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1 EXECUTIVE SUMMARY 

 

The deliverable D9.2 Intermediate report on dissemination activities compile the tools, actions, procedures and 

results of the dissemination and communication actions, achieved during the firsts months of the project. As 

established in the Communication Plan, for each audience, we have tried and we will continue trying different 

means of work during the whole life by using targeted messages, and language. 

 

The dissemination and communication actions gathered in the Dissemination Plan are being implemented 

since the beginning of the project. 

 

The main progresses compile in this report have been the following: 

 

• Design and implementation of the DOCTIS brand: logo, visual guidelines, unified style, easily 

recognizable and identified with the main goals of the project. 

 

• Website and Social Media channels: A Digital Marketing strategy has been designed with the aim to 

attract as much as possible visitors to the DOCTIS website. Contents and news are updated with topics 

focused on the main advances of the project, relevant events of the industry and related European policies. 

 

• Work with Media: Milestones of the project have been detected with the aim of reaching the general and 

specialized Media. On this way knowledge and information about DocTIS can be shared among the 

industry, end-users, and the public. Media outlets are important generators of public opinion. 

 

2 APPROACH OF THE DISSEMINATION AND COMMUNICATION STRATEGY 

 
2.1 COMMUNICATION PLAN AND TOOLS 

 

The Communication Plan was issued in Month 6 and was internally redesign a year later with more 

specifications regarding the actions to perform during the entire length of the project. The plan’s objective is 

to maximize the impact of the communication and dissemination actions and was set up on four basic pillars: 

1) Definition of the dissemination objectives; 2) Identification of the relevant target audiences; 3) Description 

of the dissemination actions to be addressed; and 4) Identification of the specific tools to be developed to 

support effective communication. 

 

The communication tools of the project such as the logo, project website, and template have been developed 

and identified in the plan and they allow to perform a correct Digital Marketing Strategy. Besides, we have also 

applied internal steps such as a Communication Webinar, so the partners know how to correctly perform such 

actions. Not only the communication tools and internal measures will help to promote the strategy planned, 

but social media channels have also been set (Twitter and LinkedIn) to establish a communication hub and 

reach the relevant stakeholders of the sector.  

 

2.2 COMMUNICATION AND DISSEMINATION ACTIONS 

 

Table 1 Diss&Comm actions 

MEANS DESCRIPTION Stage 

Logo and presentations Logo and presentation template for all partners. DONE 

Project website 

and positioning 

Project’s website, providing information about the 

project, and results, showcasing project's news 

DONE, in process 



 

and acting as a communication hub. 

Social media channels Twitter account and LinkedIn community  On going 

Written content Articles and interviews will be produced and 

distributed to the media, specialist press, scientific 

websites, and other relevant information outlets.  

On going 

 

3 DISSEMINATION TARGET 

 

The main principle of the Dissemination activities is to use the research results generated during the project to 

create value within the target communities and initiatives in the EU. This approach ensures that public funding 

will lead the progress and positioning of European Industries as benchmark players within the global market. 

They are the cornerstone for generating a deep impact of the results generated in the project in terms of 

attracting the interest of the main stakeholders involved. 

 

• It secures the commitment of the key stakeholders to the project aims by ensuring timely and effective 

communication between the consortium partners throughout the different phases of the project and work 

packages. 

• Builds awareness of the project among a wide defined group of audiences allowing them engaging in a 

two-way dialogue with DocTIS stakeholders – consortium partners, scientific community, civil society and 

communities, regulatory authorities, and industry - by ensuring effective management of the 

communication platforms and tools. 

• Ensures that policy and decision makers at the national and international levels are fully aware of the 

DocTIS work and project outcomes. 

• Ensures that the identified audiences are aware (or can be effectively informed) of the project progress 

and deliverables trough the continuous, clear, and targeted use of relevant dissemination channels. 

 

Table 2 Target groups for dissemination and communication actions 

TARGET AUDIENCE DISSEMINATED MESSAGE DISSEMINATION PROGRAMME 

 

Scientific community, 

including scientific 

organizations 

Ensure the scientific community is 

aware of the project and of work not 

reflected in scientific publications 

from which other scientists may 

benefit. Opportunities to contribute. 

Publications in high-impact factor journals 

/Scientific articles and abstracts / Lectures in 

scientific venues, including academia, 

congresses, symposia and workshops/ Invitation 

of key scientific leaders to final workshop / 

website of the project (www.DocTIS.eu) 

Clinical community 

(including clinical 

societies) 

Ensure the clinical community is 

aware of the project and the 

opportunities to benefit and 

contribute. 

Scientific articles and abstracts / Participation of 

partner members in clinical meetings and 

symposia / Invitation of key clinical leaders to 

final workshops / website of the project 

(www.DocTIS.eu) 

Participants involved in 

the clinical trial 

Project aims and planning, possible 

outcomes, consequences of 

withdrawing from DocTIS. 

