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Disclaimer 

The content of this deliverable reflect the author’s views. The European Commission is not liable for any 

use that may be made of the information contained. 

 

Copyright Message 

This report, if not confidential, is licensed under a Creative Commons Attribution 4.0 International 

License (CC BY 4.0). A copy is available here: 

https://creativecommons.org/licenses/by/4.0/.  

You are free to share (copy and redistribute the material in any medium or format) and adapt (remix, 

transform, and build upon the material for any purpose, even commercially) under the following terms: 

(i) attribution (you must give appropriate credit, provide a link to the license, and indicate if changes 

were made; you may do so in any reasonable manner, but not in any way that suggests the licensor 

endorses you or your use); (ii) no additional restrictions (you may not apply legal terms or technological 

measures that legally restrict others from doing anything the license permits). 
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1. Executive Summary 

This Communication and Dissemination Strategy (Deliverable 9.1) from WP9 - Communication, 

dissemination and awareness creation, is the basis for any communication and dissemination activities 

implemented throughout the project duration. The Strategy contains all information referring to the 

RethinkAction communication tools and channels like the website, the newsletter, social media, printed 

material, pr work, scientific communication, interviews and other audio-visual material  as well as event 

participations and presentations. Also based on the results of the RethinkAction questionnaire sent to 

all consortium partners, this strategy will define different target groups as well as set of rules for how 

and where to communicate effectively with each of them. The strategy will furthermore present a 

choice of tactics as well as communication formats and a first rough editorial calendar which will be 

updated throughout the project duration. This deliverable also includes a detailed social media 

communication strategy, the initial communication report until month six, a short summary of the 

communication and dissemination strategy as well as other documents related to the communication 

of the project in the appendix that will support the overall communication of the project. To ensure a 

high visibility and consistent presentation of the RethinkAction results to be (co-)developed, it is 

necessary to combine efforts and synchronise the way consortium partners communicate about the 

project. The communication and dissemination strategy will therefore be the basis for a direct and clear 

representation of RethinkAction. 

The main objective of the RethinkAction project is to develop a cross-sectoral planning decision-making 

platform to foster climate action. This platform will be developed throughout the project and will be 

presented close to the end of the project. Therefore, the project's communication will do preparatory 

work to create a large audience for the platform for dissemination and exploitation. 

 

1.1 Communication and Dissemination 

The European Commission differentiates between communication and dissemination activities1. 

Communication activities contain all activities which promote project activities and results from the 

start until the end of the project reaching multiple audiences like in the case of RethinkAction citizens 

and decision-makers. Dissemination activities in contrast are all activities that make the project's results 

 
 
1 Scherer, J., Weber, S., et al. (2018). Making the Most of Your H2020 Project. European IP Helpdesk. 
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public, addressing the scientific community as well as other target groups which can benefit from the 

results. The dissemination activities start as soons as the project has results.   

As the RethinkAction project first started in october 2021 this version of the communication and 

dissemination strategy will mostly address concrete communication activities and give a first 

assessment of potential dissemination activities and will be updated in M24 and M48. To provide a brief 

overview of the communication goals and what the project team intends to achieve, the key 

performance indicators and the goals of the project's communication are described at the very 

beginning.  

 

1.2 Key Performance Indicators (KPIs) and Objectives 

Key-Performance-Indicators 

Key Performance Indicators (KPIs) refer to key figures that can be used to determine the performance 

of activities in projects to measure their success or failure. In doing so, it depends on the 

project/company, the respective measure and its objective, which KPIs they should use to look at their 

performance. The KPIs for the communication and dissemination of the RethinkAction project have 

been partly already defined in the Grand Agreement (GA); other KPIs have been developed within the 

preparation of this deliverable. These KPIs form the basis for evaluating the success of the overall 

communication of the project. To ensure that the KPIs are understandable and easy to remember, three 

to five core KPIs for outreach and engagement are usually defined. For the RethinkAction 

communication and dissemination these core KPIs are:  

 

KPIs Outreach 

• 15.000 Unique visits in total on all channels (Social Media and Website)  

• 1.500 Followers in total on all channels (SM) 

• 4.000 Recipients in total of press releases and the Newsletter 

• 400 Participant registered for webinars in total 

• 10 publications in scientific journals  

 

 



  

 D 9.1 | Communication and Dissemination Strategy 
 

 

This project has received funding from the European Union’s Horizon 2020 
research and innovation programme under grant agreement No 101037104. 

11 | 69 

 

Cross-sectoral planning decision-making 
platform to foster climate action

KPIs Engagement 

• 50 Interactions (comment, share, message, etc.) with the RethinkAction channels monthly 

(starting after M6) 

• 50% Opening rate for the Newsletter 

• 30 Presentations of the RethinkAction project at national and international events 

• 25 Participants attending  at each webinar  

 

Website KPIs 

Since RethinkAction is not an organisation that sells products or a company that wants to increase its 

profit, it is not important how long visitors stay on the website or how high, for example, the conversion 

rate is from visiting the website to signing up for the newsletter. For RethinkAction as a scientific project 

that wants to increase its impact through high visibility and credibility, it is more important how many 

people learn about the project and its results.  

 

KPIs from the Grant Agreement  

Next to the five core KPIs other project KPIs that have already been defined in the GA (pages 30 - 37) 

are: 

• KPI 1.1: 400 and 200 respectively - Number of downloads (documents) and views (videos) to 

persuade stakeholders about climate concerns using the RethinkAction website 

• KPI 1.2: 200 Attendees to participatory events (total) 

• KPI 2.1: 6 Events per year. Presentation of the project to the Climate Change Working Group of 

the GEO and attended meetings of different GEO initiatives and actions  

• KPI 5.3: 25 Attendees at each webinar (D8.6) 

• KPI 7.2: 5 International networks involved in the dissemination of project results 

• KPI 7.3: 30 Participants of non-EU in platform and methodology online training  

• KPI 9.2: 50 Users that review the explanations of results included on the website 

• KPI 9.3:  6 EU and non-EU climate services, initiatives and knowledge platforms with which the 

project will collaborate 
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The GA also defines tools, channels and quantity. As these are forming the basis for the strategy they 

have to be enumerated here as well:  

• 1 Communication Toolkit (month 6)        

• 1 Project website, updated throughout the project duration blog, 3-4 social media channels 

(month 6)  

• 1 Leaflet (month 6)  

• 1 Brochure (2.000 copies in English, 400 copies in local languages, month 24)  

• 1 Roll-Up (month 6)  

• 5 Infographics  

• 4 Newsletter 

• 30 Blog posts throughout the project duration / 2 per partner 

• 250 Posts for social media channel (throughout the project) / 10 posts per partner  

• 8 Video interviews (throughout the project)  

• 5 Other audio-visual products for social media (throughout the project) 

• 1 Documentation of stakeholder involvement (month 32)  

• 3 Press releases to be issued per partner (national and international) / 4.000 recipients in total  

• 2 Publications to the press issued per partner (throughout the project)  

• 3 Workshops at international professional events  

• 1 Final project event  

 

These KPIs and the related communication tools and channels form the basis for measuring the success 

of the KPIs throughout the project duration. Detailed information on how they will be measured can be 

found in chapter 13. Monitoring.  
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Objectives  

The core communication and dissemination objectives are also defined in the GA. The communication 

and dissemination strategy and planned measures will ensure that these objectives will be achieved.  

• Engaging citizens and decision-makers to participate in the energy transition and actively 

support climate adaptation and mitigation. 

• Raising awareness and ensuring the recognition of RethinkAction as one of the leading projects 

referring to sustainable land use and stakeholder interaction. 

• Communicating the project objectives and results, by formulating key messages to 

communicate, and preparing communication material. 

• Promoting planned activities and actions/projects that address climate change to trigger land 

use based adaptation and mitigation solutions. 

• Establishing an effective and comprehensive communication channel with stakeholders to put 

the land use topic on their agenda.  

• Preparing the ground for the exploitation of the project’s results, especially the cross-sectoral 

decision-making platform to foster climate action.  

• Supporting targeted dissemination and fostering the wide adoption of the RethinkAction 

project results around Europe as well as worldwide. 

 

2 Introductory Considerations 

RethinkAction supports the objectives of the European Green Deal2. This and related frameworks and 

regulations are in line with the Paris Agreement3, which points to the critical role of the land use 

planning in reaching the long-term climate mitigation objectives. Land resources are also fundamental, 

even critical, to reach climate objectives and specific Sustainable Development Goals (SDGs). 

In this context, the RethinkAction project puts citizens and decision-makers at the heart of climate 

action by developing a cross-sectoral planning decision-making platform to foster climate action across 

 
 
2 The European Commission (2019, December 11). The European Green Deal. 
3 United Nations (2015). Paris Agreement. 
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Europe. Unlike many other scientific and innovative projects, RethinkAction therefore focuses more on 

people and their ability to create change, rather than solely on technology and data.  

The thematic focus of the project lays on land use adaptation and mitigation solutions referring to 

climate change in different geographical areas of Europe. This will be explored through six case studies 

representing the main geographical differences of the continent. The case studies will be carried out by 

partners from the project consortium.  

The overall theme of the project is very scientific, so it is important that the information is presented in 

a way that is suitable for the intended target group on any medium. In order to make the information 

presented more appealing, the communication will use a graphic approach as well as pictures and 

videos where possible. The overall design will be concrete, colourful and friendly and will stand out from 

other purely scientific or technology based project presentations to highlight the specificity of 

RethinkAction. In this sense, communication follows a concept of innovation that focuses less on 

technological modernity and more on participation in social transformation as a core characteristic of a 

pathway towards a sustainable future. Aesthetics and tonality are concrete rather than general, local 

rather than all-encompassing. The focus is on people in their immediate environment as solutions and 

addressees, not on technological approaches or national and international policies, even if these 

naturally define the framework for action. RethinkAction communication will be dynamic and dialogical, 

as we see ourselves as catalysts of social transformation, not only with our results, but also in the course 

of the project and the process of producing the results. 

The overall aim of the communication is that users feel directly addressed and have the feeling that the 

communication takes place at eye level. We want to motivate them to actively participate in and shape 

the discourse we initiate with the RethinkAction communication. Through a certain simplicity, we 

convey that the recipient is a participant and not just an overwhelmed spectator. This makes our content 

moreover more accessible to different target groups. 

