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Executive Summary 

In this report we present the local communication plans of the eight I-CHANGE Living Labs (Amster-

dam, Barcelona, Bologna, Dublin, Genoa, Hasselt, Jerusalem and Ouagadougou), with the status of 

M12 of the project, so at an early stage of the Living Lab activities. In addition to this, we describe 

the methodology for their development as well as the supporting documents and activities provided 

at project level. We also give an outlook on the next steps and planned updates. 

The local communication plans are meant to support the eight I-CHANGE Living Lab partners and 

the local implementation organisations in achieving their planned results by planning the communi-

cation to their main audiences. Therefore, each plan includes, for the respective Living Lab, in regard 

to planned communication: the goal and objectives, the target audiences, key messages, planned 

communication tools and materials, stakeholder and networks to be involved, a preliminary timeline 

(focusing on the first activities), roles and tasks as well a first indication on the monitoring process of 

local communication activities.  

They were developed in coordination and in parallel with the Living Lab local implementation plans 

presented in D2.2 and they are closely related and integrated into the overall I-CHANGE communi-

cation and dissemination strategy presented in D5.1. 
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1 Introduction 

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

level (see D5.1 - Communication and Dissemination Strategy) and on local level of the eight Living 

Labs. In particular, the I-CHANGE Living Labs activities aim to engage and motivate citizens and 

local stakeholders to take part in citizen science and measuring initiatives and support a behavioural 

and consumption shift towards sustainable patterns. Citizens and stakeholders are invited to 

take actively part into the initiatives proposed by the Living Labs (LLs) and also during the evaluation 

of data and presentation of results, establishing a two-way dialogue and helping them to succeed in 

the implementation of the project activities. Part of this interaction will be achieved through the 

planned Living Lab activities as defined in the Living Lab local implementation plans presented in 

D2.2.  

Dedicated communication activities in the local languages are another important part. Therefore, 

eight local communication plans were developed in their first version, in close coordination with 

the definition of the local implementation plans (D2.2.) and taking into consideration the guidelines 

to promote the engagement and awareness rising of citizens (D1.2) and through a co-design pro-

cess between the communication and dissemination lead (DEN), the coordinator of the Living Lab 

activities (DBT) and the eight Living Lab partners (CIMA, UB, UCD, UHasselt, UNIBO, TAU, WAS-

CAL, WU). 

Therefore, this document presents the eight LLs local communication strategies (for Amster-

dam, Barcelona, Bologna, Dublin, Genoa, Hasselt, Jerusalem and Ouagadougou). In its first 

version, created in parallel with the first Living Lab activities, LLs focus mainly on creating aware-

ness, attracting citizens and stakeholders to participate in the planned activities as well as designing 

a strategy to keep participants engaged and informed through dedicated initiatives. The plans include 

a definition of the local target groups, the key messages on how to reach them, a description of the 

communication tools, materials and events to be realised to address the target groups, a first timeline 

for the implementation of the actions and indicators to monitor results. 

The local communication strategies are meant to support the eight I-CHANGE Living Lab part-

ners and the local implementation organisations in achieving their planned results. It should 

be noted that the LLs are at an early stage of their activities. Consequently, also the communication 

plans are a first plan and do not include some upcoming activities in the second half of the project, 

as e.g., the Climate Action Training Schools or the Serious Game (both planned to be implemented 

at Living Lab level with local actors). They are living documents which can be continuously updated. 

Updates are planned (including also feedback from local actors) after Month 24. 
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2 Methodology and coordination of the development of the 

I-CHANGE Living Lab local communication plans 

The local communication plans were developed in a co-design process between the communication 

lead, the Living Lab coordinator and the eight Living Lab partners. In a first step the Living Lab 

partners were informed in depth on the communication activities planned on project level as well as 

the expected activities in regard to communication at local level, and the Living Lab partners were 

asked for feedback and specific needs. In a second step, the Living Lab partners, in relation with the 

first stakeholder workshops, asked for specific support and a number of communication pieces and 

materials were realised. During this phase it became slowly evident what the specific needs each 

Living Lab has in regard to communication at local level and led to the development of a number of 

templates for different materials (see Chapter 3).  A next step was the set-up of a dedicated template 

for the communication strategy. It includes the following parts: 

● Goal and objectives 

● Target audiences, with the definition of perspectives & interests, their relation to the objec-

tives as well as a ranking in terms of importance 

● Key messages to be used in the communication highlighting the essential point that the Living 

Lab intends to share 

● Communication Tools, specifying the instruments to be used and defining the tactics for each 

of them. Include the links/account information in the following table where available. 

● Stakeholders and networks that can be involved in supporting the dissemination process. 

● Timeline, with a milestone plan helping to determine what the communication strategy is 

supposed to accomplish within a present period. 

● Role ask tasks that should ensure the implementing an effective communication strategy 

● Monitoring process, including Key Performance Indicators and some expected results. 

The template aims at being useful for each single LL purpose, local context, group of stakeholders 

each intends to involve.  

The template was presented and discussed to the LL partners during a Living Lab Board Meeting. 

Additionally, the organisation of some open 1:1 meetings - on a voluntary basis - assisted each LL 

to further refine the communication plan. 

By implementing continuous feedback from the LL local community and stakeholders collected as 

part of the group discussions it is possible to tailor both the tools and the messages used in each 

LL. In order to set up effective communication strategies in the different LLs, it is also suggested to 

review and update the document on a quarterly basis. 

As a next step, further one-to-one meetings will be organised by the end of the year in order to 

discuss with each Living Lab how feedback from the target audiences can be collected and how to 

involve and to think with the LL participants about tools that would reach other groups of society in 

their local context, currently not implementing changes of behaviour.  

Then, as part of the LL activities, each LL should conduct group discussions with the participants of 

the LLs in each location (in their local language) to understand the experiences with the communi-

cation and further needs and adapt the local communication plans and channels. This iterative pro-

cess will allow further refinement of the communication strategies for each LL to adapt to the local 

community and stakeholders’ preference and attitudes, taking into account the specific diversity 

within the target community. The continuous feedback from the LL local community and stakeholders 
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collected as part of the group discussions will help to fine tune the local communication plans and 

tailor both the tools and the messages used in each LL. 

Upon the feedback and taking into consideration the next steps of the project (e.g. the Climate Action 

Training Schools as well as the Serious Games, the communication plans will be updated. 

 

Language 

On the LL level, communication and materials will be mainly implemented in the local language. 

Therefore, the key messages are mostly presented in the local language with a translation. 

 

3 Supporting tools and materials  

With the aim of supporting the implementation of the communication strategies of each LL, the pro-

ject team involved in the communication and dissemination activities have realised some editable 

templates. These templates allow the creation of LLs communication materials, following a com-

monly defined identity for the project. Particularly, the following materials have been created (and 

others might be developed in the future): 

● I-CHANGE Infosheet (A5) 

● I- CHANGE postcard (A6) 

● I- CHANGE social media posts (1080*1080) 

● I-CHANGE poster 

 

Living Labs are also presented in English as well as in the local language on the I-CHANGE project 

website. In some cases, as shown in the single plans in Chapter 4, these single pages are an im-

portant tool of the Living Labs communication.  

 

Other tools organised on project level are the audio-visual materials, including videos which will be 

produced throughout the project (see D5.1 for more details). The first project video was translated 

in all Living Lab languages and used by partners in their communication. 

 

The Living Lab partners also received social media as well as a video production mini-guide. 

 

Lastly, LL board meetings are supporting tools which enable discussion on communication issues 

within the LLs and support the exchange of best practices in disseminating results and project initi-

atives.    

  

https://ichange-project.eu/
https://ichange-project.eu/
https://www.youtube.com/channel/UCUHQHQct4diIp9ZT_x2L-CA/videos
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4 Local communication plans 

4.1 Amsterdam 

 GOAL AND OBJECTIVES 

To communicate about the motivation behind the project (urgency), to recruit participants, 

and to promote the visibility of our measurements within and beyond the direct project par-

ticipants 

1. 100 citizens to measure for use by 1 July 2023 

2. Compare Meteotracker to professional observations 

3. Report about findings by 100 citizen weather stations 

4. Create awareness of indoor heat and health 

5. Create visibility for our results in the research community 

 

 TARGET AUDIENCES 

TARGET AUDIENCES 
PERSPECTIVES 

& INTERESTS 
RELATED TO OBJECTIVE 

RANKING 
1 (high) to 5 

(low) 

CITIZENS THAT TAKE 

PART IN THE  

MEASUREMENTS 

  

Give them insight 

in their own ob-

servation and 

possibly engage 

them to adjust 

behaviour 

Objective 1 and 4.  Awareness 

can create opportunity for change, 

i.e. beat the heat 

 

1 

AMS-INSTITUTE 

 

Promote links 

between science 

and policymak-

ers in Amster-

dam 

Objective 4 and 5. AMS-Institute 

supports us in entraining citizens 

and communities for doing meas-

urements. But they also report our 

findings on the website and in in-

teraction with policy makers 

 

2 

THE METEOROLOGI-

CAL COMMUNITY IN 

A BROADER SENSE 

Promote general 

interest and  Cre-

ate awareness 

Objective 4 and 5  

3 

CONSULTANCY 

AGENCIES 

Beneficiaries 

from the obser-

vations in their 

advising, as well 

as in ventilation 

model evalua-

tions 

Objective 5. They advise in terms 

of energy and heat stress, and our 

observations may serve the devel-

opment of their tools. 

