, the BIOTRAILS consortium will create simple but comprehensive messages that address the
relation between biodiversity and social, socio-economic and cultural aspects.

A multi-dimensional perspective is also required to account for the cultural, gender and language diversity as well
as the different values, norms and meanings surrounding the role of nature in the BIOTRAILS partner and case
study countries (Peru, Brazil, Ghana, Greece). These differences create challenges for all communication and
dissemination activities and selection of channels. For instance, translations are required to meet the local
languages, images and messages need to be culturally sensitive and appropriately chosen and channels (e.g. social
media) must be selected with regards to their geographical popularity.

Furthermore, individual communication activities need to be tailored to the specific target audiences. The DCO
plan builds upon the rather broad audience groups listed in the Grant Agreement (GA) and further presented

2 A fundamental, system-wide reorganisation across technological, economic and social factors, including paradigms, goals and values.
3 Global Biodiversity Framework
4 The Paris Agreement

5 Biodiversity strategy for 2030 (europa.eu)

Funded by
the European Union
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below. These audience groups need to be further categorised, e.g. at a geographical, national, or regional level
etc.

To address the different communication challenges, we suggest to structure and subdivide the ongoing project
communication into different project phases and coordinate closely with the particular project partners. The
phases will be based upon the different BIOTRAILS WPs and tasks. Each phase will aim for a specific communication
objective targeting a specific audience group (see Project Phases). Respective key messages need to be derived
from early and ongoing project results and achievements and will be formulated consecutively.

As per the GA, the following BIOTRAILS target groups have been identified during the elaboration of the project
proposal:

o Governments: regional organisations, governing bodies of multilateral environmental agreements,
decision-makers in global policy frameworks, subnational governments and local authorities, national
Ministries, public organisations.

o Private sector: corporations sinvolved in production and international trade, retailers, SMEs,
industries, potential investors & funding organisations.

o Civil society/NGOs: citizen groups including indigenous peoples and local communities (IPLCs),
youth, women, and non-governmental organisations, farmers and consumer union, key decision
influencers, debaters.

o Scientists: Academia and researchers, relevant consortia, students, research organisations.

For the further course of the project, this audience should be narrowed down to stakeholders of the value chains
in the case study countries, i.e.: Cocoa produced in Peru and distributed globally; Fishery and aquaculture products
supplied by the Mediterranean basin and consumed within the Mediterranean countries; Gold mined in Ghana
and distributed globally; Forest-based cultural products created by indigenous communities in the Brazilian
Amazon. A short presentation of the different audience groups per case study can be found below.

For the first case study, cocoa produced in Peru and distributed globally (potentially from the Ucayali region),
the following audience groups can be identified:

o Agricultural and genetic material suppliers: local seed producers and dealers, pesticide suppliers
and equipment and machinery dealers.

o Primary production: Small and medium cocoa farmers (between 4,500 and 9,625 agricultural units
in the Ucayali region) both conventional, semitechnical or organic, producer cooperatives or
associations (25 in the Ucayali region).

o Collectors: independent collectors for local or export markets, cooperatives and associations that
buy cacao beans, agents from Machu Picchu Foods S.A.C, Romex, Sumaqao S.A.C., Amazonas Trading,
National Chocolate Company, Casa Luker, Alto Huallaga Cacao Agro-industrial Cooperative, the
Divisoria Cooperative, and the Saposoa Agricultural Cooperative.

o Transformation/processing: large companies such as Cafetalera Amazodnica, Machu Picchu,
Amazonas Trading, Sumagao, Romex, Naranjillo, and CNCH. The local small and artisanal industries

B e
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include Pasion y Chocolate, JJ Montes, and some cooperatives and associations, such as the Fine
Flavor Cacao Cooperative, COCEPASA, Campos Verdes, women entrepreneurs from Flor de Boqueron,
ASCAH, Nuevo Ucayali, the Entrepreneurs from Caribe Uchunya, San Juan Bautista Agricultural
Cooperative, and the Association from Caserio Las Mercedes Curimana e.g. Colpa de Loros
Cooperative.

o Certifiers: Organic, Fair Trade, Fine Flavor.

o Export: Colpa de Loros, Central Committee for the Future Development of Curimang, the Saposoa
Agricultural Cooperative and large companies named above.

o Wholesalers and retailers: national or international direct sellers and supermarkets.
o Research institutions: academic and research institutes, experts in agricultural processes.

o Governance bodies and policy-makers: global policy tools like REDD+, Government agencies,
Peruvian Ministry of Agriculture and Irrigation, Regional Government of Ucayali, San Martin, Loreto,
and Huanuco, The International Cocoa Organization, Local Committees of Forest Control and
Surveillance, European Commission, Programs for genetic material. (Cacao Alliance and DEVIDA).

o Civil societies and NGOs: related to sustainability, environmental ethics, fair-trade, workers’ rights
etc.

o Consumption: European demand covers 50% of production, European countries export about 70%
of the total chocolate in the market.
For the second use case, fish farmed in Greece, the audience groups are:
o Aquaculture producers: 283 fish farms, of which 2 are certified organic.
o Processing and transportation companies.

o Consumers in Greece, Italy, Spain, and France (the latter three continue to be the main importers
for farmed fish from Greek accounting for 58% of aquaculture output), other countries if applicable.

o Material providers/suppliers: Fish feed producers in Peru/Brazil, veterinarians.
o Certifiers / labels: e.g. fair trade, Fish from Greece, Aquaculture Stewardship Council.

o Retail/wholesale: restaurants and taverns (in Greece), supermarkets (e.g. AB Vassilopoulos), open-
air markets, wholesale trade.

o Research institutions: Hellenic Centre for Marine Research, Archipelagos, University of Patras,
Members of HAPO, The European Fisheries and Aquaculture Research Organisations.

o Governance and policy makers: Hellenic Ministry of Rural Development and Food, Ministry of
Shipping and Island Policy, Hellenic Ministry of Environment and Energy, European Commission and
DG Mare, regional and local authorities.
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o Civil society/NGOS: WWF Greece, The Mediterranean Institute for Nature and Anthropos,
organisations providing training for sustainable practices or raising awareness for the environmental
impact, Hellenic Society for the Protection of Nature.

Furthermore, for the case study focused on gold mined in Ghana and distributed globally, the following
audience groups can be identified:

o Producers (artisanal/small scale-ASM): Ghana National Association of Small-Scale Miners, Women
in Mining, ABAAM-Kade Community Mining, Akoon Community Mining, Jomoro Community Mining.

o Traders: local, financiers of mines.

o Regulators: Ghana Minerals Commission, Precious Minerals Marketing Company, Environmental
Protection Agency, Water Resources Commission, Minamata Convention on Mercury, The Forestry
Commission of Ghana.

o Civil Society/NGOs: SOLIDARIDAD-West Africa, Tropenbos-Ghana, IUCN Ghana, Friends of the
Nation, Third World Network, Wassa Association of Communities Affected by Mining (WACA).

o Certifiers: Fair Trade.

o Import countries: Switzerland, United Arab Emirates, India, Turkey and Australia. With Turkey being
the fastest growing market.

o Capacity Building bodies: University of Mines and Technology.

o Some of the world's largest gold companies: Newmont, Barrick Gold, Polyus, AngloGold Ashanti,
Kinross Gold etc.

o Consumption: Consumers (mainly) in the EU and beyond (to be discussed: gold is mainly a
commodity and hardly visible to consumers in the end-product).
For the last case study, forest-based cultural handicrafts from the Tupi Mosaic in Brazilian Amazon, Brazil the
audience groups include:

o Raw material providers/suppliers: local suppliers.

o Producers/manufacturers: artisan indigenous people- especially women- who develop handicrafts,
individuals or groups, women'’s associations.

o Distributors: local organizations that arrange their production for market sales, transportation,
shipping.

o Traceability companies: Tecer-Agir, Urucuna, Homoa Konoya.
o Retailers: Tecer-Agir, Tucum, Urucuna, Homoa Konoya, local markets.

o Governance bodies and regulatory agencies State of Mato Grosso, eight Indigenous Territories,
IBAMA, FUNAI, SEMA, SEFA, RECEITA FEDERAL, AGIR.
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Civil society /NGOs: WWF Brazil, Instituto Amazonas, Instituto Internacional de Educacao do Brasil,

imaflora, COIAB, COICA, Operagdo Amazonia Nativa, Associacdo de Defesa Ethnoambiental Kanindé,
Ecoporé, Green Data, PPA, USAID.

o Research organisations.
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4 COMMUNICATION GOALS AND OBJECTIVES

4.2 AIMS AND OBJECTIVES

The first communication goal of the BIOTRAILS project consortium was to develop an initial version of the DCO
plan. During the first three months of the project (December to February 2023) the team has developed a distinct
visual identity (logo, colours, fonts and key visuals), templates for presentations and publications. Printed materials
are also being prepared (e.g. flyers and brochures).