 

3 Value Proposition 

The most important promise that a company or - in the case of RethinkAction - a project makes to its 

users and participants. 

The Value Proposition defines what the project does better than anyone else and how users will benefit 

from participating in or following the project's development. For RethinkAction the value proposition 

must define how the projects outcome - the cross-sectoral planning decision-making platform - will have 
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a concrete impact on the actions of decision-makers as well as citizens and how the project 

differentiates itself from other scientific research and innovation projects which also deal with the topic 

of sustainable land use and climate mitigation and adaptation solutions. To ensure that the value 

proposition sticks with the end-users it is important that it is not longer than 1-2 sentences and very 

concrete.  

 

Value Proposition Headline: 

Science put into practice for a decision-making platform that promotes climate action at local and global 

levels and enables stakeholders to access land-use-based adaptation and mitigation solutions.   

 

Value Proposition Paragraph: 

There is a lot of data on sustainable land use to foster climate action, but it is difficult to transfer it to 

concrete regions. RethinkAction goes one step further: with the help of various scientific disciplines and 

participatory processes RethinkAction co-creates an application that makes ways and prerequisites for 

sustainable land use discussable, future-proof and implementable for local decision-makers and for 

society. 

To ensure that the RethinkAction communication and dissemination is focussed, this strategy defines a 

vision and mission for the communication and dissemination. The vision and the mission will form the 

basis for the whole communicative process throughout the project duration and beyond. 

 

3.1 Vision 

The overall goal of a project. A vision statement describes what a project wants to achieve. It is designed 

for a longer period of time and summarises the strategy, values and culture of the project in a concise 

form. Usually a vision is used in a business context to define the long term goal of a company but it is 

also useful for projects as well as a communication strategy to create a common understanding of what 

shall be achieved throughout the project duration. In this case the Vision will define what the 

communication and dissemination aims to achieve throughout the project.  

→ “Where do we aim to be?” 
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By attracting attention for the RethinkAction project through communication methods stakeholders 

become aware of the topic and start over thinking their general behaviour referring to land use and 

sustainability and therefore consider using the platform for better decision-making.   

 

3.2  Mission  

The way to achieve a goal. The mission describes in detail how in this case the RethinkAction project 

will achieve the vision and what differentiates the project from all other projects dealing with land use 

and sustainability. It defines the purpose and primary objectives related to the end-user's needs and 

their own team values. The following mission will define how the RethinkAction communication and 

dissemination will achieve the communicative vision of the project.  

→ “What do we do? What makes us different?” 

 

The RethinkAction communication will stand out from other projects dealing with land use and 

sustainability through a communication that puts its focus on direct speech at eye level, as well as well 

versed and graphically especially appealing, contemporary content. The communication will be an 

invitation to participate, reflect the overall brand identity and adhere to current communications trends 

to address different target groups. 

 

4 Corporate Identity  

The corporate identity is the most important variable that has to be defined before the communication 

and dissemination of a project can start. The corporate identity is the self-image of the project, not to 

be confused with the image of others. It defines not only the overall design of all communicative 

outcomes (website, social media, public deliverables, etc.) but also the used language as well as the 

overall idea of the project. For more detailed information on corporate identity as it relates to the 

branding that everyone should use when designing RethinkAction publications of all kinds, please refer 

to the Styleguide (see Appendix).   

This chapter is complementary to this Styleguide, as it defines the general wording, tone of voice, 

hashtags, and language (English) to be used in RethinkAction communications. Both are based on the 

introductory considerations above.  
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4.1 RethinkAction Info Texts  

The following text templates should be used by all members of the consortium and other actors that 

communicate about or on behalf of the project. 

 

Long version 

RethinkAction is funded under the Horizon 2020-EU.3.5 Programme. The project brings together 

thirteen partners from nine countries, combining various fields of expertise such as social sciences, 

political science, land use based policy, environmental sciences, atmospheric sciences, ICT modelling, 

integrated assessment modelling, earth observation, climatology and communication. 

During the four-year project period that started in October 2021, the RethinkAction team will develop 

a cross-sectoral decision-making platform tailored to the needs of different end-users. The platform will 

deliver clear and valuable information on climate change and increase awareness and attractiveness 

referring to land use based mitigation and adaptation solutions. The platform will be centred on land 

use as a key to sustain life and reach objectives in the context of climate change and will help people to 

understand how individual changes in lifestyles as well as social behaviour can have an effect on land 

use in general. Moreover, it will allow users to access land use based adaptation and mitigation solutions 

linking local, European and global scales based on six representative case studies, covering the main 

regional differences related to climate change. 

Within this approach RethinkAction aims to create awareness not only for political changes but also for 

individual behavioural changes. By creating solutions through participatory processes, the project will 

furthermore promote an active participation in climate action within decision-makers, stakeholders as 

well as citizens worldwide. 

 

Short Version   

RethinkAction is funded under the Horizon 2020 Programme. During the four-year project period that 

started in October 2021, the RethinkAction team will develop a cross-sectoral decision-making platform 

tailored to the needs of different end-users. The platform will deliver clear and valuable information on 

climate change and increase awareness and attractiveness referring to land use based mitigation and 

adaptation solutions. By creating these solutions through participatory processes, the project will 
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furthermore promote an active participation in climate action within decision-makers, stakeholders as 

well as citizens worldwide. 

 

Logline 

RethinkAction is a Horizon 2020 project focused on land use based climate mitigation and adaptation 

solutions. By creating a cross-sectoral decision-making platform that addresses sustainable land use 

solutions, RethinkAction promotes active participation in climate action across society.  

 

Catch Phrase 

Cross-sectoral planning decision-making platform to foster climate action. 

 

4.2 Key-Messages 

To communicate a project properly it is important to define key-messages to which one can constantly 

refer back. The RethinkAction project has many key-messages as it deals with land use from different 

perspectives. The key-messages were generated from the GA and the results of the Questionnaire4 (see 

Appendix). They might evolve in the course of the project and will be updated accordingly. 

 

• RethinkAction gives decision support on how to use land wisely.  

• It's time to accelerate changes in the way we live on and use land.  

• RethinkAction brings together diverse communities (academia, civil society, business, etc.) to 

develop concrete actions that help understand the impacts of climate change and the actions 

society need to take to mitigate and adapt to it. 

• RethinkAction draws attention to sustainable land use and how it can contribute to climate 

protection.  

• RethinkAction transforms ideas into concrete facts and figures.  

 
 
4 The Questionnaire was distributed to all partners in November/December 2021 and answered by 12 partners. 
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• The cross-sectoral planning decision-making platform is a unique proposition and will show how 

changes in land use can be implemented concretely and directly by decision-makers as well as 

citizens.  

• RethinkAction operates on the NUTS-2 and -3 levels, which makes the project outcomes 

practically feasible. 

• By studying social behaviour and different lifestyles RethinkAction aims to have an impact not 

only on decision-makers but als on citizens.  

• Through engaging stakeholders in the research process as well as the development of the 

platform RethinkAction aims to have an impact on social behaviour as well as the lifestyles of 

participants as well as users/followers.  

 

4.3 Hashtags  

These hashtags should be used for social media communication: 

#RethinkAction #RethinkLandUse #RethinkTogether #RethinkForward #H2020 #Horizon2020 

#EuropeanUnion #ClimateAction #ClimateChange #Sustainability #MitigationAndAdaptation 

#Solutions #EuropeanCommission   

 

The RethinkAction hashtags can of course also be used together with other hashtags. In general it is 

recommendable, especially on instagram to combine many different hashtags to increase the visibility 

of a post. Some additional hashtags which have been named in the questionnaire and which shall also 

be used for RethinkAction posts are:  

#LandUseSolutions #LandUseMitigationSolutions #ESG #Sustainability #BusinessDesign 

#LandToLiveOn #SDG15.3 #SDG #EnvironmentalPollution  

 

Please feel free to include more useful hashtags as well as the hashtags of your organisation.  

Note: Hashtags have to be in upper and lower case to make sure that reading programs for blind people 

can read them correctly. Lowercase writing makes it impossible for reading programs to understand the 

meaning of a hashtag. 
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4.4 Keywords 

 

Figure 1: RethinkAction Keywords 

 

These keywords are just a sample of the keywords that can be associated with the RethinkAction project. 

The keywords will evolve as the project progresses. To ensure that the project circulates in key 

discourses, these keywords should be used frequently in all communication outputs. Moreover, these 

keywords are highly relevant for the SEO optimization of all RethinkAction website content.  

 

4.5 Type of Writing  

For a congruent representation of a project or an organisation, it is important that it has a recognition 

value. This can be achieved through consistent branding, but also through a consistent type of writing. 

Since the RethinkAction project is aimed at different audiences (decision-makers and citizens) in all 

European countries who use different communication tools and types of writing, the general 

communication approach related to the type of writing needs to be broad-based. For this 

communicational approach there are some basic rules everyone has to apply:  
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• Write in short sentences, avoid long and complicated sentences. 

• Avoid filling words which are not necessary to understand the meaning of a sentence or text 

(well, like, actually, basically, seriously, okay, or something, etc.).  

• For scientific content: Try to write as understandable as possible, explain technical terms or 

avoid them by explaining their meaning instead of just using the term.  

• Write in full sentences, use punctuation.  

• Use inclusive language (gender & non discriminating), write alternative image descriptions and 

use subtitles in all video formats.  

• Tone of voice: sympathetic and friendly as well as informative, professional and scientific. 

• In order to help users in understanding the scientific material make sure to always use concrete 

examples  

• Always establish a concrete reference to the intended outcome of the RethinkAction project as 

well as create a relation to „real life“. 

 

4.6 The European Flag and informational phrase 

The European Flag and informational phrase with the grant agreement number must be displayed on 

all communication materials of the RethinkAction project. More information about the use of the EU 

Flag and informational phrase can be found in the Styleguide (see Appendix). 

