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DISCLAIMER OF WARRANTIES

This document has been prepared by FoodCoP project partners as an account of work carried
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makes any warranty or representation whatsoever, express or implied,

o with respect to the use of any information, apparatus, method, process, or
similar item disclosed in this document, including merchantability and fitness
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o that such use does not infringe on or interfere with privately owned rights,
including any party's intellectual property, or

o that this document is suitable to any particular user's circumstance; or

assumes responsibility for any damages or other liability whatsoever (including any
consequentialdamages, evenif Project Coordinator orany representative of a signatory
party of the FOODCOP Project Consortium Agreement has been advised of the
possibility of such damages) resulting from your selection or use of this document or
any information, apparatus, method, process, or similar item disclosed in this
document.

This project is supported by the European Union’s Horizon Europe Programme 2021-2027-
under grant agreement N2 101182001.

Funded by the European Union. Views and opinions expressed are however those of the
author(s) only and do not necessarily reflect those of the European Union. The European Union
can’t be held responsible for them.
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EXECUTIVE SUMMARY

This Communication, Dissemination, and Exploitation Plan (CDEP) outlines the strategy to
effectively promote the FoodCoP project and ensure the long-term adoption of its outcomes.
FoodCoP aims to transform food systems by fosteringinterregional collaboration and adopting
circular bioeconomy principles. This plan is designed to ensure clear, targeted, and impactful
communication with stakeholders, while also creating pathways for exploiting project results to
maximise their impact and sustainability.

The CDEP identifies the target audiences, key messages, channels, and activities to be
implemented throughout the project. It also outlines how exploitation activities will facilitate
the uptake of FoodCoP methodologies and tools by relevant stakeholders, ensuring that the
project delivers tangible and lasting benefits beyond its duration. The plan will be periodically
reviewed and updated to remain relevant and effective in achieving its objectives.
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1.INTRODUCTION

The FoodCoP Exploitation, Dissemination, and Communication Strategy (CDEP) outlines the
project’s approach to engaging stakeholders, sharing knowledge, and promoting its outcomes.
This plan is designed to ensure maximum visibility and impact, supporting the project’s
objectives of fostering sustainable rural innovation and advancing circular bioeconomy
strategies through the Startup Village framework.

By leveraging targeted communication tools and activities, FoodCoP aims to reach diverse
audiences, including policymakers, rural communities, innovators, and researchers. This
strategy aligns with FoodCoP’s mission to create lasting change in rural ecosystems, ensuring its
methodologies and results are widely adopted and applied across Europe.

The CDEP establishes the framework for all communication, dissemination, and exploitation
activities, defining measurable goals, key performance indicators (KPls), and tools to ensure
their successfulimplementation. It also provides the foundation for monitoring and evaluating
these efforts, enabling flexibility and adaptability to meetthe needs of the project as it evolves.

1.1Project Background

Rural areas across Europe face pressing challenges, including economic stagnation, population
decline, and environmental vulnerabilities. These regions often struggle with limited access to
innovation, lack of resources for sustainable development, and fragmentation between
stakeholders. The absence of integrated approaches leaves rural communities at a disadvantage
in adapting to global shifts, such as climate change and digital transformation.

The FoodCoP project directly addresses theseissuesby pioneering solutions that transform rural
food systems through collaboration, innovation, and sustainability. At its core, FoodCoP seeks
to establish a network of Startup Villages, dynamichubs of entrepreneurship and bioeconomy
innovation. These villages serve as catalysts for economicgrowth and environmentalresilience,
connecting local stakeholders with cutting-edge solutions in circular bioeconomy, waste
reduction, and sustainable agriculture.

Through the development of the FoodCoP Community of practice (CoP), the project empowers
stakeholders—including local authorities, startups, investors, and researchers —to exchange
knowledge, access resources, and foster collaborations that drive systemic change. By
combining capacity building, community engagement, and practical solutions, FoodCoP aims to
create a resilient and self-sufficient rural food system model that can be replicated across
Europe.

With these initiatives, FoodCoP tackles some of the most pressing societal and environmental
challenges, contributing to the goals of the European Green Deal, the Farm to Fork Strategy,
and the Horizon Europe Programme. By empowering rural areas, the project not only
strengthens regional economies but also demonstrates the potential of innovation-driven,
sustainable growth.
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1.20bjectives of the Dissemination, Exploitation and Communication
Plan

The Communication, Dissemination, and Exploitation Plan (CDEP) serves as the cornerstone for
Work Package 8 (WP8) within the FoodCoP project. It provides a detailed roadmap of activities,
audience segmentation, key messages, and the communication tools required to maximise the
project’s visibility and impact. Developed initially in Month 4, the CDEP will be updated
periodically throughout the project, with an extended focus through Work Package 9 (WP9) to
adaptto emerging challenges and ensure continued relevance during the project's later phases.

Effective CDEP implementation relies on the synergy between communication, dissemination,
and exploitation, which, while interconnected, serve distinct purposes. Communication
focuses on informing and engaging multiple audiences, including the general public,
policymakers, and stakeholders, by promoting the project’s activities and results
through media, social platforms, and public events. Dissemination ensures that
research findings are openly shared with those who can use them —such as scientists,
industry, and policymakers—via publications, conferences, and databases, thereby
facilitating further advancements. Exploitation goes beyond visibility and accessibility,
ensuring that project results are applied in tangible ways, such as through
commercialisation, policy influence, or integration into industry practices. While
communication raises awareness from the start, dissemination ensures accessibility of
results, and exploitation guarantees their long-term impact.

Key Objectives of the CDEP:

1. Ensure Clear and Timely Communication: Guarantee accurate and timely delivery of
updates on FoodCoP’s progress and results, ensuring clarity and consistency across all
communications.

2. Facilitate Targeted Dissemination: Strategically share project outcomes with specific
audiences, such as rural communities, policy makers, and academic stakeholders,
leveraging appropriate platforms to enhance reach and engagement.