 

4 
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 KEY MESSAGES 

● Climate change increases frequency and intensity of outdoor heat stress 

(Klimaatverandering verhoogt de frequentie en intensiteit van hittestress buitenshuis)  

● So far little is known about how this heat reaches indoor environments/houses 

(Tot nu toe is er weinig bekend over hoe deze warmte de binnenomgevingen/huizen 

bereikt) 

● We use 100 indoor weather stations in Amsterdam to record indoor temperatures 

(We gebruiken 100 binnenweerstations in Amsterdam om binnentemperaturen te regis-

treren) 

● In summer 20XX, we found XX night where indoor temperatures did not drop below 

25 degrees 

(In de zomer van 20XX vonden we XX nacht waar de binnentemperatuur niet onder de 25 

graden kwam) 

● Houses of type/typology X perform better than houses of typology YY 

(Huizen van type/typologie X presteren beter dan huizen van typologie YY) 

 

 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE 

I-CHANGE website for Amsterdam LL: 

https://ichange-project.eu/living-lab-amster-

dam_bis_new/ 

Publication of informa-

tive materials (i.e. fly-

ers, posters, etc) 

SOCIAL MEDIA 

Twitter: @gjsteeneveld ~1 tweet per month 

Twitter: @I_CHANGE_EU 

Mentioning the 

@I_CHANGE_EU in 

all the Tweets we pub-

lish, in order to be re-

tweeted. Prepare 

some specific Tweets 

to be published on the 

main channel. 

Project members personal LinkedIn profiles; each 

post will mention the official @ICHANGE LinkedIn 

page 

~1 post per month 

NEWSLETTER 

TO PARTICIPA-

TING CITIZENS 

Simple 1-2 A4 text and mainly figures 

Short A4 newsletters: 

between LL team on 

one hand and the 100 

citizens on the other 

hand, containing basic 

updates and summary 

of measurements 
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PRESS 

RELEASE 
Via @WUR when papers get published Maybe one 

FLYER 

 

 

Amsterdam LL flyers 

distributed through the 

stakeholder meeting of 

the LL, using Twitter 

and LinkedIn posts 

and via the AMS-Insti-

tute 

EVENT 
Organisation of events 

The events aim at 

keeping a community 

together and keep 

people connected to 

the project 

VIDEO 

The video of the project translated in different lan-

guages: https://www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

Share on Social Me-

dia, Website, etc.. 

 

Additional communication tools of stakeholders and networks that can be involved in supporting the 

dissemination process. 

AMS-Institute (www.ams-institute.org) 

 Twitter: AMS_institute 

 LinkedIn: www.linkedin.com/company/amsterdam-institute-for-advanced-metropolitan-solu-

tions/mycompany/ 

WUR (www.wur.nl) 

 Twitter: @WUR 

 LinkedIn: www.linkedin.com/school/wageningenuniversity/ 

WUR environmental (www.wur.nl) 

 Twitter: @WURenvironment 

 LinkedIn: www.linkedin.com/company/wageningenenvironmentalresearch/ 

Int Association of Urban climate (www.urban-climate.org/) 

 Twitter: @IAUrbanClimate 

 LinkedIn: Urban Climate News 

VWK (www.vwkweb.nl) 

 Newsletter: Weerspiegel 

 

 TIMELINE 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy Approx. October 2022 

 Preparation of materials based on provided 

templates: 

○ Linkedin, Twitter, newsletters, reporting 

Based on our needs (Linkedin, Twitter, news-

letters, reporting on figures and results in a ac-

cessible way) 

http://www.ams-institute.org/
http://www.linkedin.com/company/amsterdam-institute-for-advanced-metropolitan-solutions/mycompany/
http://www.linkedin.com/company/amsterdam-institute-for-advanced-metropolitan-solutions/mycompany/
http://www.wur.nl/
http://www.linkedin.com/school/wageningenuniversity/
http://www.wur.nl/
http://www.linkedin.com/company/wageningenenvironmentalresearch/
http://www.urban-climate.org/
http://www.vwkweb.nl/
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on figures and results in accessible 

way 

○ Period newsletters 

 Make use of the I-CHANGE social media 

schedule 

 Use of urgency in heat waves 

 Journal paper in a later stage 

Analysis of results and revision of Communica-

tion plans 
January 2023 

Implementation of news activities Based on results and needs 

Analysis of results and revision of Communica-

tion plans 
April 2023 

 MONITORING & REPORTING 

TOOL KPI RESULTS 

Website 
Numbers of visitors to the LL 

webpage 
100 per year 

Social Media Number of views 500 views per individual post 

 

 

4.2 Barcelona 

GOAL AND OBJECTIVES 

To produce behavioural changes in some sectors of the population in Barcelona to cope with 

floods and heat waves and contribute to climate change mitigation. This goal includes informing 

citizens and stakeholders of the impact of climate change in our region and what we can do as 

individuals or collectives to mitigate these effects. It also includes spreading this message and in-

volving citizens in a process that contributes to a green and just transition. 

1. Publicise the Barcelona Living Lab and the I-CHANGE project 

2. Actively involve a significant number of stakeholders of the different groups (municipality, ac-

ademia, private industry) 

3. Promote citizen participation in citizen science activities 

4. To engage schools in scientific analysis and inform them about local mitigation and adaptation 

activities and protection against environmental hazards 

5. Increase the population awareness of the importance of their behaviour in the face of extreme 

weather events and climate change 
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TARGET AUDIENCES 

TARGET AUDIENCES 
PERSPECTIVES 

& INTERESTS 
RELATED TO OBJECTIVE 

RANKING 
1 (high) to 5 

(low) 

LOCAL ADMINISTRA-

TIVE ACTORS 

Decrease the im-

pacts and inci-

dents from ex-

treme events in 

the city and re-

educate the pop-

ulation about 

how to react to 

them Increase 

citizen engage-

ment to improve 

the city. 

Objective 2. In Barcelona LL the 

local administrative actors are an 

important stakeholder to involve. 

1 

SCHOOLS AND OTHER 

EDUCATIONAL 

INSTITUTIONS 

To have more re-

sources and 

skills to work on 

climate change 

in the classroom. 

Objective 4. The involvement of 

the schools in the Barcelona LL is 

important for the experiments that 

will be performed, the impact in 

education and the sustainability of 

the LL in the future. 

1 

NGOS, CITIZENS’ AS-

SOCIATIONS 

Have access to 

expert infor-

mation, new 

skills, network-

ing. 

Objective 2. The involvement of 

citizen’s associations and NGOs 

are important to the LL. 

3 

START-UPS AND 

OTHER INDUSTRIAL 

ACTORS 

Increase its ca-

pacity for innova-

tion, networking, 

and strengthen 

their corporate 

social responsi-

bility policies. 

Objective 2. The involvement of 

industrial actors are important to 

the LL 

5 

LOCAL BUSINESS 

(SHOPS, …) 

Reduce the dam-

age caused by 

extreme events. 

Objective 5. They can spread the 

message to the community. 
5 

GENERAL PUBLIC (FA-

MILIAR AUDIENCE, 

NEIGHBOURS...) (FO-

CUS ON THE NEIGH-

BOURHOODS WITH 

MORE PROBLEMS 

WHEN FACING HEAVY 

RAINS AND EXTREME 

TEMPERATURES)  

Have fun and 

learn about cli-

mate change and 

feel like you are 

doing something 

useful for the 

planet and your 

community. 

Objective 3 and 5. The LL is an 

opportunity to establish informal 

dialogues with and between the 

community. 

2 
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JOURNALISTS AND 

MEDIA 

To have infor-

mation and 

sources from 

which to elabo-

rate news about 

the environment 

and climate 

change. To in-

crease their me-

dia impact. 

Objective 1. Their role is important 

to spread the project and their 

messages. 

5 

STUDENTS FROM UNI-

VERSITIES 

New skills, cur-

riculum, network-

ing, human rela-

tionships, oppor-

tunity to work in 

an interdiscipli-

nary approach. 

Objective 3 and 5: The involve-

ment of students is useful to per-

form citizen science experiments 

and the increase of awareness by 

learning from people with univer-

sity formation. 

5 

SCIENTISTS AND RE-

SEARCH COMMUNI-

TIES 

Networking, kno-

wledge transfer. 

Objective 1. The participation of 

researchers from different disci-

plines allows challenges to be ad-

dressed in an interdisciplinary 

manner. 

4 

 

KEY MESSAGES 

We can do something, individually, to face climate change: the LL wants to become a space for 

reflection and dialogue, to empower citizens by contributing in scientific research through data col-

lection. 

● What can we do about climate change? 

(Què podem fer davant el canvi climàtic?) 

One of the objectives of the LL is to identify sustainable solutions to reduce the damage caused by 

heavy rainfall and extreme temperatures. 

● Let's seek for sustainable solutions to reduce the impact of intense rainfall and ex-

treme temperatures 

(Trobem solucions sostenibles per reduir l’impacte de les precipitacions intenses i les tem-

peratures extremes); 

● We need to improve our adaptation to heavy rains, floods and extreme temperatures 

that will increase due to climate change 

(Necessitem millorar la nostra adaptació enfront les pluges intenses, les inundacions i les 

temperatures extremes que augmentaran degut al canvi climàtic) 

Through the LL participation citizens will be equipped with knowledge, good practices and solu-

tions to support climate adaptation and mitigation, to reduce the impacts of extreme meteorological 

phenomena. 

● For global health, for the planet, be part of the solution; Time is running out, GET IN-

VOLVED 
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(Per una salut global, per al planeta, sigues part de la solució; El temps s’acaba, INVOLU-

CRA’T) 

The participation of schools is important, because of their power, through education, to transform 

future generations and their closest environment (families and neighbourhood). 

● Let's explore climate change from our home! 

(Explorem el canvi climàtic des de casa nostra!) 

The I-CHANGE project intends through their LLs, to work with citizens for the improvement of resil-

ience against disasters and extreme situations. 

