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Executive summary
This Deliverable (D11.1, “Communications Plan”) describes the strategy, goals, channels and measures to
communicate information about the MIRROR project and its results to different types of audiences including
the general public and, hence, to an audience external to the project. It presents the communicative activities
planned during the runtime of the project and beyond.
The core of the communication strategy is to inform and reach out to relevant target groups and to society in
more general, in order to demonstrate the benefits of MIRROR project results in practice. The efforts
described in this plan follow a multi-step and multi-channel communication design addressed to multiple
audiences which target and go beyond MIRROR's own community (border control authorities, civil-society
organizations, governmental organizations and policy makers, scientific and research community, etc.), with
instruments carefully adjusted to their respective level of needs and involvement. Through inclusion and
engagement of the media and the general public it is planned to create a multiplier effect for communication
(paving the way for later dissemination and exploitation).
The document is structured as follows: after a brief introduction (Chapter 1), the communication strategy
(Chapter 2) is described including the communications goals, target audiences and key messages. Chapter 3
highlights the communication channels appropriate for reaching particular MIRROR target audiences.
Chapter 4 contains the concrete activities to be carried out in order to address the different target audiences
by selected formats. Chapter 5 details the current timeline for the communication activities to be carried out,
followed by tools for measuring success in communication in Chapter 6. To conclude, a summary and
outlook for future connected strategies is presented in Chapter 7.
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1 Introduction
Efficient communication during MIRROR will ensure short- and long-term success of the project. Ideally,
communication activities start from the very outset of the project, whereas dissemination happens once
results are available. For this reason, we have established the sequence depicted in Table 1 (see opposite
page) for communication, dissemination and exploitation: This communication plan precedes the
dissemination and exploitation plan and prepares the ground for all related activities described later in the
MIRROR dissemination and exploitation strategy.
This communication plan introduces strategic and targeted measures for promoting MIRROR and its results
to a multitude of audiences and for enabling engagement in two-way exchanges with different types of
audiences. It is also meant to provide guidance to the consortium partners, aligning their activities with the
project’s overall communication goals, strategy and methodology, and assignment of responsibilities.
This plan will form the basis for a coherent project communication, dissemination and exploitation strategy.
As such, the planned communication tasks will contribute to the fulfilment of the overall dissemination and
exploitation goals of the project. Hence, many of the strategic decisions and the activities from all three plans
are closely aligned and aim to create synergies.

1.1 Purpose of the Document
This document presents the deliverable “D11.1 Communications Plan” which is part of WP11 –
Dissemination, Communication and Exploitation - of the MIRROR project. Given the early stage of the
project, this document is by no means exhaustive and will be expanded, adjusted and refined as the project
progresses. This will be reflected by the deliverables D11.4: Interim Communication, Dissemination and
Exploitation Plan due in November 2020 and D11.5: Final report on Communication and Dissemination
Activities and on Exploitation Planning, in May 2022.
In accordance with article 38.1 in the H2020 Annotated Model Grant Agreement 1 the consortium is
responsible for communicating and promoting the project and its results, “providing targeted information to
multiple audiences (including the media and the public), in a strategic and effective manner”. Moreover, all
communication (and later dissemination) activities and related instruments will acknowledge the
Commission’s guidelines as stipulated in Articles 29 and 38. This will ensure that all information published
about MIRROR is in line with the norms, standards and best practices requested by the European
Commission.

1.2 Relation to other Deliverables
The role of WP11 is to ensure that target audiences receive information about the project, which will support
the maximum dissemination and exploitation of its results.
As an integral part of the impact track, WP11 closely collaborates with work packages 8, 9 and 10, all of
which together contribute to the development of the overall dissemination and exploitation strategy. As
mentioned above the content of this deliverable will also be further developed as part of the deliverables
D11.4 and D11.5.

2 Communications Strategy
A communications strategy is designed to ensure effective project communication and to attain core project
objectives. It needs to be carefully planned and includes key elements of determining communication goals,
identifying target groups and channels to reach these audiences and defining key messages to be
communicated.
EU Grants: H2020 AGA — Annotated Model Grant Agreement: V5.0 – 03.07.2018 (p. 277ff) retrieved from:
https://ec.europa.eu/research/participants/data/ref/h2020/grants_manual/amga/h2020-amga_en.pdf
1
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In order to be able to develop a proper strategy it is helpful to answer the following key questions:
Why is the project so important (to the audiences)? What is the
goal?
Who is the target audience?
WHO?
Who in the consortium will contribute to the content (for which
audience)?
Which content should be shared?
WHAT?
What are the key messages for MIRROR?
WHERE? Which communication channels and platforms will be used?
What impact should be achieved and how will it be measured?
HOW?
Which format/language(s) will be used for the target audiences?
What is the right time to communicate/publish the respective
WHEN?
content?
How often/which intervals should be used?
WHY

Table 1: W-Questions underlying the MIRROR communication strategy
The following sections will explain step-by-step how the above questions were answered and how the
MIRROR communication strategy was designed.

