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Executive Summary 

This report defines the initial communication and dissemination strategy of the I-CHANGE project 

and establishes impact measurement instruments and strategies for their success. It is intended to 

be a strategic and operative guide for all I-CHANGE partners in regard to the communication and 

dissemination of project activities, results and outputs and when speaking about or on behalf of the 

project. Its aim is to provide the project team with targeted information in order to coordinate, align 

and efficiently implement outreach activities. The overall goal is to pave the ground and facilitate the 

wide knowledge and use of projects’ results and with this make a concrete contribution to achieving 

the European Green Deal goals on reducing its net greenhouse gas emissions by at least 55% by 

2030 (compared to 1990 levels). 

The strategy defines the projects’ unique value proposition, the high-level communication and 

dissemination objectives and a common understanding of audiences to be reached and collaborate 

with (in coherence to the stakeholder involvement mapping of Deliverable (D) D6.1 Business Plan), 

formulates key messages, describes the planned tools and activities (referencing them to the main 

target audiences) with a related implementation plan and responsibilities and presents how 

communication and dissemination impact will be evaluated, including a set of Key Performance 

Indicators. It also gives an outlook on the general communication strategy for the eight I-CHANGE 

Living Labs. Specific communication strategies and plans for each of the eight Living Labs will be 

developed in the upcoming months and presented in another report (D5.3 Living Labs 

communication strategy).  

Since especially in a later phase of the project communication and dissemination will be closely 

linked to boost the uptake of results and with this to sustainability, this strategy is closely linked to 

the D6.1 Business Plan which presents the exploitation strategy of the I-CHANGE project.  

The strategy is a development and specification of the communication and dissemination plan which 

was developed during the proposal phase and which is part of the Description of Action (DoA) of the 

I-CHANGE Grant Agreement. 

The strategy will be updated twice throughout the project (at M18 and 42), incorporating feedback 

and lessons learned from implemented activities and presenting the results in regard to the key 

performance indicators (KPIs). 

Impact potential and means to achieve them 

The success of I-CHANGE depends also on the impacts of communication and dissemination 

activities. The communication and dissemination strategy with the definition of target groups and 

main channels aims to ensure this by identifying the different target audiences and means how to 

reach them and to motivate them to widely use the I-CHANGE results and outputs. The means for 

verification of the impact are defined in this report. 
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1 Introduction 

I-CHANGE promotes the knowledge of science and the understanding of physical, socio-economic 

and cultural processes, to raise awareness and educate citizens to be engaged in the actions toward 

climate neutrality. An improved awareness will be based on the active observation of the 

environment and of the communities within the environment, the revealed invisible governance 

structures in local communities, environment and climate enforces attitudes on climate change and 

sustainable development. In this context an effective communication and dissemination of the project 

activities, outcomes, guidelines and recommendations is important to reach all elements of society: 

citizens and consumers, local communities, public and private decision makers, as well as young 

generations, but also the topic-related scientific communities on above state-of-the-art results. 

Therefore, this document presents the strategy for the communication and dissemination of project 

activities, results and outcomes towards the outside. It also includes the overall strategy for the 

communication within the eight I-CHANGE Living Labs which will be further detailed in the upcoming 

D5.3 Living Labs communication strategy and is closely linked to the engagement activities of the 

Living Labs which are part of the work packages (WP) 2 (Living Lab setup and management) and 3 

(Enhancing monitoring opportunities through citizen science). 

Dissemination, communication and exploitation activities play an integral role in relaying research 

outcomes as well as sharing knowledge to a wider audience, fostering awareness, acceptance, 

engagement while paving the way for boosting the sustainability of project’s results.  

For the I-CHANGE project, successful communication and dissemination is a prerequisite for fulfilling 

its mission, e.g. for obtaining (scientifically and for the public and its stakeholders) and for 

guaranteeing replication, uptake and sustainability (so exploitation) of our planned outputs.  

The aim of this strategy is therefore to identify the suitable channels for reaching the identified 

stakeholders and with this to support the visibility, transfer of knowledge and wide use of projects’ 

results and outputs for maximising the I-CHANGE impact. 

In order to distinguish between communication, dissemination and exploitation, I-CHANGE follows 

the definition of the quick guide on communication, dissemination and exploitation: 

Communication: Inform, promote and communicate activities and results 

Dissemination: Make knowledge and results public for others to use (Open Science) 

Exploitation: Foster the use of results 

Although this strategy is focusing on communication and dissemination, it always has exploitation in 

mind, in particular in regard to a wide use of the planned outputs and other project results by 

informing and involving networks of potential users in communication and dissemination activities 

from the very beginning of the project. 

The following Figure 1 shows the link between the different communication and dissemination 

elements in I-CHANGE and defines the frame for this report. While this document presents the 

overall strategy for the communication and dissemination of project activities, results and outcomes 

towards the outside, the communication and dissemination to citizens and other stakeholders within 

the eight I-CHANGE Living Labs will be defined in dedicated local communication plans (presented 
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in D5.3 Living Labs communication strategy). Exploitation activities (partly closely linked with the 

project's communication and dissemination) are planned as part of the exploitation strategy, 

presented in D6.1 Business plan. The internal project communication is covered by WP7.  

 

 

Figure 1: I-CHANGE communication and dissemination elements and connections 

Communication and dissemination activities have different aims for different parts of the project and 

for different audiences at different times and will follow three stages: 

1. Initial (M1-14): Raise awareness and start to engage; 

2. Mid (M14-28): Consolidate, engage and disseminate; 

3. Final (M28-42): Boost and increase impact. 

Therefore, this document also serves as the foundation on which to decide on how, when, and in 

which way to communicate with the audiences we intend to engage. The chosen channels and 

activities identified in Chapter 9 are meant for a European wide communication and dissemination, 

based on the value proposition, vision, mission and key messages defined below. 

This strategy is one of the main building blocks of the “Communication and dissemination” work 

package (WP5) and is a development and specification of the communication and dissemination 

plan which was developed during the proposal phase and which is part of the Description of Action 

(DoA) of the I-CHANGE Grant Agreement. It integrates the partners' understanding of the key 

messages and value propositions of the project as well as their tools for institutional communication 

that can be used to increase the outreach to specific target groups. These, in addition to opinions on 

specific projects dissemination tools, were collected through a questionnaire. It is added as Annex 

4.  

All I-CHANGE partners are invited to use the projects’ communication outputs to adapt them to their 

local or sectoral context for a more specific outreach on the project in their networks. 
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2 I-CHANGE Value Proposition 

A 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 I-CHANGE the value proposition is 

based on how the project's outcome will have a concrete impact on the actions of the target groups 

and the most important and unique aspects of the project (so how the project differentiates itself from 

other projects funded under the same call “LC-GD-10-3-2020 Enabling citizens to act on climate 

change, for sustainable development and environmental protection through education, citizen 

science, observation initiatives, and civic engagement”). 

 

     The value proposition can be used as an introduction of the project, e.g. on a website or 

in presentations.  

  

I-CHANGE Value Proposition 

I-CHANGE raises awareness on the impacts of climate change and environmental hazards and 

helps citizens understand how their own behaviour can make a difference and how data collected 

by citizens can contribute to scientific and socio-economic research. To achieve this I-CHANGE 

employs a co-creation Living Lab approach that connects citizens and science. 

 

This initial statement was further contextualised as follows: 

Value Proposition Paragraph 

I-CHANGE raises awareness on climate change issues through actively engaging citizens in the 

scientific and socio-economical discourse within interactive Living Labs which will be created in 

eight cities across Europe, Israel and Burkina Faso. Through co-designed and personalised tools 

such as new apps and friendly, yet reliable devices, citizens will learn about climate change and 

environmental hazards science and understand how their own behaviour can affect climate 

change as well as how they can reduce their carbon and environmental footprint through changes 

in their everyday life. In addition, the project will create a powerful information hub for the collected 

data, providing a quality check, sharing, pre-processing, discovery and access capabilities to 

Living Labs. 

 

3 Objectives, vision and mission of I-CHANGE communication 

and dissemination 

As described in the handbook “Communicating EU research and innovation guidance for project 

participants” (European Commission, 2014), dissemination and communication of European 

research projects, shall aim “…to demonstrate the ways in which research and innovation is 

contributing to a European 'Innovation Union' and account for public spending by providing tangible 

proof that collaborative research adds value...” This shall be achieved by: 

• “showing how European collaboration has achieved more than would have otherwise 

been possible...; 
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• showing how the outcomes are relevant to our everyday lives… [and for I-CHANGE we 

can add this citation: engage and motivate citizens to take part in citizen science and 

measuring activities and support a behavioural and consumption shift towards 

sustainable patterns];...” 

Therefore, the I-CHANGE consortium defined the following vision for the communication and 

dissemination of the project: 

Vision for I-CHANGE communication and dissemination: 

Through a scientific and at the same time entertaining (social) media communication, the I-

CHANGE communication and dissemination will promote the activities of the eight Living Labs and 

through this engage more citizens and other stakeholders in their scientific and co-creation 

process. It will inform institutional stakeholders and the civil society how to empower the broader 

society by targeting climate change and the individual carbon and environmental footprint. In 

addition, it will disseminate research findings to respective academic communities. 

 

In order to achieve this vision, I-CHANGE has the following mission detailing what differentiates the 

project from all other projects dealing with the same topic. It defines the purpose and primary 

objectives related to the end-user's needs and our own team values.  

 

Mission of I-CHANGE communication and dissemination 

The I-CHANGE project communication and dissemination will stand out from other projects, 

working with the Living Lab approach and climate change issues through a broad communicative 

concept. The I-CHANGE communication about the project is intertwined with the communication 

of the eight Living Labs in different physical, cultural and economic environments and therefore 

creates a network at European and at local level and with this reaches more people than one 

project usually does. Moreover, the cooperation between the overall project communication and 

the communication of the Living Labs will enable citizens to understand the broader perspective 

of the project’s approach and the importance of their participation and own behavioural change. 

Another important aspect is the dissemination of results to the scientific community through the 

Environmental Impact Hub, contributing to the open data and open science initiative of the 

European Commission. 

As written in the Introduction chapter, the main aim of this strategy is to identify the suitable 

communication and dissemination channels and plan the realisation of specific products which are 

suitable for reaching the identified target audiences and with this to support the visibility, transfer of 

knowledge and wide use of projects’ results and outputs for maximising the I-CHANGE impact. 

With this goal in mind, the document follows three distinct objectives: 

• To ensure a broad visibility and raise awareness about I-CHANGE, spreading knowledge 

about the project and its results in offline and online channels by ideating, assessing, 

producing and distributing best practice media output examples for target group specific 

communication on climate change and sustainable development; 
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• To promote and position I-CHANGE methods and tools in relevant scientific, policy and 

business fora through dissemination activities, encouraging re-use and verification of 

development and results following the principles: open science, open source and open to 

the world; 

• To reach and stimulate European citizens for engaging within the I-CHANGE Living Labs 

and using the I-CHANGE outputs in order to improve the European capacity to adapt to 

and mitigate climate change through individual behavioural change. 

All these objectives are based on the aim to make a concrete contribution to achieving the European 

Green Deal goals on reducing its net greenhouse gas emissions by at least 55% by 2030 (compared 

to 1990 levels). 

 

4 Different levels of I-CHANGE communication and 

dissemination strategy 

I-CHANGE communication and dissemination is acting at two different levels: at general project 

level, covering all project activities and aspects, as well as on local level of the eight I-CHANGE 

Living Labs. This document covers both levels; however, for the Living Labs we give an overall 

overview which has to be further adapted to each of the content-related and cultural settings. These 

local communication strategies and plans will be developed in a co-design process with respective 

Living Lab partners in the upcoming months and presented as D5.3 Living Labs communication 

strategy. They will focus on creating awareness and persuading citizens to participate in the planned 

activities. Living Labs will receive a communication pack with relevant support materials to implement 

the defined plans, but local communication will be implemented under the guidance of the respective 

Living Lab leads. 

 

5 I-CHANGE communication and dissemination target 

audiences 

The definition of the I-CHANGE communication and dissemination target audiences is based on the 

identification of stakeholder groups along their interest and influence in the project topic. A thorough 

stakeholder mapping is realised in WP2 in context with the eight I-CHANGE Living Labs and in WP6 

for the overall project and will be presented in the respective deliverables D2.1 Assessment of risks 

and potentials concerning the engagement of stakeholders and citizens and D6.1 Business plan. 

Living Lab stakeholders at the local level of each of the Living Labs encompass people from (1) 

Public Authorities; (2) Industry; (3) Civil Society; and (4) Academia, using the Quadruple Helix model. 

This group widens to other geographical and decision-making levels when looking at informing 

about project activities and transferring results to further potential users. Target groups identified for 

the exploitation of I-CHANGE results within WP6 (listed in D6.1), so the further use and replication 

of results and outputs also after the end of the project are: 

• Citizens (adults and children) engaged in local climate change mitigation activities and/or 

who are seeking guidance and actions to improve their individual climate and 

environmental footprint; 
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• Citizens with no prior interest or knowledge on climate change, but reached through 

specific communication activities; 

• Citizens, communities, and scientists interested in applying the Living Lab concept and 

citizen science activities in future projects; 

• Scientists working in the field of sustainable and just transition, climate change, 

meteorology, social and economic science, behavioural change, citizen science, or 

similar fields; 

• Research communities and (inter)national applied research centres; 

• Schools and other educational institutions that promote and integrate climate change 

mitigation into their curriculum; 

• Actors at different policy levels (from local to European including authorities at 

municipality level), interested in input and motivation to behavioural change for a 

sustainable transition; 

• Local stakeholders engaged in sectors e.g., transport planning and modelling, sea 

operations, agricultural services, and beach management, in particular on respective 

Living Lab level in which these sectors are involved in the Living Lab activities; 

• Youth and territorial associations; 

• Science journalists; 

• Startups, Fablabs and industry (e.g., sensor producers, etc.); 

• Citizen Science Networks (e.g., the open sensor networks such as Weather 

Underground). 