The first version of the project website, the core source of information, is online and can be accessed at the
following URL: https://biotrailsproject.eu/. The website therefore, presents the pivotal element of all digital
communication. Additionally, it is accompanied by the BIOTRAILS social media accounts, primarily Twitter,
Facebook and LinkedIn, (see Figures below) which assure low-threshold incoming and outgoing communication.
The visual identity lays down the ground-rules for all communication, and especially the logo, respective colours
and fonts, as well as the templates must be used for all DCO activities.

EU Biotrails @ Nachricht senden

0 ,Gefillt mir“-Angaben - 0 Follower 1l Gefalit mir

Figure 1. BIOTRAILS Facebook page

EU BIOTRAILS

Accelerate biodiversity-relevant transformative change
Research - 1 follower

(Visit website l‘_'?) <More)

Home About Posts Jobs People Insights

Figure 2. BIOTRAILS LinkedIn page
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<« EU BIOTRAILS

0 Tweets

Following

EU BIOTRAILS
@EUBIOTRAILS Follows you

BIOTRAILS aims to enable biodiversity-relevant transformative change across
different stages in global value chains. Horizon Europe programme (101082008).

(2 biotrailsproject.eu Joined February 2023

Figure 3. BIOTRAILS Twitter page

During the early project months, the overall objective is to provide a general understanding of the project’s aims
and provide dedicated information about the project to defined stakeholders via the different touch points. As
the project progresses, BIOTRAILS aims to highlight and communicate biodiversity impact hotspots in current case
study supply chains. Subsequently, the identified transitional pathways for each case study will be imparted to the
value chain stakeholders. Here, a local outreach via the case study partners and a close collaboration with local
partners is a crucial objective to address relevant local stakeholders and communities. This objective goes hand in
hand with the aimed for endorsement and activation of the Learning and Action Alliances (LAAs) and the
BIOTRAILS learning platform (1t version due in M08).

In addition, results from impact analyses will be shared (for instance as publications in peer-reviewed journals)
and replication guidelines and policy recommendations will be disseminated on regional, national and global level
(e.g. via webinars, workshops and policies). Moreover, BIOTRAILS will promote the developed behavioural
interventional toolkits for consumers and will share information about sustainable practices and behaviour to
reduce biodiversity impacts, geared to the target group.

At the end phase of the BIOTRAILS project, the communication focus will be mainly shifted towards the commercial
exploitation of the developed BIOTRAILS tools, as well as the continued use of outputs (e.g. BIOTRAILS learning
platform) after the project finalization.

4.3 KEY MESSAGES

As this communication strategy is handed in shortly after the project has started, it is difficult to formulate key
messages at this point. BIOTRAILS key messages need to be derived from the project results and also formulated
for the different project phases as described in the ‘Strategies’ section.

As stated in the GA, specifically in the description of WP6 ‘Impact Maximisation and Outreach’, some guiding
principles for the communication are the following:

B
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o the dissemination and communication activities will build on the ‘immediate action’ narrative.
o BIOTRAILS will offer a multi-dimensional perspective on biodiversity.

o the project will reach out to respective policymakers at a very early stage to guide them in order to
support their decision making.

o the BIOTRAILS consortium will create simple but comprehensive messages that address the
relationship between biodiversity and social, socio-economic and cultural aspects.

We strive to ensure that the following communication principles are at the core of all DCO activities and are
reflected in the full range of materials and measures that will be developed and published throughout the course
of the project, aiming to effectively engage the defined target audience groups in communication and to stimulate
interaction.

Accessible: Aiming for equal and easy accessibility of all communication measures, we try to ensure that all
information is made readily available online via the preferred local and international communication channels. We
must keep in mind that people have diverse skills, expectations and preferences in the way they consume
information. Beyond that, all information published on the website shall also be accessible to people with
impairments so that they may actively participate in the project.

Understandable: Depending on the target audience, technical information needs to be translated into more easily
understandable messages to be more readily understood by the respective audience. Beyond that, information
should be made available in the local language where required. While text-heavy communication may be common
in academia or official government bodies and institutions, other target audience may prefer a more visual
presentation of information. We aim for a diverse set.

Credible: To maximise the outreach of the project and to scale up the impact, we need to closely collaborate with
local, national and international partners. To achieve this, we need to be transparent throughout the project,
involve our partners early on and take their expectations for and preferences in communication seriously. As local
partners have a much better understanding of the local audiences, it is important that we there is mutual trust
throughout the project to ensure close collaboration and effective dissemination of information and
communication.

Timely: The activities, results and outputs of the project shall be communicated and shared with local and
international partners in a timely manner to ensure a high news value of the information and relevance to our
audiences.

Relevant: There is no “one size fits all” approach to communication. Therefore, it is essential to not only know the
respective audiences we are meaning to address, but to also tailor the information and messages to the respective
target groups. This will allow us to effectively communicate to the target group audience and increase the likeliness
of their engagement.

Actionable: We aim to create messages which support our target audiences to make decisions and take action.
Moving them from being aware of an issue towards a change in behaviour can be a challenging task. Therefore,
effective communication must always consider the local or national context of the case study to become
meaningful for the community it is supposed to serve.

5 STRATEGIES

B e
BIZTRAILS



D6.1 — Dissemination, communication and outreach plan (A) 19

To identify appropriate and most-used communication channels of the target audience and the target countries,
statistics on (national) media consumption will be analysed. This is particularly important for choosing appropriate
social media networks. In addition, ADEL, as the Task Leader of 6.1 will organise a kick-off meeting with the case
study partners to gather detailed insights on media consumption and communication channels in the case study
countries, especially regarding the local partners.

Overarching Objective: Effectively disseminate and communicate BIOTRAILS' project achievements and research
results to the priority target audience groups by using multilevel targets (local, national and EU level) to maximise
outreach and to scale up the project’s impact.

o BIOTRAILS's DOC strategy focuses on creating awareness and persuading the audience to initiate
the engagement.

o To maximise the impact of the project's objectives and to ensure the immediate recognition of
information stemming from it, the audience will be addressed as one project.

o As for social media channels, Twitter and LinkedIn will be used for interacting with research and
innovation communities and to spread new publications. Facebook/Instagram, eventually TikTok
and Podcasts will be used for wide community engagement depending on the channels which are
being used most in the target countries.

o TikTok: The largest proportion (25%) of TikTok users in the US are 10 to 19 years of age. And
nearly 50% of TikTok users are aged below 30. Therefore, TikTok might be a rather secondary
communication channel. The only country of the case study countries where TikTok might
be considered a potential option is Brazil. However, as most TikTok users are in the age group
20-24, insights into the actual use of TikTok in Brazil would first be needed to understand
the value of TikTok for addressing a specific target audience in Brazil.

o Podcasts: Podcasts are a favourable medium to disseminate information and share
knowledge with a generally highly engaged audience. However, podcasting needs to be
done professionally to properly engage an audience and to reach a significant number of
listeners. As there is a vast number of podcasts available related to the project’s aims, being
a guest in established podcasts will be the best option for sharing project results and outputs
or for discussing topics such as sustainable practices/behaviours, biodiversity impacts etc.
Examples for such podcasts are: Masters of Change, Masters of Change Sustainability
Practice, Climate Changers, Sourcing Matters, Planetary Business. Local podcasts in the case
study regions might also be an option to further investigate

Brazil: YouTube, Instagram, Facebook, Twitter, LinkedIn, TikTok

Ghana: WhatsApp, Facebook, Instagram, Twitter, Facebook messenger, few on LinkedIn
Peru: Facebook

Greece: YouTube, Facebook, Instagram, LinkedIn, Twitter only few

The project's dissemination and communication efforts will be organised in six distinct phases, drawing on
knowledge gained from previous projects, existing works, regulations, and best practices. Each of these phases
will have specific objectives and will be tailored to reach the appropriate target audiences using the most effective
communication channel available. Table 2 and Table 3 below presents the six BIOTRAILS dissemination phases in
detail.
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https://www.mastersofchange.de/masters-of-change.html
https://www.mastersofchange.de/sustainability-practice.html
https://www.mastersofchange.de/sustainability-practice.html
https://podcasts.apple.com/us/podcast/climate-changers/id1481383415
https://sourcingmatters.show/
https://planetary-business.org/podcast/
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The timetables (Table 2 and Table 3) on the following pages should be seen as a first draft and are more of a
rough estimate of activities and expected outcomes. As the key messages and target audiences for each case

study will only emerge in the first phases of the project, these will need to be compared and adjusted accordingly
before each phase begins.