2.1 Communication Goals
As a first step the overall communication goals of MIRROR are defined. These main objectives are
fundamental for implementing the best communication measures to ensure maximum visibility and
awareness of MIRROR and its results.
On a meta-level the main objectives for the project’s communication are to
1) ensure efficient communication,
2) create project visibility and awareness in the identified target groups,
3) inform and reach out to multiple audiences (beyond the project’s community) including the media
and the general public,
4) create sustainability of the project and its results (together with the overall dissemination and
exploitation strategy).
Answering the question “why is MIRROR important?” leads to the core of the project’s existence itself:
Migration has been at the top of the EU political agenda since the beginning of the refugee crisis in 2015 and
figures among the 10 political priorities of the European Commission 2. It is considered both a societal and
security issue to integrate and manage migration flows in the future.
Therefore, communication activities in MIRROR have to reach out to multiple audiences and society as a
whole, in order to
 build awareness on how EU funding contributes to tackling the demanding societal and security
challenges related to migration flows and integration,
 inform about smart technologies that enable the quick identification of perceptions/misperceptions
generated in social media regarding the EU,
2

https://ec.europa.eu/jrc/en/publication/atlas-migration-2018
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present integrated platforms and technologies that facilitate the detection and management of
information diffusion and bias regarding several aspects of moving and living in the EU,
demonstrate novel technologies for forecasting and timely management of potential threats due to
misconceptions about EU.

2.2 Target Audiences
For communication to be efficient it needs to be targeted to the individual audiences. The knowledge about
how to reach certain audiences also includes the selection of appropriate formats, channels and design of
targeted messages.
The definition of target groups answers the “Who” question and is thus an essential prerequisite to reach
desired audiences in general and to minimize coverage losses.
In MIRROR we will adopt a multi-directed and multi-modal communication approach that involves strategic
and targeted means for informing and reaching out to a variety of audiences, promoting our project and
results and emphasizing its benefits.
Target groups for communication include border control authorities, civil-society organizations,
governmental organizations, the scientific and research community, public administration and EU policy
makers, and the general public. Each of these audiences has its own characteristics and information needs,
which will be summarized in the following sections.

2.2.1 Border control authorities
This target group is highly specialized and requires quite distinct communication. The information demand
varies accordingly and spans topics of interest including border security, international security, migration,
forensics, ICT, international relations, human trafficking, counter terrorism as well as money laundering and
financial crimes. It is expected that the main interest of this target group in MIRROR results is to find IT
systems, tools, technologies and methods to efficiently manage migration flows, protect their citizens and to
safeguard external (EU) and national borders. Since representatives of this target group are part of the
MIRROR consortium, their needs as potential end-users will be directly levied and integrated into the
development of the MIRROR solutions.
The focus of the communication will be on how the MIRROR system will support border control authorities,
and on how EU funding contributes to tackling the highly challenging and urgent issue of migration-related
border security. Communication will -in the opposite direction- also include the collection of requirements
and barriers from this target groups beyond the consortium.
This segment will be addressed by a communication strategy allowing for more direct comprehensive
communication as in face-to-face meetings, workshops, or expert groups discussions. Other channels include
press releases, the MIRROR website and presentations at relevant events and conferences (e.g., flyers,
posters). Furthermore, we will engage with the help of the MIRROR Advisory Board (AB) to identify key
influences and demands and publish targeted information about pilot applications, policy recommendations
and actionable insights to encourage engagement with MIRROR.

2.2.2 Civil-society organizations
Civil-society organizations also play an important role as the project’s stakeholders: this segment will
provide valuable feedback and validate the fitness for purpose of MIRROR to provide knowledge and
evidence-based support to policy developments. Moreover, they represent the interests and ties of diverse
communities and establish links between different migration populations. For the MIRROR project
communication this target group is particularly relevant as it aims to identify relevant social frames and
"messages" for potential migrants from countries of origin.
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Since civil-society organizations function as important communicators to migrant populations and act as
multipliers for the MIRROR project this target group will be addressed by a very balanced yet dynamic
communication strategy including face-to-face meetings (also at conferences), public sharing of research
data and results, press releases, project website, video tutorials and interviews, articles in magazines. In
addition, information re-transmitted by this group might be perceived as especially credible or unbiased by
recipients as they are recognized as being particularly trustworthy sources.

2.2.3 Governmental organizations and policy makers
Within MIRROR this target group has a very specific information need, namely, deeper understanding of the
processes and of information policy impact, policy recommendations and actionable insights. In order to
capitalize on the common needs of end-users, the solutions developed in the project, including technology
and actionable insights, will be thoroughly validated together with this target group3 e.g. via scenarios,
prioritized user stories and pilots.
Furthermore, cross-fertilization with multiple stakeholders will also be facilitated through the MIRROR AB.
This also provides a major starting point for targeted communication: through already established links of
communication with governmental organizations and policy makers, information is transmitted effectively
and messages are placed strategically.
MIRROR will address this target group predominantly through expert groups, workshops and focused
events, policy briefs, press releases, project website, and targeted social media accounts, which is where
communication activities will be focused on.