The communication and dissemination target audiences are based on the above identified 

stakeholder groups and are presented in Table 1, divided by potential beneficiaries, replicators or 

multipliers. For each target group the project specific communication and/or dissemination objectives 

are defined, while an overview on the main I-CHANGE dissemination instruments and their 

relevance for the related target audiences can be found Chapter 9. 

A more detailed identification of target audiences for the communication and dissemination at Living 

Lab level will be provided in D5.3 Living Labs communication strategy, in the local communication 

plans. However, Table 1 gives a first overview on the relevance of a target group for the 

communication in the Living Labs, shown by the orange-coloured circle. The other circles show if 

the target audience should be reached more through communication about activities or through the 

dissemination of results. 
 

Table 1: I-CHANGE target audiences, their level of engagement and communication aims 

Legend:  relevant at local level in  

I-CHANGE Living Labs 
  Communication  Dissemination 

 

I-CHANGE target audiences Communication and / or dissemination aims 

Beneficiaries and potential replicators   

Citizens (adults and children, youth and 

territorial associations) engaged in or interested 

in engaging in local climate change mitigation 

activities and/or who are seeking guidance and 

To raise awareness through scientifically sound 

devices and citizen science activities to enhance 

the understanding that everyone contributes to 

alleviating the effects of climate change by 

changing their own behaviour. 
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actions to improve their individual climate and 

environmental footprint 

   

To inform that the European Commission funds 

initiatives to support the common good and 

show the success of European collaboration. 

Citizens with no prior interest or knowledge on 

climate change, but reached through specific 

communication activities 

  

To raise awareness through innovative and 

entertaining communication techniques on the 

individual contribution to climate change and the 

possibilities to contribute individually to combat 

climate change by changing our own behaviour. 

To inform that the European Commission funds 

initiatives to support the common good and 

show the success of European collaboration. 

Citizens, communities, and scientists interested 

in applying the Living Lab concept and citizen 

science activities in future projects 

   

To inform about the activities, meetings, results 

and successes of the I-CHANGE Living Labs 

and the applied methodologies for running a 

Living Lab including citizen science activities 

with sensors. 

Scientists and research communities working in 

the field of sustainable transition, climate and 

atmospheric sciences, sociology, sustainability 

communication, citizen engagement and citizen 

science, behavioural change and economics  

   

To disseminate cutting edge research results to 

individual scientists and research networks 

through scientific publications, conferences and 

databases (including the I-CHANGE 

Environmental Impact Hub), to contribute to the 

state of the art and allow other researchers to go 

a step forward. 

Schools and other educational institutions that 

promote and integrate climate change 

mitigation into their curriculum 

   

To inform and train about concrete tools and 

methods for motivating students (and their 

parents) to change behaviour towards a more 

sustainable lifestyle. 

Local administrative actors from public 

authorities and sectoral agencies, e.g. 

environmental agencies, transport planning and 

modelling, sea operations, agricultural services, 

etc. 

   

To engage them in scientific analysis and inform 

them about local mitigation and adaptation 

activities and protection against environmental 

hazards through citizen science and Living 

Labs. 

To inform generally about the involvement of the 

local population and local actors in the 

implementation of local decarbonisation and 

adaptation and the need to take action. 

Startups, Fablabs and other industrial actors 

(e.g. sensor developers and producers) 

  

To inform them about the increased interest and 

need for low-cost, reliable citizen sensors in 

order to support the engagement of citizens in 

the sustainable transition and the respective 

business opportunities. 
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Citizen Science Networks (e.g., the open 

sensor networks such as Weather 

Underground) 

   

To inform them about the variety of methods and 

sensors applied in I-CHANGE as well as the 

Environmental Impact Hub and to stimulate their 

further use and uptake. 

Secondary users and multipliers   

Networks of cities at national or European level 

  

To inform them about I-CHANGE in general and 

the Living Labs activities in particular, as one 

methodology to implement mitigation and 

adaptation measures through the participation 

of citizens. 

Living Lab and citizen science networks 

  

To inform them about the Living Labs and citizen 

science methodologies and activities applied in 

I-CHANGE and integrate them in proven 

networks (e.g. ECSA or ENoLL). 

Related projects 

  

To inform about project activities and findings 

and identify complementary outcomes and 

synergies for a wide dissemination (e.g. through 

joint events) to common target users. 

To contribute to a dialogue on ways to enable 

citizens to act on climate change, for sustainable 

development and environmental protection 

through education, citizen science, observation 

initiatives, and civic engagement. 

To identify common messages, e.g. to policy 

makers. 

To identify other complementary outcomes and 

synergies for their dissemination (e.g. through 

joint events) to common target users. 

National and European institutions, e.g. EEA, 

CINEA, or Directorate Generals 

  

To inform about how I-CHANGE contributes to 

the implementation of the European Green Deal 

and the role of citizen science for the 

transformation towards a low-carbon society. 

To disseminate the added value of the 

Environmental Impact Hub for further research. 

To disseminate and raise awareness about 

policy findings and recommendations deriving 

from project results. 

To show the projects' networking activities and 

collaboration with related projects. 

To show the impact of the project. 

To contribute to EU initiatives and events. 
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(Science) Journalists and media 

   

To disseminate project findings and concrete 

results achieved in the Living Labs, the 

innovative methodologies and findings as well 

as the Environmental Data Hub. 

To inform about the contribution of the project 

on the European Green Deal and the Paris 

Agreement. 

To raise awareness on the use of European 

funds and the success of European 

collaboration. 

Climate activists, grassroot organisations, 

citizens’ associations, NGOs, social innovators 

   

To share information and knowledge and raise 

awareness on an innovative and science-based 

mechanism to contribute to local 

decarbonisation and adaptation measures so 

that they can act as a sounding board for the 

project. 

General public 

   

To raise awareness about science-based 

solutions for local decarbonisation and that local 

actions can contribute to mitigate and adapt to 

climate change. 

To inform that the European Commission funds 

initiatives to support the common good and 

show the success of European collaboration. 

  

6 I-CHANGE community building 

In order to reach out efficiently and effectively the target audiences identified in the previous chapter, 

a community interested in I-CHANGE activities, results and outputs is gradually and systematically 

built up, both at Living Lab level as well as for the project in general. The I-CHANGE community 

should be composed of stakeholders, in addition to the identification of contacts for those target 

groups which are not part of the stakeholders. On Living Lab level they will be invited through the 

engagement activities of stakeholders and citizens in Living Lab activities and related media 

outreach. At European level stakeholders will be reached through the overall communication and 

dissemination activities to stimulate the wide use and replication of I-CHANGE results and outputs. 

In general, it is critical to consider synergies with related and complementary initiatives and network 

effects created through strategic, cross-sectoral partnerships to ensure the transfer of results and 

the sustainability of the developed tools after the end of the project, also this both on I-CHANGE 

Living Lab as on general project level. I-CHANGE will reach out to a diverse mix of audiences as 

specified in Table 1. This will be achieved by gradually and systematically building up an ecosystem 

sharing similar or complementary aims and committed to innovative solutions to reach the Paris 

Agreement targets. An initial mapping of organisations and projects for the I-CHANGE community 

at European level is presented in Annex 3. For the Living Lab level this will be presented in the 

upcoming D5.3 Living Labs communication strategy. 
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Consortium reach - activating stakeholders of networks in which I-CHANGE partners are 

active 

One of the greatest assets of our project is the quality and networks of the consortium. Therefore, 

an important part of the community strategy to foster the I-CHANGE community is to activate 

interested stakeholders in the networks in which partners are active, both on local level as well as in 

their scientific fields. 

As mentioned in the previous section, when it comes to communication and dissemination, we will 

leverage the impressive reach of organisations, both on social media as well as classic media, 

important events and webinar series, but also as invited keynote speakers at important scientific 

conferences 

7 I-CHANGE key messages 

To ensure a continuous representation of the project as well as a coherent communication it is crucial 

to define certain key messages in addition to the unique value proposition (see Chapter 3) for a 

project that everyone who is working on the project knows and understands. This chapter therefore 

defines these messages and explains what they are used for and how they were generated. 

  

     Key messages can be used directly on presentations (as introductory statements), apply 

them on dissemination materials that need a payoff, statement or that aim to convey 

specific contents effectively towards a specific audience, or in social media posts, on the 

website and in articles referring to the I-CHANGE project.  

Key messages 

Simple, short and clear key messages are important to give an immediate idea on different aspects 

of a project. If partners are using them, the project communicates coherently and with one voice. 

The I-CHANGE project has several key-messages as it deals with different aspects of citizen 

science, citizens observation and data analysis as well as on different levels (the local level in each 

of the eight Living Labs as well as on European level). The key messages listed here were generated 

from the DoA and the results of the questionnaire distributed to all consortium partners (Annex 4). 

The key-messages and as well the keywords might evolve in the course of the project and will 

therefore be updated accordingly with the strategy.  

I-CHANGE key messages: 

General: 

I-CHANGE will engage citizens and other stakeholders through a participation in Living Labs in 

climate change and environmental hazards research and help them understand how their own 

behaviour can make a difference.  

I-CHANGE will show how behavioural change of individuals is possible through citizen science 

initiatives.  

I-CHANGE will raise awareness on climate change issues through a Living Lab approach with 

actively involved citizens.  
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Co-designed learning paths improve citizen knowledge on climate change and environmental 

hazards- related harmful impacts, and helps them to understand the role of nature-based 

solutions in mitigating impacts. 

Through the living lab participation citizens will be equipped with knowledge and know-how 

practices and solutions to reduce their own personal carbon and environmental footprint and to 

support climate adaptation and mitigation, triggering individual and social innovation.  

I-CHANGE will connect socio-economic knowledge and climate and environmental science to co-

create solutions for individual behavioural change. 

I-CHANGE is one of five Horizon 2020 projects aiming at enabling citizens to act on climate 

change, for sustainable development and environmental protection. Through this the project is 

contributing to achieve the goals of the European Green Deal on reducing net greenhouse gas 

emissions by at least 55% by 2030 (compared to 1990 levels), in alignment with “leaving no one 

behind”. 

I-CHANGE is one of 73 projects selected for funding under the Horizon 2020 European Green 

Deal call that will contribute to the EU’s response to the climate crisis and help protect Europe’s 

unique ecosystems and biodiversity. 

I-CHANGE is part of the Horizon 2020 funding programme of the European Union and will 

therefore also promote other H2020 projects to create connections and influence each other. 

 

Further key messages for citizens/Living Labs:  

Participants in the I-CHANGE project contribute to a sustainable transition and gain knowledge of 

their role herein. 

I-CHANGE demonstrates the power of citizen science for a green transition.  

I-CHANGE will empower citizens by contributing to scientific research through data collection, 

using targeted and personalised tools (apps, sensors, best-practices), gaining knowledge and 

through this enabling behavioural and consumption shifts towards new, sustainable patterns.  

 

Technical key messages:  

I-CHANGE will use novel and user-friendly tools (sensors, monitoring devices, simplified models 

and data resources) within the Living Labs to make the participation accessible for everyone.  

I-CHANGE creates a powerful information hub for data collected by citizens, providing a quality 

check, sharing, pre-processing, discovery and access capabilities. 

The core of I-CHANGE are the citizen science activities which will be co-designed and co-

implemented with high level scientific institutions and technological players. 
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8 I-CHANGE Identity 

The I-CHANGE project has the goal to promote the knowledge of science and the understanding of 

physical, socio-economic and cultural processes, to raise awareness and educate citizens to be 

engaged in the actions toward climate neutrality. To represent this goal a brand identity for 

supporting the general awareness of the project as well as the engagement of citizens and other 

stakeholders on climate action and more sustainable and aware behaviours was developed. 

     The following paragraph is an attempt to summarise the project for communication purposes. It 

should be used - or a version slightly adapted to the interests of the particular target audience 

- by all members of the consortium and other actors that communicate about or on behalf of 

the project, e.g. when describing the I-CHANGE project on their website, in newsletters, and in 

other contexts. This ensures a consistent presentation of the project and its objectives. 

     The text can be used in combination with a short key message defined in Chapter 7. 

 

Text to be used in external communication 

The I-CHANGE project which started in November 2021 is funded under the Horizon2020 

programme and will be running for 3,5 years. The main aim of the project is to show that 

behavioural change of individuals is possible through citizen science initiatives. Therefore, the 

project consortium, consisting of 16 partners from 12 countries, will set up 8 Living Labs in Europe 

and abroad to engage citizens into climate related science. The aim of the Living Labs is to engage 

citizens in the collection of environmental and socio-economic data, through co-designed and 

personalised tools such as new apps and user-friendly and reliable devices. Through this co-

designed learning path citizens will gain knowledge and will be empowered to change their own 

behaviour and therefore their carbon and environmental footprint towards more sustainable 

patterns.  

Each Living Lab will focus on climate issues relevant for their geographical location today and in 

the future. Through a connection and knowledge exchange between the Living Labs, the I-

CHANGE project will deliver new impulses on co-creating processes and the effectiveness of 

citizen science.  

A unique aspect of I-CHANGE is the development of the Environmental Impact Hub in a multi-

disciplinary and participatory approach. The Hub will be the collector of highly heterogeneous data 

and information coming from a wide range of data sources (e.g., different sensors, environmental 

and earth observations, numerical models, social networks) and a considerable variety of software 

applications and tools (e.g., social science, carbon footprint, meteorological and climate models, 

server and mobile apps). The Hub will ingest and feed data to the set of I-CHANGE applications, 

where citizens provide information through their devices and receive feedback and knowledge 

through the interfaces co-designed and co-developed in I-CHANGE. Moreover, the Hub aims to 

achieve a high level of interoperability with the major European initiatives for data sharing and 

computational infrastructures and exploit and contribute to GEO, EuroGEO, Copernicus, WMO, 

and in perspective the recently born European Strategy on Data. 
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How to write I-CHANGE 

     For a coherent use of the project name, I-CHANGE shall always be written in capital letters 

and with the hyphen. 