● Join the change and get involved! 

(Suma’t al canvi i involucra’t!) 

 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE 

● www.ub.edu 

● http://www.fbg.ub.edu/ 

● gamariesgos.wordpress.com  

● Floodup.ub.edu 

● https://ichange-project.eu/living-

lab-barcelona/ 

Banner; news. 

Updating the LL webpage 

with informative materials. 

SOCIAL MEDIA 

Twitter: 

 @GAMA_UB 

 @floodup_UB 

 @BoschiGimpera 

 @UniBarcelona 

 @FisicaUB 

Tweets in case of events or 

general information of the 

Project/Living Lab activities, 

mentioning the 

@I_CHANGE_EU in order to 

be re-tweeted.  

Prepare some specific 

Tweets to be published on 

the main channel. 

Facebook: 

 GAMA 

 Riesgos Naturales 

 UB 

Post in case that there are 

events or news. 

PRESS RELEASE 

UB team; Faculty of Physics, Uni-

versity of Barcelona (Department 

of Communication). 

After an event, the LL sends 

a summary in the form of a 

press release. Sometimes: 

to publicise the organisation 

of an activity or results. 

FLYER 
About I-CHANGE and how to par-

ticipate. 

The flyer is distributed in ac-

tivities and events of scien-

tific dissemination, out-

reach.... 

http://www.ub.edu/
http://www.fbg.ub.edu/


D5.3 - Living Labs communication strategy 

                                           

14 

 

EVENT 

Workshops, community meetings, 

science fairs, dissemination ses-

sions,.. 

Participation in/Organisation 

of events about the Living 

Lab and their progress and 

results 

LOCAL NEWSPAPER, IN-

TERVIEW, PARTICIPA-

TION IN MASS MEDIA 

Article / News. 

News about the LL and I-

CHANGE or when there is a 

new or situation that can be 

related with the LL mes-

sages. 

ROLLUP About I-CHANGE 

Used in activities and events 

of scientific diffusion and in-

person meetings and work-

shops 

MAILING UB Team 

Communication of events 

and participatory processes 

to collaborators of the LL 

and interested people. 

VIDEO 

The video of the project translated 

in different languages: 

www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

Share on Social Media, 

Websites, etc. 

 

Additional communication tools of stakeholders and networks that can be involved in supporting the 

dissemination process. 

Press Office of University of Barcelona (https://www.ub.edu/) 

 Facebook: www.facebook.com/UniversitatdeBarcelona 

 Twitter: https://twitter.com/UniBarcelona 

 LinkedIn: www.linkedin.com/school/university-of-barcelona  

 Instagram: www.instagram.com/UniBarcelona/  

Faculty of Physics (https://www.ub.edu/portal/web/fisica) 

 Facebook: www.facebook.com/FisicaUB/ 

 Twitter: https://twitter.com/FisicaUB 

 Instagram: https://www.instagram.com/fisica_ub/  

Water Research Institute (IdRA) (http://www.ub.edu/aigua/) 

Advisory Council for Sustainable Development (CADS) (http://cads.gencat.cat/ca/inici) 

 Twitter: https://twitter.com/catsostenible 

Citizen Science Office of Barcelona (https://www.barcelona.cat/barcelonaciencia/en/citizen-science) 

 Twitter: https://twitter.com/CCiutadana 

Fundació Bosch i Gimpera UB (http://www.fbg.ub.edu/) 

 Twitter: https://twitter.com/BoschiGimpera 

 LinkedIn: www.linkedin.com/company/fundacio-bosch-i-gimpera 

Catalan Association of Meteorological Observers (ACOM) (www.acom.cat) 

 Facebook: www.facebook.com/groups/123932305127/ 

https://www.ub.edu/
http://www.facebook.com/UniversitatdeBarcelona
https://twitter.com/UniBarcelona
https://www.linkedin.com/school/university-of-barcelona
https://www.instagram.com/UniBarcelona/
https://www.ub.edu/portal/web/fisica
https://www.facebook.com/FisicaUB/
https://twitter.com/FisicaUB
https://www.instagram.com/fisica_ub/
http://www.ub.edu/aigua/
http://cads.gencat.cat/ca/inici
https://twitter.com/catsostenible
https://www.barcelona.cat/barcelonaciencia/en/citizen-science
https://twitter.com/CCiutadana
http://www.fbg.ub.edu/
https://twitter.com/BoschiGimpera
http://www.linkedin.com/company/fundacio-bosch-i-gimpera
http://www.acom.cat/
http://www.facebook.com/groups/123932305127/
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 Twitter: https://twitter.com/ACOMmeteo 

Catalan Association of Meteorology (ACAM) (https://www.acam.cat/) 

 Facebook: www.facebook.com/ACAM.cat 

 Twitter: https://twitter.com/acam_cat 

Different schools involved in the project 
 

 TIMELINE 

 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy October 2022 

Project/Living Lab dissemination 

Along all the project (at least one tweet on 

@GAMA profile per month inviting to learn 

more about the project + one blog entrance per 

trimester)  

Preparation of materials for Social Media, 

events, etc …based on provided templates 
October 2022 

Participants recruitment Campaigns (general 

public) 
October-November 2022 

Diffusion of the tools of the project to partici-

pate and about the LL in general 
October-November 2022 

Implementation of new activities 
November-December 2022 (based on results 

and needs) 

Analysis of results and revision of Communica-

tion plans 
February 2023 

Preparation of materials for Social Media, 

Events, etc …based on provided templates 
March 2023 

Implementation of new activities April-May 2023 (based on results and needs) 

Participants recruitment Campaigns (general 

public) 
July-September 2023 

Diffusion of the tools of the project to partici-

pate and about the LL in general 
July-September 2023 

Analysis of results and revision of Communica-

tion plan 
February 2024 

Preparation of materials for Social Media, 

Events, etc …based on provided templates 
March 2024 

Implementation of new  activities April-May 2024 (based on results and needs) 

Diffusion of the tools of the project to partici-

pate and of the LL in general 
July-September 2024 

Participants recruitment Campaigns (general 

public) 
July-September 2024 

https://twitter.com/ACOMmeteo
https://www.acam.cat/
http://www.facebook.com/ACAM.cat
https://twitter.com/acam_cat
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Analysis of results and revision of Communica-

tion plans 
December 2024 

Diffusion of results March 2024 

 MONITORING & REPORTING 

TOOL KPI RESULTS 

Social Media 

Likes on Facebook Post in: 

 GAMA 

 Riesgos Naturales 

 UB 

>20 (quarterly: >2) 

Number OF likes or retweets 

of posts about the project on 

Twitter accounts: 

 @gama_UB 

 @floodup_UB  

>300 (quarterly: >30) 

Local newspaper, Interview, 

participation in mass media 
Number of interventions 

 

>20 (quarterly: >2) 

Press releases Number of press releases >3 (>1/year) 

Flyer 
Number of flyers distributed 

(in paper) 
>300 (quarterly: >20) 

Rollup 
Number of design adapted to 

the Barcelona LL 
1  

Events (meetings, conferen-

ces, workshops,…) 

Number of events organised 

(in person and virtual) 
>20 (quarterly: >2) 

Events (meetings, conferen-

ces, workshops,…) 

Number of participants 

reached by the project 
2.000 (quarterly: >200) 

Websites 

Number of visits: 

 www.ub.edu 

 http://www.fbg.ub.edu/ 

 Gama-

riesgos.wordpress.com 

 Floodup.ub.edu 

 https://ichange-pro-

ject.eu/living-lab-barce-

lona/ 

4.000 (quarterly: >400) 

 

 

4.3 Bologna  

 GOAL AND OBJECTIVES 

http://www.ub.edu/
http://www.fbg.ub.edu/
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The Bologna Living Lab aims to enhance the urban green as a measure to: reduce air pollu-

tion; impact on the building energy consumption, providing an isolation film able to thermally 

isolate the building rooftop. Additionally, it wants to foster a behavioural change towards 

sustainable mobility options. 

1. To co-create infrastructural planning strategies with at least 1 nature-based solution in the Met-

ropolitan Area of Bologna by the end of the project 

2. To gain the support of at least 40 stakeholders by the end of the project 

3. Increase un-aided recall and awareness on our LL key goals to no less than 20% in the target 

audience 18-60 years old. 

4. Increase the awareness on environmental challenges of the urban environment and inspire a 

behavioural change in no less than 20% of the target audience 

 

 TARGET AUDIENCES 

TARGET AUDIENCES 
PERSPECTIVES 

& INTERESTS 
RELATED TO OBJECTIVE 

RANKING 
1 (high) to 5 

(low) 

SCIENTIFIC 

COMMUNITY 

Identify key inter-

actions between 

climate change 

and air pollution; 

sustainable 

transport options 

and nature-based 

solutions as 

means to cope 

with both issues. 

 

Objective 1 and 4 

 

5 and 5 

UNIVERSITY 

STUDENTS 

 

Objective 1 and 4 

 

4 and 4 

CITIZENS 
Awareness rising 

on air pollution 

and climate 

change and on 

sustainable life-

styles and inte-

grated solutions to 

reduce our impact 

on them in the cit-

ies. Cocreation of 

guidelines and re-

commendations. 

 

Objective  1, 3 and 4 

 

2, 5 and 5 

CITIZENS-DRIVEN LLS 

AND CIVIL ASSOCIA-

TIONS 

 

all 

 

5 

SCHOOLS Objective 4 3 

POLICY MAKERS 

Cocreation of tar-

geted messages 

based on project’s 

findings. Transla-

tion to political di-

rectives and ac-

Objective  1 and 2 5 and 2 
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tions. Identifica-

tion of structural 

solutions. 