2.2.4 Scientific and research community
As opposed to other target groups, the scientific and research community’s interest in MIRROR is mainly
research-driven and pushed by the motivation to advance the state of the art in social and communication
sciences, social media content collection and analysis, data analytics and visualization, multilingual content
analysis, image and video annotation. Each of the scientific communities require their own high-level
communication and channels.
For MIRROR, the academic partners will contribute to project communication via the means most
appropriate to their respective research areas, including scientific articles, academic conferences, and sharing
of research data and results on dedicated platforms. Thus, this target audience will be approached most easily
and directly through these channels.

2.2.5 Public administration and European institutions
Being a European-funded project, MIRROR will also communicate to various European institutions and
public administrations. The main aims of communication will be the creation of policy recommendations for
European institutions as well as raising of awareness of the project’s activities and results. Apart from more
general forms of communication like press releases, and newsletters, representatives of this group will be
reached through targeted channels such as dedicated workshops, trainings and demonstration and expert
groups.
Expert groups4 are consultative bodies, to the European Commission to provide them with advice and
expertise and are composed of public and/or private sector members. Furthermore, the Directorate-general
for Home Affairs organizes and supports networks 5 where members can exchange views and information on

3

The same procedure will be applied to border control authorities.
https://ec.europa.eu/transparency/regexpert/index.cfm?do=faq.faq&aide=2
5
https://ec.europa.eu/home-affairs/what-we-do_en
4
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specific home affairs policies (e.g. the European Migration Network 6 and the Radicalisation Awareness
Network7).

2.2.6 General public
MIRROR is a project of great public interest that by no means intends to communicate to an exclusive group
of scientists or experts of the field. European citizens who browse the web to obtain information about
migration and the perception of Europe need to be addressed adequately. Thus, messages will be designed to
address a broad audience of non-specialists and communicate MIRROR in an easily understandable way.
Moreover, this form of so-called inclusive communication will be set up as dynamic and engaging as
possible. It aims at raising awareness on how important EU funding is for managing migration flows, for
solving future societal challenges and how working together in a European consortium will achieve more
results than otherwise possible. The MIRROR consortium is aware that the topic of migration is discussed
very controversially, especially in social media and will, therefore, handle this communication with special
care.
In order to reach the general public MIRROR will leverage publicly accessible communication channels,
such as public press, social media (e.g. Twitter, YouTube videos), project website, and flyers with the
objective to produce a significant public communication footprint.

2.3 Key Messages
To make an impact in communication, the messenger, the channel and the content of the message matter:
According to Malcolm Gladwell there is a specific quality that a message needs in order to be successful
which he calls “stickiness”8 This quality ensures not only that the product, or the food, or the movie is
remembered but even more that the message is spread (like a “word-of-mouth epidemic”) and that the
audience is spurred to action.
This “stickiness factor” provided a guideline for the development of key messages. The main goals of
MIRROR provided a good starting point from which the four main messages were derived. These revolve
around:
1) MIRROR will develop an integrated platform, a set of tools on top of this platform, and a
systematic methodology for migration-related perception and threat analysis of Europe.
2) MIRROR will detect discrepancies between perception of and reality in Europe as well as
hybrid threats driven by perception manipulation.
3) MIRROR will counteract misconceptions, information and perception bias as well as the threats
resulting from them; counteracting threats created by misperceptions MIRROR will create
actionable insights, to plan adequate counteractions
4) Based on the media impact analysis, perception analysis, cross-media evidence linking and
threat analysis, MIRROR will create actionable insights, best practices and recommendations
for border agencies and policy makers.
5) Managing expectations of potential migrants with regards to realities in Europe and the images
perceived is an important aspect of the core message of MIRROR. The provision of realistic
information about Europe (in general), about migrants’ dangers in transit, political trends,
immigration procedures, etc. will be provided by MIRROR. Thus, the main messages will be
framed with a focus on the migrant as a human being with vulnerabilities and legitimate
protection needs (Frame: Human Dignity).

6

https://ec.europa.eu/home-affairs/what-we-do/networks/european_migration_network
https://ec.europa.eu/home-affairs/what-we-do/networks/radicalisation_awareness_network
8
Gladwell, Malcolm. "The Stickiness Factor." The Tipping. Point: How Little Things Can Make a Big Difference.
New. York: Little, Brown and Co., 2000, p. 92.
7
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Figure 1: MIRROR Key Messages

The tailoring of messages is also concerned with using appropriate language. As described before, MIRROR
needs to be able to speak not only to scientific audiences, but to different kinds of experts, policy makers,
practitioners, and the public at large. To achieve this, MIRROR will follow a multi-layered communication
strategy that formulates core messages tailored to the needs of the various target audiences, and expressed in
appropriate language and style (specialized, technical communication vs. plain, jargon-free communication
using plain language).
Due to the early stage of the project, the key messages above will jointly be refined during a vision and
mission workshop together with all consortium partners. The results of this workshop will be integrated into
the overall MIRROR message, which will also be included in the communication, dissemination and
exploitation strategy.