Visual identity and brand 

The I-CHANGE identity and branding aims to give a clear, homogeneous and appealing image to 

the project in all its communication and dissemination activities and should support a long-lasting 

outreach. The logo is composed of the project name, highlighting the “I” as a symbol for the individual 

involvement or everyone on the topic of climate change, followed by the word “CHANGE” in different 

font widths, from light to bold, expressing the path towards an individual change. 

 

Figure 2: I-CHANGE logo 

This visual identity is, and will be, used in all the dissemination outputs, such as the project website, 

social media, videos, deliverables, presentations, etc. 

An Identity Handbook (see Annex 1), presents the logo (with and without the projects’ pay off - see 

below) and defines its use for a coherent use in communication and materials. In addition, the 

Handbook also includes the mandatory standard texts to be used in all publications in reference to 

the EU funding and the use of the EU flag. 

Logline  

A logline is a one-sentence summary or description of the project which might be used e.g. for videos 

or for social media. 

     You might use the logline for videos or social media posts. 

I-CHANGE Logline 

I-CHANGE is a EU-funded research project demonstrating that behavioural change of individuals 

is possible through citizen science initiatives and that data collected by citizens can be fed in 

scientific analysis and models in relation to climate change mitigation and adaptation and related 

environmental hazards. 

 

Pay off 

The consortium agreed on the following pay off:  

I-CHANGE pay off 

Citizen Actions on Climate Change and Environment 
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The pay off is used to explain the spirit of the project in a few words. The logo and pay off should be 

used together when chosen to be used for project materials. 

 

Figure 3: I-CHANGE logo and pay off 

 

Additional graphic elements 

Additional graphic elements have been developed in order to facilitate the visual communication, 

others will follow. They will be used in videos, communication materials and online channels. Here 

a selection: 

 

 

Figure 4: I-CHANGE graphic elements 

The graphic elements are made available to all project partners through the internal file storage 

platform and are attached as Annex 2. 

 

Keywords  

The following keywords can be used to describe or identify the I-CHANGE project and should be 

frequently used in the communication about the project. When communicating in other languages 

they should be translated. 

Their use ensures that the I-CHANGE project will be found online through the right search engine 

requests as well as on social media to give the project a recognition value. 

Hashtags to be used in social media communication are listed in Chapter 9.2.2. 

     You might use keywords to characterise I-CHANGE. 
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Keywords for I-CHANGE in general: 

Climate change, mitigation and adaptation, global warming impacts, geo-hydrological hazards, 

climate extremes, low carbon, carbon footprint 

Citizen science, engagement, science meets everyday life, participation, transformation, 

behavioural change, personal agency, actionable knowledge, risk awareness, learning 

Air quality, traffic 

Europe and beyond 

Data collection, quality checking, processing and sharing 

Citizen applications/tools/app and sensors, non conventional atmospheric and hydro-logical 

observations 

Living Labs, engagement of and collaboration with local stakeholders 

Sustainable lifestyles, Climate-neutral Europe 

 

In relation to our research: 

High quality scientific research, multidisciplinarity, knowledge exchange, Climate research, Data 

modelling, Interdisciplinary, Adaptation and mitigation 

 

Templates 

Templates for presentations, posters, deliverables, leaflets, social media cards, stickers and other 

material have been created and were made available to all project partners for a wide use when 

communicating or disseminating about the project. This ensures a coherent look of the project and 

promotes the project brand. In case that partners create further material, they need to make sure to 

use the graphic style and elements of the project, including the logo. 

 

9 I-CHANGE communication and dissemination tools and 

channels 

In the following section all I-CHANGE communication and dissemination tools and channels are 

briefly described. Tools are specific activities or products which are then distributed through 

dedicated channels, in order to arrive at the target audiences. Content is the centre of all 

communication activities, deriving from the activities and especially, the results of I-CHANGE. 

Content for communication and dissemination will be produced in synergy between the 

dissemination and communication partners and the more technical partners. Table 2 gives an 

overview on the main I-CHANGE dissemination instruments and their relevance for the related target 

audiences, divided by the general project and the Living Lab level. 
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Table 2: I-CHANGE main communication and dissemination instruments and relevance for target audiences 

Legend: * = little relevance; ** = medium relevance; *** = high relevance 
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Overall project level:              

Citizens engaged in local 

climate change mitigation 

activities 

* ** **  **  *  *** *** ***   

Interested parties in Living Lab 

concept and citizen science 
**’ ** ** * *  *  ** ** *** *  

Scientists and academic 

community 
*** *** * *** * ***  ***    *  

Schools and educational 

institutions 
  *  *  *  *** *** *** **  

Public authorities and sectoral 

organisations 
** ** *** * **  * *    ***  

Businesses *** ** *  *       **  

Citizen Science and Living 

Lab Networks 
*** *** ** **  **  **    *  

City networks *** ** * *  * * **    *  

Related projects *** ***  ***  ***  ***      

National and European 

institutions 
*** *** ** **  **  ***      

Science journalists and media ** ** **    ***     *  

Climate activist, civil society 

organisations 
** *** **    **   ** ***   

General public   ***    **    ***   

Living Lab level:              

Citizens engaged in local 

climate change mitigation 

activities 

* * *  *    *** ** * * *** 

Interested parties in Living Lab 

concept and citizen science 
* * *  *  *  * ** *** *** *** 

Schools and educational 

institutions 
        *** ** **  ** 

Public authorities and sectoral 

organisations 
** * **  *  ** *   ** **  

Citizen Science Networks *  *      * *** *** * * 

Journalists and media       ***  ** ** * * ** 

Climate activist, civil society 

organisations 
        * ** *** * *** 

General public         * * ***  ** 
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Language 

Most of the I-CHANGE communication and dissemination materials and tools for the general project 

level will be delivered in English. Some communication, e.g. some parts of the project website, might 

be published in other languages, in particular those of the Living Labs. On Living Lab level, 

communication and materials will be mainly implemented in the local language.  

Diversity and Gender in I-CHANGE communication 

Gender and inclusion are important for I-CHANGE, as all parts of society should be involved in 

behaviour change for a more sustainable lifestyle. Therefore, they are also important for the I-

CHANGE communication, in particular in the communication within the Living Labs. On a general 

project level, the project will use gender conform and inclusive language and also tries to make sure 

that outcomes are accessible for every person, considering the available resources.  

Partners communicating about I-CHANGE shall use gender-neutral words, feminine, masculine and 

gender-neutral pronouns (they/them), include image descriptions and colour bind palettes (postings) 

& subtitles (videos & stories), content or trigger warnings - if necessary (postings), use inclusive and 

neutral terminology that does not discriminate people and write all hashtags in title case (postings). 

If followed, these rules enable people with disabilities to access all postings and support a non-

discriminatory society. 

Gender and diversity representation shall be ensured in communication activities, e.g. videos, 

interviews, photos, etc. 

 

9.1 Bilateral interaction 
 

Most relevant target audiences: 

at general project level: national and European institutions; related projects; science journalists; 

citizen science and Living Lab networks; cities networks 

at Living Lab level: Scientists and research communities; local administrative actors; startups, 

Fablabs and other businesses; citizen science projects; other Living Labs; climate activists; civil 

society organisations; schools 

 

Scientific partners of the I-CHANGE project have high reputations and therefore one of the most 

effective and successful means of communication are bilateral interactions, both through bilateral 

contacts and meetings, creating a personal link, or through face-to-face events for establishing a 

bond between the actors, motivating citizens to participate and follow local activities. This is 

particularly the case on Living Lab level.  

9.2 Digital presence 

9.2.1 Website 

 

Most relevant target audiences:  

at general project level: interested parties in Living Lab concept and in citizen science; scientists 

and academic community; businesses; citizen science and Living Lab networks; city networks; 

related projects; national and European institutions  
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at Living Lab level: participants and interested parties in local Living Lab activities; local 

journalists 

 

The I-CHANGE website (https://ichange-project.eu/) will be the centre of the project’s online 

presence, providing an official communication channel to disseminate the most up-to-date 

information about the consortium’s achievements and activities to stakeholders. The I-CHANGE 

public website is the major outreach channel and entry point to the project and at the centre of the 

project’s online presence. The content is designed to reach all target audiences and engaged 

stakeholders, including members of the public interested in I-CHANGE outcomes. It presents I-

CHANGE vision and aims, the main areas of project activities (including the Living Labs and citizen 

science activities), the resources it will produce (e.g., the online dashboard, sensors, data), and the 

expected impact. A news section informs about news and events and provides stories around the 

project in order to interest readers to the project topic. Project partners develop ad hoc articles in the 

blog which are further disseminated through social media to increase project visibility, community 

growth and outreach. The website also presents the consortium, the members of the team and the 

Advisory Board (if they agree). The project videos will be prominently featured to arrive to a broad 

audience. The website will link to the project's social media channels Twitter and LinkedIn (see next 

chapter). 

At the time of writing of this document it is still under discussion if certain static pages will be made 

available in other languages, but most probably the Living Lab pages will be translated in the 

respective local languages. 

A holding page of the website was online from Month 3 to provide interested visitors with basic 

project information and first news. A fully developed website has been online at the beginning of M7 

(D5.2 Project website). 

9.2.2 Social media 

 

Most relevant target audiences:  

at general project level: citizens engaged in local climate change activities; interested parties in 

Living Lab concept and in citizen science; scientists and academic community; businesses; citizen 

science an Living Lab networks; city networks; related projects; national and European institutions; 

science journalists; climate activists; civil society organisations; NGOs 

at Living Lab level: participants and interested parties in local Living Lab activities; local 

journalists 

Social media are another important pillar of I-CHANGE communication and dissemination. The main 

goals of the I-CHANGE social media strategy are: 1) Dissemination of projects news, results and 

events; 2) Creation of an active and interested community (in line with the community described in 

Chapter 6); 3) A special focus on the activities of the Living Labs. 

Social sharing, disseminating projects’ results and creating content will help build a strong brand 

awareness and position by including, for example, design, tone of voice, audiovisual media. Building 

a community means involving people from all over the world interested in I-CHANGE topics and, 

locally, in the Living Labs and stimulating conversations. Plus, a lot of consortium’s partners are 
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currently already using social media channels to share and create content. This will help to build 

networks and interest.  

The project builds and actively maintains its presence on social media channels, currently with a 

focus on LinkedIn and Twitter, the first one since it has proven to be the most effective tool to engage 

the scientific community and professionals in the sector and the later as they are proven to be the 

most effective tools when engaging our defined communication and dissemination target groups: 

stakeholders, local administrative actors from public authorities and sectoral agencies and citizens. 

While some content can be used for both Twitter and LinkedIn, the two platforms have different 

audiences. These differences lead to some adjustments in wording, graphics and type of news in 

the communication.  

I-CHANGE Twitter account  

Twitter will be the main channel for interaction with researchers, citizens, general public and 

decision-makers. The I-CHANGE Twitter account @ICHANGE_EU is used for disseminating 

project’s news, activities, results and resources as well as for engaging stakeholders and inspiring 

conversations relevant to the project. It is also the main channel for interaction with the citizens and 

researchers involved in the Living Labs. I-CHANGE topics can be - and were in the past - trending 

topics: a useful way to create conversations around them. Our social activity will develop two main 

type of content: one generic and global, about I-CHANGE topics, and one specific and local, based 

on Living Labs activities. Thanks to that, we will engage citizens, researchers and stakeholders 

interested in the Living Labs activities locally. 

Tone of voice 

Twitter is used by various target groups, from the general public to researchers, scientists, 

stakeholders, politicians and local as well as European institutions. Users tend to use Twitter for 

sharing their content, being informed but also to express opinions. This means that the tone of voice 

will have to be clear, informative, not polarising and scientific when necessary. Even though 

researchers and insiders are a strong community on Twitter, our tone of voice avoids long, 

complicated sentences and too technical terms. Emojis can be used to make reading easier (see 

Figure 5 as example).  

Inclusivity and accessibility are crucial: we promote inclusive language and will adopt subtitles for 

video formats and alternative texts for visual media. 

 

Figure 5: Example of I-CHANGE Twitter post 
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I-CHANGE LinkedIn account  

LinkedIn is a more business-oriented channel: it serves the purpose of presentation and networking, 

increasing the visibility among decision-makers, other scientific projects as well as European 

organisations. 

The tone of voice on the I-CHANGE LinkedIn account (www.linkedin.com/company/ichange-eu/) 

(see Figure 6) will be polite, informative and more business-like. Inclusivity and accessibility are 

crucial: we promote inclusive language and will adopt subtitles for video formats and alternative texts 

for visual media. 

 

Figure 6: Overview of I-CHANGE LinkedIn account 

 

Hashtags and accounts to be used for social media communication 

We analysed the most popular Twitter hashtags for climate data-driven innovation, decarbonisation, 

etc., as well as the European Commission to follow and engage with. 

     The following hashtags should be used for social media communication 

#ICHANGE #WeChange #Environment #Sustainability #Decarbonisation #Decarbonization 

#ZeroEmissions #CarbonZero #NetZero #GlobalWarming 

#CitizenScience, #Transformation, #knowledge2action, #BeyondGrowth #LocalAction 

#RaceToZero #ClimateAction 

#CarbonFootprint, #EnvironmentalFootprint, #PlanetaryHealth  

#SDG 

#ClimateChange, #hazard, #flooding, #landslides, #AirPollution, #Emissions, #ClimateCrisis  

#earlywarningsystem, #risk, #riskprevention 

#HorizonEU, #EUGreenDeal, #EUfunded, #EUresearch, #ResearchImpactEU, 

#EuropeanCommission 

These might be used together with other hashtags, e.g. of your organisation or a specific research 

area, target group, etc. 
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The list is not exhaustive and other important hashtags might be added in a next version of the 

strategy. 