B
BIZ“TRAILS



D6.1 — Dissemination, communication and outreach plan (A) 21

Table 2. Overview of the project phases (1)

Phase 1 Phase 2 Phase 3
M1-M3 .
M3 - M8 (M10) M9 — M13 (ongoing)
. Initial set of
Timeframe 1 o “p Identification —and  activation of Introduction of LAAS and the BIOTRAILS learning
communication tools and
stakeholders platform
strategy
A close co-operation with the stakeholders will be
initiated, also through the LAAs:
Set f:
etupo . _ - - T2.3 Leverage Points & Pathways need to be tested
What will happen at this Visual Identity Stakeholders will be identified and .4 1efined within the case studies and with case study
stage (overall project Website specifically targeted for engagement, partners
activities)? Social Media  Channels activation and project awareness.

. . - WP3: Data collection with stakeholder support starts
(LinkedIn, twitter)

- Towards the end of the year (probably October)
workshops will be held in each case country

Available results that could
be communicated and/or

Website, Social Media Channels as Leverage points & pathways for transformational

None well as Visual Identity are set up change from literature review (D2.3A)
used for communication
e no content-related results so far Findings from stakeholder interviews (March 2023)
e Printed Material [ADEL]

.. e Project Website [eBOS] e  Workshops with Key Industries &
Communication  Channels internal e Social Media [ADEL] Stakeholders; communities & civil society
[Responsibility] e Multimedia [DRAXIS] [CNR; ETH, HUA]

e Newsletter (quarterly) & E-

Mail campaigns [CNR]

Funded by
the European Union
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Table 3. Overview of the project phases (2)

Phase 4 Phase 5 Phase 6
M11-M16 i M17 - M35
(ongoing) From M36 on
Timeframe Addressing  tools for transformative Introducing transitional pathways with case study ) )
. Project closing and outlook
behavioural change partners
What will happen at this
PP . The close cooperation started in phase 3 will ) ) All results from the project are
stage (overall project Case studies are starting (M19) )
T, goon available
activities)?
First results will be available on: D39 Nexus Structure and Indicators, and

Participatory System Dynamic Modelling (due M16
- Leverage points & transitional PR / 9l )

Available results that pathways including first feedback  D4.1
could be communicated loops with case studies (via LAASs)
and/or e g - Impact of Materials/Product Value ~ D4.3 All

communication Chains D3.5 (M12)

M26: D. 5.5 Policy Brief: guidelines containing
activities Climate Projections on Nexus D3.7 (M14): guidance and policy recommendations for
analysis of the most critical climatic jmplementing the BIOTRAILS tools and solutions

parameters associated with climate change  (|nitial A)

. Same as previous phases;
Same as previous phases;

Additionally:
Additionally:
Communication _ S e Policy Fora & Debate hubs [adelphi] e Source Code
e Joint Activities with relevant e Policy outreach [adelphi] Repository
[Responsibility] RCN; CNR] Bodies, biodiversity protection authorities, Overflow)

communities & civil society, stakeholders,
. funding organisations, academic &

on Transformative Change [HUA] research communities [CNR, ETH, HUA,
adelphi, RCN, CAT]

Joint Activities with Horizon Europe Projects

Funded by
the European Union
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Phase 1: Initial setup of communication tools and strategy (completed)
Timeframe: December 2022 — February 2023
Target groups: Project team (internal)
Objective: Develop an initial version of the DCO plan
Key messages: Not applicable for phase 1
Channels: Website, social media, possibly press (1 release about project start)

Foreseen actions:
o Provide Initial (A) version of the DCO plan
o Development of naming, logo, presentations template, templates for reports and letters, project
posters/leaflets
Setup first version of website
o Setup international social media channels (LinkedIn, Twitter, Facebook)
Integrate links on website to social media channels

Phase 2: Identification and activation of stakeholders
Timeframe: March - July 2023
Target group: potential members of LAAs, stakeholders to be defined in more detail
Objectives:

(1) Provide a general understanding of the project’'s objectives and provide dedicated information about the
project to defined stakeholders

(2) Lay the basis for successful communication about and via LAAs as well as the dissemination via the consortia
partners

Key messages: to be defined
Channels: LinkedIn, Twitter, LAA platform, newsletter
Foreseen actions:

o General content creation about the project's design. Phases and expected outputs to publish on
social media and in the newsletter

o Promote LAA community via project owned channels

o Pick up on conversations and information shared via the potential members of the LAAs

Phase 3: Introduction of LAAs and the BIOTRAILS learning platform
Timeframe: July — December 2023, ongoing

Target groups: Members of the LAAs communities and relevant citizen groups, regional organisations and
governing bodies

Objectives:

(1) Promote and activate the LAAs and the BIOTRAILS learning platform

H rhunged by ni
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(2) Share first project insights and potential outputs
Key messages: to be defined
Channels: LinkedIn, Twitter, LAA platform, newsletter, press
Foreseen actions:
o Pick up on conversations and information shared in the LAA community
o Share first project insights and potential outputs via social media, newsletter and the LAA community

o Potential press release about project progress, e.g. formation of/engagement in the LAAs and the
BIOTRAILS learning platform

o Potentially update website with first project insights and outputs

o Promote latest news/insights on the top of the website

Phase 4: Addressing tools for transformative behavioural change
Timeframe: October 2023 — March 2024, ongoing

Target groups: potential customers / civil society, SMEs, retailers, corporations involved in production and
international trade, policy makers, ...

Objectives:
(1) Promote behavioural interventional toolkit for consumers
(2) Publish information about:

a. the factors that lead producers/suppliers/consumers to adopt new sustainable practices and
behaviour

b. biodiversity impact hotspots in current supply chains

c. the future climatic conditions that are expected to have an effect on the production of the raw
materials under examination

d. climate projection reports
(3) Impart knowledge about opportunities to reduce biodiversity impacts
Key messages: to be defined

Channels: LinkedIn, Twitter, LAA platform, newsletter, press, local social media channels and possibly other
communication channels (to be defined for each region involved in the project), publications on online publishing
platforms, in magazines or blogs; participation in events/congresses, podcasts (as guest speakers)

Foreseen actions:
o Promote latest news / insights on the top of the website

o Publish information and news about sustainable consumption practices, climate projections and
biodiversity impact on social media, the newsletter, the website, online publishing platforms

o Pick up on input from the LAA community and share created content with them for further distribution

o Raise awareness for events, congresses, webinars/workshops related to the topic which partners are
attending or speaking at
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o Become a guest speaker in local, national or international podcasts to leverage this platform for
increased awareness for the project’s aims and potential impact

o As this is addressing a broad target audience and as the aim is to support behavioural change
in consumption patterns, paid advertising would be a good option here to reach a bigger
audience and create multiple touchpoints with them.

