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EXECUTIVE SUMMARY
This document, “Communication Strategy”, defines the choices and the reasoning that all the partners shall apply
for communication of their OPERA activities and research results throughout the project. It establishes a common
standard for the entire project life cycle. It is a multipurpose deliverable aimed at supplying all instruments and
procedures required for a smooth process of communication. After its formal release, the communication
strategy and the quarterly reporting on communication, will be the subject in project meetings. Depending on the
progress, the strategy may be adjusted. In any case, this communication strategy document will at least once per
year fully updated.
The document tackles the issues of what OPERA is going to do in order to disseminate its findings, to whom,
where, in which way, using what media. In order to improve the final results, targets have been set and a process
to monitor and report the outcomes in the project meetings, and an improvement process has been included.
The choices that have been made, make us expect that hundreds of thousands people will be reached and learn
from the OPERA project. People in different organizations, and with different relations to the OPERA subject;
students and faculty, individuals, end users as well as large and small, commercial and public organizational
bodies.
The OPERA findings and products are aimed at three “audiences” (or “stakeholders”): the scientific community,
industrial companies, and the public. Project deliverable 8.4 or “D8.4”, the Dissemination Plan targets only the
first audience, while the communication strategy (this D8.1) targets the latter.
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1 INTRODUCTION
1.1

PURPOSE OF THIS DOCUMENT

This document describes the official communication strategy of the OPERA project. First the objectives of the
eighth work package (WP8) are highlighted and subsequently the objectives of the deliverable 8.1.

1.2

OBJECTIVES

1.2.1 Objectives WP8
The overall objective of this work package is to maximise the project’s impact, communication and dissemination.
The objective is to develop an effective communication and a realistic business strategy for the exploitation of the
project results.
The main objectives of this WP are to:
• Define and execute an effective communication strategy established in the beginning of the project;
• Define, agree and execute a comprehensive dissemination strategy and plan with measurable goals;
• Follow-up on dissemination goals and report outcome to the Project Board;
• Coordinate the dissemination activities so that the knowledge created in the project and its results are
properly disseminated to the appropriate target audiences;
• Publish project results in dedicated high impact journals and conference proceedings, provided that all
measures to protect the intellectual property are taken;
• Identify relevant project results and coordinate that results are being used to influence relevant
standardisation bodies;
• Participate in joint activities organised by EU activity and policy groups and other EU funded projects, where
relevant. It is further the objective to ensure the best possible foundation for an appropriate academic and
commercial exploitation of the project results after the project has finished with the following objectives:
o To arrange for proper identification and ownership of foreground IPR
o To prepare an initial market assessment and identification of potential lucrative target market segments
o To develop a sustainable business plan for the successful deployment of OPERA advanced on Low Power
Customised computing technology
o To set the basis for the exploitation of project results through a structured business plan.

1.2.2 Objectives D8.1
Its objectives, which are a part of those of WP8 are:
• Widen as much as possible the OPERA stakeholder base in all sectors of European society and economy,
seeking their input from the very beginning;
• Support the understanding of new knowledge generated in the OPERA project;
• Favour the widest exploitation of the project results at social and organisational level;
• Promote progress beyond the project itself, by transferring the knowledge acquired to both the wide
academic and industry in an effective and direct language.
• Disseminate the OPERA project findings amongst the scientific community, detailed out in D8.4
(Dissemination Plan).

1.3

DELIVERABLE SCOPE AND STRUCTURE

This deliverable 8.1 is due in the 4th month of the OPERA project (M4), and is a result of Task 8.1, (Planning:
Communication, events, web-site, publicity materials) that has been described as follows: The objective of this
task is to define the project’s communication strategy, set up an effective communication plan documented in
D8.1, and execute the plan on behalf of the consortium. A rich project website will be set up, providing up-to-date
information about the project and its results to the public. Goals will be established and followed with visitor
statistics and a database of registered users will be maintained for dissemination.
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This document shall be followed by deliverables D8.2 (Exploitation plan) and D8.3 (Business plan), both public
reports, due at M36 (November 2018), and accompanied by D8.4 (Dissemination Plan), also due at M4 (March
2016).
Initially, the Communication Strategy gives priority to defining:
Chapter 2: the right choices in using communication (media choices, measuring), signposting tools, procedures,
and guidelines to use them, to give and maintain maximum visibility (as well as transparency) to the OPERA
project;
Chapter 3: what are the target groups and stakeholders relevant for the OPERA project, how to establish initial
contacts with as many of them as possible, and how to make these contacts fruitful.
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2 MEASURES TO MAXIMIZE IMPACT
2.1

DISSEMINATION AND EXPLOITATION OF RESULTS

For dissemination of results, OPERA will adopt a consolidated model of organizing workshops, brainstorming
sessions and presentations in a variety of European countries and in industry focused events (i.e. conferences,
trade fairs, at national, international, and EU congresses, fairs, and exhibitions) where applicable.