     Note: Hashtags have to be in upper and lower case to make sure that reading programmes 

for blind people can detect them. 

Twitter and LinkedIn accounts of important institutions that we identified as multipliers can be found 

in Annex 3. 

News creation for social media and project website 

I-CHANGE partners are actively contributing to the dissemination activities on social media and the 

project website through a “weekly rotation system” of partners. Project partners are producing stories 

on their activities and achievements in the project, using different media formats and targeting 

communities working in the areas, in particular for the Living Lab level. It ensures new and diversified 

content every week. News and tweets by partners and (in the future) pilots are elaborated by the 

dissemination lead for I-CHANGE accounts and scheduled. 

9.2.3 Videos and other multimedia content 

 

Most relevant target audiences: 

at general project level: citizens engaged in local climate change activities; interested parties in 

Living Lab concept and in citizen science; scientists and academic community; schools; public 

authorities and sectoral organisations; businesses, citizen science networks, city networks, related 

projects, national and European institutions, science journalists, climate activists, civil society 

organisations, NGOs; general public 

at Living Lab level: participants and interested parties in local Living Lab activities, local 

journalists; general public; climate activists; NGOs and other civil society organisations; public 

authorities and sectoral organisations 

 

I-CHANGE foresees a series of events, tools and training initiatives to further keep the audiences 

involved, up-to-date on the project activities, transmission of project achievements. 

Videos are an essential component of I-CHANGE communication. They are designed to be used 

efficiently in multiple channels and for multiple purposes throughout the course of the project. The 

audio-visual products should motivate, inform, be used for educational purposes, but also promote 

the dissemination and exploitation of the results. The videos are intended to support social media 

communication, but also to be used in a targeted manner in the Living Labs and the Climate Action 

Schools. And of course, they will also support the presentation at events and conferences. A key 

challenge almost in the beginning is that the Living Labs differ not only in terms of content, but also 

in terms of their status quo. While some of the Living Labs can already build on tried and tested 

structures, and materials such as film footage, photos and the like already exist, other Living Labs 

are still in the early stages of development. Especially at the beginning, the audio-visual products 

have to walk the tightrope of being general enough to be equally meaningful for the whole project 

and all Living Labs, but on the other hand, they have to outline the project and its themes and goals 

precisely. We meet this challenge on a visual level by first working with animation and motion 

graphics and then increasingly using real film footage as the project progresses. This approach is 

also productive in that we develop an audio-visual imagery based on the branding, which can also 
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be used for the other audio-visual products such as documentaries or interviews, for example when 

it comes to the design of titles, belly bands, graphic inserts and so on. The following audio-visual 

products are planned: A project video (M8), five short animated videos (starting M12), 10 quick fire 

interviews (until M24), 5 infographics (M24) and a documentary of the living labs (M 36). 

Project video 

The purpose of this video is to explain the project, and particularly the planned activities in the Living 

Labs. As described above, the conceptual challenge is to make a project-specific statement that 

applies equally to all Living Lab. It will be produced at an early stage of the project. It can be used to 

familiarise the audience with the essential project information at the Living Labs, at conferences or 

other occasions and on the website. In addition, basic terminology must be explained in a generally 

understandable way and the different project objectives and their links to each other must be 

explained. Since the film will be prominently placed on the website and must be valid for the entire 

course of the project, an appropriate level of detail must be considered. For social media, the length 

of 5 minutes is already ambitious. We will try to communicate the essential content in as little time 

as possible. The content will be determined in close consultation with the project coordinator. For 

the implementation, we have decided on a purely graphic implementation, as explained above.  

Five short animated videos 

These 5 short animated videos with a length of 2 minutes each will be produced to present 

knowledge about the relation between collective behaviours and climate related topics like extreme 

events, energy consumption, waste management, sustainable transport and water cycles. They will 

be integrated in the Climate Action Training Schools and the Massive Open Online Course (MOOC) 

(see Chapters 9.6 and 9.7), but will also be widely used in social media and may be integrated in the 

serious game if suitable but also to accompany exploitable results. The videos will be based on the 

visual language which had been developed for the project video. While on the one hand to 

communicate knowledge is the main aim, on the other hand the videos will also be entertaining. The 

animations will be designed regarding length and content to be attractive to share them. They will 

have subtitles to support their fitness for Social Media. With them we aim to booster and support the 

dissemination of the social media channels. 

10 quick fire interviews 

10 quick fire-interviews (2-5 Min.) with project partners and participants of the different Living Labs 

will be produced to show their experience and motivation on the topic and the local activities will be 

developed. Since these will be produced until month 24 of the project there will be valuable progress 

and stories to tell. We want to place these interviewees as role models for future living labs but also 

to already raise attention to upcoming project results. The quick fire interviews will mainly be 

distributed via social media. Since we had already produced different graphical content, these 

quickfire interviews will be packed in an attractive and visually appealing surrounding which will boost 

the production value and with these the attractiveness for the social media audience. These 

interviews will partly be targeted at replicators of the project results and methods.  

Documentary of the Living Labs  

This documentary will include footage from three out of the eight I-CHANGE Living Lab (because it 

does not make sense to cover all in terms of dramatic composition nor the allocated resources allow 

for including all Living Labs) and will show the process, how citizens can be guided to explore 

scientific methods and techniques. This documentary aims to motivate, inspire and support future 

Living Lab and can be used for exploitation of the results. This documentary is not intended to be a 
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simple reportage, but an entertaining work of art that incorporates set pieces from previous 

productions. Sequences from the interviews, the animations and the project video will be integrated. 

The film should be entertaining, positive and inspiring in order to motivate further use of the project 

results. Of course, the film will also be available on the internet, but it should also be shown on 

occasions where the aim is to generate enthusiasm for the project and its results. 

Infographics 

It is always a challenge to compare the benefits of individual behavioural changes and their impact 

on large contexts such as climate change. The effort for the individual and the benefit for the 

community seem to be out of proportion. It is equally obvious that behavioural changes of many have 

a great impact. Five infographics aim to make these connections clear, but also to show relations 

clearly or to highlight which actions should be listed in a hierarchy of effects. Visually, the infographics 

follow the branding of the project. Due to the simplicity and clarity of the content presented, they can 

be used for social media as well as in Climate Action Schools. Or they can be integrated into 

corresponding lectures and project presentations. 

 

9.2.4 Newsletters 

 

Most relevant target audiences:  

at general project level: scientists and academic community; citizen science and Living Lab 

networks, related projects, European institutions 

Newsletters are an important tool to contact stakeholders directly and inform them about project 

achievements and events on a regular basis. I-CHANGE uses this tool in the following ways: 

A project newsletter will be published every half year, starting at M9 or M12, providing a summary 

on activities and results achieved in that period. It is mainly aimed to keep the community built around 

the project informed. 

In addition, some of the I-CHANGE partners have established institutional newsletters with a large 

number of subscribers so they will publish selected project news through these, e.g. on call for 

interest to participate in co-design or testing activity, on published papers, upcoming events, the 

launch of tools, etc. In addition, we plan to write articles for established newsletters for reaching out 

to target audiences, e.g. the ECSA newsletter.  

Other possibilities might emerge, e.g. if a newsletter of the Green Deal Projects Support Office will 

be established, we will publish project news also through this. 

 

9.3 Communication material 
 

Most relevant target audiences:  

at general project level: citizens engaged in local climate change activities; public authorities and 

sectoral organisations; national and European institutions 

at Living Lab level: participants and interested parties in local Living Lab activities; public 

authorities and sectoral organisations; local journalists; civil society organisations  
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Printed material is an important promotional instrument when participating in face-to-face events. I-

CHANGE will realise a leaflet aimed at providing general information on the project, including the 

overall approach, its innovative aspects and expected impacts. Further material, as e.g. banners, 

roll-ups or posters will be produced when identified as necessary for specific events. The material 

will be available in digital form and printed on demand.  

On Living Lab level, it will be decided in the local communication plans which kind of materials are 

useful and needed. Support for local dissemination materials will be provided, e.g. on the structure 

for a leaflet or flyer, or a general lay-out, the design of a postcard, or stickers, etc. 

However, in order to limit the environmental footprint of the project, the necessity of printed materials 

will be carefully evaluated before realising them. 

 

9.4 Press and media work and communication campaigns 
 

Most relevant target audiences:  

at general project level: science journalists and media; climate activists; civil society 

organisations and NGOs; general public 

at Living Lab level: participants and interested parties in local Living Lab activities, local 

journalists; general public; climate activists; NGOs and other civil society organisations; public 

authorities and sectoral organisations 

Many of the I-CHANGE partners are well known organisations with an impressive reach to classical 

media, often with their own press offices. This asset will be used in particular in regard to the I-

CHANGE press and media work.  

On general project level I-CHANGE will develop press releases at key moments in the project, as 

e.g. organisation of workshops/events, publication of scientific papers, project activities in three 

participating public administrations (prepared by them in their local language), release of a tool and 

others. They will then be sent to the single partners press offices, asking for publishing them or 

distributing them to their press contacts. Press releases will be written in a way that they can be 

easily personalised in regard to single partner’s needs, e.g. by adding a quote from the 

representative of the partner, the possibility to add the institution's logo, translating it, etc. in order to 

increase their impact. 

On Living Lab level, the integration of partners press offices is even more important, as they have 

established contacts to the local media. In addition, also e.g. public stakeholders closely involved in 

the Living Lab activities shall be asked to promote the local activities through local media. Key 

moments for local press activities are e.g. results of the stakeholder workshop, demonstration 

activities of the Living Lab, motivating citizens to participate in citizen science, presentation of results, 

etc.  
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9.5 European Commission dissemination tools and link to Green Deal 

Projects Support Office 
 

Most relevant target audiences:  

at general project level: interested parties in Living Lab concept and in citizen science; scientists 

and academic community; public authorities and sectoral organisations; businesses, citizen 

science and Living Lab networks, city networks, related projects, national and European 

institutions 

The European Commission offers several tools in order to disseminate information about a public 

event or an important result. First of all, the project officer will be informed and some tools might be 

available through his intervention. Then several freely accessible tools are at disposal and will be 

chosen for dissemination, e.g., the Horizon Magazine, Cordis Wire, etc. 

I-CHANGE will collaborate with the Coordination and Support Action (CSA) Green Deal Projects 

Support Office. At the time of writing of this document the project is not aware of specifically planned 

activities. However, if the occasion occurs, I-CHANGE will disseminate news and results through 

structure. 

 

9.6 Climate Action Training Schools 
 

Most relevant target audiences:  

at general project level: citizens engaged in local climate change activities; interested parties in 

Living Lab concept and in citizen science; schools and other educational institutions; citizen 

science networks, climate activists, civil society organisations, NGOs 

at Living Lab level: participants and interested parties in local Living Lab activities, local 

journalists; schools and educational institutions; climate activists; NGOs and other civil society 

organisations; public authorities and sectoral organisations 

Each Living Lab (Living Lab) will organise Climate Action Training Schools during Year 2 and 3 of 

the project. The Climate Action Training Schools will comprise three days of open public sessions 

with subject experts delivering lectures, workshops and citizen science activities based on the 

knowledge and findings of I-CHANGE.  

To plan the Climate Action Training Schools, we have developed a flow chart (see Figure 7 below), 

which identifies major and smaller components of the Climate Action Training Schools that need to 

be addressed and developed within each Living Lab area. We started with five major components, 

(1) Target Audiences, (2) Training Approaches, (3) Content Development, (4) Instructors, (5) 

Benefits/Awards, and then split these into smaller components. The flow chart also allows us to 

cross-reference components originating from different major components.  

Target Audience 

The Target Audiences for the Climate Actions Training Schools are the local communities in the 

Living Lab area. The primary focus will be on adults; however, depending on the Living Lab some 

activities could also be developed for children and teenagers, for example in the context of public 

festivals or events (see Training Approaches). An important step when considering the target 
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audience is to define learning outcomes. A clear list of objectives/learning outcomes is necessary to 

create the materials that will be used in the Training Schools. 

Training Approaches 

We envisage that a combination of four training approaches will be used in the Climate Actions 

Training Schools: lectures, workshops, citizen science activities, festivals/events. Lectures are 

usually in a presentation only format, although some interactive components can be added. They 

can be provided face to face, online or in a blended format. Workshops are interactive events, where 

participants engage in and contribute to activities. Workshops are best taught in a face to face format, 

but blended or online formats are possible. Citizen science activities are also interactive. In contrast 

to workshops, they are field based rather than classroom based. Citizen science activities involve 

tasks related to data collection for the Living Lab, and they are usually done individually or in small 

groups. Another potential training approach are festivals and events. Living Lab could host a stand 

that provides information and some technology demonstrations to people attending the event. For 

example, University College Dublin has an annual festival that showcases the university and its 

research activities to the public. Festivals and events are particularly attractive to engage children 

and teenagers.  

Content Development 

The content/materials developed for the Climate Actions Training Schools will be Living Lab specific 

as every Living Lab has a different focus. However, they will use common formats such as 

presentations, videos, quizzes, online notebooks/data analysis tools, and some hands-on practical 

activities. As the target audience is the local community of each Living Lab the materials and content 

have to be developed in the local language. It may be possible to share some materials between 

Living Labs, if appropriate translations are available.  

Instructors 

A number of different instructors can be used for the Climate Action Training Schools. The most 

obvious choice are staff working on the Living Lab, as they will be most familiar with the findings. 

However, it is also possible to involve other consortium partners or active stakeholders from the 

Living Labs as instructors. Depending on the setting of the Living Lab academics from local, national 

or even international institutes could provide lectures. Furthermore, industry, such as the companies 

providing the technology for the Living Labs could be invited to hold hands-on workshops. As with 

the content development it is important that the instructors speak the local language of the Living 

Lab to ensure effective communication during the Training Schools. 