Phase 5: Introducing transitional pathways with case study partners
Timeframe: April 2024 — October 2025

Target groups: Regional and national governing bodies and decision makers, private sector, local authorities,
retailers, consumers, unions, NGOs, academia / scientific community:

o Peru: Government agencies, especially forestry and wildlife related; Regional Authority of Ucayali,
Local Committees of Forest Control and Surveillance, private sector (processor-exporters and
assembler-broker-traders, cooperatives, large agro-enterprises), NGOs working on cocoa
production and Amazon conversation, Cocoa growing farming cooperatives/communities

o Brazil: indigenous women (states of Rondonia and Mato Grosso); relevant local, state and federal
government organizations (Ministry of Culture/Economy), the Brazilian Artisan Program, the
national Artisan Sectoral Collective, Brazil's service organization in support of micro and small
entrepreneurship (SEBRAE), local cultural organizations and academia, NGOs (Forest Trends)

o Greece: project partner HAPO’s community, fish restaurant owners in Greece and in Spain, Italy and
France, fish processing company associations (e.g. Amfori), large retailers of these products (e.g.
supermarkets), citizens

o Ghana: Government of Ghana, private sector, research institutions, civil society organizations,
Solidaridad West Africa, Tropenbos Ghana, traders

Objectives:
(1) Customized promotion of transitional pathways of each case study
(2) Close collaboration with local partners to address relevant local stakeholders and communities
(3) Share results from impact analyses, replication guidelines and policy recommendations

Key messages: Depend on target group and case study focus

Channels: LinkedIn, Twitter, Facebook, LAA platform, newsletter, press, local social media channels and possibly
other communication channels (to be defined for each region involved in the project), publications on online
publishing platforms, in magazines or blogs; participation in events/congresses, scientific distribution

Foreseen actions:
o Update website with information about case study partners

o Introduce and raise awareness for case study partners and their projects via social media, newsletter,
press

o Pick up on input from local partners and also share created content with them for further
distribution

o Closely collaborate with local partners to effectively address their respective local target audiences
via locally leveraged channels
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o Share project results and outputs (scientific publications and journals) with scientific community and
promote relevant events (webinars, workshops, conferences) via social media, including the project
partner’'s channels, and newsletter

Phase 6: Project closing and outlook
Timeframe: November 2025 -
Target groups: all relevant stakeholders from previous phases
Objectives:

(1) Customized communication and dissemination of project results and outputs to defined target
audiences

(2) Promote commercial exploitation of the developed BIOTRAILS tools (related to Deliverable D6.3 —
Exploitation and sustainability strategy (A))

(3) Continued communication and use of outputs after project finalization (sustainability)
Key messages: dependent on key results of project
Channels: social media (local, international), newsletter, press, online platforms & magazines, LAA platform, ...
Foreseen actions:

o Update website with final results and outputs of the study

o Final press release with project summary and results

o Social media coverage (local, international), newsletter, other online platforms, LAA community

5.1.1 Channels Mix

Depending on the focus of each of the project phases and the related communication activities, a more detailed
overview of the communication channels mix and activities will be provided in the course of the project. Below, in
Table 4 and Table 5 you can find an overview of the communication channels and activities as well as a selection
of types/platforms for each channel, as outlined in the GA.

To further specify which local channels shall be used in the respective case study regions, we need to get feedback
from local partners.

Overall, for social media, the following guidance should be kept in mind:
o Focus channels for international project communication: LinkedIn and Twitter.

o Other focus channels for local partners: Instagram, Facebook, and — if the target audience is rather
young (20-25 years of age) — eventually TikTok (in Brasil only) could also be an option. LinkedIn and
Twitter are likely to be secondary local channels. Opportunities for integrating messengers
(WhatsApp, Facebook) in the communication measures should be evaluated in the local context.

o When producing video content YouTube should be leveraged as another channel for expanding the
reach of the video content. Hence, all videos must be uploaded on YouTube and should also be
available in short snippet formats for social media usage (15-20 seconds).
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5.2.1 Visual Identity

To maximise the impact of the objectives, it is vital to address the audience as one project and ensure the
immediate recognition of information stemming from the project. This will lead to the establishment of a project
identity/branding. The following design and communication elements will be used to strengthen the project
uniformity and identity and to deliver clear messages to the target audience: BIOTRAILS naming, logo,
presentations template, templates for reports and letters, project newsletter, project posters/leaflets and more. A
recognisable visual identity including the BIOTRAILS logo and templates has already been developed during M02:

5.2.1.1 Project Logo

BIZ“TRAILS

Figure 4. BIOTRAILS Logo

The logo, as shown in Figure 4, has been developed, so that the project name BIOTRAILS acts as a recognisable
visual with the option to be accompanied by the projects’ subline ‘Nexus Framework for biodiversity-relevant
transformative change’ at a later stage in the project. The unbowed font type ‘Sora’ complements the more
aquiline globe or signet, which replaces the ‘0" in BIOTRAILS. The signet can be used as a stand-alone logo as well,
e.g. for social media profile pictures or as an icon on websites etc.

5.2.1.2 Signet

Figure 5. BIOTRAILS Signet

Figure 5 shows the BIOTRAILS signet, the shape depicts Earth to illustrate the global scope of the project and the
examined value chains, while the colours each represent a BIOTRAILS case study: orange for Cocoa produced in
Peru and distributed globally; blue for Fishery and aquaculture products supplied by the Mediterranean basin and
consumed within the Mediterranean countries; yellow for Gold mined in Ghana and distributed globally; and
purple for Forest-based cultural products created by indigenous communities in the Brazilian Amazon. The white
trail pays homage to the project name BIOTRAILS as well as to global trade and simultaneously indicates the aimed
for pathways for sustainable transformative change.

5.2.1.3 Key Visual
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Figure 6. BIOTRAILS Key visual

The key visual (Figure 6) combines the path already shown in the signet with pictures for each case study to
complete the visual identity.

5.2.2 Communication Channels and Activities

While focused on Awareness, Interest Desire and Action (AIDA) activities, the project's dissemination measures
will follow a multi-actor, multi-step and multi-channel approach. In the AIDA model a targeted group goes
through the four successive stages (Awareness, Interest, Desire and Action) before they finally act. Table 4. DCO
Plan - Measures/Communication Channels/Target Audience and Target Values identifies the target audiences,
specific dissemination objectives and target values, tailored to the needs and profile of each target audience.

Making communication accessible

What must be kept in mind is the accessibility aspect of the communication activities (also see “Communication
Principles”), for instance regarding:

a) Internet penetration: This is not a given in many areas around the globe. In the case study countries,
internet penetration rates might be low, e.g., in Ghana (53%), or Peru (65%). Brazil (77%) and Greece (82%)
have higher penetration rates overall, but this might not apply to the region (e.g., the Amazon) and certain
target audiences (e.g., the female indigenous population) that we are trying to reach.

b) Local language usage: One precondition for making information readily accessible for target audiences
is to ensure that the information is available in the respective local language, considering not only the
most common language (e.g., Brazilian Portuguese), but also local dialects.

¢) Communication channels: In many regions, smart phones or other electronic devices might not be
available to a majority of the target audience that we are trying to reach with our activities. In order for
the information to reach the target audience in question, various communication channels must be
considered, including e.g., murals, flyers or posters, local radio stations or magazines, etc., hence making
it a very customized approach in each case.

For further advice on successful communication on social media, please refer to: Annex 1: SOCIAL MEDIA
GUIDANCE.
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Table 4. DCO Plan - Measures/Communication Channels/Target Audience and Target Values

Activity

Scientific
publications

Technical

Publications
(e.g.,
papers)

position

Project
Website

Social Media

Quarterly e-
Newsletters

Funded by
the European Union

Audience

Key Decision
Influencers;
Policy-making
Actors; National
Ministries;
Environmental
Agencies;
Institutions;
Public
Organisations;
Industry;
Academia and
Researchers;
relevant

Consortia.

European
Commission
Relevant Offices;
United
Decade on

Nations

Biodiversity
(UNDB); Partners;
European
Environment
Agency; IPBES;
IPCC; Industrial
stakeholders.

All end-users

All end-users

Environmentalists;
Activists;  Actors
and Members of

Biodiversity;

Target values

Publishing in Peer-reviewed
Journals: > 12;

Presenting in  Scientific
Conferences > 17.
Publishing Technical
Publications: >15;
Participation in Exhibitions
with Booths: > 10
Online by: MO03; Unique

Visitors from M12: >1,500;
Unique Visitors from M36:
>4,000.