For the recruitment, adverts will be displayed in 

hospitals. During and after the clinical trial, 

participants will be updated on latest information 

via letter and a digital newsletter (subscription 

via the clinical site). 

People affected by IMID 

(including patient 

associations) 

Project progress, outcomes, and 

results. 

Website, publications, presentations, patient 

focus groups, brochure, generic poster, social 

media (Twitter, Facebook). 

Purchasers/payers of 

healthcare systems 

Maintain close contact with 

healthcare providers/users that will 

eventually manage and cover the 

Scientific articles and abstracts, participation of 

partner members in scientific meetings and 

symposia, website, brochure, generic poster, 

http://studio2.asesoria.net/negocio/proyectos/proyectos/ano2018/PROYH2020VHIR/GeneralDocumentation/www.doctis.eu
http://studio2.asesoria.net/negocio/proyectos/proyectos/ano2018/PROYH2020VHIR/GeneralDocumentation/www.doctis.eu


 

cost of treatment. social media (Twitter), press releases 

Policy makers and the 

public in Europe 

Importance and limits of cure 

research. 

Scientific articles and abstracts, website, social 

media (Twitter, Facebook), press releases 

Industry Biotechnological companies aware 

of the possibility of co-

development of a companion 

diagnostic for IMIDs that could be 

of broad medical use. 

Stands in main international biotechnology 

conventions; face to face meetings with 

pharmaceutical companies interested in 

companion diagnostics; press notes. 

Public at large At the right time, release 

information on the key clinical and 

scientific milestones achieved by the 

project. 

Dissemination to the lay public: Website, 

publications, social media (Twitter, Facebook), 

brochure, generic poster, press releases, 

workshop, seminars. 

Healthcare providers: 

National and regional 

Ensure that healthcare providers 

know the advance in precision 

medicine for IMIDs, facilitate its 

adoption in daily clinical routine. 

Face to face meetings with decision makers of 

public and private healthcare organisations. 

 

Clinical trials on combinatorial therapies based on targeted drugs are a novel concept in IMIDs. For this 

reason, special emphasis will be applied to the dissemination of this novel clinical trial. The CREATE Centre 

(partner #4, CARDIFF) will work with the Community Engagement Team at CARDIFF to inform the public about 

its research and activities. The Community Engagement Team was stablished in 2006 to work closely with 

academic staff to effectively disseminate the University’s research and knowledge, and to increase public 

awareness of and engagement with Cardiff’s academic specialisms and expertise. The main tasks of CET at 

CARDIFF will be to support create in: 

 

• Managing partnerships in engagement and coordinating multidiscipline or corporate-level engagement 

events 

• Taking part in engagement activities such as coordinating festivals and Science Cafés. 

• Developing a coherent media strategy in liaison with Arthritis Research UK. 

• Publishing its latest research in the public media including print, broadcast and online at local, national, or 

international levels to ensure maximum publicity. 

• Drafting press releases and setting up media interviews as well as using social media through the Facebook 

and Twitter Account of the Cardiff University Research Office. 

 

4 DOCTIS BRAND 
 

4.1 PROJECT LOGO 

 

From the very early stages, a project logo was created to identify the project. It was used for the first time 

during the kick-off meeting of the project. There were different options and a round of voting took place in 

the Consortium before the kick-off meeting of the project. The figure below shows the final version selected: 

 

 
Figure 1 DOCTIS logo 

https://www.cardiff.ac.uk/research/explore/research-units/cardiff-regional-experimental-arthritis-treatment-and-evaluation-centre
https://www.cardiff.ac.uk/research/explore/research-units/cardiff-regional-experimental-arthritis-treatment-and-evaluation-centre
https://www.cardiff.ac.uk/research/explore/research-units/cardiff-regional-experimental-arthritis-treatment-and-evaluation-centre


 

5 DIGITAL MARKETING STRATEGY 
 

The Digital Marketing Strategy in DocTIS project wants to attract people by creating valuable content and 

experiences tailored to them. This technique forms connections they are looking for and tries to solve 

problems or questions they already have.  

 

To reach this objective, the strategy has been divided in two lines of work: To create quality content aligned 

with the interests of the stakeholder. And on the other hand, to establish links between all the communication 

channels to direct the audience to the website of the project.  

 

5.1 WEBSITE 

 

The website of the project is the place where all the official information of the project is gathered. It is the 

entry point for external stakeholders to look for information about the activities the project is developing and 

a meeting place for all the stakeholders. The creation of the DocTIS website started in month 1 of the project 

and was launched in May 2020, as a tool for external and internal communication of the project both by the 

Consortium and the European Commission. 