2.4 Critical Communication Situations
As the topic of migration is a highly delicate and controversial one the project and individual partners might
be confronted with extreme or aggressive statements in particular on social media or extremist websites. To
account for such incidents, the strategy for communication entails a passive and active component.
 Passive: Continuous scanning of all MIRROR communication channels especially during and
following the publication of project insights, results and events. In addition, members of WP3 (legal,
societal & ethical Framework) will assist monitoring current communication activities.
 Active: A framework for MIRROR official communication will be established through the project
communication kit containing standardized information. In case of an “attack” on the project or on
any individual partner, a common, official statement will be jointly developed and published, if
required in cooperation with the MIRROR Security Advisory Board (SAB).

3 Communication Channels
Following the analysis of the target groups and messages to be communicated both need to be matched with
the adequate channels.
There are many different ways to spread the message about MIRROR. In the following sections we have
identified which are the best channels to be used for particular target groups.

© MIRROR
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3.1 Website
The website (www.h2020mirror.eu) will serve as a central information hub with regards to the project, its
activities, and results. It will contain generic information about the project (i.e. its partners and roles, its work
structure and its objectives), inform about the project's progress and developments, about past and future
events where the MIRROR project and technologies have been presented or will be presented and host any
publicly released result of the project (deliverables, publications, promotion materials, tools, datasets, etc.).
The MIRROR website will be set up in a clear, neutral and easy-to-understand structure and language to
equally engage all target groups and stakeholders. It will go live by the end of August, 2019. This event will
be publicly announced by making use of MIRROR’s social media accounts and consortium partners’
channels.
Furthermore, the website will provide an interactive way of communication by enabling the visitor to stay in
touch with the project via MIRROR’s social media accounts and the mailing list.
In order to gain more attraction and increase visibility, each partner of the consortium will be asked to create
a link to MIRROR’s web page and to promote MIRROR adequately in all presentations at their own
webpages.

3.2 Social Media
The use of social media as channels for communication has various advantages: First, it allows the sender to
direct communication efforts to a targeted audience. Second, due to the ease of transmission of information
facilitated by mobile technologies and the internet, benefits of network effects can be exploited and a wider
audience can be reached. Furthermore, social media allow for a multi-directional way of communication
enabling network participants to not only give feedback, ask questions (and get answers) to a specific topic
but also to instantly share their pictures, videos or information with other networking partners.
In order to increase the impact and outreach of MIRROR, social media will be used for both, communication
and dissemination actions. This means that from the very beginning of the project, social media will be an
integrative part of the communication strategy. This channel will be particularly useful for reaching out to
the specialized MIRROR community (and their related stakeholders), to targeted EC-institutions and the
general public.
Both the LinkedIn public profile and the Twitter account (as shown below) have already been established in
month 1 of the project.

3.2.1 Twitter Account

Figure 2: Screenshot Twitter Account for MIRROR (August 2019)
A Twitter account for the project has already been established (twitter.com/h2020mirror).
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3.2.2 LinkedIn Public Profile
A LinkedIn account for the project has already been established (www.linkedin.com/company/h2020mirror).

Figure 3: Screenshot LinkedIn page for MIRROR (August 2019)
For LinkedIn, associations in this social network will preferably be experts and participants in the domains
of EU perception and bias detection, communications and social sciences, migration flow, and border
security.
A call-to-action will be issued to the members of the consortium (following the creation of the respective
accounts) to associate themselves as with established accounts in a platform-specific and typical manner, e.g.
by following the Twitter account. Furthermore, they will be asked to pass-on the call-to-action to their
respective followers and to use agreed upon terminology and hashtags with the aim to multiply the
communication effects.
The MIRROR social media accounts will be using the following hashtags and handles to increase outreach,
encourage interaction and to make the post more searchable.
Twitter Handles:
 @ERC_Research
 @OpenAccessEC
 @DG_Connect
 @DigitalAgendaEU
 @EU_H2020
 @EUHomeAffairs
 @RANEurope
 @EUScienceInnov
Twitter Hashtags:
 #h2020mirror
 #H2020
 #openaccess
 #SecurityUnion
 #migrationEU
 #EUfunded

© MIRROR
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LinkedIn:
To the extent possible, the LinkedIn account will be connected to other groups, companies or members
such as:
 HORIZON 2020 Framework Programme for Research and Innovation
 Consortium partners’ LinkedIn accounts
Youtube:
https://www.youtube.com/playlist?list=PLvpwIjZTs-LjHDvRTqlyjfLeflXDak5er