3. Raise Awareness of Circular Bioeconomy: Showcase the societal, environmental, and
economic benefits of circular bioeconomy practices and innovationsbeing implemented
within rural food systems.

4. Promote Positive Perceptions of Rural Innovation: Demonstrate how FoodCoP’s
initiatives contribute to environmental sustainability, economic resilience, and
community empowerment, fostering optimism about rural development and bio-based
solutions.

5. HighlightSocietal Impact: Emphasise the real-life relevance of FoodCoP by showcasing
how EU-funded collaborative projects address pressing societal challenges, reduce
disparities between urban and rural areas, and create new opportunities for rural
communities.

6. Share Non-Confidential Knowledge Transparently: Disseminate publicly accessible
projectfindings and learnings to enhance understanding and build trust among diverse
audiences, including the general public.

Timing and Integration:

Work Package 8 (WP8): Covers activities from Month 1 to Month 12, focusing on
initial dissemination and communication strategies.
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Work Package 9 (WP9): Extends these efforts from Month 13to Month 24, refining
the approaches and implementing additional exploitation actions as results become
available.

By aligning these objectives with FoodCoP’s mission and ensuring adaptability across its
timeline, the CDEP establishes a robust framework for communication, dissemination, and
exploitation. It ultimately supportsthe project’simpactin fosteringinnovative, sustainable, and
resilient rural food systems across Europe.

1.3 Obligations of the beneficiaries

According to Article 17 of the FoodCoP Grant Agreement, beneficiaries are required to engage
in the following additional communication and dissemination activities:

Promotion of the Action and Results: Beneficiaries must promote the action and its
results by providing targeted information to multiple audiences, including the media
and the public, in a strategic, coherent, and effective manner.
Acknowledgement of EU Support: In addition to the obligations outlined in Article 17,
and unless otherwise agreed with the granting authority, all communication activities
related to the action (such as media relations, conferences, seminars, informational
materials like brochures, leaflets, posters, presentations, etc., in electronic form, via
traditional or social media, etc.), dissemination efforts, and any infrastructure,
equipment, vehicles, supplies, or majorresults funded by the grant must acknowledge
EU support. This includes:
Logos: All project dissemination materials must include the official EU logo and
funding statement as specified below.
Funding Statement: "The FoodCoP project is supported by the European
Union’s Horizon Europe programme under Grant Agreement No 101182001."
Disclaimer: Any communication or dissemination activity related to the action
must use factually accurate information. It must also include the following
disclaimer (translated into local languages where appropriate):
"Funded by the European Union. Views and opinions expressed are, however,
those of the author(s) only and do not necessarily reflect those of the European
Union. The European Union cannot be held responsible for them."

Funded by
the European Union

Figure 1. Logo and funding statement
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2.COMMUNICATION AND DISSEMINATION STRATEGY

The Communication and Dissemination Strategy for FoodCoP has been thoughtfully crafted to
ensure the project’s outcomes are effectively shared with all stakeholders throughout its
duration. This comprehensive approach balances strategic objectives with practical actions,
carefully considering the project’s purpose, audience, and the most effective communication
tools and platforms.

Effective communication and dissemination are critical to achieving both immediate impacts
and long-term success for FoodCoP.

The strategy is built around a three-phase
process: (1) Planning, where objectives,
audiences, and channels are defined; (2)
Execution, which ensures smooth delivery of

communication and dissemination activities; and PLANNING
(3) Evaluation, a phase dedicated to reviewing
key performance indicators (KPls), analysing
progress, and making necessary adjustments.
These phases work in synergy, ensuring that
PERFORMING

project outcomes are presented coherently and
reach both internal stakeholders and external
audiences.

Figure 2. 3-Step Communication and

This structured approach is designed to remain Dissemination cycle

flexible, allowing the consortium to adapt to any

unexpectedchallenges that may arise. Drawing from tested methodologies in similar EU -funded
projects, the strategy is designed to ensure efficient implementation while maintaining high
standards of engagement and visibility.

The communication framework is focused on creating a continuous and meaningful dialogue
with identified target groups, as detailed in the project’s target audience plan, detailed below.
By fostering consistent messaging and engagement, the strategyaims to deepen understanding
of FoodCoP’s objectives, highlight the project’s achievements, and inspire stakeholders to
actively participate in creating sustainable and resilient food systems across Europe.

2.1 Target Audiences

FoodCoP’s dissemination strategy is carefully tailored to address the unique needs of its diverse
stakeholder groups. By adopting targeted engagement approaches, the project ensures that its
outcomes reach the intended audiences effectively, fostering meaningful connections and
enabling the sustainable adoption of its innovative methodologies.

A core aspect of FoodCoP’s communication approach is ensuring gender-sensitive
communication, which acknowledgesand addressesgender diversity in alloutreach efforts. This
means usinginclusive language, ensuring balanced representation of different genders in visuals
and case studies, and actively considering how messages resonate with differe nt groups. By
integrating gender-sensitive principles, FoodCoP aligns with Horizon Europe’s commitment to
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gender equality, ensuring that its engagement strategies do not reinforce stereotypes but
instead foster equal participation in rural innovation and the circular bioeconomy.

Below is a breakdown of engagement strategiesfor each stakeholder group, divided into actions
for Established Startup Villages and Potential Startup Villages:

Table 1. Target Audiences

Stakeholder Engagement: Established Startup Engagement: Potential Startup
Group Villages Villages

Local & Regional | Highlight the role of established | Inspire local authorities to

Authorities Startup Villages as hubs for local | embrace the Startup Village

innovation, showcasing  their | model by demonstrating its
tangible contributions to regional | potential to drive regional
economic growth and sustainability. | development and showcasing
successful case studies.