 

 
 

 

 

This project has received funding from the European Union’s Horizon 2020 research and innovation 

programme under grant agreement No 101037104.  
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4.7 EU Communication Platforms 

In order to increase the visibility of Horizon 2020 projects, it is of course very valuable to spread them 

also through already established social media channels with EU input. Therefore, the European Union 

has set up a search tool where you can find all existing accounts with EU input to get in touch with or 

simply follow them. The search tool includes accounts on: Twitter, LinkedIn, Instagram, Facebook, 

Youtube, Reddit and many more5. 

 

5 Target Groups, Key Messages & Gender  

To assure that the communication and dissemination activities are effective it is crucial to define clear 

target groups as well as develop strategies on how to address them. This refers not only to verbal 

communication and the key messages but also to the platforms used to address them. The defined 

target groups will be updated continuously throughout the project especially with regard to the results 

of WP2: „Social engagement strategy: co-creating products and services with end-users“. The WP2 

project team will identify key user groups (T2.1) as well as develop an engagement strategy and create 

the end-users community (T2.3) using various data. As their results define which stakeholders will be 

addressed for the participatory development process of the decision-making platform they will sharpen 

and differentiate the definition of target groups that will accordingly be updated in the RethinkAction 

communication and dissemination strategy.   

 

5.1 Decision - Maker Definition 

The decision-makers to whom the RethinkAction communication and dissemination should be directed 

range from politicians and their advisors to business people (at local and EU levels) who are involved in 

some way in land use issues and could make a difference by thinking about sustainability. Decision-

makers are anyone who is holding a position that gives them the opportunity, and sometimes the power, 

to make decisions not only for themself but also on behalf of others. In the RehtinkAction context this 

includes all people who have an influence on the use of land like for example land-owners, farmers, 

 
 
5 EU Social Media Channels. https://european-union.europa.eu/contact-eu/social-media-channels_en#/search 
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politicians, investors, consultancies, renewable energy companies and energy companies in general 

(page 13  and 14 in the GA).  

 

Table 1: Decision-Makers Characteristics 

Decision-Makers  Characteristics 

Local and regional authorities (and their 
advisers: local/regional institutes and public 
agencies) 

Responsible for the implementation of land 
used based actions within their adaptation and 
mitigation plans.  

Policy makers 
(and their advisers/experts: national institutes 
and public agencies)   

Policy makers focussing on land use planning 
and their advisers/experts 

 

Private investors (RES companies, food local 
markets, land- owners, etc.) 

Any kind of investor interested in land use 
exploitation 

 

Impact  

When communicating about a project, it is always important to consider the effect that this 

communication is intended to have on the target groups. For decision-makers, the intended effect is 

primarily to focus their attention on sustainable land use solutions. With the cross-sectoral planning 

decision platform, the consortium aims to create a tool that makes it easier for decision makers to gain 

an understanding of possible climate-friendly land use solutions for their area, as well as suggestions for 

implementation. The goal of RethinkActions is therefore to promote climate action by informing 

decision makers and actively involving them in the research process and development of the platform. 

RethinkAction will actively point out concrete paths for decision-makers who want to change land-use 

in their area of responsibility and thereby always also show social and economic dimensions.  

 

5.2 Citizens - Definition 

The second target group addressed by the RethinkAction communication are citizens. Citizens can be 

divided into an informed public and an uninformed public. This division is intended to help the 

communications team to create posts that target all citizens based on their knowledge of the topic. The 

uninformed public is defined as people who have never heard of sustainable land use and are not 

familiar with the current discourse on climate change. The informed public, on the other hand, is familiar 
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with the current discourse on climate change and may already be living a sustainable lifestyle. In the 

context of the RethinkAction project, citizens can be considered not only as individuals, but also as 

associations, cooperatives, or NGOs.  

 

Table 2: Citizens Characteristics 

Citizens Characteristics 

Citizens associations, cooperatives, NGOs Neighbours, associations, NGOs, etc., which 
represent citizens. 

Individuals/Public (informed and uninformed 
public) 

Individuals interested in climate change and 
sustainability topics who want to change their 
behaviour.  

 

Impact 

Citizen organisations shall be addressed by the project to on the one hand include the project in their 

work and promote it and on the other hand get interested in participating in the project themselves and 

contribute their ideas and needs referring to sustainable land use. The intended impact on the general 

public is as a first step informing them about the topic and the discourse and as a second step a change 

of mindset and therefore moreover a change of behaviour towards a more sustainable way of living. 

By including citizen organisations as well as decision-makers in the research process and the 

communication, the development of the platform and hence fostering an open discourse about land 

use, the project aims to shift their perspective and make science more accessible for everyone.  

 

5.3 Diversity and Gender in Communication 

Gender and inclusion are prominent societal issues and therefore also important for the RethinkAction 

communication as a project that has a strong focus on social dimensions. Consequently it is the project's 

obligation to use gender conform and inclusive language and also to make sure that outcomes are 

accesible for every person. This means people communicating about RethinkAction must always use 

gender-neutral words, feminine, masculine and gender neutral pronouns (they/them), include image 

descriptions (postings) & subtitles (videos & stories), content or trigger warnings - if necessary 

(postings), use inclusive and neutral terminology that does not discriminate people and write all 
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hashtags in title case (postings). If followed, these rules enable people with disabilities to access all 

postings and support a non-discriminatory society.  

In addition, the consortium must ensure diversity representation in all media formats like interviews, 

animations, videos and also photos. This includes gender as well as race and people with special needs. 

 

6 Social Media  

Social media management is one of the main tools of the RethinkAction communication and 

dissemination. Social media provides platforms not only for sharing content, but also for actively 

building a community, interacting directly with people around the world, and making full use of the 

brand by including, for example, the design and tone of voice, audiovisual media, type of writing and 

thus creating recognition for the project worldwide. Moreover a lot of the consortium's partners' social 

media channels are already established and are equipped with various followers within the target 

groups. Since it is not possible right now to predict how the COVID-19 pandemic will develop during the 

four year project period, social media - next to the website - will for now be the main focus of 

RethinkActions communication and dissemination. As the RethinkAction project aims to engage 

different audiences in Europe as well as worldwide for the uptake of the results, social media fits 

perfectly to reach these different audiences on related platforms. To cover the range of audiences 

the  project will have a presence on the following platforms: Twitter, Facebook, Instagram, and LinkedIn. 

Communication will be in English on all platforms and with all followers. The platforms Twitter, 

Facebook, Instagram and LinkedIn have different audiences and therefore of course also a different user 

behaviour. This makes it important for the communication to adjust the wording as well as the visual 

language for each post on each platform. To distinguish and explain the different platforms in more 

detail the following figures 2 - 5 give a brief overview of the most important facts about the platforms, 

their audiences, how they work and what to consider when using them.  
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Twitter will be the main platform for interaction with other scientists, decision-makers and scientific 

projects.  

 
Figure 2: Twitter  

Facebook will serve the purpose to attract the attention of various groups of citizens.  

 
Figure 3: Facebook 
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Instagram serves the purpose to attract the attention of the citizens6. Since it is the most visual platform, 

the Instagram channel will define the visual orientation of all other RethinkAction channels. All visual 

components like infographics will be designed according to the Instagram appearance and then adapted 

for the other platforms.  

 

 
Figure 4: Instagram 

 

LinkedIn is a business platform that serves the purpose of presentation and networking. Within the 

RethinkAction communication, the representation on LinkedIn shall increase the visibility among 

decision-makers, other scientific projects as well as European organsiations which are dealing with land 

use.  

 

 
 
6 As Facebook and Instagram both belong to META it is possible to publish postings at both platforms with one 

click which makes the communication process faster and easier. 
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Figure 5: LinkedIn 

 

Youtube  

Another platform which will also be filled with RethinkAction content is Youtube. Youtube will not 

function as a platform to gain outreach and followers but rather to upload Interviews and other video 

formats and share them on the RethinkAction social media channels as well as the RethinkAction 

website.  

 

How will RethinkAction build followers?  

To build followers RethinkAction will cooperate closely with other Horizon2020 projects and their social 

media channels as well as engage the already existing followers of all consortium partners be it 

institutional or personal. The RethinkAction communication manager will contact other organisations, 

partners and projects referring reposts and also cooperations. Moreover followers will be built through 

social media interaction like comments, likes, reposts and follows on other Social Media (SM) pages 

which are relevant for the overall project topic. 
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6.1 Timing 

To ensure that social media communication is effective and increases the visibility of the project, not 

only is the quality of the content important, but also the timing of the publication on each platform. 

Since each platform has different user structures as well as different communication purposes, 

engagement times differ. In general, it can be stated that on most common social media platforms the 

engagement rate increases during the week and decreases on weekends7. The only exception is 

Facebook, where the engagement rate is higher on weekends than during the week. In general, it can 

be said that posting during the week either before working hours or during lunch break is the most 

successful in terms of engagement rate. Instagram posts after work at 4-5pm also work well in terms of 

engagement rate. Therefore it is recommended also to the consortium partners to adhere to the 

weekdays and times presented in figure 6 when posting about RethinkAction on their own social media 

channels. 

 

 
Figure 6: Ideal Timing for Postings 

 
6.2 Formats  

In order to attract the attention of various end-users the content on social media platforms shall be 

diversified, up-to-date and must provide information that is relevant within the context of the profile. 

 
 
7 t3n (2021 May, 11) Das sind die besten Posting-Zeiten für Facebook, Instagram und Co.   
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It is important to define certain recurring formats which will form the centre of the communication and 

can be alternated, complemented as well as adjusted throughout the project duration.  

In the beginning of the RethinkAction project there will not yet be much information on the case studies 

or the cross-sectoral planning decision-making platform that could be used for social media. Therefore 

the social media formats have to be more generic and for example introduce end-users to the topics 

and facts of land use, land use planning, sustainable land use, earth observation methods, societal 

behaviour and climate mitigation and adaptation solutions. Moreover it is important to introduce the 

project partners (consortium) as well as some individuals who are working on the project to give the 

project a face to make it more tangible for its audiences.  

 

• Format 1 - Statements: Statements from people of the consortium or other scientists who are 

doing research referring the project topic (or even just facts and figures) 

• Format 2 - Case study sites: In this format, the case study sites are presented and 

characterised  with some interesting facts. 