3.3 Events
One of the most effective ways to spread the word about MIRROR is at focused events, because
communication can be controlled and targeted very specifically towards a given audience. Information
exchange at events is very often bi-directional, and communication allows for oral and more in-depth (faceto-face) experiences compared to other channels.
The consortium will take advantage of appropriate exhibitions, events, scientific conferences, dedicated
workshops, organized meetings and networks (e.g. expert groups, EC-networking platforms like the
European Migration Network, etc.) on a national and international (EU) level, in order to carry out highimpact communication actions directed to the relevant segments of the target audiences.
Focus in the presentations at events will be on how MIRROR will support border control authorities, civil
society organizations, public administration, EU policy makers, and scientists raising awareness for the
project’s results, goals, concept and methodologies and on how EU funding contributes to tackling the highly
challenging and urgent issue of migration.
The following table represents a preliminary list of events and conferences where MIRROR has been or may
be showcased. This list will be updated on a regular basis, and future and past events featuring MIRROR will
also be highlighted on the MIRROR website under the section “Events”.

Event
Interpol World
Interspeech 2019
Annual Conference on EU Border Management
2019
2020 World Border Security Congress
ISCRAM (International Conference on Information
Systems for Crisis Response And Management)
European Border and Coast Guard Day
Annual Conference of the Western Balkans
Migration Network (WB MIGNET)
ACM International Conference on Multimedia
Retrieval (ICMR 2020)
IEEE International Conference on Multimedia and
Expo (ICME 2020),
ENNS International Conference on Artificial
Neural Networks (ICANN)
Neural Information Processing Systems

Date

Location

Sept., 15.-19, 2019
Sept. 26-27, 2019

Graz, Austria
Trier, Germany

Mar. 31-Apr. 2, 2020
May, 2020

Athens, Greece
Atlanta, USA

May, 2020
May, 2020

Poland
t.b.d.

June, 8-11, 2020

Dublin, Ireland

July, 6-10, 2020

London, United
Kingdom
t.b.d.

Oct, 2020
Dec. 6 -12., 2020

IEEE International Conference on Imaging for 2020
Crime Detection and Prevention
EUROCRIM 2020
2020
ACM Multimedia (ACM MM 2020)
2020

Vancouver
Canada,
t.b.d.
t.b.d.
t.b.d.

Table 2: Targeted MIRROR Events (as of August 2019)
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3.4 Partners' Communication Channels
After every milestone and important live-event of the project, the consortium members having participated in
it will be asked to publish it on their own media channels and/or profiles including relevant information and
proper reference to the project:


Project name and related contact information



Reference to the funding information and showing European Union emblem



Describing partner’s role in the project and description of contribution to the success of the specific
milestone and/or result.

Afterwards, MIRROR media channels and profiles (website, newsletter, social media) will mention and
forward these publications to increase the reach for every communicative action.
In addition, to increase the impact among the specialized audiences of the consortium partners, each
consortium member was asked to include a project description and a link to the MIRROR website as well as
social media channels on their organization's websites.
The consortium partners' website URLs and other social media channels are shown in the table on the next
page.

© MIRROR
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Partner’s Name
L3S Research Center
(Leibniz University
Hannover)

Website and Other Channels
www.l3s.de/en
www.linkedin.com/company/l3s-research-center
twitter.com/l3s_luh

Austrian Federal Ministry of
Defence

www.bundesheer.at
www.instagram.com/bundesheer.online/
www.flickr.com/photos/bundesheer
www.youtube.com/c/%C3%B6sterreichsbundesheer
www.facebook.com/bundesheer
twitter.com/Bundesheerbauer
pulizija.gov.mt
twitter.com/MaltaPolice
www.facebook.com/themaltapoliceforce/

Malta Police Force

Polismyndigheten Swedish
Police Authority

www.polisen.se
twitter.com/Polisen_Sverige
www.linkedin.com/company/polismyndigheten/
www.facebook.com/polisen/

SAIL LABS Technology

www.sail-labs.com
www.youtube.com/channel/UCxe29DdK4KxxUzDuODdW-QA
www.linkedin.com/company/sail-labs
twitter.com/saillabs

Eurix Srl

www.eurixgroup.com
www.linkedin.com/company/eurixgroup
www.rug.nl
www.youtube.com/user/universityGroningen
twitter.com/univgroningen
www.instagram.com/universityofgroningen/
www.linkedin.com/school/rijksuniversiteit-groningen/
www.facebook.com/universityofgroningen
www.certh.gr
www.linkedin.com/company/certh/about/
www.youtube.com/channel/UCT_g01aSjEiYCZdgAKvCrww?feature=c4-feed-u
twitter.com/CERTHellas
https://bit.ly/2LpraNk
www.foi.se
www.youtube.com/user/foiresearch
www.linkedin.com/company/foi/
twitter.com/FOIresearch
www.facebook.com/foiforskning
www.univie.ac.at
www.facebook.com/univienna/
twitter.com/univienna/
www.youtube.com/univienna/
www.instagram.com/univienna/
www.univie.ac.at/ueber-uns/weitere-informationen/universitaet-wien-aufwhatsapp/
www.um.edu.mt
twitter.com/uniofmalta
www.linkedin.com/school/university-of-malta
www.facebook.com/universityofmalta
www.youtube.com/user/universityofmalta
www.instagram.com/uniofmalta/