Entrepreneurs & | Facilitate connections with high- | Present opportunities for startups

Innovators potential startups within the | andinnovatorsto engage withthe
established village, fostering | village model, using success
innovation ecosystems and | stories to illustrate the benefits of

supporting entrepreneurial growth | participation.
in bioeconomy sectors.
Financiers & | Emphasise access to high-quality [ Highlight investment
Investors startups and demonstrate the | opportunitiesin emerging Startup
economic potential of investing in | Villages, showcasing the potential
established Startup Villages as | for economic returns and societal

centres of innovation and growth. impact to attract private capital.
Rural Demonstrate how  established | Illustrate the benefits of joining or
Communities & | villages enhance community | linking to a Startup Village,
Cooperatives development through the FoodCoP | highlighting examples of
platform, fostering local capacity | improved livelihoods and
and resilience. opportunities for collaboration.
Clusters & | Showcase the range of services and | Promotethe services and support
Business Support | activities already available in | systemsthatemergingvillages can
Agencies established villages, encouraging | provide to foster innovation and
broader adoption of best practices | build capacity for local businesses
and regional collaboration. and organisations.
Research Highlight implemented | Showcase the potential of new
Communities & | technological solutions and share | technological applications in rural
Academia lessons learned from established | settings, encouraging research
villages toinform academic research | collaborations to explore
and inspire new studies. innovative possibilities in

emerging villages.
General Public Share advancements and success | Promote the concept of Startup
stories from established villages to | Villages as drivers of positive

build trust and demonstrate the | change, using compelling
tangible benefits of sustainablerural | narratives to engage public
development. interest and support.

Holistic Approach to Stakeholder Engagement
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FoodCoP’s engagement strategy operates across three core areas to maximise its impact:

1. Communication: Raising awareness and sparking interest through tailored messaging
across multiple channels.

2. Dissemination: Building strong relationships with stakeholders, enabling the actionable
use of project outcomes.

3. Exploitation: Preparing stakeholders to adopt, adapt, and scale the FoodCoP
methodology, ensuring its integration into diverse contexts and promoting long-term
sustainability.

This strategy ensures that both established and emerging Startup Villages, alongside otherkey
stakeholders, are equippedto drive forward the project’sgoals and realise its vision for resilient,
innovative, and sustainable rural food systems.

2.2 Key Messages

The development of key messages for FoodCoP evolves alongside the project’s progress,
tailored to resonate with the specific needs and interests of each stakeholder group. Initial
foundationalmessages have been identified, with refinements and new message s expectedto
emerge as insights are gained during the implementation of Work Packages.

Table 2. Key Messages

‘ Stakeholder Group ‘ Key Messages
Local & Regional FoodCoP fosters local innovation through Startup Villages, driving
Authorities sustainable regional development.

Collaboration with FoodCoP enables the creation of resilient food
systems tailored to community needs.

Entrepreneurs & FoodCoP empowers startups and innovators by providing tools
Innovators and platforms to scale bioeconomy-driven solutions.

Joining a Startup Village offers unparalleled opportunities to
connect with key players in rural innovation ecosystems.
Financiers & Investors FoodCoP facilitates access to high-potential startups in the
bioeconomy sector, offering attractive investment opportunities.
Investing in FoodCoP-related initiatives supports sustainable
growth with measurable societal and environmental benefits.
Rural Communities & FoodCoP’s platform drives resource efficiency and economic
Cooperatives resilience, benefiting rural communities and cooperatives.
Participation in FoodCoP initiatives helps rural actors adopt
sustainable practices that enhance their livelihoods and reduce
environmental impact.

Clusters & Business FoodCoP connects clusters and agencies to a robust network of
Support Agencies innovation, facilitating cross-sectoral collaboration and shared
learning.

Leveraging FoodCoP’s resources and tools can accelerate the
adoption of best practices in circular bioeconomy.

Research Communities FoodCoP provides real-world case studies and data, offering
& Academia fertile ground for advancing academic research and fostering
innovation.

Collaboration with FoodCoP enriches research on bioeconomy,
creating a deeper understanding of its applications and impacts.
General Public FoodCoP is transforming rural food systems to create sustainable,
equitable, and resilient communities across Europe.
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By engaging with FoodCoP, citizens contribute to and benefit
from a greener, more innovative future for rural areas.

These messages serve as the foundation for FoodCoP’s communication efforts and will be
refined and expanded as the project progresses. Regular updates ensure alignment with the
project’s evolving outcomes and objectives.

2.3 Visual Identity

FoodCoP has established a cohesive visualidentity to ensure maximum visibility and recognition
throughout the project. All partners have access to a repository containing project logos,
templates, and other communication tools. These resources are guided by the FoodCoP Visual
Identity Guidelines, which are explained in detail throughout this document. These guidelines
provide a clear framework for maintaining a consistent and recognisable look across all
materials, platforms, and events.

The objective is to make every document, event, and initiative immediately identifiable,
amplifying its impact and making it easier for audiences to track the project’s narrative and
achievements. Consistency in style and tone gives FoodCoP a unique personality, helping it
connect with stakeholders and broader audiences more effectively.

As these guidelines are outlined in this document, it is essential for everyone representing
FoodCoP to refer to them and apply the identity elements consistently. Doing so ensures that
all communication efforts reinforce the project’s visibility and impact, while maintaining a
unified and professional presentation.

2.4 Project Logo

To ensure strong recognition and broad visibility, FoodCoP has developed a clear and unique
visual identity that makes every project document, activity, and communication instantly
recognisable. This not only boosts the project’simpact but also makesit e asier for stakeholders
to follow its progress and narrative.

The final logo, designed by FOOD+I, was chosen througha collaborative process with input from
all consortium members during the kick-off meeting. Afterreviewing several options, the group
voted to select the design that best represents the project’s vision. The options presented are
shown in Figure 3.