URBAN PLANNERS 

Identification of 

structural solu-

tions. Practical up-

take of LL’s find-

ings. 

Objective 1 and 2 5 and 2 

INSURANCE COMPA-

NIES 

Identification of 

business and in-

vestment opportu-

nities and risks re-

lated to the find-

ings. 

all 2 

PRIVATE INVESTORS all 2 

TRANSPORT AND SHIP-

PER COMPANIES 
Objective 2 3 

 

 KEY MESSAGES 

● Let’s green the city: promoting sustainable behaviours for improved climate action. 

(Rendiamo verde la città: promuovere comportamenti sostenibili per una migliore azione 

per il clima) 

● Climate change and air pollution: two sides of the same coin? 

(Cambiamento climatico e inquinamento atmosferico: due facce della stessa medaglia?) 

● Integrating the environmental and climate challenges in urban development and 

planning. 

(Integrare le sfide ambientali e climatiche nello sviluppo e pianificazione urbana) 

● Environment, city and development: three separate goals? 

(Ambiente, città e sviluppo: tre obiettivi separati?) 

 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE 

 https://ichange-project.eu/li-

ving-lab-bologna/   

 https://magazine.unibo.it/ 

Infographics and advertise-

ment of events 

Update of the LL webpage 

with useful material and doc-

uments 

SOCIAL MEDIA 

 Using the social media estab-

lished by the project and follow-

ing the communication and dis-

semination strategy of I-

CHANGE 

 Facebook/Linkedin posts re-

posted via personal accounts of 

the LL members 

Same as that of the I-

CHANGE project 

https://ichange-project.eu/living-lab-bologna/
https://ichange-project.eu/living-lab-bologna/
https://magazine.unibo.it/
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LinkedIn project page reposted via 

personal accounts of the Living 

Lab members 

1 post per 4 months 

PRESS RELEASE 

Important news or advertisement 

of project activities from the LL of 

relevance for the local community 

published on local and national 

newspapers 

 

 

FLYER Dissemination at events   

EVENT 

Stakeholder workshop Organisation of >= 2 events 

Science festivals or similar events Participation to >= 2 events 

Scientific conferences Participation to >= 5 events 

LOCAL NEWSPAPER News // Promotion of LL activities 
1 per year // before organis-

ing citizen science activities 

VIDEO 

The video of the project translated 

in different languages: 

www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

Share on Social Media, 

Websites, etc.. 

 

Additional communication tools of stakeholders and networks that can be involved in supporting the 

dissemination process. 

Fondazione Innovazioene Urbana (https://www.fondazioneinnovazioneurbana.it/) 

 Facebook: https://www.facebook.com/FondazioneInnovazioneUrbana/ 

 Twitter: https://twitter.com/FondazioneIU 

 Instagram: https://www.instagram.com/fondazioneinnovazioneurbana/ 

Ariapesa (https://ariapesa.org/) 

 Facebook: https://www.facebook.com/AriaPesa/ 

Centro Antartide (https://centroantartide.it/) 

 Facebook: https://it-it.facebook.com/centro.antartide/ 

FABLAB Valsamoggia (https://www.fablabvalsamoggia.xyz/) 

 Facebook: https://www.facebook.com/FabLabValsamoggia 

 Instagram: https://www.instagram.com/fablabvalsamoggia/ 

Salvaiciclisti Bologna (https://salvaiciclisti.bologna.it/) 

Legambiente Emilia Romagna e Bologna (https://www.legambientebologna.org/) 

 Facebook: https://www.facebook.com/legambientebologna/ 

 Twitter: https://twitter.com/LegambienteBO  

 Instagram: https://www.instagram.com/legambientebo/ 

Comitato per la tutela degli alberi di Bologna e provincia (https://www.comitatotutelaalberibologna.it/) 

Fridays for Future – Bologna (https://linktr.ee/FFFBologna) 

 Facebook: https://www.facebook.com/fridayforfuturebo/ 

 Instragram: https://www.instagram.com/Fridaysforfuturebologna/ 

UniversiRà 

https://www.fondazioneinnovazioneurbana.it/
https://www.facebook.com/FondazioneInnovazioneUrbana/
https://twitter.com/FondazioneIU
https://ariapesa.org/
https://centroantartide.it/
https://www.fablabvalsamoggia.xyz/
https://www.facebook.com/FabLabValsamoggia
https://www.instagram.com/fablabvalsamoggia/
https://salvaiciclisti.bologna.it/
https://www.legambientebologna.org/
https://www.facebook.com/legambientebologna/
https://www.instagram.com/legambientebo/
https://www.comitatotutelaalberibologna.it/
https://linktr.ee/FFFBologna
https://www.facebook.com/fridayforfuturebo/
https://www.instagram.com/Fridaysforfuturebologna/
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 Facebook: https://www.facebook.com/UniversiRa 

 Instragram: https://www.instagram.com/universira/ 

WWF Bologna (https://www.wwf.it/chi-siamo/presenza-sul-territorio/organizzazioni-locali/wwf-bolo-

gna-metropolitana/) 

 Facebook: https://www.facebook.com/WWFBologna/ 

EIT Climate-KIC (https://www.climate-kic.org/) 

ChangeMaker (https://changemakersmagazine.org/magazine/) 

UNIBO Magazine (https://magazine.unibo.it/) 

 Facebook: https://www.facebook.com/unibo.it 

 Twitter: https://twitter.com/UniboMagazine 

 LinkedIn: https://www.linkedin.com/school/unibo/ 

 Instagram: https://www.instagram.com/unibo/ 

ARPAE (https://www.arpae.it/it) 

 Twitter: https://twitter.com/ArpaER 

 LinkedIn: https://www.linkedin.com/company/arpae-emilia-romagna/?originalSubdomain  

Living Lab of the ROCK project (https://rockproject.eu/replicators) 

Terracini in transition (https://site.unibo.it/multicampus-sostenibile/it/promuovere-la-sostenibilita/ter-

racini-in-transizione) 

 Facebook: https://www.facebook.com/people/Terracini-in-Transizione/100057711368019/ 

TPER (www.tper.it) 

HERA (https://www.gruppohera.it/) 

e-SOFT (https://www.e-soft.it/) 

 Facebook: https://www.facebook.com/people/e-softit/100063637250945/ 

 Twitter: https://twitter.com/esoft_it 

 LinkedIn: https://www.linkedin.com/company/e-soft-inc/ 

Municipality of Bologna (https://www.comune.bologna.it/home) 

Metropolitan City of Bologna (https://www.cittametropolitana.bo.it/portale/) 

Regione Emilia Romagna - Direzione generale cura del territorio e dell'ambiente (https://www.re-

gione.emilia-romagna.it/) 

ENEA (https://sostenibilita.enea.it/) 

 

 

 

 

 TIMELINE 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy October 2022 

https://www.facebook.com/UniversiRa
https://www.instagram.com/universira/
https://www.wwf.it/chi-siamo/presenza-sul-territorio/organizzazioni-locali/wwf-bologna-metropolitana/
https://www.wwf.it/chi-siamo/presenza-sul-territorio/organizzazioni-locali/wwf-bologna-metropolitana/
https://www.facebook.com/WWFBologna/
https://www.climate-kic.org/
https://changemakersmagazine.org/magazine/
https://magazine.unibo.it/
https://www.facebook.com/unibo.it
https://twitter.com/UniboMagazine
https://www.linkedin.com/school/unibo/
https://www.instagram.com/unibo/
https://www.arpae.it/it
https://twitter.com/ArpaER
https://rockproject.eu/replicators
https://site.unibo.it/multicampus-sostenibile/it/promuovere-la-sostenibilita/terracini-in-transizione
https://site.unibo.it/multicampus-sostenibile/it/promuovere-la-sostenibilita/terracini-in-transizione
https://www.facebook.com/people/Terracini-in-Transizione/100057711368019/
http://www.tper.it/
https://www.gruppohera.it/
https://www.e-soft.it/
https://www.facebook.com/people/e-softit/100063637250945/
https://twitter.com/esoft_it
https://www.linkedin.com/company/e-soft-inc/
https://www.comune.bologna.it/home
https://www.cittametropolitana.bo.it/portale/
https://www.regione.emilia-romagna.it/
https://www.regione.emilia-romagna.it/
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Preparation of materials for Social Media, 

Events, etc …based on provided templates 

 1 month before the participation to confer-

ences/workshops 

 2 weeks before the beginning of monitoring 

activities 

Activity planning with relevant stakeholders November 2023 

Citizen engagement and preparatory workshop 

for citizen activities 
December/January 2023 

First citizen science monitoring activity January-February 2023 

Citizen participation survey and lesson-learnt March 2023 

Analysis of results and revision of Communica-

tion plans 
May 2023 

Implementation of new activities 
Based on the activity results and Communica-

tion plan review 

Second citizen science monitoring activity July 2023 

Citizen participation survey and lesson-learnt August/September 2023 

Analysis of results and revision of Communica-

tion plans 
December 2023 

 

 MONITORING & REPORTING 

TOOL KPI RESULTS 

Website 
Numbers of visitors to the LL 

webpage 
> 100 

Social Media 

 Numbers of likes on social 

media posts 

 Numbers of ReTweets/repo-

sting  

 >20 

 >10 

Event 

 Numbers of events (meet-

ings, conferences, work-

shops) organized 

 Numbers of participants to 

the events (stakeholders) 

 Numbers of citizen science 

campaigns 

 Numbers of citizens involved 

through the LL 

 > 3 

 > 40 

 > 2  

 > 1000 in total for all LLs 

 

 

4.4 Dublin  

 GOAL AND OBJECTIVES 
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The main goal of the Dublin LL Communication and Dissemination Strategy is to maximise 

the impact of the research and behavioural interventions through communication. It aims to 

define the specific contents and forms of communication and dissemination material of the 

LL, taking into account the various target groups and their specific background in terms of 

knowledge, context, motivation and preferred information sources. 