University of Groningen

Centre for Research and
Technology Hellas

Swedish Defence Research
Agency

University of Vienna

University of Malta

Conoscenza e Innovazione
Srls (K&I Srls)
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Partner’s Name
Fremde werden Freunde

Website and Other Channels
www.fremdewerdenfreunde.at
www.facebook.com/fremdewerdenfreunde.at
www.instagram.com/fremdewerdenfreunde
twitter.com/FreundeSalon

Agenfor International
Foundation

www.agenformedia.com
twitter.com/Agenfor
www.facebook.com/agenforinternationalis
www.youtube.com/user/Agenformedia
www.periscope.tv/agenfor

Table 3: MIRROR Partners' URLs and other communication channels

3.5 Channels of the European Commission
The European Commission provides a variety of powerful communication channels for spreading latest
project news and results. MIRROR will leverage those freely available channels of EU institutions, bodies
and agencies as well as ask for the help of the project officer for communication and dissemination, when
required.
In most of the cases, each EU institution and body has their own dedicated press services and contacts.
Below adequate EC-channels for MIRROR are listed:


European Parliament and the European Commission (https://europa.eu/newsroom/presscontacts_en): General Channel of European Parliament and the European Commission with press
officers in each EU member country



CORDIS (https://cordis.europa.eu/news/en): CORDIS, the Community Research and Development
Information Service of the European Commission brings research results to professionals in the field
to foster open science



Success Stories (https://ec.europa.eu/research/infocentre/index_en.cfm): The most recent Success
stories from EU Research categorized according to theme or country.



Futuris: https://www.euronews.com/programs/futuris: Latest news about the leading scientific and
technological research projects in Europe.



EU-funded
R&I
projects
(https://www.youtube.com/playlist?list=PLvpwIjZTsLjHDvRTqlyjfLeflXDak5er) and https://ec.europa.eu/research/investeuresearch/index.cfm: Youtube
Channel from EU funded research and innovation projects, to showcase their impact on society.



Horizon (https://horizon-magazine.eu/): The EU’s research and innovation magazine



research*eu (https://cordis.europa.eu/research-eu/en): Regular print magazine highlighting the most
promising project outcomes in a range of domains



H2020 News (https://ec.europa.eu/programmes/horizon2020/en/newsroom/551/): Articles about
selected EU-funded research projects. For MIRROR, we will contact our project officer to ask for
help with this channel and to forward breakthrough results of our activities.

© MIRROR
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4 Communication Formats
The formats and channels through which MIRROR is communicated all serve the purpose of informing a
particular target audience. While some formats are more suitable for one communication goal others are
more suited for other goals.
Written communication formats usually include print media, press releases, newsletters, flyers, and scientific
papers. The commonality of this type of format is that communication is usually unidirectional.
Tutorials and promotional videos are digital communication formats, which will target mainly the
aforementioned groups of civil society organizations, general public, border control authorities and policy
makers.

4.1 Print Media
Today, print media often perceived as old-fashioned. Still, they are more than valid and useful as
communication channel for MIRROR: especially articles in professional journals and magazines are a good
way a) to address selected target groups like scientists and experts to read about the benefits of MIRROR and
b) to spread the word for MIRROR (e.g. the Malta Police magazine “Blue Lives” 9).
We will leverage publicly accessible communication channels, such as print media to reach these audiences
as part of an integrated approach (together with a mix of other channels like social media) to produce a
significant public communication footprint.

4.2 Newsletter
To increase the impact of MIRROR there will be a newsletter containing information about latest news
concerning events, projects’ goals and the progress made to meet these goals. The newsletter should be
formulated in a detailed and easily interpretable way addressing the attendees of MIRROR-participating
events, website visitors, followers in social media, as well as other perceived stakeholders and interested
parties.
Being the leader of task 11.3 (dissemination and communication activities), SAIL is responsible for driving
the newsletter, ensuring the existence of enough material to be included and coordinating other partners’
contributions.
The whole newsletter process will be GDPR- as well as European legislation compliant. It will be submitted
to only those who gave their consent, or who are already existing contacts of consortium members and agree
to receive the newsletter through them. It will be issued on a regular basis.
The newsletters of the individual partners will be leveraged for the distribution. Furthermore, all social
media activities allowing for linking to the newsletter on the MIRROR website will be used for this purpose.