FOODCOP| HEU | D8.1. (v5) Exploitation, Dissemination and Communication Strategy Plan 1 | Page 16



Fueling Startup Villages with Circular Bioeconomy Strategies

3 FcodCoP

Fueling Startup Villages with Circular Bioeconomy Strategies

Figure 3. FoodCoP Logo Proposals on KoM

During the meeting, severalslogans were proposed, and after discussionsamong the partners,
the claim "Fuelling Startup Villages with Circular Bioeconomy Strategies" was selected. This
slogan was successfully incorporated into the FoodCoP logo, ensuring it aligns with the project’s
goals and message.

The logo has two versions to suit different needs. The full version, including the claim, is ideal
for use where there is enough space for clear visibility. For instances with limited space, a
simplified version without the claimis available. Figure 4illustrates both versions of the FoodCoP
logo, demonstrating their flexibility across various formats.

All Rights Reserved. FoodCoP Project. Grant Agreement 101182001.
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Figure 4. Final FoodCoP Logo - with and without claim

Strict prohibitions are in place to preserve the logo's integrity, preventing any modifications.
Multiple logo versions have been prepared forflexibility in diverse situations and can be found
by all partners on the repository as well as on ANNEX 3 of this document.

2.5 Project Templates

To keep communications consistent across FoodCoP partners, custom templates have been
created for both public and confidential use. These templates help present a clear and
professional image of the project.

All Rights Reserved. FoodCoP Project. Grant Agreement 101182001.
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Figure 5. FoodCoP Templates

Stored in the project’s repository, the templates include formats for PowerPoint presentations,
deliverables, and meeting minutes. All partners are expected to use these templates for project-
related documents and presentations to maintain a cohesive and unified look.

2.6 Communication Channels, Activities and Resources

FoodCoP’s communication and dissemination strategy employs a mix of channels to maximise
its reach and impact. These include the FoodCoP project website, social media platforms, e -
newsletters, and press campaigns that integrate digital and print formats.

Beyond digital channels, the consortium will actively participate in both physical and virtual
events, such as trade fairs, congresses, and specialised training programmes. These efforts will

boost the project’s visibility and foster direct engagement with key stakeholders.

FoodCoP will also collaborate strategically with other EU projects. These partnerships aim to
extend the project’sreach and strengthen its influence across broader networks and initiatives.

2.6.1. FoodCoP Project Website

A dedicated website is under development at www.foodcop.eu and will be launched in M6.

The website will evolve as the project progresses, ensuring it remains a dynamic platform with
the most up-to-date information and developments. It will act as a central repository, offering
a comprehensive overview of FoodCoP’s motivation, objectives, and background, along with
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detailed information about the consortium. Public deliverables and a media centre will also be
made accessible to the public.

FOOD+i is responsible for maintaining the website, with consortium members contributing
content as needed. The website’s primary communication objectives include:

Providing timely and relevant updates to a diverse audience.

Ensuring easy access to all public project-related information.

Serving as a centralised database documenting all activities and outcomes generated by
FoodCoP and its partners.

The website will be a cornerstone of FoodCoP’s outreach efforts, fostering transparency and
engagement with its audiences.

2.6.2. FoodCoP Project Social Media

Social media is a key component of FoodCoP’s communication and dissemination strategy.
These platforms serve as essential tools to engage with stakeholders and target groups, ensuring
broader visibility and interaction throughout the project.

Dedicated accounts have been created on X -formerly Twitter- , Linkedin

, and Facebook , While a YouTube channel will provide
a space to share project-related videos and visual content. These channels willbe used to share
updates, promote events, and facilitate conversations with the wider community.
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Figure 6. FoodCoP’s LinkedIn Profile

The Work Package 8 (WP8) leader (FOOD+i) will oversee content creation, working closely with
consortium membersto ensure posts are relevantand aligned with the project’s goals. Partners
are encouraged to share FoodCoP updates through their own networks, in their own local
languages, helping to extend the project’s reach and engage diverse audiences.

All Rights Reserved. FoodCoP Project. Grant Agreement 101182001.
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FOOD+i will regularly monitor the performance of social media activities, comparing outcomes
with the set KPls. If adjustments are needed, strategies will be refined to improve reach and
engagement. This ongoing review process ensures that FoodCoP’s social media presence
remains active and effective.

This structured approach to social media helps ensure that FoodCoP’s activities and outcomes
are visible and accessible to its target audiences, while fostering meaningful interactions across

the project’s network.

Key Social Media KPIs

HAPPY NEW B "
YEAR!
s It

mdc é’: FoodCoP

HAPPY NEW
YEAR!

Figure 8. FoodCoP's Facebook Profile
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Followers: 1,000-1,500 combined across all platforms.

Content: Over 250 posts, including updates, tweets, and retweets, by the end of the
project.

Engagement: At least 5,000 views on the project’s website.

2.6.3. FoodCoP E-Newsletters

FoodCoP incorporates newsletters as an essential component of its communication and
dissemination activities. Designed to keep stakeholders informed and engaged, these
newsletters will highlight the project’s milestones, activities, and results, ensuringa continuous
flow of relevant updates.

Objectives:

Engage Stakeholders: Regularly update stakeholders on project progress, events, and
achievements.

Promote Participation: Encourage active involvement in FoodCoP activities by providing
timely and accessible information.

Broaden Visibility: Use newsletters to reinforce FoodCoP’s presence within the
European bioeconomy and rural innovation sectors.