1. To raise awareness, disseminate and promote the project’s activities and results, with network-

ing, events and media and press work, during and after the end of the project.  

2. To achieve high visibility within the scientific community and with political actors at various 

levels to support a wide deployment of results. 

3. To share knowledge and lessons learned with key stakeholders to enable an informed deci-

sion-making process on sustainable transport, transport infrastructure, and traffic management 

and allow an effective adaptation to climate change. 

 

TARGET AUDIENCES 

TARGET AUDIENCES 
PERSPECTIVES & 

INTERESTS 

RELATED TO OB-

JECTIVE 

RANKING 1 (high) 

to 5 (low) 

policy audience 

POLICY MAKERS  

– LOCAL LEVEL 

Local policies on sus-

tainable transport, in-

frastructure, and traffic 

management 

Objective 2 1 

POLICY MAKERS  

– NATIONAL LEVEL 

National policies on 

sustainable transport, 

infrastructure, and traf-

fic management 

Objective 2 2 

POLICY MAKERS  

– EU LEVEL 

EU policies, European 

Green Deal 
Objective 2 3 

REGIONAL, NATIONAL 

OR EUROPEAN ENVI-

RONMENTAL AGENCIES 

AQ monitoring Objective 2 3 

research audience 

TRANSPORT, ATMOS-

PHERIC SCIENCE, CLI-

MATE CHANGE, URBAN 

SUSTAINABILITY 

RESEARCHERS 

Increase knowledge 

and insights 
Objective 2 1 

UNIVERSITY STUDENTS 
Increase knowledge 

and insights 

Objective 2 
3 

RESEARCH-DRIVEN 

SCIENCE PARKS, NET-

WORKS, HUBS 

Increase knowledge 

and insights 

Objective 2 

3 
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OTHER EU-FUNDED 

RESEARCH PROJECTS 

Increase knowledge 

and insights 

Objective 2 
2 

planning audience 

ARCHITECTS, URBAN 

PLANNERS 

Knowledge and in-

sights on infrastructure 

planning 

Objective 3 2 

COMPANIES AND OTHER 

ORGANISATIONS OFFER-

ING SERVICES FOR CITY 

PLANNING.DESIGNING, 

ADMINISTRATION 

Knowledge and in-

sights on infrastructure 

planning 

Objective 3 2 

education audience 

DEPARTMENT OF EDU-

CATION, LOCAL 

GOVERNMENT 

Knowledge and in-

sights on traffic, air 

quality, climate 

change impact. 

Objective 1 and 3 1 

CHARITIES (E.G. ANTAI-

SCE) 

Knowledge and in-

sights on traffic, air 

quality, climate 

change impact. 

Objective 1 and 3 1 

SCHOOLS 

Knowledge and in-

sights on traffic, air 

quality, climate 

change impact. 

Objective 1 and 3 1 

business audience  

SMALL AND MEDIUM-

SIZED ENTERPRISES 

(SMES) 

Raise awareness, pro-

vide further support 
Objective 1 2 

PUBLIC OR PRIVATE 

BUSINESS SUPPORTING 

AGENCIES, E.G. ENTER-

PRISE IRELAND 

Raise awareness, pro-

vide further support 
Objective 1 3 

civil society 

CITIZENS AT LARGE 

Awareness, 

knowledge and in-

sights on traffic, air 

quality, climate 

change impact. 

Objective 1 2 

NGOS 

Awareness, 

knowledge and in-

sights on traffic, air 

quality, climate 

Objective 1 and 3 2 
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change impact. Pro-

vide further support. 

CITIZENS-DRIVEN LIVING 

LABS, INNOVATION 

LABS DEALING WITH UR-

BAN SUSTAINABILITY, 

CLIMATE CHANGE AND 

ENVIRONMENTAL PRO-

TECTION 

Awareness, 

knowledge and in-

sights on traffic, air 

quality, climate 

change impact. Direct 

impact through inter-

vention 

Objective 1 and 3 1 

 KEY MESSAGES 

● In the I-CHANGE Dublin LL we run #CitizenScience activities in schools to promote 

#activetravel and to reduce traffic and air pollution at the school gates 

● Traffic emissions cause air pollution, which is a major risk factor for respiratory dis-

ease in children 

● Walking or cycling to school reduces traffic and air pollution at the school gates  

 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE https://ichange-project.eu/living-lab-dublin/   

SOCIAL 

MEDIA 

@ichange_dublin 
1-2 tweets per 

month 

YouTube (Francesco Pilla) Event specific 

EVENT UCD Festival Project stand 

LOCAL 

NEWS 
Article / News Event specific 

NATIONAL 

NEWS 
News report Event specific 

VIDEO 

 Video of the project translated in different languages: 

https://www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

 Video for Dublin LL engage-

ment:https://www.youtube.com/watch?v=4PoM1MBlxRg 

Share on So-

cial Media, 

Websites, 

etc.. 

 

Additional communication tools of stakeholders and networks that can be involved in supporting the 

dissemination process. 

Related EU projects – Twitter: 

 @SCORE_EUproject 

 @ie_oal 

 @Twinair 

 @Trigger 

https://www.youtube.com/channel/UCUHQHQct4diIp9ZT_x2L-CA
https://www.youtube.com/channel/UCUHQHQct4diIp9ZT_x2L-CA
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 @SenatorProject 

Academy of the near future 

 Twitter: @nearfuture_ie 

Globe Ireland 

 Twitter: @GLOBEIreland 

Green Schools Ireland 

 Twitter: @GreenSchoolsIre 

Safe routes to school  

 Twitter: @SRTS_Ire 

 

  TIMELINE 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy October 2022 

Preparation of materials for Social Media, 

Events, etc …based on provided templates 
Based on our  needs 

Analysis of results and revision of Communica-

tion plans 
January 2023 

Implementation of news activities Based on results and needs 

Analysis of results and revision of Communica-

tion plans 
April 2023 

 

 MONITORING & REPORTING 

TOOL KPI RESULTS 

LL webpage Pageviews 
Target for pageviews: 60 per 

month 

Social Media 

Numbers of Likes & Retweets 
Targets for followers: 100 by 

July 2023, 200 by July 2024 

YouTube 
● No of likes: 5 

● No of views: 23 

Event Attendees & interactions 

Attendance in 2022 was 20k, 

we expect 2023 will have a 

similar level of interest 

 

4.5 Hasselt  

 GOAL AND OBJECTIVES 
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The main goal of the Hasselt Living Lab communication activities is to promote behavioural 

change towards active transport modes 

1. To obtain the support of stakeholders in promoting the Hasselt activity Living Lab activities  

2. Effective dissemination of Hasselt Living Lab citizen science activities within a local societal 

context  

3. Effective dissemination of Hasselt Living Lab citizen science activities within a scientific context 

 

TARGET AUDIENCES 

TARGET AUDIENCES PERSPECTIVES & INTERESTS 
RELATED TO 

OBJECTIVE 

RANKING 1 

(high) to 5 

(low) 

SCIENTIFIC  

COMMUNITY Increase knowledge and insights 
Objective 3 1 

UNIVERSITY STUDENTS Objective 3 2 

CITIZENS 
Awareness rising on air pollution 

and sustainable lifestyles and inte-

grated solutions to reduce our im-

pact on them in the cities. 

Objective 1 and 2 1 

CITIZENS-DRIVEN LLS 

AND CIVIL  

ASSOCIATIONS 

all 1 

SCHOOLS Objective 1 and 2 2 

POLICY MAKERS 

Cocreation of targeted messages 

based on project’s findings. Trans-

lation to political directives and ac-

tions. Identification of structural so-

lutions. 

Objective 1 and 2 1 

URBAN PLANNERS 

Identification of structural solu-

tions. Practical uptake of LL’s find-

ings. 

Objective 1 and 2 1 

INSURANCE 

COMPANIES Identification of business and in-

vestment opportunities and risks 

related to the findings. 

all 4 

PRIVATE INVESTORS all 4 

TRANSPORT AND  

SHIPPER COMPANIES 
Objective 1 and 2 3 

 KEY MESSAGES 

● Active travel is a key to green city 

(Actief reizen is de sleutel tot een groene stad) 

● Walking and cycling reduces congestion and improve air quality of the city 

(Wandelen en fietsen verminderen congestie en verbeteren de luchtkwaliteit van de stad) 

● Active travel is necessary for a healthy life 

(Actief reizen is noodzakelijk voor een gezond leven) 
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 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE 

 https://ichange-project.eu/ 

 https://ichange-project.eu/living-

lab-hasselt/ 

  

SOCIAL MEDIA 

 Using the social media estab-

lished by the project and following 

the communication and dissemi-

nation strategy of I-CHANGE. 

 Facebook/Linkedin posts re-

posted via personal accounts of 

the Living Lab members. Ac-

counts of the IMOB (institute that 

manages the LL), and account of 

Hasselt city 

1 post per 3 months 

PRESS RELEASE 

Important news from the LL of rele-

vance for the local community on the 

project website 

 

 

EVENT 

Stakeholder workshop organisation of >= 2 events 

Science festivals or similar events Participation to >= 2 events 

Scientific conferences Participation to >= 3 events 

LOCAL NEWSPA-

PER/HASSELT CITY 

MAGAZINE 

News // Promotion of LL activities 
1 per year // before organising 

citizen science activities 

VIDEO 

The video of the project translated in 

different languages: 

https://www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

Share on Social media, web-

sites, etc.  