Size of online community (by
M36): >5,000;

No. of impressions (monthly
average): >500

e-Newsletters
contributed/released: 9;

Lead/Task owner

CNR,
DRAXIS,

HUA, ETH,

Responsibility to be
decided during
communication Kick-off
Meeting (KoM).

eBOS

ADEL + support from
local partners

CNR

BIZTRAILS
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and Email

Campaigns

General
spreading:
Online
publishing
platforms and
magazines

Policy Fora and
Debate Hubs

Blogs

Printed
Material

Multimedia

Funded by
the European Union

Networks;
Environmental
Movements and
Regional Climate
Hubs

All end-users with

main focus on
relevant  Global
and EU
Influencers

Societal  Actors;
Debaters;  Land
and Wildlife
Managers;

Environmental
Organisations;
Local
Communities;
Climate Alliances;
Civil Society.

Digital Innovation
Hubs;
Associations; Civil
Society

Relevant

All end-users
attending
physical events

All end-users
focusing on
Regional  Actors
and Local

Authorities

D6.1 — Dissemination, communication and outreach plan (A)

Total Mailing List Contact
Points: >1,500

Press releases: >20;

Events (co-)organised by

local authorities: > 15;

People per event: > 200.

Number of Fora and Hubs to
interact: >6;

Contributions to Policy Fora/
Debate Hubs: >15.

Unique
Publications/Contributions to
Blogs: >20;

Different Blogs to Post: >10.
No. of hard copies (i.e,
brochures, flyers, posters,

etc.) distributed: >1,500; Roll-
up Banners: >6.

No. of short videos produced
(in total): 4;

Number of views: >4,500.

CIAT, HAPO+HUA, and
KNUST, lead for case
countries; all partners
in their countries and
potentially. eBOS as
WP6 coordinator for
English versions

ADEL

HUA

ADEL

DRAXIS

BIZTRAILS
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Joint Activities
with
Initiatives

relevant

Joint Activities
with Horizon

Europe
Projects on
Transformative
Change

Links with the
European
Biodiversity
Partnership
and Science

Workshops
and Webinars

Funded by
the European Union

All  Stakeholders
with special focus
on  Biodiversity
Professionals;

Policy- and
Decision-making
Actors; Key
Environmental
Influencing
Organisations;
Projects on
mainstreaming
biodiversity
Relevant
Consortia; related
EU-funded
Projects; EU
Institutions &
Agencies;
Academia/
Universities and
Researchers.
Agencies;
Ministries and

Local Authorities;
Policy Makers;
Scientific
Institutions; EU
Institutions &
Agencies; Public
Authorities/ Non-
Governmental

Organisations

Governmental
Bodies;
Biodiversity
Protection
Authorities;
Communities and
Civil Society; Key
Industries and
Stakeholders;
Funding
Organisations;

Academic and

D6.1 — Dissemination, communication and outreach plan (A)

Relevant initiatives to
establish links: >15;

Co-organised events: >20;

Fairs to Participate: >25.

Relevant projects on
transformative change to

establish links: >10;

Co-organised events: >10

Events to disseminate the
project’s
Biodiversa+: >10;

results in the

Policy recommendations
contributing to the EU
Biodiversity strategy for 2030:

>5.

Workshops: >10;
Webinars: >12;

Different countries to
organise a

workshop/webinar: >9.

GEOBON and IPBES
through HUA, ITTO and
Danida through KNUST,
One Network
through adelphi,
EuropaBON and ECSA
through DRAXIS, IUCN
RCN,

Planet

through and

Copernicus and
EMODnet through CNR.

HUA

Responsibility to be
decided during
communication KoM

CNR, ETH and HUA will
organise the workshops
(virtual and physical),

ADEL, RCN and CIAT will
organise webinars
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Research
Communities

Ecosystem of
Open-Source
Developers;
Incubators;
Associations and
Digital Innovation

D6.1 — Dissemination, communication and outreach plan (A)

Number of Publicly Available

32

Responsibility to be

Source Code Deliverables: 16; ' .
T Hubs; Data . ’ decided (ljurllng
Spaces for Source code: publish to >2 1 nication KoM
biodiversity different repositories
conservation; ICT
SMEs;
Researchers;

relevant Consortia

Public Authorities;
Industries; Open-

Q&A Platform  source No. of Scientific Responsibility to be
(Stack Developers; Conversations to decided during
Overflow) NGOs; Participate/Contribute: > 20.  communication KoM

Researchers;

relevant Hubs

Policy Makers;

Biodiversity Guidelines to enhance policy
Policy Protection recommendations: >5;

o ADEL

Outreach Authorities;

Decision-making
Actors; Ministries

Policy recommendations &
best practices: >7.

Table 5 further specifies the communication channels and presents a selection for each channel.

Table 5. Exemplary types of communication channels

Type of Channel Type/Platform
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Scientific
Conferences

Peer-Review Open-
access Journals:

Social Media

Policy Fora and
Debate Hubs

Blogs
Printed Material

Multimedia
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Dresden Nexus Conference; UN Climate Change Conference; Water-Energy-Food-
Ecosystems Nexus Science Advances Conference; Int. Conference on Biodiversity
and Environmental Management; GEO BON Open Science Conference; Int.
Conference on Biodiversity and Ecology Restoration; Nexus Informatics Conference;
Climate Alliance International Conference; UNESCO Int. Conf. on Biodiversity
Science and Policy;

Nature Conservation; sustainability Journal - Special Issue “Revealing the Nexus
between Biodiversity and Climate Change”; One Earth; Journal of Transformative
Learning; International Journal of Biodiversity and Conservation; Biodiversity
Journal; Ecosystems and People; The Journal of Applied; People and Nature
Behavioral Science; Frontiers in Conservation Science; Journal of Biodiversity and
Environmental Sciences

Twitter; LinkedIn; Facebook/Instagram; TikTok, and Podcasts

Science Policy for Biodiversity Forum; IUCN Forum; World Biodiversity Forum;
Debate Hub; and more.

Gitter Communities; Nature.com and DownToEarth
Brochures; catalogues; posters and roll-up banners; (mostly e-documents)

YouTube; Vimeo

5.2.3 BIOTRAILS Website

The BIOTRAILS website is undoubtedly a key tool for dissemination and communication activities. This section
analyses the BIOTRAILS website structure, design and development, which represents the main public BIOTRAILS
presence. The main objective of the BIOTRAILS website is to establish links with relevant stakeholders; connect
with the general public and also inform the audience about the project’s objectives, progress, activities, news and
updates, as well as the BIOTRAILS developments and results. To achieve this, the consortium will be providing the
interested bodies and stakeholders with regular updates about the project, by sharing relevant materials (e.g.
newsletters).

The BIOTRAILS website has been designed and developed by eBOS as part of the dissemination activities foreseen
under Task 6.1 ‘Dissemination and Communication Activities, and Policy Outreach’. To design and develop the
project’'s website, eBOS used the colours of the BIOTRAILS logo, and images from the different case studies.

The first version of the BIOTRAILS website was successfully launched in February 2023 (M03), and it can be
accessed through the following link: https://biotrailsproject.eu/.

Moreover, the website will be continuously updated and maintained in order to:

o Actas a primary online access point for various public groups, while also enhancing the project's public
image.

o Serve as an information source, highlighting project objectives, activities, outcomes, and relevant
updates.
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o Beused as an online resource centre where public deliverables, publications, video-clips etc will be easily
accessed and downloaded.

Website structure and methodology

The tool used to develop and launch the BIOTRAILS website was the WordPress Content Management System
(CMS), a responsive web design platform. While setting up the BIOTRAILS website the main aim was to build a
practical, user-friendly website. Additionally, the users can access the project’'s website from various devices such
as smartphones, laptops, tablets, desktops, and PCs. This ensures multi-device and multi-browser compatibility.