• Format 3 - General project description: What does the project offer? What is the value of the 

project? What is the goal of the project? Which partners are involved?  

• Format 4 - Interviews and statements: Scientists (from the consortium and outside), citizens, 

governments, organisations, case study participants, stakeholders from the six case studies (= 

testimonials), etc.  

• Format 5 - Featuring HORIZON2020 Sister-Projects: What is this Horizon2020 call about? What 

other projects are there?  

• Format 6 - Land use: What does land use mean? What are the types of land use? What does 

sustainable land use mean and how does it work? How is land use related to climate change 

mitigation and adaptation? What are future challenges in the nexus of land use and climate 

change in the EU? What are the connections between land use, social behaviour and lifestyle? 

• Format 7 - Promotion: Newsletter, website, events, presentations, etc. - all related to 

RethinkAction activities. 

• Format 8 - Support: Support other land use initiatives and sustainable lifestyles by presenting 

them on a RethinkAction channel. 
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• Format 9 - Research: Updates on the progress  of the scientific work and results and research 

highlights, for example, to feature public deliverables if  they are of interest for a specific 

audience   (continuous - will evolve as the project progresses). 

 

For each format, the CMF developed and designed templates which will be made available to all 

members of the consortium. These templates will be updated when a format changes or a new format 

is required based on research advances and new project findings. The templates will be consistent with 

the project's styleguide and are designed to integrate videos, photos or other graphical elements. All 

project partners are hereby asked to use the templates when posting about RethinkAction to guarantee 

that the online appearance of the project is consistent and has a recognition value.  

 

 

 

Figure 7: Social Media Templates 

 
 

 
6.3 Platforms to Address Decision-Maker 

The ideal platforms to attract the attention of decision-makers are Twitter and LinkedIn. Twitter is a 

platform that is used by various target groups for example scientists, politicians and also citizens to 

communicate about and share current political issues, news and also to express opinions. Linkedin in 

contrast is a business networking platform where users present themselves and their CV to connect 

with other people, talk about business and career and also search for new possibilities and jobs.  

On Twitter, the RethinkAction communication will mostly focus on scientists and politicians on Linkedin 

rather on businesses and business persons. Therefore the communication approach will be slightly 
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different. Nevertheless the same visual communication material can be used on boths platforms just 

the tone of voice and the written content might differ.   

 

Tone of Voice  

On twitter the tone of voice will be slightly more scientific than on LinkedIn where the focus will mostly 

lay on pointing out the benefits sustainable land use can have also for decision-makers with a tone of 

voice that is easily accessible to reach people and organisations from different industries. The tone of 

voice on Linkedin will be polite, informative and more business-like. Emojis will be used sometimes but 

do not need to be used always. 

 

6.4 Platforms to Address Citizens  

The ideal platforms to attract the attention of the informed and the uninformed public are instagram 

and facebook as well as Twitter. Twitter is in this context however more relevant for the informed public 

as the communication on this platform will be more specific and scientific. Facebook and Instagram on 

the other hand are social networks which are mostly used for communication with friends or sharing 

memorable moments. Nevertheless there are developments on instagram towards a platform that also 

discusses social and political issues such as for example climate change and sustainability. Therefore it 

is a very important platform for RethinkAction to be represented on. Facebook is nowadays used 

especially by adults to communicate with friends and also to get informed. This makes representation 

on Facebook as important as on the other platforms to cover all age groups.  

 

Tone of Voice  

The tone of voice on instagram and facebook will be informal but still informative and will be 

accompanied by emojis and a frequent use of hashtags. Scientific information will be processed and 

presented in a way that it is accessible for a wide range of people. This will be supported by infographics, 

interviews and explaining captions on the post.  
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6.5 Overview of all Social Media Channels  

To sum up the mentioned specifications of the different social media platforms and make them easily 

accessible for everyone we created figures which summarise the most important facts everyone should 

consider before posting about RethinkAction.  

 

 
Figure 8: Overview Social Media Channels: Target Group & Communicational Goal 
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7 Community Management  

Community management is all about a project's virtual community. In case of RethinkAction this 

includes website visitors and followers on the various social media channels, the newsletter and the 

blog. It functions as a link between the site operators and the users.  

Community management means actively shaping the relationship between operators (in this case all 

consortium partners) as well as end-users (here citizens and stakeholders) and seeks exchange between 

these parties. It is an important subarea of the overall social media management that focuses mainly on 

the active users who respond to published content. 

More precisely a community manager is responsible for interactively responding to comments or posts, 

professionally handling inappropriate feedback or mediating heated discussions. Tools, such as 

Agorapulse can make community management easier as they enable users to plan postings and also 

collect all comments, messages and all other feedback from all platforms.  

 

7.1 Rules for the RethinkAction Community Management  

Our community management guidelines define rules for the appearance of the project in social 

networks. This starts with the tone of voice and can extend to crisis management and the separation 

between private and professional use. As there will be different people posting about the RethinkAction 

project it is very important to define how to deal with for example comments or messages to foster a 

consistent communication which makes the social media accounts reputable. 

 

1. Every comment or direct message has to be answered within 48 hours by a responsible person 

(exception is at weekends.)  

2. If you do not have an answer to a question ready, always reply that you will get back to the person 

soon and contact a person from the consortium who might be able to answer the question.  

3. The communication shall always be friendly, polite and respectful. Of course hate, discrimination and 

racism will not have a platform within the communication of the project.  

4. If there is a discussion between users the person responsible for the communication has to moderate 

it and if it is necessary remind users to stay respectful.  
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5. Comments that include advertisements, hate, racism or discriminate against individuals or a group of 

people must be deleted by the responsible person.  

6. Every question shall be answered in detail without using only technical terms - accessible 

communication. 

7. If anyone posts about RethinkAction or reposts RethinkAction communication activities, this will be 

shared on the corresponding platform with a “Thank You”.   

8. In case a person wants to use any RethinkAction communication material for either their channel or 

other purposes, this shall always be forwarded to and discussed with Ronja Lamberty from the CMF 

(lamberty@climatemedia.de).   

 

8 Website, Blog and Newsletter  

Besides social media, the main media communication channels of the RehtinkAction project will be the 

project website including a blog and the Newsletter which will be sent four times during the project 

duration. The project website as well as the Newsletter will be designed, managed and hosted by the 

Climate Media Factory in Potsdam. Nevertheless, all partners of the consortium will have to deliver 

content for the website, social media posts, the blog as well as the newsletter.  

 

8.1 Website 

The RethinkAction website went live in the sixth month of the project (March 2022). It consists of a 

homepage with all general information, subpages with additional information and a blog (figure 11). It 

will be updated and customised throughout the project and will remain online for four years after the 

project is completed. Also, the website will be in motion, so people who visit the site more than once 

will always find new information. 
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Figure 9: Structure of the RethinkAction Website 

 

The website informs users about the RethinkAction project, the consortium and its team members, the 

project goals and key figures, and includes a blog and scientific publications. In addition, all public 

deliverables will be available for download and users can contact the RethinkAction team if they are 

interested in participating in the project. Moreover all public deliverables will be available for download 

and users can get in contact with the RethinkAction team if they are interested in engaging in the 

project.  

The RethinkAction website is edited with keywords and links to optimise it for search engines and 

increase its credibility and visibility. Search engine optimization (SEO) refers to all measures of a 

technical and content nature to improve the ranking of a website and thus its visibility in the search 

engine results lists. Improving the ranking of a website is important because it can only be found if it 

appears on the first page of a search engine when relevant terms (keywords) are searched for. There 

are several measures to optimise a website for SEO: 

 

On page optimization: actions on your website, e.g. meta elements, keyword or optimization of content 

on a landing page, responsive design, etc. 
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Off page optimization: Measures outside the site, e.g. collecting backlinks and mentions (a backlink is a 

link that goes from one web page to another web page).  

Keywords: search terms for RethinkAction for example: land use, climate mitigation and adaptation, 

climate change or sustainable land use. 

Organic search results (natural listings): natural and non-paid results of organic search. 

Search engine ranking: Ranking of search results (paid)  

 

The three most important measures which we will apply on the RethinkAction website are keywords (on 

page optimization), backlinks and mentions (off page optimization) and responsive design (on page 

optimization). Therefore it is very important that all partners of the consortium share website content 

on their professional accounts as well as on their private ones (the latter is of course voluntarily). 

 

8.2 Blog 

According to the GA, 30 blog posts will be published during the four-year project period. Each partner 

of the consortium has to contribute 2 blog posts dealing with their research progress or project related 

activities during the project. Although RethinkAction is a scientific research and innovation project, the 

blog should not be too scientific so that different audiences can easily access the knowledge presented 

in the blog and get an idea of the project outcomes (see 3.5 Type of Writing). The visibility of the blog 

will be increased if other websites, social media accounts etc. link to the blog.  

 

Specifications for blogposts:  

• They have to be delivered in correct English (no grammar and spelling mistakes). 

• They shall be 2 - 3 pages long (docx, calibri light, 11 pt, line spacing 1,5).  

• They must be internally reviewed by a member of the same organisation. 

• They have to choose at least two to three keywords which will appear in the headline as well as 

the subheadline and the body text. 

• Each Blogpost should include references for further information (links, organisations, projects, 

etc.).  
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• Each Blogpost has to be delivered with a header photo of good quality (if possible please do not 

use stock photos). 

• The rights for the use of all images used in communication must be clarified and must be 

identified upon publication. 

• Each Blogpost has to be delivered with a short synopsis with the length of two sentences (max. 

250 characters).  

• Authors shall not use too specific and scientific language to make the blog posts more accessible 

and also usable for social media posts. 

 

The Climate Media Factory will be responsible for the timing of the Blogposts as well as for the 

communication with the partners of the consortium. Every partner will be contacted at least one month 

before a blog post is due and thereby reminded of the specifications.  

A RethinkAction blog post might for example be about the first stakeholder interaction event in the 

region of one case study or about the relation of different lifestyles to land use in general. Every partner 

can of course decide themselves what their blog posts will be about, however always in consultation 

with the responsible person from the CMF to ensure a diversified content.  