Additional communication tools of stakeholders and networks that can be involved in supporting the 

dissemination process. 

Hasselt city (www.hasselt.be) 

 LinkedIn: https://www.linkedin.com/company/stad-hasselt/) 

Hasselt University (www.uhasselt.be) 

 LinkedIn: https://www.linkedin.com/school/universiteithasselt/ 

IMOB – Transport Research Instiute (www.uhasselt.be/imob) 

 LinkedIn: https://www.linkedin.com/company/imob-uhasselt/ 

FABLAB Valsamoggia (https://www.fablabvalsamoggia.xyz/) 

 Facebook: https://www.facebook.com/FabLabValsamoggia 

 Instagram: https://www.instagram.com/fablabvalsamoggia/ 

High-five Project (https://www.high-five.io/) 

 LinkedIn: https://www.linkedin.com/company/ikhighfive/ 

De Fietsersbond (https://www.fietsersbond.be/) 

https://ichange-project.eu/
https://ichange-project.eu/living-lab-hasselt/
https://ichange-project.eu/living-lab-hasselt/
https://www.youtube.com/channel/UCUHQHQct4diIp9ZT_x2L-CA
https://www.youtube.com/channel/UCUHQHQct4diIp9ZT_x2L-CA
http://www.hasselt.be/
https://www.linkedin.com/company/stad-hasselt/
http://www.uhasselt.be/
https://www.linkedin.com/school/universiteithasselt/
http://www.uhasselt.be/imob
https://www.linkedin.com/company/imob-uhasselt/
https://www.fablabvalsamoggia.xyz/
https://www.facebook.com/FabLabValsamoggia
https://www.instagram.com/fablabvalsamoggia/
https://www.high-five.io/
https://www.linkedin.com/company/ikhighfive/
https://www.fietsersbond.be/
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 Facebook: https://www.facebook.com/FietsersbondBE 

 Twitter: https://twitter.com/FietsersbondBE 

 

 TIMELINE 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy October 2022 

Preparation of materials for Social Media, 

Events, etc …based on provided templates 
Based on our needs 

Analysis of results and revision of Communica-

tion plans 
January 2023 

Implementation of news activities Based on results and needs 

Analysis of results and revision of Communica-

tion plans 
April 2023 

 

  MONITORING & REPORTING  

TOOL KPI RESULTS 

Website 
Numbers of visitors to the  LL 

webpage 
> 100  

Social Media Likes on Linkedin Post 

 IMOB- Transportation Re-

search Institute: 445 follow-

ers 

 30 likes to a recent post 

about sensors installation  

 Stakeholder workshop, 25 

likes: Muhammad Adnan ac-

count) 

 50 likes per post 

 +25 followers 

Social Media N° followers / Likes on Tweet 
 50 likes per post 

 +25 followers 

 

 

4.6 Genoa  

 GOAL AND OBJECTIVES 

https://www.facebook.com/FietsersbondBE
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The Genoa Living Lab is an open-air laboratory to engage citizens and stakeholders to 

strengthen the awareness about climate change and related environmental risks (e.g. flash 

floods, marine storms, landslides, wind), as well adaptation and mitigation measures. 

1. Engage an increasing number citizens into laboratory activities in the framework of science 

festival events and similar ones  

2. Engage schools into a better understanding of climate change phenomena, their impact on 

and adaptation/mitigation strategies, also through initial and final questionnaires 

3. Involve commercial activities (Centri Integrati di Via, CIV) into better adaptation strategies with 

respect to the occurrence of severe meteo-hydrological events 

4. Organise seminars, public meetings to communicate about impact of climate change on ma-

rine storms phenomena 

 

 TARGET AUDIENCES 

TARGET AUDIENCES PERSPECTIVES & INTERESTS 
RELATED TO 

OBJECTIVE 

RANKING 
1 (high) to 5 

(low) 

CITIZEN AT LARGE 
Interest into climate change un-

derstanding 
Objective 1 1 

SCHOOLS 
Climate change phenomena, ad-

aptation/mitigation 
Objective 2 

1 

 

COMMERCIAL 

ACTIVITIES 

Adaptation to climate change re-

lated extreme events 
Objective 3 

1 

 

BOATSMEN,  

FISHERMEN 

Climate change and sea related 

processes 

Objective 4 

 

1 

 

DECISION MAKERS Mitigate natural hazard risks 
Objective 2 and 

4 

1 

 

OUTDOOR 

STAKEHOLDERS 

Be involved in research monitor-

ing during their activities 

Objective 1 and 

3 

 

1 

 

 KEY MESSAGES 

● It is essential collecting environmental data with fixed and on the move weather sen-

sors to gain a deeper understanding about atmospheric processes 

(È essenziale raccogliere dati ambientali con sensori fissi e in movimento per ottenere una 

comprensione più approfondita dei processi atmosferici). 

● It is essential to share a deeper understanding of climate change processes and their 

relationship with our actions and lifestyles on daily basis 

(È essenziale condividere una comprensione più approfondita dei processi di cambiamento 

climatico e della loro relazione con le nostre azioni e gli stili di vita quotidiani). 

● Addressing the climate crisis requires a focus on high-impact behaviours and high-

emitting groups as well as interdisciplinary interventions that address the multiple 

drivers, barriers and contexts of behaviour 

Per affrontare la crisi climatica è necessario concentrarsi sui comportamenti ad alto impatto 
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e sui gruppi ad alta emissione, oltre che su interventi interdisciplinari che affrontino le sva-

riate cause, barriere e contesti del comportamento 

● Addressing climate change requires profound behaviour change, not only in consu-

mer action, but also in action as members of communities and organisations, and as 

citizens who can influence policies 

Affrontare il cambiamento climatico richiede un profondo cambiamento di comportamento, 

non solo nell'azione del consumatore, ma anche nell’azione in qualità di membri di comu-

nità e organizzazioni e di cittadini che possono influenzare le politiche 

● The education of the new generations increases the awareness that changing daily 

habits leads to the mitigation of the effects of climate change 

L’educazione delle nuove generazioni promuove la consapevolezza che il cambiamento 

delle abitudini quotidiane porta alla mitigazione degli effetti del cambiamento climatico. 

 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE www.cimafoundation.org I.e. Banner 

SOCIAL MEDIA 

Facebook: @CIMAFoundation/ 2 posts per month 

Twitter: @CIMAFoundation 2 tweets per month 

LinkedIn 1 post per month 

PRESS RELEASE 
 

 

1 press release per 6 

month 

FLYER 
 

 

The I-CHANGE offi-

cial on LL 

EVENT Name of the event 
I.e. organisation of 1 

event per 6 months 

VIDEO 

The video of the project translated in different lan-

guages: https://www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

Share on Social Me-

dia, Websites, etc.. 

Additional communication tools of stakeholders and networks that can be involved in supporting the 

dissemination process. 

ARPAL (https://www.arpal.liguria.it/) 

 Facebook: https://www.facebook.com/ArpaLiguria/ 

 LinkedIn: https://www.linkedin.com/company/arpal-agenziaregionaleperl'ambienteligure/ 

 

 TIMELINE 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy October 2022 

http://www.cimafoundation.org/
https://www.arpal.liguria.it/
https://www.facebook.com/ArpaLiguria/
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Preparation of materials for Social Media, 

Events, etc …based on provided templates 
Based on our needs 

Analysis of results and revision of Communica-

tion plans 
January 2023 

Implementation of news activities Based on results and needs 

Analysis of results and revision of Communica-

tion plans 
April 2023 

 

 MONITORING & REPORTING 

TOOL KPI RESULTS 

Website Pageviews 35 per month 

Social Media 

Likes on Facebook 10 per month 

Likes on Twitter 10 per month 

Likes on Linkedin 10 per month 

 
 

4.7 Jerusalem  

 GOAL AND OBJECTIVES 

Jerusalem LL will be operated with citizens in Jerusalem in order to monitor and investigate 

hot environmental topics of the city. The citizens will participate in measurements’ cam-

paigns focusing on the urgent environmental issues. The outcomes will be used for scientific 

publications and to help the municipality to deal with the most urgent environmental ques-

tions.  

1. Reach and engage the right audiences who will join our efforts 

2. To engage stakeholder with incentives to cooperate and to help  

3. To organise the measurement campaigns. To explain people about the purposes and to build 

a plan together. 

4. To present and explain the results to the participants\stakeholders 

5. To present and explain the results to the general public community 

 

 TARGET AUDIENCES 

TARGET AUDIENCES PERSPECTIVES & INTERESTS 
RELATED TO 

OBJECTIVE 

RANKING 
1 (high) to 5 

(low) 

THE JERUSALEM SCI-

ENCE MUSEUM 

Have their own citizen science 

project 
all 5 
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(BLOOMFIELD SCI-

ENCE MUSEUM) 

THE CENTRE OF SUS-

TAINABILITY IN THE 

HEBREW UNIVERSITY 

Work together with the science 

museum. Developing citizen 

science course 

all 3 

JERUSALEM MUNICI-

PALITY 

The outcomes will help them to 

prepare and plan better 

Objective 4 and 

5 
4 

SCHOOLS Participate in the campaigns 
Objective 1, 3 

and 4 
4 

COMMUNITY CENTRES Participate in the campaigns 
Objective 1, 3 

and 4 

3 

INDIVIDUAL CITIZENS Participate in the campaigns 
Objective 1 and 

4 
3 

ISRAEL MET SERVICE 

(IMS) 

The outcomes will help them to 

develop warning systems and im-

prove their service 

Objective 2 and 

5 
4 

 KEY MESSAGES 

● The Jerusalem climate is very unique since the city obtains one of the highest global 

amounts of sun hours in a temperate climate along with a good amount of rain. 