To design and develop the BIOTRAILS official website, the Graphical User Interface (GUI) principles® were applied
in software application programming focusing on human-computer interaction aiming to enhance efficiency and
the effortless use of the underlying logical design. In addition, it was ensured that the visual language used on the
website is clear to the visitors. The use of the GUI principles is therefore critical during the development of a
website. In particular, the main principles adapted in the BIOTRAILS website design and development are
summarised in Table 6 below:

Table 6. GUI principles as adapted in BIOTRAILS website

Principle Description

Provides visual appeal by following the following presentation and graphic design

principles:
Aesthetically  pleasing ., iges meaningful contrast between screen elements.
visual
-Create groupings and aligns screen elements and groups.
-Uses colors and graphics effectively and simply.
The interface is visually, conceptually and linguistically clear including:
-Visual elements.
Clarity -Functions.
-Metaphors.
-Words and text.
Comprehensibility The interface is instinctive, and the flow is simple to learn.
The system looks, acts, and operates in a consistent manner.
Consistency -The same actions always yield the same results;
-The position of basic elements remains the same.
The user must be in a position to control the interaction and in particular.
Control

-Actions result from explicit user requests.

6 https://en.wikibooks.org/wiki/GUI_Design_Principles
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-Actions are performed quickly.

-Actions can be interrupted or terminated.

-Minimum user’s eye and hand movements.
Efficiency -Transitions between various controls flow easily and freely.

-Navigation paths are as short as possible.

-Provides a simple interface and defaults.
-Minimizes screen alignment points.

Simplicity -Simple common actions, presents common and necessary functions first.
-Uniformity and consistency are provided throughout the website.

-Features important functions prominently.

Website Navigation Structure

Figure 7 below illustrates the BIOTRAILS design structure, aiming to best reflect the project's concept, materials,
activities, events and news, as well as the BIOTRAILS results.

https://biotrailsproject.eu/

Home H
[ I —] 1 ]
About Case Studies Dissemination & News & Events | | Contact Us
Communication
|| Concept& Ll Public Deliverables
Methodology I Cocoa
. HWorkshops & Webinars
— Objectives I Fishery
8 Publications
L Consortium H Gold
Forest-based H Brochures & Flyers
8 cultural
products H Press Releases

H Newsletters

L Vfideo Clips

Figure 7. BIOTRAILS Website structure
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Technologies of HTML57, CSS3® and JavaScript® adopted during the implementation of the BIOTRAILS interface,
to archive the responsive result, cross browser and multi device compatibility. Figure 8 presents the desktop
version of the '"Home' page of the BIOTRAILS website (the first page loaded once the user visits the website). This
version includes a video on the landing page. However, since videos do require a lot of data it was critical to avoid
accessibility issues in areas with poor network quality. For this reason, another version for mobile devices was
developed which includes a slide show of images on the home page, instead of a video. Figure 9 shows how the
website looks like when accessed through a mobile device (i.e. smartphone view).

7 https://www.w3schools.com/html/html5 intro.asp

8 https://www.w3schools.com/css/
9 https://www.w3schools.com/js/
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Figure 8. BIOTRAILS Website — Home page
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BI“TRAILS
DISSEMINATION &
COMMUNICATION
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BIOTRAILS aims to generate knowledge and developteels that will
inspire and accelerate biodiversity-relevant transformative change inour
society.

OBJECTIVES CONSORTIUM PARTNERS

E
3

#

a Drive the Nexus dialogue through actively \ L ¥, ‘g T 7
engaging and incentivising communities of
stakeholders along the production-
consumption chains and biodiversity-
climate-society agendas.

ASSOCIATED PARTNER

ETHzirich

e Improve the understanding of how 6 Improve the understanding of the Nexus of
biodiversity is affected by the indirect extraction, production, consumption, trade
drivers of change. and behaviour patterns through the flow of
natural resources along global and regional
supply chains.
BEY BI’(ATRA"—S NAVIGATION USEFUL LINKS
a Develop tools and propose scenarios for e Accelerate the adoption of the BIOTRAILS Home Privacy Pollcy
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Copyright & 2023 BIOTRAILS | Designed and Developed by 6BOS [ £ )
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Figure 9: BIOTRAILS Website — Smartphone View
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To maximise outreach and scale up the project’s impact, all consortium as well as local partners must be aligned
with regards to the roles and responsibilities in communicating and disseminating information about the project.
To establish a joint and efficient collaboration between partners, a virtual kick-off meeting will take place in which
the way forward will be discussed in more detail. The aim of this meeting will be to get a better understanding of
the DCO measures planned throughout the course of the project, how these measures intersect and how they can
be leveraged by all partners to reach the right audiences. The communication kick-off meeting will be proposed
for M4-5 (March-April 2023) after the submission of D6.1.

Due to the complexity of the partner network, a common source/platform for sharing information with the
other partners needs to used. All partners should have easy access to the latest information and content which
may be used for further distribution via different communication channels. The aim is to have all partners engaged
in the communication of non-confidential information of the project to reach a broad audience via the
communication channels they consider most impactful in their region. Hence, the already set-up Microsoft Teams
BIOTRAILS team will be used to do so.

To ensure a common way of communication and messages, all communication measures shall be aligned
between partners and the lead beneficiaries of the respective deliverables (e.g. scientific/technical publications,
newsletter, social media, etc.).

To get a better understanding of the project's potential reach via the social media channels of the consortia
partners refer to Table 7. Overview of Social Media Channels of Consortia Partners, below.

According to the GA (Joint Activities with relevant Initiatives, 2.2.1), “to further amplify and maximise the impact
and outreach of the project's results and to feed them into related international work streams, joint activities will
be contacted with relevant initiatives and projects.”

Therefore, the communication of the project's outputs and results, may be distributed beyond the BIOTRAILS
consortium. Potential initiatives to share results and news with might be those partners, networks and bodies that
the BIOTRAILS consortium is and has been closely cooperating with. These include:
o GEO, BON and IPBES through HUA, ITTO and Danida through KNUST, One Planet Network through
ADEL, EuropaBON and ECSA through DRAXIS, IUCN through RCN, and Copernicus and EMODnet
through CNR.

Beyond that, other potential multipliers might be related Horizon Europe projects on Transformative Change,
including but not limited to:

- TeRRItoria, INTEGRATE.
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Table 7. Overview of Social Media Channels of Consortia Partners

Short name Legal name Country
CNR Consiglio Nazionale IT
delle Ricerche
HUA Charokopeio EL

Panepistimio

LinkedIn Twitter Facebook Instagram YouTube
https://www.lin  https://twitter.c  https://www.fa https://www.ins = https://www.yo
kedin.com/com om/CNRsocial cebook.com/C tagram.com/cn  utube.com/@C
pany/consiglio NRsocialFB rsocial/ NRPisa
-nazionale-

- . CNR Consiglio

delle-ricerche @CNRsocial_ ) 9
Nazionale delle .
. @cnrsocial
Ricerche

Consiglio 20,000

Nazionale delle 9,500 followers

. followers 27,500

Ricerche
followers
62,346
followers
https://www.lin = https://twitter.c = https://www.fa  https;//www.ins = https://www.yo
kedin.com/sch om/harokopio cebook.com/H  tagram.com/ha  utube.com/cha
ool/harokopio/ arokopioUniver  rokopio/ nnel/UCzKN9vi
sity.HUAgr/ 8j7sb5ktBK36g
@harokopio_ FYw
Harokopio @harokopio
University  of XapokoTeLo
Athens 140 followers MavemoTipo

4,500 followers

2,200 followers

1,200 followers


https://www.linkedin.com/company/consiglio-nazionale-delle-ricerche/
https://www.linkedin.com/company/consiglio-nazionale-delle-ricerche/
https://www.linkedin.com/company/consiglio-nazionale-delle-ricerche/
https://www.linkedin.com/company/consiglio-nazionale-delle-ricerche/
https://www.linkedin.com/company/consiglio-nazionale-delle-ricerche/
https://twitter.com/CNRsocial_
https://twitter.com/CNRsocial_
https://www.facebook.com/CNRsocialFB
https://www.facebook.com/CNRsocialFB
https://www.facebook.com/CNRsocialFB
https://www.instagram.com/cnrsocial/
https://www.instagram.com/cnrsocial/
https://www.instagram.com/cnrsocial/
https://www.youtube.com/@CNRPisa
https://www.youtube.com/@CNRPisa
https://www.youtube.com/@CNRPisa
https://www.linkedin.com/school/harokopio/
https://www.linkedin.com/school/harokopio/
https://www.linkedin.com/school/harokopio/
https://twitter.com/harokopio_
https://twitter.com/harokopio_
https://www.facebook.com/HarokopioUniversity.HUAgr/
https://www.facebook.com/HarokopioUniversity.HUAgr/
https://www.facebook.com/HarokopioUniversity.HUAgr/
https://www.facebook.com/HarokopioUniversity.HUAgr/
https://www.instagram.com/harokopio/
https://www.instagram.com/harokopio/
https://www.instagram.com/harokopio/
https://www.youtube.com/channel/UCzKN9vi8j7sb5ktBK36gFYw
https://www.youtube.com/channel/UCzKN9vi8j7sb5ktBK36gFYw
https://www.youtube.com/channel/UCzKN9vi8j7sb5ktBK36gFYw
https://www.youtube.com/channel/UCzKN9vi8j7sb5ktBK36gFYw
https://www.youtube.com/channel/UCzKN9vi8j7sb5ktBK36gFYw
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GmbH

