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Communication 
and branding



Communication

Why is it important for your project?
• Promote EU values
• Build a community
• Increase your project visibility
• Meet your KPIs

What do we usually communicate?
• Project’s news, activities updates, key 

events
• Relevant articles or reports
• Crucial collaborations



Branding

“Your brand is the face, personality and the 
values espoused by your business and 
everything in between."
- www.entrepreneur.com

Branding is all about confidence, action and 
credibility – is what communicates your 
values.

Visual Identity



• logo (should reflect the topic of the project)

• fonts (no more than two different)

• photos

• colors (2+1 colors)

• and any other visuals helping to convey 
your brand’s message

💡 Be unique.

💡 Be consistent: choose a shape, color, and 
font that you can use for all materials later. 

Visual identity



Visual identity
Example





Find the right 
audience(s)



How to communicate 
your project properly 

& 
build a consistent 

visual strategy?

FIND YOUR AUDIENCE

CHOOSE THE PROPER D&C TOOLS

INITIATE COLLABORATIONS

BUILD YOUR VISUAL IDENTITY

ENGAGE CITIZENS



THINK OF THE PROJECT’S OBJECTIVES

Who is going to benefit  from this project?

Policy makers,  academia,  researchers,  c it izens,  
specif ic target groups

DO YOUR RESEARCH

Check the previous funded projects under the same 
topic

What accounts did they follow?

Find your audience



Find your audience
Example in your proposal



Dissemination & 
communication 
tools



Dissemination and communication
Measures and tools

• Website(s)
• Articles in popular press
• Papers published in peer-reviewed scientific journals
• Interviews, media briefings, press releases
• Promotion materials: flyers, branded materials, 

factsheets
• Oral presentations, posters and exhibition spaces at 

events, workshops
• Newsletter
• Blogs
• Videos, animations
• Social media
• EC tools

→ Some channels and tools can be used for both 
dissemination and communication
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MY-GATEWAY example

We  reached our target audience and the 
general public through:
• Website 
• Social media accounts
• Partners’ accounts and website
• Blog 

Target audience: startups, SMEs, industry 
experts, corporates, universities.

Workshops

https://mygatewayproject.eu/
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= Highly engaging!

Target audience: gender equality 
practisioners, HR experts, scientists/ 
professors interested in gender equality

Communication through:
• Website
• Partners’ website and communication 

channels
• Dedicated social posts
• Visuals 
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European Maritime Day 2019

Interview was shared widely through the 
@EUMare account.

Excellent opportunity to enhance our 
project’s visibility and attract new 
members/ followers.
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Remember!

Make a content plan & engage your partners

What can you include in the blog section or 
news & events?
• Project related topics
• Field/ industry updates
• Project’s news and events 

For the cover image, you can:
• find generic pictures on Canva or Unsplash
• ask your designs to create a tailored one
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Social media
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• Limit 280 characters
• EU bubble
• Support from other H2020 projects
• Use of hashtags and tags
• Follow EU commission channels
• @EUScienceInnov, @HorizonEU 

accounts





W
h

a
t 

c
h

a
n

n
e

l 
to

 u
se LinkedIn

• You can write longer posts 
• Tone should be more formal
• Project is a company page, not personal 

profile
• Ask connections to follow your page
• Join LinkedIn groups 
• Good liking system
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• Biggest social networking channel
• Communication style between Twitter 

and LinkedIn 
• Think about the consortium and your 

target audience 
• Facebook live (events, presentations) 
• Lots of competition, Facebook prefers 

paid posts & high engagement posts
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Instagram

• It is all about the visuals, think about the 
feed 

• Frequent posting, time consuming 
• Success = posts + Insta stories
• Right hashtag, better reach 
• Future: no more likes! Only on your own 

posts. It is not enough to be visually 
appealing. It must deliver value. Success 
will not be measured by likes but by 
comments and shares.

• Engagement rate will be the new norm
• (likes + comments) / followers x 100
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European 
Commission tools



= Community Research and Development Information Service

• Cordis Wire: an online press agency – the gate to publish 
your content (registration is required)

• Cordis News & Events section focuses on interviews, 
events, projects, news related to R&I

• Research.eu features the most exciting EU-funded projects

Welcome to CORDIS!

Keep in mind
You can be contacted by CORDIS
journalists in case your project’s

outcomes look interesting.

https://cordis.europa.eu/account/login_en?url=/wire/index_en
https://cordis.europa.eu/news/en
https://cordis.europa.eu/research-eu/en


Online magazines and programs

Horizon Magazine brings the latest news and 
features about thought-provoking science 
and innovative research projects funded by 
the EU. 
• Reach them out editorial@horizon-

magazine.eu

Euronews – TV programmes for visually 
appealing projects and demonstration 
activities

✓ Futuris
✓ Ocean
✓ Sci-tech

mailto:editorial@horizon-magazine.eu
mailto:editorial@horizon-magazine.eu
https://www.euronews.com/programs/futuris
https://www.euronews.com/programs/ocean
https://www.euronews.com/programs/sci-tech


Horizon Impact Award contest 

Open Research Europe platform

Horizon Result Platform TV

Horizon Result Booster by META Group

IP Booster by META Group

Online accounts – @OpenResearch_EU

EC tools in Horizon Europe

https://ec.europa.eu/info/research-and-innovation/funding/funding-opportunities/prizes/horizon-impact-award_en
https://open-research-europe.ec.europa.eu/
https://ec.europa.eu/info/funding-tenders/opportunities/portal/screen/opportunities/horizon-results-platform/hrptv
https://www.horizonresultsbooster.eu/
https://ipbooster.meta-group.com/


Our Experience
With the

Horizon Results
Booster 



Join EU conferences and events 
and promote your project’s 

objectives and progress.  

Check this site for research – related 
events

http://ec.europa.eu/research/index.cfm?pg=events


Collaboration



Communication via collaboration

Building synergies and joint actions with 
sister projects is a practice highly supported 
by Horizon Europe.

WHY
• Reach a broader audience 
• Enhance your visibility
• Gain new followers

HOW
• Online campaigns
• Workshops
• Events
• Blog posts
• Academic publications
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Prepare a content plan every 2-4
months and make it a regular thing 
- not just at the beginning of the 
project.
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Mark the most important days for 
your project (e.g. International 
Women’s Day, International Earth 
Day, International Day for Human 
Rights).

What are the benefits for you? 
You will be organised & have 
enough time to plan your activities 
and campaigns, initiate 
collaborations with your sister 
projects or partners.



QUESTIONS?



Iasmina Cioroianu
iasmina.cioroianu@europamedia.org

FOLLOW US!
@EuropaMedia

@jesuisiasmi

© Europa Media 
It is strictly prohibited to use or distribute the content and design of this presentation without Europa Media’s prior consent.

for your attention
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