Benefits/Awards 

When developing the Climate Action Training Schools it is important to consider what benefits or 

awards will incentivise citizens to attend the training. One form of rewarding citizens for participating 

in the Climate Action Training Schools is by providing credentials. This can be in the form of a digital 

or printed certificate for completing the course. Another option could be to offer micro-credentials, 

i.e. credentials for individual parts of the training school, that stack up to a certificate at the end. For 

the festivals and events information leaflets and booklets can be provided, in addition to other 

“freebies”, e.g. branded pens. 



D5.1 Communication and Dissemination Strategy 

 
 

32 

 

Figure 7: Components of the I-CHANGE Climate Action Training Schools (status: April 2022) 

 

 

9.7 I-CHANGE Massive Open Online Course (MOOC) 
 

Most relevant target audiences:  

at general project level: citizens engaged in local climate change activities; interested parties in 

Living Lab concept and in citizen science; schools; public authorities and sectoral organisations; 

professionals working in climate change related fields; citizen science and Living Lab networks, 

city networks, related projects, science journalists, climate activists, civil society organisations, 

NGOs; general public 

at Living Lab level: citizens; participants and interested parties in local Living Lab activities, local 

journalists; climate activists; NGOs and other civil society organisations; public authorities and 

sectoral organisations; general public 

Free online training courses will be developed based on the knowledge and findings from the Living 

Labs. The MOOC will be based on the training materials developed for the Climate Actions Training 

Schools. Therefore, they will be created after the Climate Action Training Schools (Year 3 onwards). 

We have used the same template to develop a flow chart for the MOOC (see Figure 8 below).  

The major components of the MOOC are the same as in the Climate Action Training Schools, except 

that the instructor’s component has been replaced with the MOOC platform.  

Target Audiences 

For the MOOC the target audiences are citizens and communities, but also professionals working in 

climate change related fields. Just as in the Climate Actions Training Schools an important step will 



D5.1 Communication and Dissemination Strategy 

 
 

33 

be to define learning outcomes. The learning outcomes will determine the materials that need to be 

developed during the content development.  

Training Approaches 

By definition MOOCs take place online; therefore, materials and assessments need to be in an online 

format. Materials and assessments can be provided live or pre-recorded. In the live format, this would 

entail webinars and assessments supervised via video links. In the pre-recorded format, this would 

include self-study modules with automated assessments. It is also possible to initially use live 

webinars, to record them and to then provide them as part of self-study modules.  

Content Development 

MOOCs consist of three types of content: lessons, activities and tests. Lessons can be provided in 

several forms, as videos (live webinar or pre-recorded), as audio clips or podcasts, and in written 

form. Depending on the material to be taught, a combination of all three is often useful to allow for 

different learning styles. For the video and audio clips it will be important to provide subtitles, to 

ensure accessibility. We expect that the MOOCs will initially be developed in English; however, 

subtitles will provide an opportunity to translate the materials into other languages. Activities are 

interactive work done by the participant to learn or apply a new skill. For the I-CHANGE living labs 

this could be in the form of data analysis tasks or to analyse different scenarios. For example, the 

effect of nature-based solutions could be explored with digital tools, such as modified versions of 

Minecraft. Finally, the MOOCs will contain tests for the assessment. This could be in the form of 

short multiple choice tests at the end of each module, and a longer test at the end of the MOOC. 

During the content development, it needs to be considered if support staff or a helpdesk will be 

required, to accomplish the MOOC. 

Awards 

Just as in the Climate Action Training Schools it is important to consider the awards that participants 

will receive for completing part of or the whole MOOC. As the MOOC is completely online, the reward 

will be a digital certificate. This could be made up of several micro-credentials, i.e. participants 

receive badges for completing modules, which stack up to a digital certificate at the end. 

Alternatively, the certificate could be based solely on a final test.  

MOOC platforms 

We are currently investigating platforms for the MOOC. One option is to host the MOOC on a platform 

provided by one of the consortium partners. Another option is to host it on a commercial platform, 

such as FutureLearn, or on an open access platform, such as Google Open Online Education. 
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Figure 8: Components of the I-CHANGE MOOC (status: April 2022) 

 

 

9.8 Serious game 
 

Most relevant target audiences: 

at general project level: citizens engaged in local climate change activities; interested parties in 

Living Lab concept and in citizen science; schools and other educational institutions; climate 

activists, civil society organisations, NGOs; general public 

at Living Lab level: participants and interested parties in local Living Lab activities; general public; 

climate activists; NGOs and other civil society organisations; public authorities and sectoral 

organisations 

 

The serious game will be designed and developed to support educational activities of the project to 

foster an awareness of people’s own carbon and environmental footprint and possible lifestyle 

changes. The role-playing game will be developed between M12 and M36. A prototype version will 

be made available around M24. This first version will be presented and played during I-CHANGE 

workshops and other engagement activities such as trainings, the climate action schools, and 

conferences; thus, throughout the development, the game will be co-developed and tested with the 

Living Labs, external stakeholders, and participants of I-CHANGE activities. A constant testing and 

feedback loop will ensure the usability and success of the game for different target groups. By M36 
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the game will be finalised and can be further disseminated and exploited. The final product will be 

wrapped in a game-pack including instructions on the game and guidance for facilitators of the game. 

The whole game pack will be made available on the I-CHANGE dashboard and published in the 

Deliverable 5.6. A more detailed description on the co-design of the game, target audience, and 

dissemination strategy will be defined in M12 and reported in the update of this strategy.  

 

9.9 Scientific dissemination  

I-CHANGE will provide relevant research results on lifestyle changes to sustainable patterns and 

individual risk reduction in case of hydro-meteorological extreme events. 

These results will help to advance current scientific knowledge in the fields of sustainable transition, 

climate and atmospheric sciences, sociology, sustainability communication, citizen engagement and 

citizen science, behavioural change and economics.  

Based on the scientific results we see the following activities to bring them into the scientific 

community and debate:  

• Peer-reviewed articles and other scientific publications and special issue in a peer-

reviewed journal; 

• Shape the evolving debate internationally around lifestyle changes to sustainable 

patterns and individual risk reduction in case of hydro-meteorological extreme events by 

presentations at major national and international conferences; 

• Using social networks and platforms (e.g. Twitter, LinkedIn, ResearchGate, Git, ORCID, 

etc.) for reaching out to relevant other scientists and research network 

• Promoting the online dashboard as tool for experienced end users, and provision of the 

collected data and results in existing databases at EU level (D4.6); 

• Organising a final scientific exchange conference between high-profile scholars from the 

fields of climate and atmospheric science, sociology, citizen engagement, and 

economics, and the I-CHANGE team for presenting the final products of the project, in 

collaboration with other related projects; 

• Linking I-CHANGE research with topic-related other research projects and established 

networks through joint activities. 

 

9.9.1 Scientific publications 

 

Most relevant target audiences: Scientists and academic community; Related projects, 

European institutions (e.g. DG Research) 

 

I-CHANGE will present its results to a minimum of 10 conference and journal publications covering 

fields ranging from environmental science, to climate science as well as social and economic 

sciences. Concerning the peer-reviewed publications, Table 3 shows the preliminary targeted and 

short-listed journals. 
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Table 3: Target journals for I-CHANGE scientific publications 

Journal Description Research fields 

Atmosphere 

(https://www.mdpi.com/journal/

atmosphere)  

Atmosphere is an open access, 

international, interdisciplinary 

scholarly journal focused on all 

areas of scientific research related 

to atmosphere. Atmosphere 

publishes original research papers, 

reviews, communications and 

short notes. Its Special Issues are 

devoted to highlighting cutting-

edge research topics. 

aerosols, air quality, air quality and 

human health, air pollution control, 

atmospheric techniques, 

instruments, and modeling, 

biometeorology, 

biosphere/hydrosphere/land–

atamosphere interactions, 

climatology, meteorology, 

planetary atmospheres, upper 

atmosphere 

Bulletin of the American 

Meteorological Society 

(https://journals.ametsoc.org/vi

ew/journals/bams/bams-

overview.xml)  

The Bulletin is the flagship 

magazine of American 

Meteorological Society (AMS) and 

publishes articles of interest and 

significance for the weather, water, 

and climate community as well as 

news, editorials, and reviews for 

AMS members. 

aerosols, air quality, air quality and 

human health, air pollution control, 

atmospheric techniques, 

instruments, and modeling, 

biometeorology, 

biosphere/hydrosphere/land–

atamosphere interactions, 

climatology, meteorology, 

planetary atmospheres, upper 

atmosphere 

Climate Risk Management 

(https://www.journals.elsevier.c

om/climate-risk-management)  

The journal publishes original 

scientific contributions, state-of-

the-art reviews and reports of 

practical experience on the use of 

knowledge and information 

regarding the consequences of 

climate variability and climate 

change in decision and policy 

making on climate change 

responses from the near- to long-

term. 

The application of seasonal 

forecasting and regional climate 

change projections in the 

assessment of climate change 

vulnerability and risk, capacity 

building, infrastructure design, 

management and systematic 

reduction of climate-induced 

hazards and disasters, protection 

of lives, livelihoods and property, 

mitigation of environmental 

damage, sustainable resource use 

and production, impacts, 

vulnerability and adaptation at 

individual, community and 

institutional levels 

Climate Resilience and 

Sustainability 

(https://www.rmets.org/publicati

on/climate-resilience-and-

sustainability)  

An interdisciplinary open access 

journal studying the broad subject 

of understanding the implications 

of climate change for a sustainable 

environment and society. The 

journal will actively encourage 

submissions from researchers 

looking for ways to attain the 

sustainable development goals in 

the light of climate change. 

Topics at the intersection between 

climate science, impacts, 

adaptation and mitigation  

https://www.mdpi.com/journal/atmosphere
https://www.mdpi.com/journal/atmosphere
https://journals.ametsoc.org/view/journals/bams/bams-overview.xml
https://journals.ametsoc.org/view/journals/bams/bams-overview.xml
https://journals.ametsoc.org/view/journals/bams/bams-overview.xml
https://www.journals.elsevier.com/climate-risk-management
https://www.journals.elsevier.com/climate-risk-management
https://www.rmets.org/publication/climate-resilience-and-sustainability
https://www.rmets.org/publication/climate-resilience-and-sustainability
https://www.rmets.org/publication/climate-resilience-and-sustainability
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Geoscience Communication 

(https://www.geoscience-

communication.net/) 

Not-for-profit journal to help share 

knowledge and give more 

"traditional" recognition to science 

communication in the 

geosciences.  

Innovative geoscience curricula 

development, programmes of 

advanced training of teachers in 

the geosciences, theories of 

geoscience instruction and 

learning, interaction of 

geoscientists with non-

geoscientists, or the general public 

utilising blogs, YouTube, 

Facebook, Twitter 

Geoscience Data Journal 

(https://www.rmets.org/geoscie

nce-data-journal)  

The Geoscience Data Journal 

publishes short data papers on 

datasets available in approved 

data centres. A data paper gives 

details of a dataset's collection, 

processing, file formats etc., but 

does not go into detail of scientific 

analysis of those data. Data 

papers not only allow dataset 

developers to be acknowledged for 

their work, but enables future 

users to understand when, why 

and how the data were collected. 

Data analysis tools and 

geoscience data services, 

including data preparation 

techniques, visualisation 

methodologies, and dataset best 

practices with reference to 

meteorology, oceanography, 

atmospheric and ocean chemistry, 

cryosphere, biosphere and land 

surface science, and geology 

Journal of Hydrometeorology 

(https://journals.ametsoc.org/vi

ew/journals/hydr/hydr-

overview.xml)  

The journal publishes research on 

modeling, observing, and 

forecasting processes related to 

fluxes and storage of water and 

energy, including interactions with 

the boundary layer and lower 

atmosphere, and processes 

related to precipitation, radiation, 

and other meteorological inputs 

Hydro-meteorology, hydrology 

Natural Hazards and Earth 

System Sciences 

(https://natural-hazards-and-

earth-system-sciences.net/) 

A not-for-profit interdisciplinary and 

international journal dedicated to 

the public discussion and open-

access publication of high-quality 

studies and original research on 

natural hazards and their 

consequences.  

Natural hazards, monitoring and 

modeling, vulnerability and risk 

assessment, and the design and 

implementation of mitigation and 

adaptation strategies, including 

economical, societal, and 

educational aspects. 

Resources, Environment and 

Sustainability 

(https://www.journals.elsevier.c

om/resources-environment-

and-sustainability)  

A peer-reviewed transdisciplinary 

journal aiming at publishing high-

quality original research from a 

broad range of natural, social and 

engineering fields. The 

publications emphasise 

sustainable resource utilisation, 

associated environmental 

stresses, and potential solutions to 

Sustainable agriculture and food 

security, design for environment, 

sustainable production and cleaner 

production, circular economy and 

material cycling, life cycle 

assessment, sustainable 

development and sustainability, 

sustainable consumption 

https://www.geoscience-communication.net/
https://www.geoscience-communication.net/
https://www.rmets.org/geoscience-data-journal
https://www.rmets.org/geoscience-data-journal
https://journals.ametsoc.org/view/journals/hydr/hydr-overview.xml
https://journals.ametsoc.org/view/journals/hydr/hydr-overview.xml
https://journals.ametsoc.org/view/journals/hydr/hydr-overview.xml
https://natural-hazards-and-earth-system-sciences.net/
https://natural-hazards-and-earth-system-sciences.net/
https://www.journals.elsevier.com/resources-environment-and-sustainability
https://www.journals.elsevier.com/resources-environment-and-sustainability
https://www.journals.elsevier.com/resources-environment-and-sustainability


D5.1 Communication and Dissemination Strategy 

 
 

38 

achieve resource and 

environmental sustainability. 

Sensors 

(https://www.mdpi.com/journal/

sensors)  

SENSORS provides an advanced 

forum for the science and 

technology of sensor and its 

applications. SENSORS aims to 

encourage scientists to publish 

their experimental and theoretical 

results in as much detail as 

possible. The full experimental 

details must be provided so that 

the results can be reproduced. 