WR White Research SRL

RCN Stichting Global
Resilient Cities
Network
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NL

41

https://www.lin  https://twitter.c  n/a n/a https://www.yo
kedin.com/com om/adelphi be utube.com/@a
pany/adelphi rlin delphiConsult
adelphi @adelphi_berli

n
14,500
followers 7,200 followers
https://www.lin = https://twitter.c = https://www.fa https://www.ins = https://www.yo
kedin.com/com om/white rese  cebook.com/W  tagram.com/w  utube.com/cha
pany/white- arch hiteResearch/ hiteresearch/ nnel/UCPoKQ6
research-sprl/ vEt1za zUb62

WfFASw

@white_resear  White Research ~ @whiteresearc

White Research ch h
100 followers

2,300 followers 550 followers 20 followers
https://www.lin  https://twitter.c  n/a https://www.ins  https://www.yo
kedin.com/com om/rcitiesnetw tagram.com/rci = utube.com/c/re
pany/rcitiesnet  ork tiesnetwork/ silientcitiesnet
work/ work
Restlicn? it @RCitiesNetwo @rcitiesnetwor
Network

rk k
Sl 6,800 followers 2,200 followers
followers


https://www.linkedin.com/company/adelphi
https://www.linkedin.com/company/adelphi
https://www.linkedin.com/company/adelphi
https://twitter.com/adelphi_berlin
https://twitter.com/adelphi_berlin
https://twitter.com/adelphi_berlin
https://www.youtube.com/@adelphiConsult
https://www.youtube.com/@adelphiConsult
https://www.youtube.com/@adelphiConsult
https://www.linkedin.com/company/white-research-sprl/
https://www.linkedin.com/company/white-research-sprl/
https://www.linkedin.com/company/white-research-sprl/
https://www.linkedin.com/company/white-research-sprl/
https://twitter.com/white_research
https://twitter.com/white_research
https://twitter.com/white_research
https://www.facebook.com/WhiteResearch/
https://www.facebook.com/WhiteResearch/
https://www.facebook.com/WhiteResearch/
https://www.instagram.com/whiteresearch/
https://www.instagram.com/whiteresearch/
https://www.instagram.com/whiteresearch/
https://www.youtube.com/channel/UCPoKQ6vEt1za_zUb62WfASw
https://www.youtube.com/channel/UCPoKQ6vEt1za_zUb62WfASw
https://www.youtube.com/channel/UCPoKQ6vEt1za_zUb62WfASw
https://www.youtube.com/channel/UCPoKQ6vEt1za_zUb62WfASw
https://www.youtube.com/channel/UCPoKQ6vEt1za_zUb62WfASw
https://www.linkedin.com/company/rcitiesnetwork/
https://www.linkedin.com/company/rcitiesnetwork/
https://www.linkedin.com/company/rcitiesnetwork/
https://www.linkedin.com/company/rcitiesnetwork/
https://twitter.com/rcitiesnetwork
https://twitter.com/rcitiesnetwork
https://twitter.com/rcitiesnetwork
https://www.instagram.com/rcitiesnetwork/
https://www.instagram.com/rcitiesnetwork/
https://www.instagram.com/rcitiesnetwork/
https://www.youtube.com/c/resilientcitiesnetwork
https://www.youtube.com/c/resilientcitiesnetwork
https://www.youtube.com/c/resilientcitiesnetwork
https://www.youtube.com/c/resilientcitiesnetwork
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https://www.lin = https://twitter.c = https://www.fa n/a https://www.yo
kedin.com/com om/DraxisEnv cebook.com/Dr utube.com/cha
pany/draxis-sa/ axisenvironme nnel/UCUf4Cy

ntal/ wfKA7gaUPpgr

@DraxisEnv sBGGwy/videos

DRAXIS
Environmental Draxis
S.A. 400 followers

1,200 followers
5,500 followers
https://www.lin  n/a https://www.fa n/a https://www.yo
kedin.com/com cebook.com/eB utube.com/cha
pany/ebos- OS.Technologi nnel/UCezuAA
technologies- es/ SDrRokMnh50
Itd/ ABwWBSQ

eBOS
EBOS Technologies

Ltd
3,000 followers

470 followers
https://www.lin = https://twitter.c = https://www.fa https://www.ins = https://www.yo
kedin.com/com om/BiovIntCIA = cebook.com/Bi  tagram.com/bi  utube.com/use
pany/ciat/ T eng ovIintCIAT.eng/  oversityciat/ r/ciatweb
CIAT @BiovIntCIAT_  Alliance of @bioversityciat

eng Bioversity
International
and CIAT 6,400 followers


https://www.linkedin.com/company/draxis-sa/
https://www.linkedin.com/company/draxis-sa/
https://www.linkedin.com/company/draxis-sa/
https://twitter.com/DraxisEnv
https://twitter.com/DraxisEnv
https://www.facebook.com/Draxisenvironmental/
https://www.facebook.com/Draxisenvironmental/
https://www.facebook.com/Draxisenvironmental/
https://www.facebook.com/Draxisenvironmental/
https://www.youtube.com/channel/UCUf4CywfKA7qaUPpgrsBGGw/videos
https://www.youtube.com/channel/UCUf4CywfKA7qaUPpgrsBGGw/videos
https://www.youtube.com/channel/UCUf4CywfKA7qaUPpgrsBGGw/videos
https://www.youtube.com/channel/UCUf4CywfKA7qaUPpgrsBGGw/videos
https://www.youtube.com/channel/UCUf4CywfKA7qaUPpgrsBGGw/videos
https://www.linkedin.com/company/ebos-technologies-ltd/
https://www.linkedin.com/company/ebos-technologies-ltd/
https://www.linkedin.com/company/ebos-technologies-ltd/
https://www.linkedin.com/company/ebos-technologies-ltd/
https://www.linkedin.com/company/ebos-technologies-ltd/
https://www.facebook.com/eBOS.Technologies/
https://www.facebook.com/eBOS.Technologies/
https://www.facebook.com/eBOS.Technologies/
https://www.facebook.com/eBOS.Technologies/
https://www.youtube.com/channel/UCezuAASDrRokMnh5oABwBSQ
https://www.youtube.com/channel/UCezuAASDrRokMnh5oABwBSQ
https://www.youtube.com/channel/UCezuAASDrRokMnh5oABwBSQ
https://www.youtube.com/channel/UCezuAASDrRokMnh5oABwBSQ
https://www.youtube.com/channel/UCezuAASDrRokMnh5oABwBSQ
https://www.linkedin.com/company/ciat/
https://www.linkedin.com/company/ciat/
https://www.linkedin.com/company/ciat/
https://twitter.com/BiovIntCIAT_eng
https://twitter.com/BiovIntCIAT_eng
https://twitter.com/BiovIntCIAT_eng
https://www.facebook.com/BiovIntCIAT.eng/
https://www.facebook.com/BiovIntCIAT.eng/
https://www.facebook.com/BiovIntCIAT.eng/
https://www.instagram.com/bioversityciat/
https://www.instagram.com/bioversityciat/
https://www.instagram.com/bioversityciat/
https://www.youtube.com/user/ciatweb
https://www.youtube.com/user/ciatweb
https://www.youtube.com/user/ciatweb
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60,000 52,000
followers followers 35,000
followers
https://www.lin  n/a https://www.fa https://www.ins = https://www.yo
kedin.com/com cebook.com/Fi  tagram.com/fis = utube.com/cha
pany/hellenic- shFromGreece hfromgreece g nnel/UCplTMn
aquaculture- r/ RB2aiY7918qd
producers- 9z4ZA
organization/ Fish from
Greece @fishfromgree
ce_gr
Hellenic
Aquaculture 18,581
Producers followers 2,742 followers
Organization
5,071 followers
https://www.lin  https://twitter.c = https://www.fa https://www.ins n/a
kedin.com/sch  om/KNUSTGH cebook.com/K  tagram.com/kn
ool/kwame- NUSTksi/ ust.gh/
nkrumah-
university-of- @KNUSTGH
science-&- Kwame @knust.gh
technology- Nkrumah
kumasi/ 107,000 University  of
followers Science and 17,000
Technology followers
Kwame (KNUST)
Nkrumah'