Year 1 Performance and Lessons Learned

The project began building a GDPR-compliant contact base via event registrations,
platform sign-ups and lead-generation campaigns, reaching 129 verified subscribers by
M11. Giventhatlead acquisition intensified from August 2025 onwards with the launch
of the webinar series, the communication strategy prioritised personalised email
outreach during the initial months. This targeted approach allowed for meaningful
engagement with key stakeholders identified through events and platform registrations,
laying the foundation for scalable newsletter distribution in Year 2. To date, two
newsletter editions have been distributed:

Newsletter #1 6.1% 1.5% 1.5% 0.76%

Newsletter #2 20% 0% 0% 0%

Year 2 Strengthened Newsletter Strategy

Building on Year 1 foundations, the newsletter strategy will be significantly strengthened during
Year 2 through the following measures:

1. Increased Publication Frequency

Target: 3 additional newsletters (minimum) during Year 2, bringing the total project
output to at least 5 editions. The publication schedule will align with key project
milestones:

o Newsletter #3 (Q1 2026): Train-the-Trainers Launch — featuring the capacity
building programme kick-off, ambassador recruitment call, and preliminary
insights from the Startup Village network expansion strategy.

o Newsletter#4 (Q2 2026): Train-the-Trainers Insights & Hackathon Series —
highlighting learnings from the TTT programme, innovation challenges
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outcomes from the hackathon events, and circular bioeconomy solutions
developed.

o Newsletter #5(Q3-Q4 2026): Year 2 Roadmap Progress & Final Event Preview
— showcasing project achievements, policy dialogue outcomes, and the
upcoming final dissemination event.

2. Improved Content Segmentation
Content will be tailored based on stakeholder interests identified through:

Platform engagement data: Tracking user interactions on the FoodCoP platform to
identify topics of highest interest (e.g., circular bioeconomy tools, funding
opportunities, case studies).

Webinar participation patterns: Analysing registration and attendance data from the
webinar series to segment audiences by thematic preference (policy, innovation,
entrepreneurship).

Event registration profiles: Leveraging stakeholder data collected during hackathons,
workshops, and the Startup Village Forum to create targeted content streams.

3. Subscriber Base Growth Strategy

To support the target of 1,500 subscribers by project end, the following lead acquisition
channels will be activated:

Train-the-Trainers programme: Ambassador network integration into mailing list with
newsletter opt-in.

Policy Dialogue Workshop: Targeted outreach to policymakers and regional authorities.
EU Startup Village Forum 2026: Lead capture during Europe's flagship rural innovation
event.

MoU partner networks: Cross-promotion with collaborating EU projects to expand
reach.

4. Performance Monitoring & Optimisation
Each newsletter edition will be evaluated against the following benchmarks:

Open rate target: 215% (aligned with non-profit sector average)
Click-through rate target: 23%

Bounce rate threshold: <2%

Unsubscribe rate threshold: <2%

Results will be reviewed monthly afteranew issuelaunch and content strategiesadjusted based
on audience behaviour analytics. A/B testing will be implemented for subject lines and call-to-
action elements to continuously improve engagement.

A dedicated stakeholder database and mailing list supports this action. Interested stakeholders
can subscribe via the project website or during in-person events. Audience acquisition and
maintenance remain fully compliant with the General Data Protection Regulation (GDPR), with
explicit consent collected at every touchpoint.
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Figure 9. FoodCoP's Signature Sheet

2.6.4. Press Media Campaign

The press media strategy is a vital part of FoodCoP’s communication and dissemination plan,
focusing on leveraging traditional press channels to amplify the project’svisibility and credibility.
By engaging with both generaland specialised media outlets, FoodCoP ensures its key messages
reach relevant stakeholders and the wider public.

Objectives of the Press Media Strategy

Inform and Educate: Communicate FoodCoP’s goals, milestones, and achievements in
a clear and accessible way through trusted press outlets.

Expand Visibility: Secure media coverage at regional, national, and European levels to
broaden awareness of FoodCoP’s impact.

Build Credibility: Position FoodCoP as a leader in rural innovation and circular
bioeconomy through consistent and professional media engagement.

Key Activities

1. Press Releases:
o Atleast three press releases will be issued during the project’s lifecycle:

The first press release was launched at the project’s kick-off in
November 2024, securing coverage from over 15 media outlets.
Additional press releases will coincide with major milestones, such as
significant project results or key events.

These releases will highlight FoodCoP’s objectives, achievements, and
contributions to rural innovation and sustainability.
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Arranca el proyecto FoodCoP para transformar los sistemas
alimentarios rurales en Europa
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FoodCoP: Strengther{ing Regional
Collaboration to Transform Food
Systems

Figure 10. KoM Press Release on European and regional news outlets

2. Maedia Collaboration:

Collaborate with journalists and editors to showcase FoodCoP’s work and its
relevance to the circular bioeconomy.

3. MediaKits:

Provide high-quality, press-ready materials, including project summaries,
visuals, and key data, to ensure consistent and impactful media coverage.

4. Local and Regional Outreach:
Focus on engaging regional press to highlight FoodCoP’s impact on local
communities, particularly through Startup Villages and circular bioeconomy
initiatives.
A good example of these practices and activities was the featuring of the project’s Kick Off last

November 2024 on Cadena SERradio news, a Spanish national radio station, that broadcast also
at local level.

2.6.5. Project’s video
In the early stages of the project, FoodCoP will release an awareness-raising video introducing
its objectives, partners, activities, and expected outcomes. The video will focus on connecting

with the general public, showcasing the project’s vision and the collaborative efforts behind it.

The video will be released and shared on:

FoodCoP’s YouTube Channel: Ensuring easy accessibility and wider reach.
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The Official Website: Embeddingthe video to enhance visibility and engagement.
Project’s Social Media Channels.

This video will serve as a foundational tool for building awareness and fostering interest in
FoodCoP’s activities, helping to establish a strong connection with key audiences.

2.6.6. Digital and Printed material

To support FoodCoP’s communication efforts, arange of materials will be designed to effectively
convey the project’s messages. FOOD+i, as the leader of WP8, will oversee the design and
production, with contributions from consortium partners.

Planned Materials

Infographic:
A visually engaging infographic will outline the challenges addressed by
FoodCoP and present the project’s implementation plan in a clear and
accessible format.
This infographic will serve as a foundation for other materials, such as the
project website and event displays.

Leaflet:
A project leaflet will be created to act as a versatile communication tool for
stakeholders.
The leaflet will be distributed at events, workshops, and made available online
to maximise reach.

Roll-Up Banner:
A roll-up banner will be developed for use during physical events, serving as a
strong visual element to showcase the FoodCoP brand and its objectives.
An introductory powerpoint template summarizing the project
activities/objectives.