האקלים בירושלים הוא ייחודי בו מתקיימים אקלים ממוזג עם כמויות גשם גבוהות לצד כמות גדולה שעות 

 שמש, אחת מהגבוהות בעולם. 

● The city of Jerusalem is built on high hills (700-900 m) which make different parts of 

the city to experience very different weather. 

חלקים שונים של העיר חווים מזג אוויר שונה מ'( כך ש 700-900העיר ירושלים בנויה על גבעות גבוהות )

 מאוד.

● The Jerusalem municipality is very much interested in high-resolution mapping of 

the heat distress experienced by children on the schools’ routes which is not availa-

ble at present. 

עיריית ירושלים מעוניינת במיפוי של עומסי החום שחווים ילדים במסלולים לבתי הספר ברזולוציה גבוהה 

 שאינה זמינה היום.

 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE https://english.tau.ac.il/ Banner 

SOCIAL MEDIA 

Facebook: www.facebook.com/tau.main/ 1 post per month 

Twitter: @TelAvivUni 1 tweet per month 

Instagram: @ telavivuni 1 post per month 

LinkedIn: 

https://www.linkedin.com/school/tel-aviv-

university/mycompany/verification/ 

 1 post per month 
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LOCAL NEWSPAPER Article / News   

VIDEO 

The video of the project translated in differ-

ent languages: 

https://www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

Share on Social Media, 

websites, etc.. 

 

Additional communication tools of stakeholders and networks that can be involved in supporting the 

dissemination process. 

The Jerusalem Science Museum (Bloomfield Science Museum) (http://www.mada.org.il/en) 

 Facebook: https://www.facebook.com/Bloomfield.Science.Museum.Jerusalem/ 

 Twitter: https://twitter.com/madajerusalem 

 LinkedIn: https://www.linkedin.com/company/the-bloomfield-science-museum-jerusa-

lem/?originalSubdomain=il 

The Center of sustainability in the Hebrew university (https://sustainability.huji.ac.il/) 

 Facebook: https://www.facebook.com/HebrewU/ 

 Twitter: https://mobile.twitter.com/hujisustain 

Israel Met Service (IMS) (https://ims.gov.il/en) 

 Facebook: https://www.facebook.com/ims.gov.il/ 

 Twitter: https://twitter.com/alternative_ims 

 Jerusalem Municipality (https://www.jerusalem.muni.il/en) 

 Facebook: https://www.facebook.com/ 

 Twitter: https://twitter.com/Jlm_city 

 LinkedIn: https://www.linkedin.com/company/municipality-of-jerusalem/?originalSubdo-

main=il 

 Instagram: https://www.instagram.com/jerusalem_city/  

 Newsletter: https://www.jerusalem.muni.il/en/municipalitymessages/ 

 TIMELINE 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy October 2022 

Preparation of materials for Social Media, 

Events, etc …based on provided templates 
Based on our needs 

Analysis of results and revision of Communica-

tion plans 
January 2023 

Implementation of news activities Based on results and needs 

Analysis of results and revision of Communica-

tion plans 
April 2023 

 MONITORING & REPORTING 

http://www.mada.org.il/en
https://www.facebook.com/Bloomfield.Science.Museum.Jerusalem/
https://twitter.com/madajerusalem
https://www.linkedin.com/company/the-bloomfield-science-museum-jerusalem/?originalSubdomain=il
https://www.linkedin.com/company/the-bloomfield-science-museum-jerusalem/?originalSubdomain=il
https://sustainability.huji.ac.il/
https://www.facebook.com/HebrewU/
https://mobile.twitter.com/hujisustain
https://twitter.com/alternative_ims
https://www.jerusalem.muni.il/en
https://www.facebook.com/
https://twitter.com/Jlm_city
https://www.linkedin.com/company/municipality-of-jerusalem/?originalSubdomain=il
https://www.linkedin.com/company/municipality-of-jerusalem/?originalSubdomain=il
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TOOL KPI RESULTS 

WEBSITE Pageviews 35 per month 

SOCIAL MEDIA 

Likes on Facebook 10 per month 

Likes on Twitter 10 per month 

Likes on LinkedIn 10 per month 

 

 

4.8 Ouagadougou  

 GOAL AND OBJECTIVES 

To increase citizens' awareness and encourage positive behaviour change for improved 

waste-rainwater management in the city of Ouagadougou. 

1. To involve decision makers, opinion leaders and technicians in educating and sensitising citi-

zens  

2. To raise awareness among stakeholders and citizens of the dual relationship between their 

daily (individual and collective) waste management practices and the risks and vulnerabilities 

to urban floods 

3. To promote the circular economy, early warning and waste management to reduce footprint 

 

 

 

 

 TARGET AUDIENCES 

TARGET AUDIENCES PERSPECTIVES & INTERESTS 
RELATED TO 

OBJECTIVE 

RANKING 1 

(high) to 5 

(low) 

MUNICIPALITIES, 

AGENTS OF CHANGE 

(RESOURCES PER-

SONS), NGOS, CIVIL SO-

CIETY ORGANISA-

TIONS, MEDIA, SCHOOL 

PRINCIPAL AND 

FOUNDERS, MARKETS 

MANAGEMENT COM-

MITTEE 

The accountability of these target 

groups is a pre-requisite for the ac-

countability of citizens. Influencing 

this target group through infor-

mation, and putting the issue of 

waste management, pluvial floods 

and sanitation high on their agenda 

Objective 1 5 

DIRECTION DE LA SA-

LUBRITÉ ET  L'HYGIÈNE 

PUBLIQUE (DSHP) 
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DSHP/ SERVICE 

TRAITEMENT ET VAL-

ORISATION DES DÉ-

CHETS 

MAIRIE DE OUAGADOU-

GOU 

PENG WENDE OF BO-

GODOGO/ CENTRE DE 

TRI DES DÉCHETS 

ASSOCIATION DES 

VIDANGEURS DU FASO 

ASSOCIATION WEND 

BENEDO (COMPOST) 

  

BURKINA VERDOYANT/  

PEPINIERISTES 

ASSOCIATION 

BOYWENDSOME/ JAR-

DINAGE KOSSODO 

TRANSPORT DE DÉ-

CHET/ EBTE 

ASSOCIATION NAMAL-

GZANGA ACONAZ /JAR-

DINAGE 

ASSOCIATION RATA-

MALGRE/ JARDINAGE 

UNIVERITÉ JOSEPH KI-

ZERBO (UJKZ), MASTER 

IN CLIMATE CHANGE 

AND INFORMATICS, 

OUAGADOUGOU 

COORDINATION NATIO-

NALE DES JEUNES 

POUR L'ENVI-

RONNEMENT ET LE CLI-

MAT /CONAJEC 

PROGRAMME NATIO-

NAL DU BIODIGESTEUR 

SERVICE AMÉ-

NAGEMENT PAYSAG-

ERS, JARDINS ET 

ESPACES VERTS/ 

SAPJEV/CO 
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GROUPEMENT D'IN-

TERÊT ECONOMI-

QUE/GIE/ COLLECTE DE 

DÉCHETS 

OFFICE NATIONAL DE 

L'EAU ET DE L'ASSAIN-

ISSEMENT/ ONEA 

AGENCE NATIONALE 

DE LA METÉOROLOGIE 

/ ANAM 

SERVICE COLLECTE ET 

TRI DES DÉCHETS_ 

DSPH/ MAIRIE OUAGA 

SERVICE TECHNI-

QUE/ARRONDISSE-

MENT N°5 

AGENCE NATIONALE 

DES ENERGIES RE-

NOUVELABLES ET DE 

L'EFFICACITÉ/ ANEREE 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 8 

DIRECTION GÉNÉRALE 

DES ETUDES ET DES 

STATISTIQUES SECTO-

RIELLES 

MINISTÈRE DE LA CUL-

TURE, DES ARTS ET DU 

TOURISME /DGESS 

MINISTÈRE DE L'AGRI-

CULTURE DES RES-

SOURCES ANIMALES 

ET DE L'HYDROLIQUE 

/MARAH 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 6 

ASSOCIATION BRI-

GARDE VERTE 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 4 

MINISTÈRE DE L'ENVI-

RONNEMENT / DIREC-

TION GÉNÉRALE DE 

L'ECONOMIE VERTE ET 
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DU CHANGEMENT CLI-

MATIQUE/ DGEVCC 

FÉDÉRATION DES AS-

SOCIATIONS DES 

RAMASSEURS DES OR-

DURES MÉNAGERS DU 

FASO / FAROMF 

DIRECTION DE LA PLA-

NIFICATION, DE LA 

PROSPECTIVE ET DES 

ÉTUDES MAIRIE DE 

OUAGA /DPPE 

PEPINIERISTE/ TEELI 

TIISÉ 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 

12 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 1 

DIRECTION GÉNÉRALE 

DES RESSOURCES EN 

EAUX / DGRE 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 7 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 3 

SECTION ASSAINISSE-

MENT ET SALEBRITÉ 

PUBLIQUE  ARRON-

DISSEMENT N° 9 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N° 1 

SERVICE TECHNIQUE/ 

ARRONDISSEMENT N°5 

SECRÉTARIAT PERMA-

NENT/CONSEIL NATIO-

NAL DE SECOURS 

D'URGENCE ET DE 

RÉHABILITATION 

SP/CONASUR 
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PARLEMENT NATIONAL 

DE LA JEUNESSE BUR-

KINABÈ POUR L'EAU 

/PNJBE 

HOUSEHOLDS, GEN-

ERAL PUBLIC, WASTE 

MANAGEMENT AGENT, 

Their participation and action is a 

strategic contributing factor in solid 

waste management. Their involve-

ment in the process will create a 

positive outcome notably in the 

waste reduction from the source. 