 

8.3 Newsletter – Platform and Timing  

The newsletter will be an additional marketing tool and will be published four times during the project 

period. To assure that the newsletter will have a professional and appealing look, we will use a 

newsletter management tool called CleverReach8. Cleverreach is a German email marketing service 

used by various businesses to manage their mailing lists and create email marketing campaigns. 

Cleverreach is committed to strong, secure and transparent data protection in compliance with 

European data protection laws (DSGVO)9. The tool allows users to create a unique design. Therefore, 

the CMF will be able to create a  newsletter design according to the RethinkAction Styleguide that 

resembles the RethinkAction website and social media communication.  

 
 
8 Cleverreach. https://www.cleverreach.com/de/ 
9 Cleverreach (o.D.). Data Security. 
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The Newsletter will contain information about the status of the project, the released results and also 

upcoming dates and events. Every newsletter is enhanced by graphics or photos, so all partners must 

send high-quality images and/or graphics to Climate Media Factory. 

 

 

Figure 10: Timeline for the Newsletter 

 
Subscription to the RethinkAction Newsletter will be possible on the website (contact page) as well as 

through the social media accounts of the project where the link to the RethinkAction website where 

users can subscribe to the newsletter will be placed in the project description or bio.  

 

9 Communication Material  

In addition to communication via social media, the website and the newsletter, there will of course also 

be other communication measures and materials to feed these channels or be used during events:  

• Leaflet  - available in electronic form and printed on demand  

• Brochure - 2.000 printed copies of the english version, 400 printed copies in all project 

languages 

• Roll-Up  

• 5 Infographics  

• 8 video interviews  
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• 5 other audio-visual products for social media  

• 1 short video documentation of stakeholder involvement  

 

These materials serve the purpose of additional possibilities to reach out to stakeholders. To target 

different audiences it is important to not only use digital communication methods but also physical ones 

like Roll-Ups, Brochures and Leaflets. This material will be designed by the Climate Media Factory and 

then distributed to all project partners.  

The video interviews, the Infographics, the audio-visual products for social media as well as the short 

video documentation are very important communication measures for a diversified communication on 

the social media accounts of the project as varied communication is more attractive to end users, which 

contributes to their engagement and active communication with the account.  

 

Exemplary use opportunities for communication material:  

• Leaflet: digital as email appendix, printed at events or congresses, for social media postings  

• Brochure: for presentations (digital), printed at events, congresses or to lay out in the offices of 

organisations or institutions 

• Roll-Up: marketing at events, branding at events, branding during presentations (digital and 

physical)  

• 5 Infographics: website, social media, blogposts, presentations, events, newsletter  

• 8 video interviews: social media, website, presentations  

• 5 other audio-visual products for social media: social media communication, newsletter and the 

website  

• 1 short video documentation of stakeholder involvement: social media (snippits), website, 

events, tv shows 

 

10 Editorial Calendar and Editorial Plan 

An editorial plan is usually created on a monthly basis to help organise and strategize content. This 

includes social media as well as the website, blog and newsletter. The editorial calendar, on the other 
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hand, structures not just one month, but a longer period. It is less precise, but provides an overview of 

long-term goals. In this early stage of the RethinkAction project and within this communication and 

dissemination strategy it therefore makes sense to create an editorial calendar rather than an editorial 

plan. As the research just started and the outcome of the project is still under development, the editorial 

calendar will define for example how often per week social media postings will be released or in which 

month blog posts will be published on the website. This basic structure will be fixed for the whole project 

duration whereas the content of the postings, blog posts as well as the newsletter will be defined within 

shorter term editorial plans depending on the state of the project and the available material. The social 

media content will be oriented to the formats for postings already mentioned in 6. Social Media. 

 

10.1 Blogposts & Newsletter 

Throughout the project duration 30 blogposts will be published on the RethinkAction website. As the 

Blog can just start after the communication and dissemination strategy is published and the full-fledged 

website is online in month six, there will usually be a Blogpost every 1 ½ months. Since the results of the 

project and the state of the research are still under development, there will of course be adjustments 

as the project progresses.  

The Newsletter will be created by the CMF four times during the project duration. As the project runs 

for four years the Newsletter will be sent once a year to subscribers who have subscribed either through 

the RethinkAction Website or have become aware of the Newsletter through social media. The first 

Newsletter will be sent in autumn 2022, the following ones either in spring or in autumn of the following 

years depending on the development of the project.  
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Figure 11: Blogposts and Newsletter 2022 

 
 

 
Figure 12: Blogposts and Newsletter 2023 – 2025 
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10.2 Social Media  

Throughout the project there will be 250 social media postings (total on all channels). As the social 

media communication will kick-off in month six, there will be more or less 1 ½ postings per week. In the 

summer months July and August the frequency might be lower as many target groups will not be 

reachable as easily as during the other months. Moreover, the timing of the postings will adhere to the 

analysis made for all channels in 6. Social Media - 6.1 Timing. The timing is depicted in figure 15.   

 

 
Figure 13: Weekly Social Media Postings 

 

 
Figure 14: Monthly Social Media Postings 
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10.3 Social-Media - Management Tool 

For social media management, the CMF will use a tool called AgoraPulse10. This tool simplifies the 

coordination of postings and content creation. It also allows users to schedule posts in advance, which 

is ideal for ensuring a continuous flow of content with perfect timing. Agorapulse is a French company 

that is committed to secure and transparent data protection and operates in strict compliance with 

European data protection laws (DSGVO). The topic monitoring is specified in 13. Monitoring.  

 

11 Events & Cooperation 

11.1 Events and Conferences  

The RethinkAction partners should take part in at least one event per year to disseminate the results of 

the project activities and its latest developments. An active role as speaker, in information stands or in 

networking meetings is always preferred.  

Partners can use all communication materials of the project to support their presentation. An official 

description of the project is made available to the consortium in order to talk with a coherent voice with 

externals. Partners should consult with CMF before joining the event and promoting the event, in order 

to receive the latest RethinkAction products to be disseminated. The attendance to all events should be 

monitored by the participating partner, collecting general information about the audience and the 

intervention itself.  

The following criteria for events is proposed: key themes and foci are related to the RethinkAction 

project i.e. land use, events are held by ICLEI or the partners of ICLEI, anticipated attendance is 100+. 

 

11.2 Webinars 

Between 2023 and 2025, ICLEI will organise two series of three webinars each, targeting end-users in 

the EU and globally. One series will be held by the ICLEI World Secretariat and one series by the ICLEI 

Europe Secretariat. The webinars, linked to the communication materials developed, will translate the 

project results into replication packages for other communities and regions in Europe and around the 

 
 
10 Agorapulse (2018, April 19). Agorapulse & GDPR. 
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world. To this end, they will illustrate the benefits of the RethinkAction platform to interested local 

stakeholders (citizens and decision-makers), present the project results and solutions with high 

replication potential, and finally guide stakeholders on how to participate in the process. In addition, 

the webinars will be interactive to a certain extent to allow knowledge sharing among participants.  

 

11.3 Cooperation with other projects 

ICLEI will facilitate the cooperation with other European projects (please, see the table below) through 

ad-hoc peer-to-peer exchanges and networking opportunities during events. The interaction of all 

partners with other consortia will help to disseminate the knowledge produced and find cross-cutting 

solutions to common issues. The synergies and strategic alignment with international projects will feed 

one article authored by all partners that will be widely disseminated. 

 

12 Contributions of all Partners 

A good communication and dissemination of the project is essential for its success, therefore it is 

important that all partners participate in it. As communication is not everyone's subject area, the CMF 

provides templates as well as rules on how the project should be communicated. What each partner 

organisation has to contribute to the communication has been defined in the RethinkAction proposal:  

 

• 2 Blog posts per partner (RethinkAction Website) 

o Length 2 - 3 pages in microsoft word (Calibri light 11 pt, line spacing 1.5)  

o Pictures in jpeg and good quality (format tbd.)  

o Text internally reviewed without spelling or grammar mistakes  

• 10 Social Media Posts per Partner (adjusted for all platforms)  

o Adapted to the templates provided by the CMF (in consultation with CMF) 

o Pictures delivered in jpeg and good quality (format tbd.) 

o Text  internally reviewed without spelling or grammar mistakes  

• 3 press releases per partner at national level  
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• 2 project presentations at events per partner  

• Leaflet: Translation of the main information into the project languages 

 

The CMF is hereby responsible for the communication and briefing of all partners as well as of the 

schedule for their contributions. Nevertheless all partners have to make sure that all contributions have 

been reviewed internally (correct spelling, grammar, etc.), follow the explained tone of voice, type of 

writing and use inclusive language. All pictures have to be delivered in high quality in jpeg format with 

source reference and a declaration regarding the rights of use, all additional logos that may be delivered 

in png format with a transparent background.  

To ensure a continuous documentation of all communication activities, all partners have to track every 

communication activity they perform in the Track of talks, presentations, events, blogs, news, 

campaigns of RethinkAction list in RethinkAction Teams. Everytime a partner updates the list 

he/she/they have to send a short email to Ronja Lamberty (lamberty@climatemedia.de) or Ephraim 

Broschkowski (broschkowski@climatemedia.de) from the CMF. 

 

13 Monitoring  

To ensure that all objectives as well as KPI’s are reached within the project duration, all communication 

and dissemination activities will be monitored. Due to the fact that the project will use various 

communication channels, the monitoring will be implemented through different tools and methods. 

The Social Media monitoring will be performed through the social media management tool  Agorapulse. 

The software application can track clicks, comments, likes and shares on all social media platforms and 

can create exact reports on the behaviour of all platform users. For creating these reports the 

application collects only the user's public data like username, URL of the profile, user ID as well as the 

content generated by these customers on or in reference to any RethinkAction account. Agorapulse 

uses this data only for the verification of the users and for the documentation of the already mentioned 

interaction. This data will not be shared with a third person and will only be accessible by the admin of 

the RethinkAction profile on Agorapulse11.  

 
 
11 Agorapulse (2018, April 19). Agorapulse & GDPR. 
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Other communication and dissemination activities like press releases, conference participations, talks 

etc. will be monitored by all consortium partners themselves and reported to the Climate Media Factory. 

The Climate Media Factory is therefore responsible for the processing of the data manually as well as 

reporting them to the project coordinator CARTIF.  