2.1.1 Dissemination events
OPERA will leverage the networks of the consortium to find a project network of project partners. These
dissemination events should match the following characteristics:
• In order to keep an excellent contact with the outside world, OPERA organizes and joins events at least once
every three/four months during the OPERA project. We will go into the choice of events later, as the choices
are mainly driven by reaching the target audiences (see Chapter 3);
• In order to do this in a cost efficient way, these events should coincide with leading seminars or events from
relevant industries where the ‘right’ kind of audience is present, i.e. people representing the relevant
stakeholder communities (research, commercial, investment, social, environmental, policy making, setting
standards, skills and educational training).
2.1.1.1 Approach
If OPERA intends to share its progress/results within the datacenter industry, several important annual events can
be found to combine efforts with. The hosting organization of such events is normally pretty keen to get involved
to help disseminating the OPERA result through the seminar by offering a speaking opportunity and an event
venue.
These abovementioned events will be combined with OPERA internal central project meetings organized by
project management, in order to reduce costs and reduce the travel footprint. In these events we will early on in
the project organize brainstorm breakouts with stakeholders. OPERA will present its ideas and objectives and will
receive input from the relevant stakeholder community for inclusion and tuning.
These events will furthermore be combined with project meetings on WP level in order to ensure face-to-face
updates and exchange in the cooperative work done by teams.

2.1.2 Exploitation of results
Exploitation is a core element within OPERA. The industrial leadership expressed by the partners creates a strong
commitment and method both for the research work to be done and for the exploitation of it. We just want to
remind that each partner is targeting through OPERA to research and test new low power platforms that
combined together will create a momentum of market adoption.
2.1.2.1 Approach
The exploitation work that will be performed by the partners will encompass a twofold approach:
1. Develop viable and deployable business plan using SMART objectives methodology (Specific Measurable
Achievable Realistic Time-limited)
2. Evaluate in due course of the project and based on the results the spin-off of such results into self funded
smaller project for fast-tracking the TRL non-linear growth.
All dissemination and exploitation activities will be reported and recorded centrally with OPERA project
management.
The list of events, conferences and exhibitions that OPERA beneficiaries are going to attend is to be found in
D.8.4. This list will be maintained during the project. At the moment of the writing of the document it is hard to
oversee the whole timespan of the projects, and which events there will be to exploit results or to disseminate
D8.1| Communication Strategy
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OPERA. It does give an impression at the time of the delivery of the Communication Strategy, what kind of events
OPERA is aiming for.

2.2

COMMUNICATION ACTIVITIES

2.2.1 Online media
News will primarily be fed by the project participants. The news items will each be forwarded to Fabrizio Bertone
of ISMB (bertone@ismb.it). He will publish the news on the relevant online platforms, every other week. In the
second quarter of the project, OPERA will start planning and scheduling the online messaging. WP8 leader TESEO
will ‘chase’ beneficiaries personally if the newsfeed is in need of some extra attention.
2.2.1.1 Website
The OPERA website (http://www.operaproject.eu/) will also play an important role in communicating project
information to the wider industry and public. This will be used to describe the project’s activities, its strategic
vision and plans as well as forthcoming events in which organisations can learn more about the project. The
OPERA website will also have an online repository with useful information (such as notes, lectures and seminars)
as well as important links to both the OPERA’s online communities and to other industry bodies. The website will
be synchronized with the OPERA social network accounts (Facebook, LinkedIn and Twitter), meaning that new
content added to the website will be (semi)automatically shared through all those social networks.
All participants of the OPERA projects will have to:
• follow and promote the webpages and social media accounts on all the social available social networks on
which they are already active;
• Share, on these same networks, announcements coming from the OPERA project social network accounts, as
often as possible.
All social network accounts of the OPERA project will be used not only for announcements, but also to engage
directly (the more, the better) in conversations with all stakeholders.