Language and Accessibility:

All materials will be produced in English, with translations available upon partner
request to meet the needs of different audiences.

These materials will serve as essential tools to support FoodCoP’s dissemination efforts,
ensuring its messages are delivered clearly and consistently to stakeholders and the public.

2.6.7. Synergies with other EU Projects

FoodCoP will actively seek synergies and establish partnerships with other Horizon Europe
projects, such as BioeconomyVentures, Pilots4U, and the Rural Pact Conference, as well as
initiatives and networks connected to the consortium. These collaborations will aim to enhance
the project’s impact and expand its reach.

Through these partnerships, FoodCoP plans to coordinate joint communication and
dissemination efforts, organise collaborative webinars, and involve experts from other projects
in its workshops, events, and activities. This collaborative approach will strengthen FoodCoP’s
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position in advancing circular bioeconomy strategies and fostering rural innovation while
promoting shared learning and innovation across the Horizon Europe ecosystem.

2.7 Dissemination activities
2.7.1. Organised Workshops and Events

Throughout the project, FoodCoP will organise several events and workshops designed to
engage stakeholders, build capacity, and share results. These activities provide opportunities
to collaborate, learn, and showcase the project’s progress and outcomes.

6 Sensemaking and Knowledge Exchange Workshops: These workshops, held at
regionaland interregionallevels, will bring stakeholders together to share best practices
and insights related to Startup Villages. They will be carried out by Task 5.1.

4 Climathon and Local Hackathons: These innovation-driven events will focus on finding
practical solutions for Startup Villages. They will be organised by Task 6.1.

1 Policy Dialogue Workshop: This workshop willengage policymakers to discuss circular
bioeconomy strategies and explore ways to support rural innovation. It will be carried
out by Task 6.3.

1 Train-the-Trainer Program: A capacity-building session for Startup Village
Ambassadors, aimed at equipping them with the tools and knowledge needed to
support the project’s goals. This will be carried out by Task 7.1.

1Final Event: The final event willshowcase FoodCoP’sresults, success stories, and long-
term impact. It will be organised by Task 9.2.

These events are not just opportunities to engage stakeholders directly but also serve as
powerful tools for dissemination. Sharing the recordings, outcomes, and insights from these
sessions will help ensure that FoodCoP’s impact reaches far beyond the participants involved.

2.7.2. Presentation and participation at national and European congresses

In addition to organising its own events, FoodCoP will actively participate in external
conferences, fairs, and other events that align with the project’s target audiences. These
activities aim to engage industry stakeholders and the general public, amplifying the project’s
visibility and impact through a multiplier effect. FoodCoP willadhere to the following guidelines
for effective participation:

1. Event Analysis: The consortium will identify and compile a list of relevantevents, such
as trade shows, exhibitions, forums, and congresses, taking place during the project’s
lifecycle. This ensures that FoodCoP attends the most impactful opportunities.

2. Define Objectives: Clearly define the purpose of attending each event. Why is this event
important for FoodCoP? Establishing specific goals will help determine whether
participation aligns with the project’s strategy and if it offers tangible benefits.

3. Target Audience Assessment: Prioritise events that attract participants aligned with
FoodCoP’s target groups. Even high-profile events may not be worthwhile if they don’t
engage the right audiences.

4. Internal Coordination: Once participation in an event is confirmed, it will be
documented in the Communication and Dissemination (C&D) Logbook and shared with
FOOD+i (leaders of WP8). FOOD+iwill provide support by preparing relevant materials
and leveraging social media channels to promote FoodCoP’s presence.
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5. Follow-Up: After the event, follow up with the contacts made, such as sending a
personalised email in the days immediately following the event. This ensures that the
connections established during the event are maintained and nurtured.

Balancing Online and Onsite Presence
FoodCoP will participate in at least 5 online events and 7 onsite events during the project. This

balanced approach ensures that FoodCoP reaches both local stakeholders and a broader
international audience.

Table 3. Pre-selected events

| Pre-selected events Location | DEICH
BIC Matchmaking Event Brussels February 2025
European Week of Regions and Cities Around EU | CIRCA October 2025
Final Conference for FI4INN project (Interreg) TBD 2026
Climathon TBD 2025
Innovative Development of Small Towns in Spain Forum | Spain 2026
European Startup Village Forum TBD 2025

2.7.3. Articles published and blog posts

FoodCoP will disseminate its progress, results, and success stories through articles in national
and EU online press, as well as blog posts published on the project website. These outputs aim
to raise awareness, engage diverse audiences, and showcase the project’s impact on rural
innovation and circular bioeconomy strategies.

Collaborations with media outlets will focus on publishing articles that highlight project
milestones, insights from Startup Villages, and policy recommendations. Blog posts will provide
an informal perspective, featuring behind-the-scenes content, success stories, and reflections
on project achievements and challenges.

FOOD+iwill oversee the coordination of this task, ensuring consistency and alignment with the
project’s communication goals. However, all consortium partners will contribute equally by
providing content, local insights, and expertise. FoodCoP aims to publish at least 25 articles in
national and EU press and 100 blog posts over the project’s lifecycle.

2.7.4. Relevant Open Access and Data Management

FoodCoP will develop a Data Management Plan (DMP), delivered in M6 (D1.2), detailing the
anticipated data generated by the project. This will be a dynamic document, updated regularly
to address key aspects such as data summary, FAIR principles (Findable, Accessible,
Interoperable, and Reusable), research outputs, resources, security, and ethics.

When applicable, FoodCoP is committed to openly publishing its data under a Creative
Commons licensing scheme, ensuring that relevant third parties can reuse and replicate the
data. A rigorous quality control process will be implemented to maintain data consistency and
integrity throughout the project.
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Compliance and Open Access Policy

In full adherence to the General Data Protection Regulation (GDPR) and other EU and national
regulations, any personal data collected or processed will be handled based on informed
consent. Asa Community Support Action (CSA), FoodCoP willadopt an open access policy. Public
project deliverables will be made available on the project’s website and shared with
stakeholders.