The RethinkAction website will provide the ability to track website hits. The newsletter will be tracked 

through subscribers and opening rates within the newsletter tool cleverreach.  

 

14 Risks & Barriers 

When dealing with different communication platforms as well as a wide target audience and various 

tools to manage a project's communication there will of course appear certain risks or barriers. All 

general ethics requirements which can appear in connection and interaction with humans as well as 

how to correctly deal with them are defined in deliverable 10.1. The RethinkAction project in general 

does not deal with particularly sensitive data or topics. The personal data that will be collected within 

the communication will be openly accessible data of end-users, used to analyse their behaviour and 

interaction with the RethinkAction channels. This data will not be shared with anyone outside the 

consortium. However, as the project works with different social media channels and research data, 

there are of course risks and barriers that need to be considered:  

 

Risks: 

Automated bots and trolls 

Automated bots spread generated messages to spread a certain information, which mostly does not 

have any connection to the content of the profile. Trolls on the other hand usually post (negative) 

messages or comments which have a negative impact on the appearance of the profile12.  

→ These messages and comments shall be deleted by the RethinkAction communication manager.  

 

 
 
12 European Commission (2020 January 7). H2020 Programme Guidance Social media guide for EU funded R&I 

projects. Version 1.1, p. 11. 
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Privacy and data breaches   

All data used in the context of RethinkAction communication must clearly indicate the copyright. This 

refers to textual as well as creative content. Breaches of this rule may lead to liability13.  

→ Everyone communicating about RethinkAction publicly must inform themself about the copyright of 

the content they are posting and clearly indicate the copyright.  

 

EU-Classified Information 

EU-Classified information may under no circumstances be used within social media communication. For 

this certain kind of information special security rules apply which will not be defined here, as this would 

go too far14.  

→ Everyone communicating about RethinkAction must inform themself about which information is EU-

classified and which is not.   

 

Targeted Spam   

It is important for everyone who manages social media communication to be aware of targeted spam. 

Messages from unknown senders with unclear information and ulterior motives may not be answered 

and links displayed in these messages are not to be opened15.  

→ Obvious spam shall never be opened.  

 

Communication misunderstandings 

As RethinkAction addresses different target groups and therefore will have a wide audience there will 

always appear a risk that individuals or groups of people might not feel included or falsely represented 

within the communication.  

 
 
13 European Commission (2020 January 7). H2020 Programme Guidance Social media guide for EU funded R&I 

projects. Version 1.1, p. 11. 
14 European Commission (2020 January 7). H2020 Programme Guidance Social media guide for EU funded R&I 

projects. Version 1.1, p. 11. 
15 European Commission (2020 January 7). H2020 Programme Guidance Social media guide for EU funded R&I 

projects. Version 1.1, p. 11. 
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→ If people publicly state that they have the feeling that this is happening the communication manager 

must seek a conversation in which he*she*they ask for cooperation in solving this communicational 

probl-p0bem. Moreover it can also be good if the communication manager openly addresses the topic 

afterwards in a post or story where he*she*they apologizes for the incident and presents the solution 

for it.  

 

Barriers: 

Low interest in RethinkAction Channels  

As social media trends basically change very fast it is not foreseeable before starting if the RethinkAction 

accounts will achieve a wide reach.  

→ In the case that the users interest in the accounts is very low the communication manager will have 

to increase the connections with other projects (preferably with a many followers) to increase the 

visibility of RethinkAction accounts. Moreover, if this does not work he*she*they have*has to change 

the formats according to trends and similar project pages.  

 

Local conflicts  

As RethinkAction is a project that operates among Europe there is of course always a possibility that 

local conflicts which deal with the project's research topic might be overlooked.  

→ If this happens, the communication manager has to get informed about the conflict and the involved 

parties and decide - together with the most suitable contact from the consortium - how to deal with 

this issue and, if a statement on the project's social media accounts is necessary or if it is not. 

 

15 Communication and COVID-19 

As the world has been facing the COVID-19 pandemic for two years and there is no end in sight, all 

communication and dissemination activities are naturally adapted to the current situation. To ensure 

that all measures implemented are sufficient and necessary, they are reviewed and discussed every four 

months.  



  

 D 9.1 | Communication and Dissemination Strategy 
 

 

This project has received funding from the European Union’s Horizon 2020 
research and innovation programme under grant agreement No 101037104. 

50 | 69 

 

Cross-sectoral planning decision-making 
platform to foster climate action

As each European country has different COVID-19 regulations due to the different infection rates, it is 

the responsibility of each partner organisation to be aware of the applicable regulations if they wish to 

participate in or plan a physical communication activity.  

Since it is not possible to predict how the pandemic will evolve over the next four years of the project, 

there must be a digital alternative for each in-person planned communication activity. Changes must be 

adaptable at the last minute so that the consortium can respond to last-minute changes in national or 

international regulations.  

If for example the implementation of an event through a digital tool does not entail any drastic cut-

backs the consortium is hereby requested to always choose the digital alternative as long as any 

pandemic restrictions exist. The safety and health of both RethinkAction participants, the community, 

and of course the consortium, must always be a priority. Therefore, RethinkAction puts great emphasis 

on social media communication to build a high coverage within all target groups to assure a wide 

distribution of the project's results as well as the cross-sectoral planning decision-making platform.  
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Appendix 

• Lists with Events and Stakeholders which are relevant for the Project and related channels 

• Contact list of relevant regional, local and national stakeholders and others (EU level, initiatives 

and networks)  

• EU Initiatives and Partner Networks 

• Fora to Distribute Scientific Publications 

• Material Initial Report  

• Short Summary of the Communication and Dissemination Strategy  

• Styleguide  

• Questionnaire  

• Privacy Policy  

 
 
All of the tables included in the appendix will be updated thoughout the project duration.  
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Lists with Events, Projects/Organisations and Experts  

Events 

Table 3: List with Relevant Events 

Event  Organizer  Date  Link 

UNCCD United Nations 
Convention to 
Combat 
Desertification 

Date for 2022 is still 
open 

 

 

https://www.unccd.int/conventio
n/about-convention 

 

World Bank 
Annual and 
Spring Meeting  

 

World Bank Group 

 

Date for 2022 is still 
open 

 

https://www.worldbank.org/en/
meetings 
https://www.weforum.org/event
s/splash/spring 

 

World Economic 
Forum 

 

The World Economic 
Forum is the 
International 
Organisation for 
Public-Private 
Cooperation. 

 

Date for 2022 is still 
open 

 

https://www.weforum.org/event
s 

 

UN Food Systems 
Summit  

 

United Nations 

 

Date for 2022 is still 
open 

 

https://www.un.org/en/food-
systems-summit/summit 

 

IUCN World 
Congress 

 

IUCN and the French 
Government  

 

Date for 2022 is still 
open 

 

https://www.iucncongress2020.o
rg/ 

 

UN World Data 
Forum  

United Nations 

 

Date for 2022 is still 
open 

https://unstats.un.org/unsd/unda
taforum/ 

UNFCCC COP 27  

 

United Nations 

 

7-18 November 
2022, Sharm el-
Sheikh, South Sinai, 
Egypt 

https://sdg.iisd.org/events/2021-
un-climate-change-conference-
unfccc-cop-27/ 
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World Soil Day  

 

 Annually on the 5th 
of December  

 

https://www.fao.org/world-soil-
day/about-wsd/en/ 

 

European Urban 
Resilience Forum  

ICLEI Annually - date for 
2022 TBD 

 

https://urbanresilienceforum.eu/ 

 

ICLEI World 
Cogress + 
Researchers 
Symposium 

ICLEI Every 3 Years – 
happening on 11-
13/05/2022 

worldcongress.iclei.org 

 

Daring Cities  ICLEI October 2022 tbd  https://daringcities.org/ 

 

EU Green Week European Commission TBD https://ec.europa.eu/environme
nt/eu-green-week_en 

 

EU Sustainable 
Energy Week 

European Commission 26 – 30 Sept. 2022 https://www.eusew.eu/ 

 

European Week 
of Regions and 
Cities 

European Committee 
of the Regions and 
European Commission 

TBD https://europa.eu/regions-and-
cities/ 

 

Eurocities 
Environment 
Forum  

Eurocities 7 April 2022 https://eurocities.eu/latest/chan
ging-our-behaviour-for-the-good-
of-the-planet/ 

 

 

More Events: https://unfccc.int/calendar/events-list, https://www.landportal.org/debate/events  
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Organisations/Projects 

Table 4: List with Relevant Organisations and Projects 

Project/ 
Organisation 

Specification Contact  Link 

WOCAT 
(Organisation)  

 

The World Overview of Conservation 
Approaches 

 https://www.wocat.net/e
n/ 

 

4p1000 

 

The aim of the initiative is to 
demonstrate that agriculture, and in 
particular agricultural soils, can play 
a crucial role where food security 
and climate change are concerned.  

 https://www.4p1000.org
/ 

 

GEO-LDN 

 

The Group on Earth Observations   
Land Degradation Neutrality 
Initiative 

https://www.ge
o-ldn.org/ 

 

 

The Economics of 
Land  

degradation 
Initiative  

(ELD) 

 

The Economics of Land Degradation 
Initiative is a global initiative 
established in 2011 by the United 
Nations Convention to Combat 
Desertification, the German Federal 
Ministry for Economic Cooperation 
and Development, and the European 
Commission. It is supported by a 
broad network of partners across 
diverse fields of knowledge. 

 https://www.eld-
initiative.org/ 

 

UNCCD 

 

United Nations Convention to 
Combat Desertification 

 https://www.unccd.int/ 

CityCLIM 

 

Next Generation City Climate 
Services Using Advanced Weather 
Models and Emerging Data Sources 

Dr. Stephan 
Holsten Email: 
stephan.holsten
@ohb.de  

https://www.ohb.de/en/
news/2021/ohb-
coordinates-cityclim-
project 

Climate Resilient-
Regions through 
Systemic Solutions 

 Prof. Chrysi  

Lapsidou U. of 
Thessaly, 

 



  

 D 9.1 | Communication and Dissemination Strategy 
 

 

This project has received funding from the European Union’s Horizon 2020 
research and innovation programme under grant agreement No 101037104. 