University  of


https://www.linkedin.com/company/hellenic-aquaculture-producers-organization/
https://www.linkedin.com/company/hellenic-aquaculture-producers-organization/
https://www.linkedin.com/company/hellenic-aquaculture-producers-organization/
https://www.linkedin.com/company/hellenic-aquaculture-producers-organization/
https://www.linkedin.com/company/hellenic-aquaculture-producers-organization/
https://www.linkedin.com/company/hellenic-aquaculture-producers-organization/
https://www.facebook.com/FishFromGreece
https://www.facebook.com/FishFromGreece
https://www.facebook.com/FishFromGreece
https://www.instagram.com/fishfromgreece_gr/
https://www.instagram.com/fishfromgreece_gr/
https://www.instagram.com/fishfromgreece_gr/
https://www.instagram.com/fishfromgreece_gr/
https://www.youtube.com/channel/UCplTMnRB2aiY7918qd9z4ZA
https://www.youtube.com/channel/UCplTMnRB2aiY7918qd9z4ZA
https://www.youtube.com/channel/UCplTMnRB2aiY7918qd9z4ZA
https://www.youtube.com/channel/UCplTMnRB2aiY7918qd9z4ZA
https://www.youtube.com/channel/UCplTMnRB2aiY7918qd9z4ZA
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://www.linkedin.com/school/kwame-nkrumah-university-of-science-&-technology-kumasi/
https://twitter.com/KNUSTGH
https://twitter.com/KNUSTGH
https://www.facebook.com/KNUSTksi/
https://www.facebook.com/KNUSTksi/
https://www.facebook.com/KNUSTksi/
https://www.instagram.com/knust.gh/
https://www.instagram.com/knust.gh/
https://www.instagram.com/knust.gh/
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6 MONITORING AND EVALUATION

The relevant dissemination and communication KPIs (referenced as KP O5.3 in the GA) are listed in Table 4.

The efficacy of the DCO plan will be evaluated on an annual basis based on feedback; surveys and indicators where
available and will be appropriately adapted; reinforcing what works well and improving any malperformances.
Data on the performance of the social media channels will be gathered monthly and evaluated on a quarterly
basis, adapting activities wherever the performance is not yet satisfactory.

Lastly, during the last month of the project (M36) the second version (B) of the DCO plan will be published.

FundedBY o BIZ“TRAILS
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7 CONCLUSIONS

This initial plan sets the scene for all BIOTRAILS DCO related activities. It gives background information on recent
political developments, identifies potential challenges and suggests strategies to overcome these challenges.
Furthermore, it defines target audiences, objectives and goals and gives guidelines and products/tools (e.g. the
website, the logo or social media guidelines) to be used for effective communication. It also clarifies the roles and
responsibilities for all the planned DCO activities. By doing so, it provides a roadmap for all BIOTRAILS consortium
partners for efficient and successful dissemination, communication and outreach.

As depicted in chapter 4, defining key messages is difficult at an early stage of a project. These key messages will
be formulated based on the first results and therefore need be added to this DCO plan accordingly. As mentioned
in chapter 6, the efficacy of the DCO plan will be evaluated on an annual basis, and if needed, adapted. Data on
the performance of the social media channels will be evaluated on a quarterly basis, adapting activities wherever
the performance is not yet satisfactory.

The second version (B) of the DCO plan will be published during the last project month (M36) and will be publicly
available. This second version will not only include key messages but also all improvements that needed to be
integrated into this initial DCO plan, as well as statistics and analyses on the agreed upon communication KPlIs.

| [ BIZTRAILS

46



D6.1 — Dissemination, Comunication and outreach plan (A) 47

ANNEX I: SOCIAL MEDIA GUIDANCE

Objective: Shape a dissemination and exploitation plan accompanied with tailored communication measures
ensuring continuous stakeholder engagement and collaboration throughout the project.

Social Media Content

Goal: dissemination of the project’s achievements

(@]

Information about the project and its focus

Relevant information about partners and their work

Newsworthy project developments

Project achievements

Announcement of conferences/workshops/webinars and/or follow-up
Sharing of project-related publications

Information about ongoing initiatives

Distribution of produced content, such as infographics, animated short films, etc.

Social media allows us to distribute information to different target groups in a cost-effective way. It is not only
used to provide users with relevant information about a specific topic or project but allows target audiences to

directly engage with us — and vice versa. By engaging with the content, we publish on social media channels, our

audiences help us to increase the number of relevant followers as well as our content’s reach. Beyond that, social
media offers opportunities to enter into a dialogue with target audiences and makes projects/
institutions/organisations more approachable.

Text for posts

Language

Be concise, clear, catchy

Twitter: Maximum of 280 characters including hashtags (#), tags (@), possibly emojis, spaces, link
(please take note: link takes up 23 characters)

The shorter the better

Be relevant > summarise most important information within 1-2 concise sentences

Develop posts in mother tongue of target group that you are addressing to avoid language barriers
(e.g. content in English, Spanish, Portuguese)
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Avoid cumbersome words

O
o Avoid using names or acronyms for your project that are not generally understandable
o Formulate a strong post in terms of content. For example, newsworthy project developments or
results, relevant information about partners, project-related events or publications
Hashtags
o Use hashtags (#) specific to project or those that are trending or connected to a recent
debate/event/topic related to the project
o avoid generic hashtags (e.g. like #climatechange, #transformation)
o No more than 5 per post on LinkedIn, 2-3 on Twitter
Usernames/tagging
o We always tag other accounts (via @)
o Research partner organisations, relevant individuals with many followers, related projects,
conferences, institutions who are interested in your content and who will share, comment or like it
o Up to 10 accounts can be tagged per post in the picture on twitter (these do not count towards the
280 characters)
o On LinkedlIn, relevant individuals or organisations can be tagged in the text itself or added at the
end of the text
o Tagging offers the potential for a successful post > do a thorough research before posting

Content formats — Images/GIFs/infographics

Links

Beyond images or videos, each social media channel offers different content formats to choose
from, e.g. GIFs on Twitter or polls on LinkedIn

Please use meaningful, appealing, authentic pictures; avoid stock images if possible
Pictures need to be in landscape format

Minimum 1200px width (16:9 image format) if pictures are in landscape format, resolution needs to
be even higher, e.g. 1080 x 1080 (square) 1920 x 1080 (portrait)

Include the copyright for the image (e.g. John Doe - shutterstock.com)

For photos or screenshots from (virtual) events, the written consent of everyone in the picture must
be obtained

A post usually contains a short link

Use your own link shortener to avoid long links in posts
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o Create a meaningful short link, e.g. including information about the content you are linking to

o If you want to track how many users clicked on a link, make sure that the performance can be
tracked

o LinkedIn (https://Inkd.in/) and Twitter (https://t.co/) shorten long URLs as well

o Alink on Twitter always corresponds to 23 characters - even if it is longer; in addition to the link,
you have 257 characters available for text, hashtags, usernames in the post, emojis and spaces.

Engagement

o Connect with or follow partners/relevant individuals/institutions/organisations on LinkedIn, Twitter,
etc.

o Engage with the content of your project partners/individuals/institutions and — vice versa — invite
them to share, comment press the “Like” button on tweets and posts from the project channels

o Engagement will help expand the number of followers on the project channels and increase the
reach of the shared content
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