By implementing this plan, FoodCoP ensures transparency, accessibility, and compliance with
EU standards, while promoting collaboration and knowledge-sharing across the project’s
community and beyond.
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3.EXPLOITATION STRATEGY

The main objective of the exploitation strategy for FoodCoP is to maintain active participation
and engagement within the Community of Practice (CoP) platform. With the aim of maximizing
the impact and long-term sustainability of the platform beyond the project’s duration,
partnerships will enable the maintenance of the project, keepingthe knowledge -exchange and
networking active.

A key component to ensuring the platform’s longevity is forming strategic partnerships with
relevant stakeholders. By integrating the exploitation plan with the stakeholder engagement
plan for outreach to local governments, entrepreneurs, and rural communities, we will foster
strategic partnerships with stakeholders who can actively support the project's long-term
sustainability.

Leveraging partnerships with regional development agencies and EU-funded projects will
streamline knowledge-exchange and ensure that the platform remains a valuable resource. In
addition, building a strong relationship with stakeholders such as the Joint Research Centre (JRC)
and the Circular Cities and Regions Initiative (CCRI) will not only provide valuable access to
expertise but also help secure diverse funding opportunities and ensure the platform remains
aligned with ongoing EU initiatives and strategic priorities.

To maintain and expand the platform, co-funding opportunitiesboth from the publicand private
sectorwill be explored. Therefore, in addition to advocating for funding from the JRCand other
EU bodies, the target audience groups outlined in Table 1 will play a crucial role in shaping the
exploitation plan by identifying potential stakeholders who could contribute to funding,
including industry partners, foundations,and regional development programs. Another strategy
is linking the project to existing EU initiatives, to position the platform as an essential tool for
policymakers and investors.

To increase the platform's visibility and influence, collaboration with EU institutions is planned.
Involvement with the Committee of the Regions and participation in events such as the Week
of European Regions will strengthen ties with policymakers and regional authorities.
Furthermore, we will aim to connect with organizations such as ERRIN (European Regions
Research and Innovation Network) and other relevant networks to broaden the platform's
reach.

Effective communication and stakeholder engagement will be crucial in keeping the platform
dynamic and relevant. Utilizing existing channels such as workshops, forums, and networking
events will enhance knowledge-sharing and attract new participants. We will use all FoodCoP
channels such as the LinkedIn page to increase the reach of the platform, and participation in
events including the Startup Villages Forum is planned.

Exploitation objectives
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The exploitation strategy focuses on maintaining active participation and engagement within
the Community of Practice (CoP) platform while fostering strategic partnerships that ensure
long-term sustainability. The key objectives include:

e Ensuring the longevity of the FoodCoP digital platform as a hub for knowledge
exchange and stakeholder collaboration.

e Developing co-funding opportunities through public and private partnerships.

e Integrating FoodCoP within broader EU initiatives to secure ongoing engagement and
support.

e Establishing pathways forthe commercialization and uptake of FoodCoP results by key
stakeholders.

e Supporting policy alignment with EU strategies on bioeconomy, rural development,
and innovation ecosystems.

Key exploitable results and beneficiaries

FoodCoP will generate several key exploitable results, categorized as follows:

Table 4. Key Exploitable Results (KER)

| Exploitable result || Description || Key beneficiaries
. . .. . Local authorities,
Community of Practice [A digital hub for Startup Villages,
. entrepreneurs, SMEs,
(CoP) platform entrepreneurs, and policymakers . .
investors, policymakers
. . Guidelines for implementing circular (|Startup Villages,
Circular bioeconomy o . . .
models economy principles in rural food policymakers, agricultural
systems cooperatives
Case studies and best [[Documentation of successful rural Rural communities,
practices innovation strategies investors, researchers
Polic Insights for local, regional, and EU Policymakers, EU
Y . policymakers to support bioeconomy- ([institutions, regional
recommendations . .
driven rural development development agencies
Training capacity Educational materials and workshops |[|[Entrepreneurs, SMEs,
building for stakeholders regional clusters
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4. MONITORING METHODOLOGY

The primary objective of monitoringis to ensure the effective implementation of a high-quality
communication strategy. Regular evaluation is crucial to maintaining the impact and quality of
communication and dissemination activities.

Periodic monitoring of key performance indicators (KPIs) will help identify any deviations from
the planned strategy. When such deviations occur, the Plan for Dissemination, Exploitation,
and Communication (CDEP) will be updated to align with the project’s strategic objectives. This
adaptive approach ensures that the communication strategy remains effective and responsive,
continuously enhancing its impact and value throughout the project lifecycle.

4.1 Planning, Reporting, and evaluation of communication and
dissemination

FoodCoP uses well-defined Key Performance Indicators (KPls) to track and evaluate the success
of its communication and dissemination activities. These KPIs are central to ensuring the
project’s efforts remain impactful, aligned with strategic objectives, and adaptable to
stakeholder needs. Below is an overview of FoodCoP's communication KPlIs derived from the
proposal:

Table 5. Key Performance Indicators

Activity Indicator
Project Website 5,000 page views over the project’s duration.
Social media 250+ posts across X (formerly Twitter) and Linkedin.

1,500 followers combined across all platforms.

Printed and Digital Materials 5,000 promotional materials (leaflets, brochures)
distributed.

Media Publications 25 articles published in national and EU online
press.

Blog Content 100 specialised blog posts hosted on the project
website.

Events Participation in 5 online and 7 onsite events to

promote FoodCoP methodology and outcomes.

FoodCoP's communication team, led by FOOD+i, will continuously monitor these KPls. Regular
updates to the Dissemination, Exploitation, and Communication Plan (DECP) will ensure
alignment with the project's evolving goals. Metrics will be assessed through surveys, website
analytics, and social media tools to evaluate engagement and reach.
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By focusing on these KPls, FoodCoP aims to maximise its impact, ensuring that its objectives
resonate with target audiences and its outputs remain accessible and actionable for
stakeholders.