Physical sensors, chemical 

sensors, sensor networks, 

smart/intelligent sensors, sensor 

devices, sensor technology and 

application, machine/deep learning 

and artificial intelligence in sensing 

and imaging, wearable sensors, 

devices and electronics 

 

Weather and Climate Extremes 

(https://www.journals.elsevier.c

om/weather-and-climate-

extremes)  

Weather and Climate Extremes 

provides academics, decision 

makers, international development 

agencies, nongovernmental 

organisations and civil society with 

publications on different aspects of 

research in weather and climate 

extremes, monitoring and early 

warning systems, assessment of 

vulnerability and impacts, 

developing and implementing 

intervention policies, effective risk 

management and adaptation 

practices 

Quality and quantity of data and 

data analysis, frequency, intensity, 

spatial extent, duration, and timing 

of extreme events, observed and 

projected changes in weather and 

climate extremes, technological 

innovations and improved 

practices, reducing societal 

vulnerability to weather and 

climate extremes 

Weather, Climate and Society 

(https://journals.ametsoc.org/vi

ew/journals/wcas/wcas-

overview.xml)  

The journal publishes research 

and reviews that address 

economics, policy analysis, 

political science, history, 

communication, and institutional, 

social, health, and behavioural 

scholarship and research relating 

to weather and climate, including 

both climate variability and longer-

term climate change. 

Evidence-based analysis and 

substantive discussion of the 

interactions of weather and climate 

with society, taking an integrated 

approach, drawing on both the 

social and physical sciences 

 

I-CHANGE will also organise a special issue on one of the aforementioned peer reviewed journal 

aiming at: 

• Exploring to which extent direct and indirect weather-related observations from non-

conventional sources can be used for atmospheric related studies; 

• Assessing and demonstrating how data sourcing including data sources include 

smartphones, personal weather stations, cellular communication networks, and vehicles 

(such as bicycles and cars) can help stakeholders and citizens to gain a deeper 

understanding of climate change phenomena and co-create solutions and approaches to 

promote population carbon footprint mitigation and climate impacts adaptation. 

https://www.mdpi.com/journal/sensors
https://www.mdpi.com/journal/sensors
https://www.journals.elsevier.com/weather-and-climate-extremes
https://www.journals.elsevier.com/weather-and-climate-extremes
https://www.journals.elsevier.com/weather-and-climate-extremes
https://journals.ametsoc.org/view/journals/wcas/wcas-overview.xml
https://journals.ametsoc.org/view/journals/wcas/wcas-overview.xml
https://journals.ametsoc.org/view/journals/wcas/wcas-overview.xml
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9.9.2 Scientific events and final conference 

 

Most relevant target audiences: Scientists and academic community; Related projects, 

European institutions (e.g. DG Research) 

 

I-CHANGE aims to present its research results at conferences and community meetups, covering 

all fields and disciplines represented in the consortium and areas of impact for dissemination, 

communication and community building. I-CHANGE will benefit from the fact that members of the I-

CHANGE team, as recognised leaders in their respective fields, are regularly invited to give talks 

and keynotes in different events and conferences: this will create new opportunities to present the 

latest research from I-CHANGE to peers and other disciplines. I-CHANGE also plans to propose 

project-dedicated workshops and/or sessions at specific topic-related conferences. I-CHANGE aims 

at a minimum of 50 talks in scientific conferences in fields as diverse as environmental science, 

climate science, social and economic sciences. 

Hereafter there is a list of relevant conferences and events (together with the main target audience) 

where partners intend to present projects results or organise dialogue sessions or workshops: 

1. World Conference on Climate Change - Topics: Climate change; Global Warming and 

consequences - Target: Worldwide. 

2. International Conference on Climate Change, Mitigation and Adaptation Strategies - 

Topics: Climate change; Climate change mitigation; Environmental and economic benefits of 

climate change mitigation strategies; Reducing GHG and APs emissions. Target: Worldwide. 

3. FLOODrisk, European Conference on Flood Risk Management Science and practice 

for an uncertain future - Topics: Improved warning and disaster management; flood hazard 

development; adaptive flood risk management planning (annual). Target: Worldwide, Climate 

Adapt platform 

4. Climate Change and Water - Extreme events, water and environments - Topics: 

variability of the water cycle; adaptation to extreme events. Target: Worldwide, Climate Adapt 

platform 

5. European Citizen Science Association Conference - Topics: citizen science; citizen 

engagement; role of inclusivity and participatory research. Target: Worldwide. 

6. European Geosciences Union (EGU) General Assembly -Topics: Earth, planetary and 

space science research in Europe. Target: Worldwide. 

7. Copernicus User Forum - Topic: Demonstrating how the Copernicus data have been used 

and enhanced through the project. Target: Worldwide 

8. Plinius Conference on Mediterranean risks - Topic: Presenting the achievements on the 

I-CHANGE living labs in the Mediterranean area. Target: Worldwide.  

9. American Geophysical Union Conference - Topic: Earth, planetary and space science 

research in the USA. Target: Worldwide. 

10. International Conference on Natural Hazards, Global Warming and Climate Change - 

Topic: Global warming, natural hazards and climate change. Target: Worldwide. 
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I-CHANGE will also organise a final conference (most likely an own session or side event at a larger 

conference like the EGU General Assembly) for presenting the project achievements to the scientific 

community and to showcase all citizen and stakeholder activities and outcomes of the project. Yearly 

exchange and networking events with the other projects funded under this call are intended. 

A calendar and work plan for this task will be part of the second or third version of this strategy where 

we also will decide if all events will be face-to-face or if some will be implemented as a webinar or 

online workshop. 

Events database 

In order to identify other events where I-CHANGE partners are able to participate in, an events 

database was created in the common partners’ workspace. During regular project meetings it will be 

decided in which event to participate and which partner will represent the project. 

 

9.9.3 Dashboard and databases 

Most relevant target audiences:  

EIH: Scientists and academic community; Related projects, European institutions (e.g. DG 

Research) 

Dashboard: citizens engaged in local climate change activities; interested parties in Living Lab 

concept and in citizen science; schools; public authorities and sectoral organisations; businesses, 

citizen science networks, related projects, national and European institutions, science journalists, 

climate activists, civil society organisations, NGOs; general public 

The I-CHANGE Environmental Impact Hub (EIH) and the related Dashboard are one of the important 

expected tangible outputs of I-CHANGE. Therefore, their promotion and dissemination is an 

important pillar of the projects’ dissemination and exploitation. The EIH is the central hub of the data, 

tools, apps and information developed in the project, destined to the storage, quality check, 

harmonisation and processing of different types of collected data and will advance the state-of-the 

art and is therefore particularly relevant to be disseminated to respective scientific communities, 

through peer-reviewed publications and in particular through conferences. The Dashboard is the 

interface connecting the EIH to the citizens, who provide information through their devices and 

receive feedback through the apps and the interfaces co-designed and co-developed in the multi-

disciplinary and participatory approach as part of WP4. Communication on the dashboard will be 

included in the general communication activities to citizens, both on Living Lab as well on general 

project level (e.g. covered by the videos, integrated in the Climate Training Action Schools, the 

MOOC, etc).  

 

9.10 Networking and clustering  

Most relevant target audiences: Citizen science and Living Lab networks; Related projects, 

European institutions; academic community 
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I-CHANGE aims to establish a communication channel with the scientific community and related-

topic ongoing projects to expand the project brand and to enrich the quality of the activities 

throughout the project and the effectiveness of the results dissemination. The aim of the networking 

with other, related projects is to share information on activities, evaluation data and research and 

innovation content arising from the Living Labs, but also common dissemination activities, in 

particular learnings on the involvement of citizens in environmental monitoring and observing 

activities. By involving different stakeholders in this network, I-CHANGE will further promote the 

initiatives and results of the project, easing the transformation of the project achievements in impact 

strategies through the development of policies and guidelines. In addition, I-CHANGE will participate 

in networking activities for the funded projects in the area of the European Green Deal and in 

particular of the call LC-GD-10-3-2020 “Enabling citizens to act on climate change, for sustainable 

development and environmental protection through education, citizen science, observation 

initiatives, and civic engagement” to share activities and results and to identify common outreach 

activities in order to maximise the impact of all projects, e.g. publishing joint publications or joint 

policy briefs, conducting outreach sessions and events relevant for defined target groups or a 

common final conference. Along these lines, I-CHANGE participated in February 2022 to the “Green 

Deal education and environmental monitoring projects clustering workshop” promoted by the 

European Commission and is participating in collaborative thematic working groups that were 

established during this event, in particular on Communication and Dissemination, carbon footprint 

calculator, citizen engagement strategies. In addition it is leading the working group on “Better 

monitoring and observing of the environment“, aiming at sharing with other EU projects some 

sensors of the I-CHANGE portfolio. The areas of synergies are described in the following Table 4. 

Table 4: Synergies of I-CHANGE related projects in regard to I-CHANGE sensors  

Potential 

synergies 

/cooperation 

Low-cost air quality sensors 

Contact persons UNIBO / Professor Silvana Di Sabatino, Email: silvana.disabatino@unibo.it 

UNIBO / Prof. Erika Brattich, Email: erika.brattich@unibo.it 

Description The Smart Citizen Kit is a set of low-cost, portable and easy-to-use modular 

hardware components providing measurements of environmental variables such as: 

CO2, gaseous pollutants, concentration of particulate matter (PM1, PM2.5, PM10), 

noise level, ambient light and meteorological variables (air temperature, air relative 

humidity, barometric pressure). These sensors can be easily utilised by citizen 

scientists in dedicated campaigns to simultaneously monitor concentrations of CO2, 

gaseous and particulate air pollutants and air temperature, providing a concrete tool 

to observe variations in carbon emissions and human impacts from the proposed 

behavioural/structural change solutions. 

Type(s) of 

cooperation 

1. Provision of sample sensors to other projects to establish cooperation 

2. Sensors as a tool to increase citizen awareness about climate change in different 

projects 

3. Enable behavioural change about environmental footprint 

4. Joint attendance to conferences, congresses and workshops 

Short Description 

of activities 

i. Periodical course to train cluster members. Use feedback to generate courses for 

citizens of different backgrounds. 

ii. Intercomparison with other air quality sensors from other projects and initiatives 

https://cordis.europa.eu/programme/id/H2020_LC-GD-10-3-2020
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iii. Organization of technical workshops and attendance to technical congress and 

conferences 

 

Potential 

synergies 

/cooperation 

Meteotracker 

Contact persons CIMA/ Dr. Antonio Parodi, Email: antonio.parodi@cimafoundation.org  

Description MeteoTracker is a system for agile and accurate weather data measurements on 

the move, targeting the professional and amateur (Citizen Science) sectors. 

MeteoTracker consists of a mini-weather station specifically designed and patented 

for measurements on the move, equipped with a system (RECS, Radiation Error 

Correction System) that allows very high measurement speed (a must-have feature 

for valid on the move measurements, where the temperature and humidity spatial 

variation ratio can peak up to 15° C over 200 m distance) and high accuracy even 

under strong solar exposure at very low speed. The mini-station is “instantly” 

installed on the vehicle rooftop thanks to its magnetic base and on bikes and other 

2-wheels vehicles by means of a specific accessory (“bike holder”). 

Type(s) of 

cooperation 

1. Provision of sample sensors to other projects to establish cooperation 

2. Sensors as a tool to increase citizen awareness about climate change in different 

projects 

3. Joint attendance to conferences, congresses and workshops 

Short Description 

of activities 

i. Periodical course to train cluster members. 

ii. Intercomparison with other static meteorological sensors from other projects and 

initiatives 

iii. Organization of technical workshops and attendance to technical congress and 

conferences 

 

Potential 

synergies 

/cooperation 

Mobile survey forms 

Contact persons CIMA/ Dr. Antonio Parodi, Email: antonio.parodi@cimafoundation.org  

CNR/ Dr. Ivan Marchesini, Email: ivan.marchesini@irpi.cnr.it 

Description Several digital survey forms for mobile data collection are designed to collect 

information regarding (i) the carbon and environmental footprint based on individual 

behaviours and (ii) transport habits and activity-travel diaries; (iii) to assess the 

perception of natural hazards and climate change (iv) identify the areas exposed 

elements to geo-hydrological. The survey-forms have to meet 

fundamental features: (i) to be easy to use and (ii) to be extremely detailed in the 

informative contents using specific and valuable indicators. They will be the base for 

a self-assessment to move toward a more sustainable lifestyle and reduce risk 

exposure. 

Type(s) of 

cooperation 

1. Joint formulation of mobile survey forms 

2. Joint attendance to conferences, congresses and workshops to present results 
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Short Description 

of activities 

i. Intercomparison of the survey results over common environmental issues 

ii. Organisation of technical workshops and attendance to technical congress and 

conferences 

 

The related projects are listed among the initial I-CHANGE community mapping in Annex 3. 

 

9.11 Events for reaching non-scientific audiences 

Most relevant target audiences: 

at general project level: citizens engaged in local climate change activities; interested parties in 

Living Lab concept and in citizen science; public authorities and sectoral organisations; 

businesses, citizen science and Living Lab networks, city networks, national and European 

institutions, civil society organisations, NGOs; general public 

at Living Lab level: participants and interested parties in local Living Lab activities, local 

journalists; general public; climate activists; NGOs and other civil society organisations; public 

authorities and sectoral organisations 

One important activity of our dissemination strategy is to present I-CHANGE through non-scientific 

conferences and to organise our own (side)-events. They serve to make the project, results and 

outputs known to the various target audiences throughout the whole project duration. 

Following is a list of relevant conferences and events (together with the main target audience) where 

partners intend to present projects results or organise dialogue sessions or workshops: 

1. Open Living Lab Days - Topics: Living Labs, citizen and community engagement - Target: 

Worldwide. 