Figure 1 The OPERA website
D8.1| Communication Strategy
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In order to reduce the communication effort, project information that is required repeatedly by several parties,
the frequent asked questions (FAQs), the answers will be put on the website, by adjusting its content. By
publishing the answer on the OPERA website, one is able to reuse it, by just giving a link, to whoever should ask
the same question, maybe on another social network. In this way it will ensure the maximum amount of visitors.
To further optimize the number of visitors, Search Engine Optimization (SEO) is a continuous activity: publish
regularly more content on the website, and the more it will be linked from other websites, the better it is for, that
is for the website visibility.
The website contains contact information, a link to the Twitter account and the project’s email address
info@operaproject.eu.
2.2.1.2 Twitter account

Figure 2 The OPERA Twitter account

The OPERA Twitter account is used for news updates and creating a network of followers who help OPERA to
communicate the updates on the OPERA project. In order to make the OPERA Twitter account worthwhile for
others to follow, the OPERA Twitter account needs to bring catchy pieces of information to keep the followers
interested. Fabrizio Bertone of ISMB has the credentials and will monitor the right frequency and content sharing
on this Twitter account. Tweets will be send at least twice a week. All partners are requested send ideas for
Tweets to Fabrizio Bertone of ISMB, and to re-tweet the sent tweets, in order to stimulate a growing community
of OPERA.
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2.2.1.3 LinkedIn group

Figure 3 The OPERA LinkedIn group

The LinkedIn group is used to share information with the professional outside world, comprised of many
networks, that the people behind the beneficiaries of OPERA are already tapped into. LinkedIn will enable the
project to simply reach out for existing professional networks and get introductions, forming a potential rich
information source. Discussions can be instigated by each participant to this group. The same news items that
were also promoted on the web page, and more, will also be promoted here on the LinkedIn page. The
community target is a minimum of 150 members.
2.2.1.4 Facebook page
There is Facebook (FB) page, readied in Q2 of the project. The FB page will used inform the public even better.
There will be a timeline with many OPERA pictures in the FB page, from the start of the project, to the current
date.
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Figure 4 Facebook page OPERA

2.2.1.5 Youtube
OPERA will make small movies that will be published on the site, promoted on social media. These movies will
either contain OPERA presentations or explanations of what OPERA has produced. Also for the capturing of the
OPERA achievements in some dynamic use cases, movies come in handy and have great communicative power. In
the project we expect to promote at least 5 movies.
2.2.1.6 Measuring of reach
The
website
(www.operaproject.eu),
Twitter
(@opera_project),
Facebook,
LinkedIn
(https://www.linkedin.com/groups/8447208), consortium member’s blogs and emails will be used to reach out to
existing networks.
There will be monitoring and quarterly reporting of the number of interactions (e.g. requests for information,
downloads) via email and website, the number of hits (websites) members (LinkedIn), likes (Facebook), followers
(Twitter).
Thanks to the huge attention that the online media has received in the past few years, there
are great studies (PwC) that suggest how to measure the effectiveness of online interaction
To measure the OPERA website effectiveness and without losing ourselves in details, the
monitoring will be focussed on Display and Interaction behaviour of website visitors.
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Figure 5 Measuring reach of website

Measuring the effectiveness of our Twitter account can be done by analysing the:
1. Number of people, number of followers, which should be increasing along with your Twitter activity. If
your tweets are interesting and engaging your reach should be expanding and your Twitter community will
grow.
2. Impact of the Tweets. When OPERA posts tweets that followers like they will retweet and favourite them or
reply with comments or answers to your questions. When you look at a tweet in Twitter or using our “Tweet
Analytics” tool you can visualize how many retweets and favourites it has received as well as the comments
people have posted.
Measuring the effectiveness of the LinkedIn group is harder to do. According to the blog of Peter, posted on
Jun 29th, 2014 on Blogtips1: “LinkedIn is a different beast. We can not measure the LinkedIn effectiveness in the
same way (as Facebook or Twitter – red.), because LinkedIn works in a different way. “LinkedIn Pages” have
limited functionality to promote our content. The most effective way to “market content”, is to actively engage in
LinkedIn discussion groups, related to your topics. As such, the followers on your LinkedIn page is less important,
and effectiveness can’t be measured by that figure.” In order to become most effective on the OPERA LinkedIn
account, all beneficiaries need to share interesting content, involve their own LinkedIn networks actively.
Measuring the effectiveness of the Facebook page for OPERA can be done by the amount of followers. What
is really interesting in this context, are:
1. Impressions: the amount of people that actually read the message. When you make a Facebook status
update, not all of your audience will see the message. The reality is that it will likely be between 5%-16% or
lower2. The administrator of the OPERA Facebook page will be able to see how many people have seen each
post.
2. Engagement: the Facebook ‘Talking About’ score is the primary way of measuring engagement on the OPERA
Facebook Page. This score measures all interactions on the page, a like, a comment, a wall post or - the
ultimate engagement – sharing the OPERA content. The vast majority of Facebook Pages have talking about
rates that are under 5%. The score will be monitored by the OPERA project.
1
2