4.2 Tools for monitoring and reporting of communication and
dissemination

Inthe context of FoodCoP, monitoring involvesthe systematicand continuous collection of data
throughout the project’s implementation. Its primary aim is to assess the effectiveness of
communication and dissemination activities in advancing FoodCoP’s objectives and achieving its
goals.

Monitoring in FoodCoP

Monitoring plays a critical role in ensuring the success of FoodCoP’s communication efforts. By
continuously collecting data throughout the project lifecycle, we can evaluate the reach and
impact of our strategies, ensuring that messages are effectively delivered to target audiences.

This process allows the consortium to:

Identify deviations from planned activities.
Receive real-time feedback on audience engagement and message reception.
Adapt and refine the communication plan as needed to optimise effectiveness.

Regular monitoring also provides evidence of progress, demonstrating the value and impact of
FoodCoP’s communication activities to stakeholders and funding bodies.

The FoodCoP Communication and Dissemination Logbook

All data related to communication and dissemination activities is recorded in the FoodCoP
Communication and Dissemination Logbook, a centralised and accessible tool available to all
partners. This logbook serves as the primary resource for planning, tracking, and reporting
activities.

Before Activities: Partners must document essential details about upcoming events and
initiatives in the logbook. This enables the Communication Manager to develop
appropriate strategies and ensure optimal coverage across FoodCoP’s social media
channels.

After Activities: The logbookis updated with outcomes, participant feedback, and other
relevant metrics to support evaluation and reporting.

Internal Evaluation and Contingency Measures
To allow time for corrective measures, additional internal evaluation periods have been built
into the plan. If deviations are detected, contingency measures will be promptly implemented

to keep activities aligned with FoodCoP’s objectives.

Monitoring and reporting in FoodCoP ensure responsiveness, accountability, and alignment with
the project’s goals. The continuous evaluation of communication activities allows for real-time
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& FoodCoP

adjustments, ensuring that messages reach the right audiences and maximise the impact of
dissemination efforts. Through tools like the Communication and Dissemination Logbook,
FoodCoPis well-positioned to track progress, adapt strategies, and deliver meaningful results.

This project has used a standard methodology already developed in the B-Resilient project
(Grant Agreement number: 101074621), following EU recommendations. Ad hoc modifications
were added to comply with the conditions of the Grant Agreement for FoodCoP (Grant
Agreement number: 101182001).

All Rights Reserved. FoodCoP Project. Grant Agreement 101182001.
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5.CONCLUSIONS

The Exploitation, Dissemination, and Communication Strategy Plan provides a comprehensive
framework to maximise the impact and sustainability of the FoodCoP project. By implementing
a structured and adaptive approach, the strategy ensures effective engagement with

stakeholders, fosters knowledge transfer, and supports the uptake of project outcomes beyond
its duration.

The communication and dissemination activities are designed to enhance visibility, encourage
collaboration, and facilitate knowledge exchange within the targeted communities. A systematic
monitoring and evaluation framework, including the Communication and Dissemination
Logbook, ensures that all activities align with key performance indicators (KPIs) and can be
adjusted to optimise impact.

The exploitation strategy focuses on ensuring the long-term use and sustainability of FoodCoP’s
results. By integrating commerecialisation pathways, policy recommendations, and collaboration
with key stakeholders, the project supports the EU’s broader objectives for circular bioeconomy
and rural innovation. Additionally, the Startup Village framework promotes interregional
cooperation, reinforcing the transformation of rural food systems.

This strategy will be continuously assessed and refined throughout the project to remain
responsive to emerging opportunities and stakeholder needs, ensuring FoodCoP delivers
tangible benefits at local, national, and European levels.
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6.ANNEXES

6.1ANNEX 1. FoodCoP COLORS

HEX #5c96bc

HEX #ffc25c

HEX #8fdca9

HEX #ffe55c
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6.2ANNEX 2. FoodCoP FONT

Calibri is one of the pre-installed fonts by Microsoft and Adobe software, so it is easily
accessible for everyone. The other recommended font is Calibri.

Normal

ABCDEFGHIJKLMNNOPQRSTUWYZ
abcdefghijklmniiopgrstuwyz

1234567890.:,;-+() i!1é ?H%%0& *-—@°LE O C™ES¥L Cf

HEADING 1
ABCDEFGHIJKLMNNOPQRSTUWYZ
ABCDEFGHIJKLMNNOPQRSTUWYZ
1234567890.:,;-+() i !¢ ?#% %o & *—@°2EC © ®™ES¥F CF

Heading 2

ABCDEFGHIJKLMNNOPQRSTUWYZ
abcdefghijklmninopgrstuwyz

1234567890.:,;-+() i1é 2#%%o&* —@°RC O ®™ESY£ ¢ f

Heading 3

ABCDEFGHIUKLMNNOPQRSTUWYZ
abcdefghijklmniopqrstuwyz

1234567890.:,;-+() i1¢é?#%%0&*-—@°8C O™ ESYECf

Heading 4 and posteriors
ABCDEFGHIJKLMNNOPQRSTUWYZ
abcdefghijklmnfiopqgrstuwyz

1234567890.:,;-+() i!é ?H%%o&* -—@°E0 ®™ESYECf
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6.3ANNEX 3. FoodCoP LOGOS
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« FoodCoP

Fueling Startup Villages with Circular Bioeconomy Strategies

@ FoodCoP

Figure 11. FoodCoP Logos, colour
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FoodCoP

Fueling Startup Villages with Circular Bioeconomy Strategies

FoodCoP

Figure 12. FoodCoP Logos - black

FoodCoP

Fueling Startup Villages with Circular Bioeconomy Strategies

FoodCoP

Figure 13. FoodCoP Logos - White