2. EU Green Week - Topics: sustainability. Target: Worldwide. 

3. European Week of Regions and Cities - Topics: demonstration of implementation of 

European Union policy on local and regional level. Target: European. 

In addition to the above, specific events in regard to replication and uptake of results might be 

planned in the second phase of the project. A calendar of events will be part of the second or third 

version of the Dissemination and communication strategy where we also will decide if all events will 

be face-to-face or if some will be implemented as an online workshop. 

Events database 

As described for the scientific events an events database was created in the common partners’ 

workspace to identify relevant events. 
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10 Coordination and management of I-CHANGE community 

building, communication and dissemination  

10.1 The Team 

Dissemination and communication will be coordinated by the dissemination and communication 

(D&C) leading partner DEN. As all partners have an impressive experience on communication and 

dissemination as well strong networks through which the I-CHANGE outreach will be fostered, a 

Dissemination Team composed by a representative from CMF, CIMA, UCD, and KAJO (who have 

task or channel leading roles), was created. Other partners will join this group from time to time for 

regular updates, as all partners are involved in the activities. The team meets approximately once a 

month in order to momentarily discuss relevant strategies and activities, monitor achievements and 

discuss and decide adaptation of the communication and dissemination plans. 

Strategic meetings with the leaders on the Living Lab coordination (DBT) as well as the exploitation 

lead (KAJO) will be regularly organised and bilateral meetings with the Living Lab leads will regularly 

take place in order to discuss upcoming communication steps. 

D&C leader coordinates the communication and dissemination and implementation, is responsible 

for the visual identity, design and printing of material; design and produce e-newsletters; coordination 

with CSA for common materials; coordination of participation in events; tracking and monitoring 

coordination. 

The D&C lead will closely cooperate with the Data Manager and the project coordination team to 

guarantee that (i) sensitive contents (e.g. contents to be protected from exploitation, confidentiality, 

security and/or privacy reasons) are not improperly disclosed and (ii) sound strategies are put in 

place for reaching the key stakeholders (e.g., in particular citizens and Living Lab stakeholders). 

 

10.2 The stages for communication and dissemination and timeline 

Communication and dissemination activities (running active for the complete duration of the project) 

will be carried out in three main stages, supporting other project activities and following the general 

project work plan. Each of these has specific objectives and will therefore perform specific actions 

using appropriate channels and are described here. A detailed timeline on all communication and 

dissemination activities will be added to the calendar within the learning platform for the Living Labs, 

realised as part of WP2. This ensures that all project key dates are displayed in one calendar. 

Stage 1: Raise awareness and start to engage (M1-M14). In this phase the communication and 

dissemination strategy defines the tools and channels to be used for the project and identifies the 

time plan for activities in the first year. In addition, it elaborates on different strategies to engage with 

each of the identified target audiences. Stakeholders to be included in the I-CHANGE community 

(see Chapters 5 and 6) will be contacted in order to build, promote and develop a sustainable 

network, which will ensure the project dissemination all around Europe. In addition, communication 

plans for the eight I-CHANGE Living Labs will be developed in a co-design process with all Living 

Lab leaders. Communication activities at Living Lab level, in particular for engaging stakeholders 

and citizens, will take place. Some locally organised events will be integrated (if selected) into 

European initiatives, e.g. the European Green Week 2022. 
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The project branding is developed and dissemination tools and channels are set up (e.g., the project 

website, social media channels, etc.) and the project video released. First results and planned 

outputs will be promoted through them and through presentations at networking or scientific events. 

Interesting content on I-CHANGE topics will be generated for all target audiences through blog 

articles and posts that will hopefully attract interest from identified target audiences. All project 

partners commit to resonate through their corporate channels I-CHANGE communication messages 

aimed at society at large. 

Stage 2: Consolidate, engage and disseminate (M14-M28). This period coincides with the main 

phase of collaboration and co-design and citizen science activities of the Living Labs, as well as the 

release of the EIH and the Dashboard.  

On a general project level, interesting content on activities and results will be generated for all target 

audiences through the news creation that will continue. Dissemination activities will be oriented to 

attract attention and pave the way for the use and uptake of knowledge and results. These include 

presentation of first results through scientific papers, conferences or networking events. 

Collaboration with other projects will continue. Also the outreach to policy makers at European level 

(e.g. through participation at the European Week for Regions and Cities or other events), or to 

citizens through the participation in the European Green Week or other initiatives, will be 

strengthened.  

On Living Lab level, communication of activities and results, both to participating citizens and 

stakeholders as well as the general public, will be continued through locally chosen channels as well 

as local events. The Climate Action Training Schools and the serious game co-design and testing 

will also take place. The I-CHANGE partners involved in Living Lab activities are involved in all these 

activities.  

Stage 3: Boost and increase impact (M28-M42). During this stage the majority of exploitable 

results will be released, e.g. the results of work with the sensors, the analysis of the reduction of 

carbon footprint due to project activities, the behavioural change impact report, the MOOC, the final 

release of the serious game (including a printed game pack), best practices, the I-CHANGE manifest, 

policy briefs, etc. (see D6.1 for a comprehensive list of exploitable results). Therefore, 

communication and dissemination activities in this stage will be oriented to make these results known 

as widely as possible and to support planned exploitation activities in order to encourage replication 

and wide use, also after the end of the project. Activities will include the organisation of a final 

scientific event, a peer-reviewed publication, participation in policy outreach events, e.g. the 

European Week for Cities and Region, Resilient Cities, ECCA conference, but also in events for 

citizens, both on Living Lab as well as European level. Another focus will be coordination with other 

projects in the same field to plan possible common events or policy messages. A legacy version of 

the project website shall ensure a long lasting and easy access to project results and outputs for 

different target audiences. 

 

10.3 Dissemination impact assessment  

Two general management measures are applied to guarantee the achievement of communication, 

dissemination and exploitation goals: (1) periodic monitoring of Key Performance Indicators (KPIs), 

and (2) fine-tuning or adaptation of planned activities in the Communication and Dissemination 

Strategy in case the KPIs fall below expectations. The monitoring will take place on a six months 

basis, whereas the reporting of KPIs will be a regular section in the project periodic reports to the 
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European Commission. Table 5 shows the key performance indicators for dissemination, 

communication and exploitation of I-CHANGE results. 

Qualitative analysis on the performance of specific project dissemination activities will also be 

collected, e.g. through feedback forms at events. 

Table 5: I-CHANGE key performance indicators for dissemination, communication and exploitation 

Instrument Indicator Target Description 

Flyer, distributed 

online/offline 

Number of 

designs 

>300 by M24 

>1000 by M36 

Distribution at events, workshops, via the website, 

etc. 

Posters and roll-

up 

Number of 

designs, 

updated if 

needed 

2 
Presented at events and downloadable from the 

website 

Audio-video 

material 

Number of 

videos and 

views 

22 audio-visual 

products 

>500 online 

views per video 

Delivery of 1 project video (M6), 5 short animated 

videos (M12), 10 quick fire interviews (M12-24), 5 

infographics (M24) and a documentary of the 

Living Lab (M36) to support project and social 

media communication 

Project website 

Number of visits 

+ page visits 

1500 visitors, 

3000 pages 

views Web traffic statistics collected and documented 

Average visit 1 minute 

Social media 

Number of 

followers 

10000 in total by 

M36 

  

Active social media presence through weekly 

updates and engagement. DEN will appoint a 

social media manager group that will collaborate 

with the social media managers of the stakeholder 

cluster and our ambassadors 
Number of 

posts/tweets 

3000 by M36 

  

I-CHANGE 

Dashboard 

Number of visits 

+ page visits 

1500 visitors, 

3000 page 

views Web traffic statistics collected and documented 

Average visit 1 minute 

I-CHANGE final 

event 

Number of 

events 

organised 

1 

  I-CHANGE final event organised at the end of the 

project 
Number of 

participants 
150 

External events 
Number of 

events attended 
50 

Participation in non-project events presenting I-

CHANGE material, photos, social media, trip 

reports. News about the event attended will be on 

the project website 3 to 5 days after the event 

Media coverage 

Press release 20 
Paid and free articles in sectorial online and 

traditional magazines. Paid and free short news or 

promotional spaces (visual) 

Number of 

articles in 

magazines 

20 
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Editorials and 

clippings 
100 

Climate Actions 

Training Schools 

Number of 

attendees 

>50 per Living 

Lab 

3 days open public sessions within Year 2 and 3, 

with world-wide experts delivering lectures and 

workshops on the knowledge and operational 

findings of the project to the local communities, 

exploring the potential of education in climate 

actions 

Massive Open 

Online Courses 

(MOOCs) 

Number of 

participants 
>1000 

Free online courses structured on the training 

activities, lectures and workshops of I-CHANGE to 

make their contents accessible to many users 

outside the Living Labs 

Serious game 
Number of 

participants 
>500 

Development of a serious game to increase 

awareness and support educational activities 

fostering lifestyle changes to reduce the personal 

carbon and environmental footprint and to 

minimise the risks related with extreme events 

 

Tracking outreach activities 

In order to collect information on implemented communication and dissemination activities of all 

consortium partners, two data collection sheets were created in the consortium common workspace: 

• Track of talks, presentations, events of I-CHANGE, indicating number and type of 

participants reached; 

• I-CHANGE research papers in scientific journals (also the planned ones). 

Partners are asked regularly to update information in these documents. This helps to identify the 

numbers of the above shown dissemination KPIs. 

 

11 Conclusions 

The success of I-CHANGE depends also on the impacts of the communication and dissemination, 

based in turns on the capacity of the partners to engage a broad range of stakeholders and 

audiences through interesting and engaging activities. The communication and dissemination 

strategy with the definition of target groups and main channels aims to ensure this. In addition it aims 

at a smooth, aligned and effective communication and dissemination throughout the project, both at 

general project as well as on Living Lab level, in line with the general timeline. Some activities cannot 

be planned in detail at the current stage (e.g. topics of policy briefs or a detailed plan for the 

development of the serious games, or the events in which I-CHANGE aims at presenting activities 

and results) as they depend on external circumstances or on first project results. Therefore, the 

communication and dissemination strategy foresees a dynamic management throughout the project 

to better fit and satisfy the necessity of the audiences and the evolution of the project. Internal 

updates of this strategy are planned at the end of M18 and M42. These updates will also take into 

account the analysis of achievements through the KPI and respective necessary adaptations for the 

next phase of communication and dissemination activities. 
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13 Abbreviation List 
 

AMS American Meteorological Society 

CIMA Centro Internazionale in Monitoraggio Ambientale - Fondazione CIMA 

CINEA European Climate, Infrastructure and Environment Executive Agency 

CMF Climate Media Factory 

CNR Consiglio Nazionale Delle Ricerche 

CO2 Carbon dioxide 

CSA Coordination and Support Action 

D Deliverable 

D&C Dissemination and Communication 

DBT Danish Board of Technology 

DEN Design Entrepreneurship Institute 

DG Directorate-General 

DoA Description of Action 

EC European Commission 

ECCA European Climate Change Adaptation Conference 

ECSA European Citizen Science Association 

EEA European Environment Agency 

EGU European Geosciences Union 

EIH Environmental Impact Hub 

ENoLL European Network of Living Labs 

EU European Union 

H2020 Horizon 2020 

KAJO KAJO Services s.r.o. 

KPI Key Performance Indicators 

M Month (calculated from the beginning of the project in October 2021) 

MOOC Massive Open Online Course 

NGO non-governmental organisation 

ORCID Open Researcher and Contributor Identifier 
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PM Particulate Matter 

RECS Radiation Error Correction System 

SDG Sustainable Development Goal 

UCD University College Dublin 

UNIBO Università di Bologna 

USA United States of America 

WP Work package 
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Identity Handbook
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This document presents:
 The I-CHANGE logo and its use;
 Guidance on the fonts to be used;
 The EC�-0' .�!*-�+0�'$��/$*).��)��.+ ��ޔ$��++'$��/$*).�$)�/# �I-CHANGE project.

In order to ensure visibility of the I-CHANGE project activities and Deliverables, the project partners 
should use the I-CHANGE '*"*��.�!0-/# -�.+ ��#�.$#/�($�� ޔ$)��**&ѵ

The rules are binding for all publications, seminars, websites, press releases, and press articles that 
+�-/) -.�+-*�0� �$)�/# �!-�( 2*-&�*!�/# �+-*% �/ѵ

�' �. �)*/ ǻ�!*-�.�$ )/$͗���-/$�' .��)��+0�'$��/$*).Ǻ�.+ �$͗��-0' .�2$''�� �� ͗) ���4�/# �+-*% �/�
(�)�" ( )/��)���$.. ($)�/ ��/*��''�+�-/) -.ǹ
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The version of the I-CHANGE logo shown on this page is the “master logo”.
The colours to be used for the I-CHANGE logo are explained later in these guidelines.
In exceptional circumstances, as further detailed in +�" �ǘ, the alternative versions might be used. 
�# �'*"*�.#*0'��� ��$.+'�4 ��$)���2�4�/#�/�$.� �.$'4�1$.$�' ��)��2$/#�.0Ȃ$�$ )/�+-*($) )� ѵ

Logo

Logotype

Minimum size 20 mm

Ic
on

Brand logo
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In order to underline the meaning of the I-CHANGE '*"*�$/�$.�) � ..�-4�/*�' �1 ����'�)&�.+�� �
around. The “X” size is the minimum space that should be allowed around the brand logo.
The exact measures are shown in the graphic below. 
	*2 1 -Ѷ�$)�� -/�$)�.$/0�/$*).�' �1$)"���.+�� �($"#/�� ��$Ȃ$�0'/ѵ� 
In such circumstances you should use your creative judgement of the context and give the brand 
logo a maximum impact.