http://www.blogtips.org/measuring-the-effectiveness-of-twitter-facebook-and-linkedin/
http://myob.com.au/blog/part-3-successful-facebook-page-measuring/
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2.2.2 Traditional media
OPERA will also use traditional media for reaching out. Around events, one–on-one meetings, etc., attention of
the audiences will be increased by the use of printed flyers, and popup stands during the addressing of the
audience, manning a booth on seminars, workshops, conferences, exhibitions, meetings and interviews. A mix of
the abovementioned media will be used when involving third party events and will depend on their media
strategy to use the relevant communities to their event. The use of printed media is expected as a result of
consortium contacts with journalists, especially the ones that making copy for scientific magazines. The OPERA
project will produce and use the following media in order to strengthen recognisability within the targeted
audiences:
• OPERA logo
• OPERA general information brochure
• OPERA poster(s)
• OPERA templates (reports, letters, mails, presentations)
• OPERA press releases
• OPERA project newsletter
The abovementioned media will have to be in sync with the texts/content, message, logos, tone of voice, pictures
that will be used in the online media, so that the OPERA brand will become strong.
2.2.2.1 The effectiveness of traditional media
The effectiveness of communicating can be evaluated using the Media Richness Theory (MRT). The theory is
applicable for traditional media, but not well accepted for online media. It refers to the ability of information
communicated, to change understanding within a time interval. It explains that richer, personal communication
mediums are generally more effective for communicating of equivocal issues than leaner, less rich media.
The theory implies that a sender should select a medium of appropriate richness to communicate the desired
message or fulfil a specific task (Lengel & Daft, 1989). Senders that use less-rich communication media must
consider the limitations of that medium in the dimensions of feedback. For example, the leanness of the text
prevents the transmission of tone and facial expression which would otherwise be useful in detecting the
sarcasm.
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Figure 6 MRT, the complexity of messages and richness of communication

The effectiveness to communicate will increase by using a medium that is ‘richer’ (intensity of interaction
between sender and receiver), especially when a message is complex and equivocal. For traditional media, this
model indicates that OPERA’s communication efforts, in order to disseminate its complex findings, will be more
effective using richer traditional media.
2.2.2.2 Measuring of reach
There will be monitoring and quarterly reporting of the number of interactions, like the number of people in an
audience, visitors to events and workshops, number of magazine readers and direct interactions with people.
Links to all (online and traditional) articles and other media coverage about the Project or/by its members and
partners will be collected separately, together with a “press kit”, i.e., a set of links, information and other
resources apt to make easier for journalists, editors, etc., to write about the OPERA project.
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3 TARGET AUDIENCES
The objectives in relation to where and who to reach out to will be described in this chapter. Before the
communication channels which are available to the OPERA project, the effectiveness for each of those channels
and the way to monitor and report its effectiveness throughout the OPERA project, have been described. In the
initial OPERA plan, there have been specific remarks on the communication in specific countries (see 3.2) and to
specific forms of organization (see 3.3). Perhaps some not explicitly mentioned before, the OPERA project has
identified the following target groups the:
1. Public
2. Industry
3. Scientific community

3.1

TARGET AUDIENCES D8.1

D8.1 the Communication Strategy (this report) is a reference for the activities to be developed in project task
T8.1. (Communication, events, website, publicity materials) and targeting the public and industry. Project
deliverable D8.4, the Dissemination Plan, targets the scientific community. The detailed description of how to
disseminate OPERA knowledge in the targeted scientific communities, (academics and universities), will therefore
be dealt with in D8.4 and not in D8.1.
More specific; D8.1 communication strategy will target the following groups across Europe:
• End users
• Hardware and software vendors
• Datacenter industry
• OPERA’s beneficiaries (project internal)
• IT experts (hardware and software, architects, trainers, programmers, etc.)
• Students
• Media (online and traditional)
• NGO’s
• Research and development departments
• SME’s
• Standardization bodies
• Politicians
• Other (EU) projects that have similar activities and objectives
• Futurologists

3.2

GEOGRAPHICAL FOOTPRINT

OPERA will also aim to disseminate results to countries that are not on the leading edge of technology today, in
order to spread and disseminate OPERA’s findings also in countries that are likely not yet at the same level of
technological maturity as the countries that the project partners originate from. This could enable these
mentored countries to consider taking a leap in their technological evolutional stage.