57 | 69 

 

Cross-sectoral planning decision-making 
platform to foster climate action

and Innovations -
Arsinoe  

Greece 
laspidou@o365
.uth.gr 

 

Locomotion  

 

Locomotion works on designing a 
new set of IAMS (Integrated 
Assessment Models) to become a 
low-carbon society  

Within the 
consortium 

 

https://www.locomotion-
h2020.eu/ 

 

EU-Circle  

 

A pan-European Framework for 
strengthening infrastructure 
resilience to climate change  

 https://www.eu-
circle.eu/ 

 

ICOS  

 

Carbon Integrated Observation 
System  

 https://www.icos-cp.eu/ 

 

MISTRA 

 

Pathways to Net Zero Greenhouse 
Gas Emissions in Supply Chains 

 https://www.mistracarbo
nexit.com/ 

MCR2030 Making Cities Resilient 2030 
initiative by UNDRR (ICLEI supports 
in the European region) 

ICLEI Europe https://mcr2030.undrr.or
g/ 

 

Cities Race to 
Resilience 

Initiative for resilient Cities ICLEI https://racetozero.unfccc
.int/race-to-resilience-
launches/ 

 

The Food and 
Agriculture 
Organization (FAO) 
UN 

The Food and Agriculture 
Organization (FAO) is a specialized 
agency of the United Nations that 
leads international efforts to defeat 
hunger. 

 https://www.fao.org/ho
me/en 

 

GIZ Sector 
Programme Soil 
Protection, 
Combating 
Desertification, 
Sustainable Land 
Management 

Climate effective approaches of soil 
conservation, tested by 
implementation partners in India 
and Kenya, are refined for 
dissemination 

 

 https://www.giz.de/proje
ktdaten/projects.action?r
equest_locale=de_DE&p
n=202021442 
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The Food System 
Economics 
Commission (FSEC)  

The Food System Economics 
Commission (FSEC) is an 
independent academic commission 
set-up to equip political and 
economic decision makers with tools 
and evidence to shift food and land 
use systems. 

 https://www.foodsystem
economics.org 

 

Center for 
International 
Forestry Research 
(CIFOR) 

CIFOR brings science-based solutions 
to the most urgent challenges facing 
forest landscapes and people 

 https://www.cifor.org/ 

 

Trends.Earth - The 
Land Degradation 
Monitoring Project 

The Land Degradation Monitoring 
Project is a partnership of 
Conservation International, Lund 
University, and the National 
Aeronautics and Space 
Administration (NASA), and is 
funded by the Global Environment 
Facility (GEF). 

 https://trends.earth/docs
/en/ 

 

CONSERVATION 
INTERNATIONAL 

 

Conservation International has 
worked to spotlight and secure the 
critical benefits that nature provides 
to humanity. 

 

 https://www.conservatio
n.org 

 

The Global 
Landscapes Forum 

 

The Global Landscapes Forum is the 
world’s largest knowledge-led 
platform on sustainable and 
inclusive landscapes.  

 

 https://www.globallands
capesforum.org 

https://www.linkedin.co
m/company/globallandsc
apesforum/ 
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Experts  

Table 5: List with Relevant Stakeholders and Experts 

Name  Field of Research/Institution Contact 

Dr. Martin 
Dallimer 

School of Earth and Environment, University of 
Leeds, Leeds, LS2 9JT, UK 

Email: m.dallimer@leeds.ac.uk 
Twitter: @MartinDallimer 
Webpage: https://environment.le
eds.ac.uk/see/staff/1222/dr-
martin-dallimer 

Professor 
Lindsay C. 
Stringer 

Professor in Environment and Development 
Department of Environment and Geography, 
Wentworth Way, University of York, Heslington, 
York, YO10 5NG, United Kingdom. 

Website: https://www.york.ac.uk
/environment/our-staff/lindsay-
stringer/ 
Twitter: @lindsaystringer 
Skype: Lindsay.stringer1 

Professor 
Anthony Milne 

 

AO, Fellow IEEE, Visiting Professor, School of 
Biological, Earth and Environmental Sciences, 
University of New South Wales, Sydney, Australia. 
Geoscience Remote Sensing Society, GEO 
Programme Board Member. 

 T-.Milne@unsw.edu.au 

Professor Dr. 
Graciela 
Metternicht 

 

Environmental geographer that works in the 
interface of science and policy for sustainable 
development. 

g.metternicht@unsw.edu.au 

Twitter 

LinkedIn 

 

Dr. Mariam 
Akhtar-Schuster 

 

Senior Scientific Officer, German Aerospace 
Center (DLR) – Project Management Agency (PT), 
Berlin / Germany. Scientific support and 
coordination of national and international 
science-policy processes in the fields of land 
degradation, desertification and biodiversity in 
Division ID-UN on Environment and 
Sustainability.  

de-ipbes@dlr.de 

Dr. Neil Sims 

 

Neil is the lead author of the Good Practice 
Guidance report for SDG Indicator 15.3.1. and co-
lead of Working Group 3 of the GEO LDN 
Initiative on Data Analytics. 

https://people.csiro.au/S/N/Neil-
Sims 
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Professor Peter 
Verburg 

 

Professor in Environmental Geography at the 
Institute for Environmental Studies at VU 
University Amsterdam, the Netherlands. Visiting 
professor at the Swiss Federal Institute for Forest, 
Snow and Landscape research (WSL). He has 
developed and applied a large portfolio of 
methods to analyze spatial patterns of land use 
and socio-ecological interactions at scales from 
local to global.  

 

Nichole Barger, 
PhD 

 

Barger works as an ecologist to support 
sustainable land management and restoration of 
a broad variety of ecosystems throughout the 
world. Coordinating lead author on the IPBES 
global land degradation and restoration 
assessment. 

nichole.barger@colorado.edu 

Dr. Antje 
Hecheltjen 

 

Technical and policy advisor at the Sector Project 
on Soil Protection, Combating Desertification, 
Sustainable Land Management (SV BoDeN), 
German Development Agency (GIZ). 

https://www.linkedin.com/in/antj
e-hecheltjen-
7ab982ba/?originalSubdomain=d
e 

Alex Zvoleff 

 

Senior Director of Resilience Science, Moore 
Center for Science, Conservation International. 
His work integrates large interdisciplinary 
datasets to study interactions among climate, 
land use and land cover change, and human-
wellbeing, using statistics and spatial modeling to 
assimilate data from a broad range of sources to 
ensure the best possible information is available, 
and accessible by non-expert audiences, to 
inform conservation decisions. 

 

 

Douglas Cripe 

 

Senior Scientist for the intergovernmental Group 
on Earth Observations (GEO) Secretariat, Geneva. 
Cripe worked as a Senior Scientist at the Institute 
for Environmental Sciences (ISE) at the University 
of Geneva; has served as assistant editor for the 
Environmental Science & Policy Journal (Elsevier); 
served as the coordinator for the climate module 
of the Environmental Diplomacy course offered 

 dcripe@geosec.org 
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jointly with the United Nations Environment 
Programme (UNEP) and the Graduate Institute of 
Geneva; and worked several years as a Research 
Associate in climate modeling at Colorado State 
University. 

Paul Sutton sustainability science, ecological economics, 
urbanisation science, and population geography 

paul.sutton@du.edu 

Johann Heinrich 
von Thünen 
Institute 

Federal Research Institute for Rural Areas, 
Forestry and Fisheries 

https://www.thuenen.de/en/ 

Vanja 
Westerberg  

Economist and Co. Founder - Altus Impact  vanja@altusimpact.com 

Ida Kubiszewski Sustainable Solutions - adaptation loss and 
damage  

https://www.york.ac.uk/anthrop
ocene-biodiversity/people/ida-
kubiszewski/ 

Luis Costa Post Doc at PIK - Potsdam Institute for Climate 
Impact Research. An engineer turned researcher, 
working on the topics of climate change and 
sustainable development with focus on energy 
and climate impacts. Strong expertise in data 
analysis, GIS and remote sensing. 

carvalho@pik-potsdam.de 

Barron Orr Lead Scientist at United Nations Convention to 
Combat Desertification (UNCCD) 

https://www.linkedin.com/in/bar
ron-orr/?originalSubdomain=de 

Pythagoras 
Karampiperis 

 

LUP4LDN tool producer and CEO of SiCO. He is an 
Electronics & Computer Engineer that holds two 
MSc degrees, as well as a PhD on Digital Systems. 
With more than 25 years of expertise in the 
conception, coordination and realization of R&D 
projects funded by the European Commission 
and the US-National Science Foundation, he is 
frequently working with industry, research and 
international organizations on ways in which 
artificial technologies may be used to tackle key 
challenges of the agri-food value chain.  

linkedin.com/in/pythagoras-
karampiperis 

Mark Schauer Mark Schauer is Head of Component for AREECA, 
the Alliance for Restoration of Forest Landcapes 

mark.schauer@giz.de 
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and Ecosystems in Africa, managed by GIZ. Before 
Mark joined AREECA, he was the Coordinator for 
the international "Economics of Land 
Degradation” Initiative and worked for the United 
Nations Environment Programme as the Head of 
the Central Office of TEEB and the German 
Federal Ministry for Environment (BMU). His 
work has been focused on coordinating projects 
which link economic and ecologic issues, 
providing economic information for better 
decision making in the context of sustainable 
ecosystem management. 