4.3 Press Releases
Press releases, in print format or as online outlets, are a useful way to inform about specific and important
life events of the project: Vision, progress and objectives of MIRROR and our efforts to meet the defined
goals, will be regularly communicated to the public via press releases using national or international
communication channels.
For MIRROR press releases will be published, when a significant achievement was made (milestones
completed, successful pilot studies, etc.) and/or a field study’s results requires an immediate announcement in other words latest information which attracts the attention of the press.
The audience addressed here is very broad (from the general public to policy makers and civil-society
organizations) and mainly not targeted to the research community. Therefore, the language should not be
scientific.
9

https://issuu.com/gov910
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4.4 Scientific Publications
Scientific publications are tailored to reach a very particular audience, namely academia and researchers.
They are motivated to advance the state of the art addressing certain research questions and issues that relate
to MIRROR (e.g. in social and communication sciences, social media content collection and analysis, data
analytics and visualization, multilingual content analysis, image and video annotation). The main
communication channels are (peer-reviewed) journals and conferences (posters and/or presentations). Each
discipline has its particular level of knowledge and language. Thus, publications for MIRROR will be very
subject-specific and technical. This communication format will be used to foster the awareness of MIRROR
maximizing the impact of research and enabling the value of results to be potentially wider than the original
focus.

4.5 Promotional Material
Brochures, leaflets, and posters will be introduced to communicate the objectives of MIRROR in a very
direct and targeted manner. These materials are intended to make the audience familiar with the project,
explain the main idea behind it and give answers to the question of “why MIRROR is important”.
Ideally, brochures and posters come in print format, are carefully designed and carry the project identity in
order to convey uniqueness and recognizability. In order to increase the impact and visibility of the project
an integrated communication approach will ensure that all printed materials have a prominent reference to all
the online sources (website, social media accounts, etc.) included.
For MIRROR, a special communication kit, comprised of the project poster, the overview project
presentation and the project leaflet, will be designed to facilitate the communication of a consistent image to
the target audiences. Thus, the consortium partners will be optimally equipped with all sorts of promotional
material and to be circulated among the participants of their targeted events, conferences and/or exhibitions.
The main goal of promotional material is to advertise MIRROR in an informative, yet easily understandable
way as the audience can be very diverse and the same level of expert knowledge cannot be expected.

4.6 Videos
The video material presentations aim at presenting MIRROR to all the aforementioned target audiences
(except for the scientific and research community, which will be engaged by other more adequate
instruments). The aim is to create various video material presentations including tutorials, promotional
videos as well as interviews and covering topics of research, insights, social sciences and border security.
Special attention will be paid to the promotion of positive threat or misconception detection and management
stories. These communication activities aim to highlight, how the MIRROR platform and tools can facilitate
the quick detection of potential threats due to misconceptions about the status in EU, and the efficient
management of these aspects for the security of the EU societies.
The following table summarizes the possible communication formats and channels for targeting specific
audiences.

© MIRROR
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Target audiences

n activity

Communicatio

MIRROR

Border
control
authorities

Civil-society
organizations

x

Governmental
organizations
and
policy
makers
x

Scientific
and
research
community
x

Public
administration
and European
institutions
x

Project website

x

Workshops and
expert groups

x

x

x

x

x

Policy briefs

x

x
x

Public, free-toaccess
online
repositories of
research data
and results
x

x

x

Videos

x

x

x

x

x

Articles
magazines

in

x

x
x

Press releases

General
public

x

x

x
x

x

Scientific
publications
Conference
presentations

x

x

x

x

x

x

x

x

x

Social Media

x

x

x

Flyers,
brochures,
posters,
promotional
merchandise

x

x

x

Table 4: Communication - target groups, channels and formats

5 Communication Timeline
In order to achieve desired communication outcomes, each step needs to be planned and timed carefully.
Strategy‐oriented planning of communicative acts means to plan the right timing for sending out targeted
messages. In Figure 4, the timeline for upcoming events and communication activities is depicted. It
highlights most important life-events of MIRROR, where communication will be especially intense due to
achieved milestones, public relations before and after events and announcement of (interim or final) results.
Communication has been initialized by establishing visibility for MIRROR on social media channels (June,
2019) and by launching the MIRROR website (end of August, 2019).
Following, the MIRROR “communication and dissemination kit” will be developed, a multi-modal
instrument for communicating the project's goals and disseminating the project's progress and results,
comprised by the project's posters, leaflets and newsletters.
Furthermore, communication for MIRROR will especially be focused on important events and milestones,
which will be communicated to a wide audience.


November 2019: The first Milestone (MIRROR Basics) marks the point, where the foundations for
effectively targeting the MIRROR goals and objectives have been established.
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July 2020: Milestone 2 will be completed. MIRROR Major Release 1 (Release 1 of Component
technologies) in July 2020.
November 2020: Mid-Project Summit: At this point of the project the validation of the first release
of the platform, tools, methods and important field studies will be completed. Furthermore, UNIVIE
plans several publications starting from the second quarter of 2020 on. This point in the timeline
marks a highlight for communication and dissemination because there are many tangible results,
which can be published to a wide audience.
November 2021: Milestone 4 will be completed. "Release 2” of component technologies and results
from the first evaluation in the pilots will be integrated into technologies. The platform will be tested
and available.
May 2022: Milestone 5 is the final milestone of the project and the end. This also marks the
transition from project work to results exploitation.