Objective 2 5 

YOUTH, CHILDREN,  

SCHOOLS, TEACHERS, 

Information and awareness raising 

is also to be addressed repeatedly 

to schoolchildren throughout their 

schooling for positive behaviour 

change. In this way, as adults, they 

will retain their knowledge, behav-

iour, practices, and hygiene reflex 

Objective 3, 1, 2 3 

 KEY MESSAGES 

● The LLWA is an opportunity to improve our city and the lives of its inhabitants. 

(Le Laboratoire de Sciences Citoyennes de la Ville de Ouagadougou, une opportunité pour 

l'amélioration du cadre de vie de la ville et de ses habitants). 

● Let’s change our practices! Dispose our garbage in the wastebin! 

(Changeons de pratiques, jetons les ordures dans la poubelle!) 

● Be the part of the solution, not part of the pollution! 

(Faire partie de la solution, pas de la pollution!) 

● A Cleaner Drainage Canal is free from Rainwater Stagnation 

(Un canal de drainage propre empêche la stagnation des eaux de pluies) 

● A Cleaner Household is a Heathy Household 

(Un foyer propre est un foyer sain) 

 COMMUNICATION TOOLS 

TOOL LINK/ACCOUNT/NAME TACTICS 

WEBSITE https://wascal.org/ 
Stories on events, 1 

story every 2 months 

SOCIAL MEDIA 

Facebook @wascalclimate. 1 post per month 

Twitter: @wascalclimate 1 tweet per month 

Twitter: @I-CHANGE_EU_LLWA 1 tweet per month 
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WORKSHOPS, 

MEETINGS In-person 

Small group activities; 

Materials, such as 

brochures, flyers, will 

be distributed as part 

of these activities; 

Results dissemination 

PRESS RE-

LEASE 
Broadcasting 

To be shared with 

media for the purpose 

of announcing some-

thing newsworthy 

FLYER, BILL-

BOARDS, AND 

GOOD PRAC-

TICE SHEETS - 

FOR PROFES-

SIONALS AND 

THE GENERAL 

PUBLIC 

Printed & Street Posts 

The flyers will be used 

during sensitisation 

activities organized by 

the LLWA 

VIDEO SHOWS 
  

Once per quarter – 

during sensitisation 

meetings, group 

meetings 

LOCAL 

NEWSPAPERS 
Article / News 

Media coverage, 

share press release 

RADIO  Broadcast 

Spot, Sketch to be 

done in french and lo-

cal language 

TELEVISION   Broadcast 
Spot, Media cove-

rage, sensitisation 

CLEANNESS 

AWARD FOR 

HOUSEHOLD 

  Once a year 

VIDEO 

The video of the project translated in different lan-

guages: https://www.youtube.com/chan-

nel/UCUHQHQct4diIp9ZT_x2L-CA 

Share on Social Me-

dia, Websites, etc.  

 

Additional communication tools of stakeholders and networks that can be involved in supporting 

the dissemination process. 

Direction de la Salubrité et l’Hygiène Publique (DSHP) 

National Council for Emergency Relief and Rehabilitation (CONASUR) (www.conasur.gov.bf) 

Coordination Nationale des Jeunes pour l'Environnement et le Climat (CONAJEC ) 

DSHP/ Service Traitement et Valorisation des Déchets   

Municipality of Ouagadougou (mairie-ouaga.bf) 

National Meteorological Agency (ANAM-BF)   

https://www.youtube.com/channel/UCUHQHQct4diIp9ZT_x2L-CA
https://www.youtube.com/channel/UCUHQHQct4diIp9ZT_x2L-CA
http://www.conasur.gov.bf/
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Office National de l'Eau et de l'Assainissement (ONEA) (oneabf.com) 

Ministère de l'Environnement / Direction Générale de l'Economie Verte et du Changement Clima-

tique (DGEVCC) (www.environnement.gov.bf) 

 

 TIMELINE 

COMMUNICATION ACTIVITY DEADLINE 

Communication strategy October 2022 

Preparation of materials for Social Media, 

Events, etc …based on provided templates 
Based on our needs 

Analysis of results and revision of Communica-

tion plans 
February 2023 

Implementation of news activities Based on results and needs 

Analysis of results and revision of Communica-

tion plans 
May 2023 

 MONITORING & REPORTING 

TOOL KPI RESULTS 

Website 
 Number of visitors 

 Number of publications 
2 stories put online per month 

Social Media 

 Number of Likes on Facebook 

Page/Post 

 N° followers / Likes on Tweet 

 2 post per month on Facebook 

 3 tweets per month on Twitter 

Workshops, meetings 
 Number of participants 

 Attendance list 
2 Workshops per year 

Press release 
2 press releases every two 

months 

 Number of press releases is-

sued 

 Pressbook 

Media coverage of the 

LLWA's activities 
5 activities covered per year 

 Number of covered activities 

 Number of articles and reports 

Produce and disseminate 

communication products on 

Waste management ap-

proaches and best practices 

(Flyer, pull up banners, good 

practice sheets - for profes-

sionals and the general public) 

Number of flyers, pull-up good 

practises sheet produced 

 500 flyers 

 2 pull banners 

 500 good practice sheet 

Video shows Number of screenings Number of video shows 
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Creating TV spot for sensitiza-

tion 

 Number of spot produced and 

broadcast 

 Number of media selected 

TV spots are produced and 

broadcast in french and na-

tional languages on waste 

management 

Creating Radio spot in french 

and local language 

 Number of spot produced and 

broadcast 

 Number of media selected 

Radio spots are produced and 

broadcast in french and na-

tional languages on waste 

management 

Forum theatre 

 Number of theatre foras con-

ceived and performed 

 Number of participants 

reached 

Theatre foras are designed 

and conducted in the selected 

district of Ouagadougou 

Recognise and create change 

ambassadors-certificates and 

awards for involvement 

Number of champions 

Select Champion communities 

which can serve as good ex-

amples 
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5 Conclusions 

This document presents the local communication plans of the eight I-CHANGE Living Labs, defining 

concretely the objectives, target groups and key messages for each of them. Considering that the 

Living Labs are still in the process of defining their implementation plans and timelines, the commu-

nication plans are partly defined on a general level (e.g. in regard to the timeline). Therefore, the 

plans will be further detailed in the next months, once the Living Labs continue with their activities 

focusing      on citizen      science activities, and monitor their results periodically (LLs are suggested 

to evaluate their KPIs on a quarterly basis using some specific KPIs related to the tools they choose 

- See “Monitoring & reporting” section of each Communication Plan ).  

The local communication is supported and accompanied by the general project communication ac-

tivities, both in terms of materials as well as co-design in planning and feedback for the plans. 

All plans will be updated after Month 24 of the project, including also plans on communicating the 

Climate Action Training Schools or/and the Serious Game (both planned to be implemented at Living 

Lab level with local actors). 
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7 Abbreviation List 

 

ACAM Associació Catalana de Meteorologia (Catalan Association of Meteorology) 

ACONAZ Association Communautaire Namalgré-Zanga 

ACOM 
Associació Catalana d'Observadors Meteorològics (Catalan Association of 

Meteorological Observers) 

ANAM Agence Nationale de la Metéorologie 

ANEREE Agence Nationale des Energies Renouvelables et de l'Efficacité 

CIMA Centro Internazionale in Monitoraggio Ambientale - Fondazione CIMA 
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CADS 
Consell Assessor per al Desenvolupament Sostenible de Catalunya (Advi-

sory Council for the Sustainable Development of Catalonia) 

CONAJEC Coordination Nationale des Jeunes pour l'Environnement et le Climat 

D Deliverable 

DBT Danish Board of Technology 

DEN Design Entrepreneurship Institute 

DGESS Ministère de la Culture, des Arts et du Tourisme 

DGEVCC Direction Générale de l'Economie Verte et du Changement Climatique 

DGRE Direction Générale des Ressources en Eaux 

DPPE 
Direction de la Planification, de la Prospective et des Études Mairie de 

Ouaga 

DSHP Direction de la Salubrité et  l'Hygiène Publique 

DSPH Service Collecte et Tri des Déchets 

EBTE Entreprise Burkinabé des Travaux d'Équipement 

EC European Commission 

EU European Union 

FAROMF 
Fédération des Associations des Ramasseurs des Ordures Ménagers du 

Faso 

GIE Groupement d'Intérêt Économique 

IdRA Water Research Institute  of University of Barcelona 

IMOB Transportation Research Institute 

IMS Israel Met Service 

k Thousand 

KAJO KAJO Services s.r.o. 

KPI Key Performance Indicator 

LL Living Lab 

LLWA Living Lab of West Africa 

M Month (calculated from the beginning of the project in November 2021) 
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MARAH Ministère de l'Agriculture des Ressources Animales et de l'Hydrolique 

NGO non-governmental organisation 

ONEA Office National de l'Eau et de l'Assainissement 

PNJBE Parlement National de la Jeunesse Burkinabè pour l'Eau 

SAPJEV Service Aménagement Paysagers 

SP/CONASUR 
Secrétariat Permanent/Conseil National de Secours d'Urgence et de Réha-

bilitation 

UB Universitat de Barcelona 

UCD University College Dublin 

UHasselt Universiteit Hasselt 

UNIBO Università di Bologna 

TAU Tel Aviv University 

UJKZ Univerité Joseph Ki-Zerbo 

VWK Vereniging voor Weerkunde en Klimatologie 

WASCAL 
West African Science Service Centre on Climate Change and Adapted 

Land Use 

WP Work package 

WU/WUR Wageningen University 
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