 

Contact list of relevant Regional, Local and National 
Stakeholders 
Table 6: Contact List of Relevant Regional, Local and National Stakeholders 

Stakeholder  Industry Contact Link 

Occitanum Living Lab Network (local 
authorities, farmers, 
experts)  

Véronique Bellon-
Maurel 

veronique.bellon-
maurel@inrae.fr 

 

https://occitanum.fr/ 

Lantbrukarnas 
Riksförbund 

National farmers 
association 

Hilda Runsten 

hilda.runsten@lrf.se  

https://www.lrf.se/ 

Farmers association 
Gotland 

Farmers association Petter Engström  

Forestry Board Gotland 
(Skogsstyrelsen 
StockholmGotland)  

Forestry Agency: 
Gotland District 

Stefan Lindstedt https://www.skogsstyrelse
n.se/om-
oss/organisation/vara-
distrikt/stockholmgotland-
distrikt/ 
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Blatt Centrum Gotland 

 

Association 
(universityregional 
authority) 

 

Gunilla Rosenqvist 
gunilla.rosenqvist@ge
o.uu.se 

 

https://www.campusgotla
nd.uu.se/samverkan/bcg/ 

 

Bács-Kiskun county 
government (Bács-
Kiskun Megyei 
Önkormányzat)  

Local authority Rideg László https://www.bacskiskun.h
u/ 

International Innovative 
Cluster for Renewable 
Energy and Building 
Trade (ARCHENERG) 

Network Andras Gonda 

agonda@archenerg.e
u 

http://www.archenerg.eu/
en 

Regional Knowledge 
Network (Regionális 
Tudáhálózatokért 
Alapítvány) 

Civil association 
(Regional Network)  

Folberth Péter  

University of Szeged University  Dr. Pál-Molnár 

palm@geo.u-
szeged.hu 

https://u-
szeged.hu/english 

Italian Federation of 
Woodworking and 
furniture Industries 
(FEDERLEGNOARREDO)  

Company Sebastiano Cerullo https://www.federlegnoarr
edo.it/ 

Techcom Srl  Company Federico Ceccarelli http://www.techcom.it/ 

Istituto di servizi per il 
mercato agrícola 
alimentare (ISMEA) 

Agricultural Institute Camillo Zaccarini 
Bonelli 
segreteria.sgr@ismea.
it  

https://www.ismea.it/istitu
to-di-servizi-per-il-
mercato-agricolo-
alimentare 

Fondazione Bruno 
Kessler (FBK) 

Research and 
Technology Institute 

Luigi Crema 
crema@fbk.eu  

https://www.fbk.eu/en/ 

Compagnia Valdostana 
delle Acque 

Renewable energy 
company 

Enrico De Girolamo https://www-cvaspa-
it.translate.goog/?_x_tr_sl
=it&_x_tr_tl=en&_x_tr_hl=
en&_x_tr_pto=sc 
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Diputación Almeria Regional authority Javier Aureliano 
García Molina 

provincia@almeria.es  

https://www.dipalme.org/ 

Instituto para la 
Diversificación y Ahorro 
de la Energía (IDAE)  

National energy 
agency 

Joan Groizard https://www-idae-
es.translate.goog/?_x_tr_sl
=es&_x_tr_tl=en&_x_tr_hl
=en&_x_tr_pto=sc 

NATURGY Energy company Silvia Sanjoaquín https://www.naturgy.com/
en/home 

TERRA ESPAÑA 
TURISMO SL  

Tourism company Eric Quillevere  

EDA RENOVÁVEIS RES company David Luís Ramalhino 
Estrela 

https://www.eda.pt/Grupo
Eda/Paginas/FichaEmpresa
EDARENOVAVEIS.aspx 

Instituto Portugues do 
Mar e da Atmosfera 
(IPMA)  

Public Institute Diamantino 
Henriques  

https://www.ipma.pt/ 

 

EU Initiatives and Partner Networks  

 
Table 7: EU initiatives and Partner networks 

Partner  Field Contact Link 

Brigaid  Horizon 2020 Project 
A “ONE-STOP-SHOP” for 
supporting climate 
adaptation innovations: 
Innovation for resilience  

https://brigaid.eu/cont
act-us/ 

https://brigaid.eu/ 

Nature 4 
Cities  

Horizon 2020 - Nature4Cities 
one-stop-shop for Nature 
Based Solutions 

 

 https://www.nature4cities.e
u/ 
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LOCALISED  Localised decarbonisation 
pathways for citizens, local 
administrations and 
businesses to inform for 
mitigation and adaptation 
action  

CMF https://www.localised-
project.eu/ 

I-CHANGE  Individual Change of HAbits 
Needed for Green European 
transition    

CMF https://ichange-project.eu/ 

Paris 
Reinforce 

Horizon 2020 CMCC https://paris-reinforce.eu/ 

Regilience  Horizon 2020 - REGILIENCE 
aims to foster the adoption 
and wide dissemination of 
regional climate resilience 
pathways 

ICLEI https://regilience.eu/   

ARCH - Saving 
Cultural 
Heritage  

Aims to make historic areas 
more resilient  

ICLEI https://savingculturalheritag
e.eu/ 

Ruritage  Enables Rural Regeneration 
with Heritage  

ICLEI https://www.ruritage.eu/ 

LANDMARC Land Use Based Mitigation 
for  

Resilient Climate Pathways 

landmarchorizon2020
@gmail.com 

https://www.landmarc2020.
eu/ 

CityCLIM 

 

  https://cordis.europa.eu/pro
ject/id/101036814 

I-CISK   https://cordis.europa.eu/pr
oject/id/101037293 

 

REACHOUT   https://cordis.europa.eu/pro
ject/id/101036599 
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Fora to Distribute Scientific Publications 
Table 8: Fora to Distribute Scientific Publications 

Forum Target Group Link Access 

Solutions Gateway City practitioners, city 
decision makers, academics, 
urban planners  

http://www.solutions-gateway.org/ Open 

ICLEI Publications 
section of website 

City practitioners, city 
decision makers, academics, 
urban planners  

https://iclei.org/en/publications.html Open 

City Talk (ICLEI’s 
Blog)  

City practitioners, city 
decision makers, academics, 
urban planners, members of 
the public, students  

https://talkofthecities.iclei.org/ Open 

The Land Portal 
Foundation 

The Land Portal Foundation 
was established to create, 
curate and disseminate land 
governance information by 
fostering an inclusive and 
accessible data landscape.  

https://www.landportal.org  

Researchgate  Network for academic 
professionals to publish their 
work, do research and 
connect with other 
researchers 

https://www.researchgate.net/signup
.SignUp.html# 

With 
Account 
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Scientific Journals and Publications 
Table 9: Scientific Journals and Publications 

Journal / Publication  Link 

Agriculture, Ecosystems & Environment  

 

https://www.sciencedirect.com/journal/agriculture-
ecosystems-and-environment 

 

Global Environmental Change https://www.sciencedirect.com/journal/global-
environmental-change 

 

Land Use Policy https://www.sciencedirect.com/journal/land-use-policy 

 

Landscape and Urban Planning 

 

https://www.sciencedirect.com/journal/landscape-and-
urban-planning 

 

Rangeland Ecology & Management 

 

https://www.sciencedirect.com/journal/rangeland-
ecology-and-management 

 

International Soil and Water 
Conservation Research (ISWCR) 

 

https://www.sciencedirect.com/journal/international-
soil-and-water-conservation-research 

 

International Journal of Applied Earth 
Observation and Geoinformation 

 

https://www.sciencedirect.com/journal/international-
journal-of-applied-earth-observation-and-
geoinformation 

 

Environmental Science & Policy 

 

https://www.sciencedirect.com/journal/environmental-
science-and-policy 

 

Ecological Informatics 

 

https://www.sciencedirect.com/journal/ecological-
informatics 

 

Agriculture, Ecosystems & Environment 

 

https://www.sciencedirect.com/journal/agriculture-
ecosystems-and-environment 
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Journal of Environmental Management 

 

https://www.sciencedirect.com/journal/journal-of-
environmental-management 

 

Science of the Total Environment 

 

https://www.sciencedirect.com/journal/science-of-the-
total-environment 

 

Journal of Integrative Agriculture 

 

https://www.sciencedirect.com/journal/journal-of-
integrative-agriculture 

 

Environmental Challenges 

 

https://www.sciencedirect.com/journal/environmental-
challenges 

 

Catena 

 

https://www.sciencedirect.com/journal/catena 

 

Journal of Rural Studies 

 

https://www.sciencedirect.com/journal/journal-of-
rural-studies 

 

Remote Sensing of Environment (RSE)  

 

https://www.sciencedirect.com/journal/remote-
sensing-of-environment 

 

Climate Services 

 

https://www.sciencedirect.com/journal/climate-
services 

 

'Remote Sensing Applications: Society 
and Environment' (RSASE) 

 

https://www.sciencedirect.com/journal/remote-
sensing-applications-society-and-environment 
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Logo Design (Version 1.0 & 2.0) 

Task 9.2 / WP9I Date November 2021 


Concept and Design of the RethinkAction Logo implemented by the Climate Media 
Factory. Providing of different versions in different colours explained in the Styleguide.


 


RethinkAction Questionnaire 

Task 9.1 / WP9 I Date November 2021


Development and execution of a questionnaire to gain knowledge about the 
communicative goal of all consortium partners. Always in consultation with CARTIF. 

The Questionnaire was implemented thought a poll tool called Crowdsignal. 


Available at: https://lamberty86bfb4da45.survey.fm/rethinkaction-questionnaire




RethinkAction Word Template 

Task 9.2 / WP9 I Date December 2021


Concept and Design of a Word 

Template to be used for all 

RethinkAction Deliverables throughout 

the project. 


2






RethinkAction Styleguide 

Task 9.2 / WP9 I Date January 2022 


Concept and Implementation of the RethinkAction Styleguide as an orientation for all 
consortium partners referring to the right use of the logo, the fonts, as well as the 
RethinkAction colours and more (attached in the appendix of the communication and 
dissemination strategy). 


RethinkAction Website Draft

Task 9.2 / WP9 I Date January 2022 


Strategie and creative development of the first draft for the full-fledged website and 
adjustments in consultation with CARTIF. Draft as fundament for the programmer.


The website will be online in march 2022 under the following address: 
www.rethinkaction.eu 


3






Website Content

Task 9.2 / WP9 I Date December - January 2022 


Creating and writing the content for the RethinkAction website and coordinating the 
content needed for the website from the partners. 


This includes: RethinkAction project text, all other texts on the website, website icons, 
photos and information for the team page, coordination of the translation of the 
project text in all project languages. 


4
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Contact 

Fundación CARTIF 

E-Mail: rethinkaction@cartif.es 

Phone: + 34 983 546 504 

Fax. + 34 983 546 521 

 

Parque Tecnológico de Boecillo, parcela 205 

CP: 47151, Boecillo (Valladolid), Spain 

 

 