3.3

ORGANIZATIONAL FOCUS

3.3.1 SME’s
The dissemination plan will entail a special focus on dissemination to SME’s. This will be accomplished by enabling
small companies to enter these events without costs or other hurdles, that seem to be troubling smaller
organizations, granting direct access to decision makers in the project.

3.3.2 NGO’s
A strong emphasis will be placed on involving NGO’s like environmental pressure groups and share OPERA’s train
of thought with these organizations early on in the project. This is to ensure support and guidance for OPERA’s
D8.1| Communication Strategy
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claims to energy efficiency improvements. The results will get more body towards commercial exploitation, the
more the project will proceed in time; more results are tested in use cases, can be proven, communicated and
attracting attention from the relevant audiences.

3.4

ATTENDING THE RIGHT EVENTS

Beneficiaries like IBM and HPE have a huge potential for facilitating OPERA to attend events and participate in
presenting opportunities. OPERA will organize its own events and will visit and present at planned events. In order
to decide whether a planned event will be worth visiting or presenting at, estimated data on the type and number
of visitors/audience will be requested and administered in the reporting form (see Figure 9Figure 9 Attachment Example OPERA communication reporting form).
Events to the end will be geared to improve chances for successful exploitation of the results of OPERA. Le
Département de l’Isère, through its participation to projects dealing with the same issues, is able to disseminate
its experience to other actors and at various levels.

3.5

EVENTS AND EFFICIENCY

In order to prevent inefficiencies, it is strongly encouraged to inform the coordinator before and on time of the
events a person of a beneficiary is planning to attend, using OPERA funding. For example, the coordinator may
decide to combine project meetings with certain events that most of the beneficiaries are planned to go to
anyway, or to inform each event participant about the participation of other beneficiary’s organization (to be able
to combine social aspects between beneficiaries). In this way, the coordinator will also have some orchestration
of the communication aspects of events, within the project.

3.6

IMPROVING COMMUNICATION STRATEGY IMPLEMENTATION

With the target audiences in mind and the target monitored and reported, the adjustments for attending and
presenting events will be organized and discussed in the regular project meetings. During the implementation and
execution of this communication strategy, a well-known quality improvement cycle will be used. Quality
assurance of communication will be a fixed item on the OPERA project meetings’ agenda. The quarterly reporting
(see an example on page 21) that each of the beneficiaries will have to report on the past quarter’s
communication on OPERA, will also be a point on the project meeting’s agenda.
In building experiences during the course of the project, new insights may bring new needs for communication
strategy (for example a new online platform has been discovered). In that case the author of the document will
develop a new document version, probably a revised strategy that leads to new forms of communication
activities. It is use a quality improvement cycle as framework to facilitate fruitful discussions on the strategy.

Figure 7 Quality improvement cycle

This Communication Strategy document will be refreshed at least once a year.

3.7

TARGETS AND NUMBERS

See Figure 10 Attachment - The OPERA communication targets quantified for the Communication Targets of
OPERA quantified. OPERA is aiming for reaching thousands of people of different categories, countries,
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organizations. Different forms of communication will the communication intensity and depth vary. In the end it
will be hard to exactly pinpoint the right number the OPERA project will have reached out to. Trying the best to
execute, monitor, adjust and refine the communication strategy during the project, the OPERA project may be
able to refer to a more defined number in the course of the project/project reporting.
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ATTACHMENTS

Figure 8 Nine categories of indicators for measuring online performance
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Figure 9 Attachment - Example OPERA communication reporting form
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Countries

Total Project

All events

People met, spoken to
Number of impressions (clicks/views/hits)
number of visits generated
Estimated number of readers reached
Number of new OPERA messages
'Talking about' score
Number of followers
Number of visitors
Audience
Est. % of type of people
Number of organizations reached

3200

300

30

6

30

Flyers

E-Mail

Letters

3rd Party Publication

Scientific publication

Publication

Telephone

Video conf

Face to Face

Youtube

Traditional Media

Blogs

LinkedIn

Twitter

Facebook

Website

OPERA event

Other - Attending

Organizations

Online Media
Other - Presenting to

Standardization bodies

SME's

Research and development departments

Events

Event nr.

People

NGO's

Media (online and traditional)

IT Experts

Futurologists

End users

Academics and universities

Communication Targets

Industry (users and vendors, datacenters)
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2000 400 20 350 430 50 20 30 200 5

500 100 500
5000 1500
1000
500

200

300 100

500
20

3

50.000 500 500 25 250 500
20
2
2

>5%
150 150 150
200.000
1

63% 13% 1% 11% 13% 17%

250

500

20 30 200 5

Figure 10 Attachment - The OPERA communication targets quantified
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