�-�)���)���'�)&�.+�� 

X

Logo structure
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��+�4�*Ȃ�#�.��  )�� 1 '*+ ��$)�*-� -�/*�#$"#'$"#/�/# �*1 -�''��$(�*!�/# �+-*% �/��)��� .�-$� �$/�$)���
! 2�2*-�.ѵ��# �+�4�*Ȃ�҂�$/$5 )���/$*).�*)��'$(�/ ��#�)" ��)���)1$-*)( )/“ is part of the brand 
and should be used together with the logo in the way presented below. We suggest to use the logo 
2$/#�/# �+�4�*Ȃ�$)��''�$(+*-/�)/�(�/ -$�'.ѵ

In case you wish to use the I-CHANGE '*"*�/*" /# -�2$/#�/# �+�4Ҋ*ȂѶ��'2�4.�(�$)/�$)��/�' �./�/# �
minimum amount of clear space around the I-CHANGE logo to preserve its integrity. The clear space 
isolates the signature from competing graphic elements such as copy, photography, and other 
graphic elements and gives the signature the prominence and impact it deserves.

Brand with pay off


4���۔�*"*Ҋ*Ȃ
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)� 3� +/$*)�'��$-�0(./�)� .����'��&�о�2#$/ �1 -.$*)�*!�/# �I-CHANGE logo can be used.
A special version was created for printing systems allowing gray scale only: both for the brand icon 
�)��!*-�/# ��-�)��)�( �0. �҂�'��&�рппڿ ѵ҃
�  ��)� 3�(+' �� '*2�*)�/# �' ȅѵ

��) "�/$1 �1 -.$*)�*!�/# �'*"*�.#*0'��� �0. ��*)����'��&����&"-*0)�ѷ��*/#�!*-�/# ��-�)��$�*)��)��!*-�
the brand name use “white colour”. See an example below on the right.

�'��&��)��2#$/ �'*"*

Black & White Logo Negative Logo
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The colours of the I-CHANGE logo are an important identity element and must always be 
- +-*�0� ��2$/#�(���4ѵ��*0/$' �ޔ�)3$(0��� #/�!*�3$)� #/��(ޔ�(*'*0-.�� '*2ѵ

Colours

Acid Green
C 50, M 0, Y 100, K 0
# 95c11f

Dark Blue
C 93, M 74, Y 0, K 0
# 2b4c9b

Grey
C 0, M 0, Y 0, K 80
# 575756

Light Grey
C 0, M 0, Y 0, K 26
# cecece

Black
C 0, M 0, Y 0, K 100
# 1d1d1b
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The application of the I-CHANGE '*"*�*)������&"-*0)��$.�)*/��'2�4.��' ��(ޔ ��4'-�' ��)��(�4�' ���
to improvisation.

The basic principle is to maintain the signature’s colour integrity with a maximum of contrast.

��*2/��(ޔ�0*2�4*' �*'*0-�+*..$�$'$/$ .�!*-�1�-$*0.����&"-*0)��'0($)*.$/$ .ѵ

Light background Medium background Dark background

Brand logo and legibility
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The I-CHANGE '*"*�.#*0'��) 1 -�� �./- /�# �Ѷ�.& 2 �Ѷ��)"' �Ѷ��-*++ �Ѷ�- ���($�-*�� -0"ޔ(*)4�
other way manipulated.

The examples below illustrate incorrect applications of the I-CHANGE logo.

In summary: none of these or any other variations, no matter how subtle, are acceptable.

Misuses
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�*-�"-�+#$��'��*).$./ )�4�2 �#���� (ޔ �� 1�+-$(�-4��)����. �*)��-4�!*)/�!�($'4�!*-��''��*((0)$��/$*)�
material.

“Source Sans Pro Light” is the chosen primary font family for the logotype. It shall also be used as a 
headline font, e.g. for a brochure or other publications of the project.
“Source Sans Pro SemiBold” is the typeface family to be used for subtitles.  
“Source Sans Pro Bold” is the typeface family to be used for titles or subtitles.

Typography

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Zz
1234567890 &$?!(.,:;)

Source Sans Pro SemiBold 

������������� ��!��"�	#�
$��%��&�
'��(��)��*��+��,��-��.��/��0��1��5
рстуфхцчшп�оڦѼѺҗѵѶѷѸҘ

Source Sans Pro Light 

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Zz
1234567890 &$?!(.,:;)

Source Sans Pro Bold 
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“Arial” is the alternative typeface family to be used both for titles and body texts for word or other 
/ 3/��*�0( )/.�җ ѵ"ѵ�� '$1 -��' .Ҙѵ

Arial normal

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn  
Oo Pp Qq Rr Ss Tt Uu Vv Zz 
1234567890 &$?!(.,:;)

Arial Bold

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn 
Oo Pp Qq Rr Ss Tt Uu Vv Zz 
1234567890 &$?!(.,:;)

Third Typography for Deliverables
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���*-�$)"�/*�/# ��-�)/��"-  ( )/�җ+�-ѵ�сшѵу��)��сшѵфҘѶ�/# �/2*�!*''*2$)"�./�)��-��/ 3/.�!*-�$)�'0.$*)�
$)�/# ���&)*2' �" ( )/.�*!��)4�+0�'$��/$*)�(0./�� �0. �ѷ

This project has received funding from the European Union’s Horizon 2020 research and 
innovation programme under grant agreement No 101037193.

�# �/ 3/�.#*0'��� ����*(+�)$ ���4�/# ��0-*+ ��ޕ�("�җ.  �) 3/�+�" Ҙѵ

In addition the following sentence or similar has to be included in any text:

�# �ҙ!*''*2$)"�/ 3/ҝ�*�0( )/Ѷ� /�ѵҚ�- ޕ �/.�/# ��0/#*-ҁ.�1$ 2.ѵ��# ��0-*+ �)��*(($..$*)�$.�)*/�
responsible for any use that may be made of the information it contains.

�/�)��-��/ 3/.�!*-�
Ҋ�	�����+0�'$��/$*).
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)./-0�/$*).�!*-�/# �0. �*!�/# ��0-*+ ��ޕ�("��)���*2)'*��.�$)�1�-$*0.�!*-(�/.���)��� �!*0)���/ѷ�
#//+.ǻȝȝ 0-*+ �)Ȏ0)$*)ǹ 0-*+�ǹ 0ȝ+-$)�$+' .Ȏ�*0)/-$ .Ȏ#$./*-4ȝ.4(�*'.ȝ 0-*+ �)Ȏ͘�"Ȗ )�

�*0����)-*!($� -*)��(ޔ�(/$*)�$)�/# �!*''*0$"�"(2$��)� ��*�0( )/$*)� 
 “The use of the EU emblem in the context of EU programmes”:
#//+.ǻȝȝ �ǹ 0-*+�ǹ 0ȝ$)!*ȝ- .*0-� .Ȏ+�-/) -.ȝ 0-*+ �)Ȏ�*(($..$*)Ȏ1$.0�'Ȏ$� )/$/4Ȗ )
The rules laid out on the website are binding.

According to the EC publication rules, the “the European emblem should be given appropriate 
prominence” in a publication.

Use of European flag



2
2
2
ǹ2

$5
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$*
) 

ǹ$/

�*-�!0-/# -�$)!*-(�/$*)�*-�,0 ./$*).Ѷ�+' �. ��*)/��/ѷ
DEN Institute 
Email: info@den-institute.org
www.den-institute.org  

This project has received funding from the European
Union’s Horizon 2020 research and innovation
programme under grant agreement No 101037193.
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Annex 3: Initial mapping of organisations and projects relevant for the 

I-CHANGE community on general project level which can be 
considered as potential multipliers  

 
 
Note: the mapping is non-exhaustive and will be continuously updated 
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Organisation Short description Website Twitter LinkedIn 

Related projects/initiatives with shared interest 

ACCTING 
ACCTING will produce knowledge and innovations to advance 
behavioural change at individual, group, and societal levels, for 
an inclusive and equal European Green Deal. 

https://www.esf.org/e
u-projects/accting/  - - 

AURORA 

AURORA will empower at least 7,000 citizens across five 
locations in Denmark, England, Portugal, Slovenia, and Spain to 
make more informed energy decisions. The citizens will monitor 
their individual energy behaviour in a mobile app, and receive 
automated recommendations in return. 

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

@AURORA_
H2020 - 

CityCLIM 

The EU-funded project CityCLIM aims to develop a cloud-based 
platform that provides various weather and climate services 
specifically for metropolitan areas. CityCLIM will significantly 
contribute to delivering technologically advanced city climate 
services for citizens and city administrations to cope with urban 
heat islands. 

https://www.cityclim.e
u/  @cityclim 

https://www.linke
din.com/compan
y/cityclim/  

CompAir 
Citizen Science initiative focused on helping people use sensors 
to measure, monitor and manage air quality through lifestyle 
changes and local policy. 

https://www.wecompa
ir.eu/  

@WeCOMPA
IR 

https://www.linke
din.com/in/weco
mpair/  

ECF4CLIM 

ECF4CLIM develops, tests and validates a European 
Competence Framework (ECF) for transformational change, 
which will empower the educational community to take action 
against climate change and towards sustainable development. 

https://www.ecf4clim.
net/   

https://www.linke
din.com/compan
y/ecf4clim/  

 

FRONTSH1P will contribute to further the green and just 
WUDQVLWLRQ�RI�WKH�àyG]NLH�UHJLRQ�DZD\�IURP�LWV�FXUUHQW�OLQHDU�
HFRQRPLF�IRXQGDWLRQ��WRZDUGV�WKH�UHJLRQ¶V�GHFDUERQLVDWLRQ�DQG�
territorial regeneration. 

https://frontsh1p.eu/  @frontsh1p 
https://www.linke
din.com/compan
y/frontsh1p/  
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GreenSCENT 
7KH�SURMHFW�DLPV�WR�FKDQJH�FLWL]HQV¶�EHKDYLRXUV�DOORZLQJ�WKHP�WR�
be the ones who act to implement the policies of the European 
Commission in the context of the Green Deal. 

https://www.green-
scent.eu/  

@GreenSCE
NT_eu 

https://www.linke
din.com/compan
y/greenscent-
project/  

IMPETUS 

7KH�,03(786�SURMHFW�DLPV�DW�DFFHOHUDWLQJ�(XURSH¶V�FOLPDWH�
change response and turning commitments into concrete action, 
developing innovative measures to make its regions more 
resilient. Moreover, the project explores the synergies between 
climate change mitigation, supporting regional socio-economic 
growth and stability, and transition of communities to ecological 
sustainability and resilience. 

https://climate-
impetus.eu/  

@ClimateImp
etus 

https://www.linke
din.com/compan
y/climate-
impetus/  

MCR2030  Making Cities Resilient 2030 initiative by UNDRR (UN Office for 
Disaster Risk Reduction) 

https://mcr2030.undrr
.org/  

@UNDRR 
#mcr2030 

https://www.linke
din.com/compan
y/making-cities-
resilient-2030/  

NetZeroCities 

NZC will help European cities by providing them with the support 
and solutions they need to achieve their Net Zero goal in a 
socially inclusive way with a dedicated platform providing online 
resources and tailored, in-person support. 

https://netzerocities.e
u/  

@NetZeroCiti
esEU 

https://www.linke
din.com/compan
y/netzerocitieseu/  

PAUL 

PAUL project supports the European Green Deal by creating 
capabilities to observe and verify greenhouse gas (GHG) 
emissions from densely populated urban areas across Europe. 
The PAUL project aims to increase our understanding of specific 
needs of GHG emission assessment in urban environment. 

https://cordis.europa.
eu/project/id/1010373
19  

- - 

PHOENIX 
The project will develop a process to increase the transformative 
potential of democratic innovations to address particular areas of 
the European Green Deal. 

https://cordis.europa.
eu/project/id/1010373
28  

- - 
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PSLifestyle 

The PSLifestyle project will empower EU citizens to adopt a 
sustainable lifestyle and co-create versatile and topical data for 
GHFLVLRQ�PDNHUV�RQ�SHRSOH¶V�UHDGLQHVV�WR�FKDQJH�WKHLU�
consumption habits in a more sustainable direction by an online 
engagement tool that will offer personalised and culturally 
relevant suggestions through which people can build their own 
sustainable good life plans based on their carbon footprint.  

https://pslifestyle.eu/  @PSLifestyle
_EU 

https://www.linke
din.com/compan
y/pslifestyle-
project/  

Race to Resilience  

Race to Zero is the UN-backed global campaign rallying non-
state actors ± including companies, cities, regions, financial and 
educational institutions ± to take rigorous and immediate action to 
halve global emissions by 2030 and deliver a healthier, fairer zero 
carbon world in time. 

https://racetozero.unf
ccc.int/race-to-
resilience-launches/   

#RaceToResil
ience - 

Race to Zero 

Race to Zero is the UN-backed global campaign rallying non-
state actors ± including companies, cities, regions, financial and 
educational institutions ± to take rigorous and immediate action to 
halve global emissions by 2030 and deliver a healthier, fairer zero 
carbon world in time. 

https://climatechampi
ons.unfccc.int/  #RaceToZero - 

REACHOUT 

The prime objective of REACHOUT is to bridge the last mile in 
climate service delivery to better support all European cities in 
building resilience to climate change by a pragmatic approach 
that builds upon existing achievements and addresses main 
barriers for uptake. 

https://reachout-
cities.eu/  

@REACHOU
T_cities 

https://www.linke
din.com/compan
y/reachout-cities/  

REAL_DEAL REAL_DEAL will reshape the active participation of citizens and 
stakeholders around the European Green Deal. 

https://www.iass-
potsdam.de/en/resear
ch/real-deal  

- - 

REGILIENCE - 
Regional 
Pathways to 
Climate Resilience 

REGILIENCE, is a project funded by the EU Horizon 2020 
programme and will support communities, cities and regions in 
their efforts towards building climate-resilient pathways.  

https://regilience.eu/  @regilience 
https://www.linke
din.com/compan
y/regilience/  
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