Figure 4: Preliminary Communication timeline (as of August 2019)
It should be noted, that this communication timeline is considered as a living document: it will be updated on
a regular basis. Therefore, it is a preliminary version (as of August 2019). Thus, only the known milestones
and communication actions are shown, which is why some blank spaces in the graphic still remain.

6 Monitoring and Measuring Communication Success
The aim of monitoring and assessing the impact of communication activities is to be able to adjust our plan
to realities. In order to be able to do so we will use appropriate tools and metrics which include:





Traffic, average session duration, bounce rate, and other metrics of the MIRROR project website
will be used to get more understanding of how popular the MIRROR website is and what can be
improved in terms of site reach, site growth and user engagement. For that, tools such as “Google
Analytics” or similar will be used.
Number of downloads, which is a measure that is typically valid for documents or other data that are
made publicly available on the web.
Active followers, clicks, shares, re-tweets and connections in social media channels to keep track on
the performance of various initiatives, popularity of the profile and engagement of the users. Social
media analytics tools such as “socialbakers” or similar will be used.
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Participation (number of attendees per event), attendance in expert groups meetings, number of
conferences attended and all other types of events where MIRROR presentations will be presented.

It should be noted that measuring success is a challenging and complex task, because very often the factors
determining can only be evaluated indirectly. Some communication actions are not measurable immediately
because sometimes success takes place with a time delay (e.g. brand reputation, trust in communication, etc.)
or performance depends on subjective factors of the receiver of the message.
However, there are a couple of key performance indicators listed in the Grant Agreement which will provide
us with a useful framework for assessing the success of our communication actions (see table 5: KPIs for
communication actions).
KPI No.

Key Performance
Indicator

Channel

Target

KPI 18

VISITS TO
WEBSITE

Project website

200 monthly unique visits by end of Year 1; 350 monthly unique
visits by end of Year 2; 500 monthly unique visits by end of
Year 3.

KPI 19

VISIBILITY OF
PROJECT &
RESULTS
PRESENCE IN
SOCIAL MEDIA

Project website

more than 200 views/downloads of the project deliverables and
publications per year.

Social networks
(Twitter,
LinkedIn)



than 100 new Twitter followers/per year (more than 400 by
the project's end); at least one tweet weekly;



> 500 links (including shared references) on LinkedIn in
total; more than 15 posts regarding the MIRROR activities
per year; associations in these social networks should
preferably be experts and participants in the domains of EU
perception and bias detection, migration flow, and border
security.

Other media
(print, web,
radio, ..)
YouTube
channel,
websites

Articles and press releases more than 5 articles/press releases per
year; average reads per article/press release being more than 150.

KPI 20

KPI 21

MEDIA
PRESENCE

KPI 22

MEDIA
PRESENCE

KPI 23

PROJECT
NEWSLETTER,
LEAFLETS

Emailing lists,
website and
events

Distribute the project leaflet to more than 250 persons taking
part in events with MIRROR presence, and have more than 500
views of the newsletter's content through its publication on the
project website.

KPI 24

PUBLICATIONS
& EVENTS

Conferences,
events, journal
publications

More than 6 scientific publications in total by consortium
partners in peer reviewed journals and international conferences
per year; more than 500 views of these publications on the
project website and the MIRROR community on online data
repositories. The consortium aims to overall publish at least 20
(Open Access) research papers.

KPI25

WORKSHOPS,
DEMONSTRATIO
NS AND EXPERT
GROUPS

Workshops,
other dedicated
events

Workshops, demonstration and expert groups: minimum 3
dedicated events over the project life, with more than 100 key
target audience participants in total.

Video tutorials and interviews more than 3 videos or interviews
per year; more than 500 video views on the YouTube channel of
MIRROR per year.

Table 5: KPIs for communication actions

Page 22 (of 23)

www.h2020mirror.eu

Deliverable D11.1

MIRROR

7 Summary and Outlook
In MIRROR we will adopt a multi-directed and multi-modal communication plan that involves strategic and
targeted means for promoting the project, its activities and results to a variety of audiences. The latter
include border control authorities, civil-society organizations, governmental organizations, public
administration and EU policy makers, scientific and research community and the general public. As we have
shown, not all target groups have the same needs and are reachable via the same channels. Therefore, we
have selected a mix of most suitable channels for each target group, which will be used for communication
using proper timing.
The next important steps with regards to successful and efficient communication will be the following:






Fine-tuning of the project identity and report
Launch of project Website
Fine-tuning of vision and mission
Preparation of MIRROR communication kit
Concerted communication actions of newsletters, social media and blog posts

To sum up, project communication is an ongoing task, which will be performed by all members of the
MIRROR consortium. The same applies to the exploitation and promotion of the project and its results at
future events and conferences, which will be described in more detail in the dissemination and
communication plan (D11.3).
Close cooperation between border agencies, policy makers, civil society organizations and academia and the
multidisciplinary approach of MIRROR allows for cross-fertilization and knowledge transfer which also
benefits the projects’ communication, dissemination and exploitation activities.
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