 

The project URL is: https://www.doctis.eu. 

 

The main pillars of the digital strategy regarding the website will be: 

 

• The use of Search Engine Optimization (SEO) and quality content in the news section for improving 

the visibility of the website in the organic results (Content Marketing). 

• Stakeholders’ engagement and creation of a community.  

• Social networks. 

 

The look and feel of the website have been designed considering the type of content to be communicated 

and the colour palette of the final logo of the project. The main goal is to have a simple, flexible display that can 

be equally accessible when using different resolutions and devices (computers, smartphones, tablets, etc).  

 

 
Figure 2 Website Homepage 

 

First, to get high search results and provide traffic to the website, it is essential to create quality content in the 

news section of the website. To build up audience loyalty, this news part has to be updated by the 

communication team with content with the help of the partners of the project, who provide relevant 

information of interest. Some of the content that is expected to be produced include expert opinion articles, 

https://www.doctis.eu./


 

news and press releases about the progress or the main milestones, reports published related to technical 

issues of the project and webinars that can attract visitors to the website. The social media channels are used 

to promote it. 

 

The members of the consortium are requested to identify communication opportunities and offer information 

which enables the creation of articles on the website. Each of the partners must help providing complementary 

materials (such as piece of news, pictures from the workshop and the events, etc.) which can be later used for 

communication activities. 

 

5.2 WEBSITE ANALYTICS 

 

During this we have reached a total of 763 page visits, and 192 new users.  

 

As Figure 3 shows DocTIS has had 192 new users, 368 sessions and 763 page visits. We can also see in the 

graphic that the medium interaction time is a little bit more than a minute. 

 

Most of the people that visit our website are from Spain and United States and that is the reason behind the 

fact that most of the people that visit our website are Spanish speakers as seen in Figure 4 and Figure 5 

 

Most of the users are Direct which is the result of a user entering a URL into their browser or using a 

bookmark to directly access the site. Second place goes to the Organic Searches, which is a method for 

entering one or several search terms as a single string of text into a search engine. Organic search results 

appear as paginated lists, are based on relevance to the search terms, and exclude advertisements; whereas 

non-organic search results do not filter out pay per click advertising. If the reader searches for DOCTIS on their 

computer, it will see that the DOCTIS page appears at the top of Google searches. That is a good thing. It 

means that our page complies with the SEO requirements established by Google, and it is a secure page. The 

third one is the people who enter to the website from the Social Media channels, and lastly the Referral Users, 

which are the people who find DOCTIS through a different origin or source which is not Google (see Figure 6) 

 

As Figure 7 shows people want to learn about the project’s events. The second most visited page is the 

Homepage. The third most visited place is the Consortium section in where we can find the people 

participating in the project. 

 

 
Figure 3 Audience Overview 



 

 
Figure 4 Language Overview 

 
Figure 5 Country overview 

 
Figure 6 Acquisition Overview 

 



 

 
Figure 7 Pages overview 

5.3 SOCIAL MEDIA CHANNELS 

 

Social media channels are essential to attract visitors to the website. They are mainly used to inform the 

audience about the new updates available to assure that all public outputs of the project published on the 

website reach its online dissemination potential.  

 

The social media channels are also important to create a community around the project. They are an 

environment to interact with the stakeholders and to get to know the audience. They also facilitate the 

interaction with European institutions, relevant professionals, local authorities, policy makers and 

scientific/technical communities, so they are useful to inform and forge connections with them. 

 

ZABALA is responsible for the management of the Twitter and LinkedIn channels for DOCTIS project and 

partner must collaborate by mentioning the Twitter account, retweeting the messages about the project, and 

sharing publications on LinkedIn. On Twitter we have 55 followers and 117 publications and on LinkedIn 12 

followers and 94 publications. 

 

 

5.3.1 TWITTER 

The credentials for Twitter are the following: 

• @DocTISEU – twitter handler 

• #DOCTISProject – hashtag 



 

 
Figure 8 DOCTIS Twitter profile 

 

5.3.2 LINKEDIN 

 

The credentials for LinkedIn are the following: 

• DocTIS Project – LinkedIn handler 

• #DOCTISProject – Hashtag 

 

LinkedIn is the business-oriented side of social networking sites that allows for a different type of online 

connection: a professional one. The DocTIS Project page establishes a public image on a global professional 

level as a reputable and reliable project.  

 

5.4 SOCIAL MEDIA ANALYTICS 

 

5.4.1 TWITTER 

 

Twitter has a 28-day summary an only a total of a 91-day analysis, so we have been compiling the information 

since the beginning of the project to showcase the performance of Twitter each month since the channel was 

created.  

 

Table 3 Twitter Analysis is showing the number of impressions, engagement rate, clicks, rt’s, likes, replies and 

new followers since February 2020. The most important data on the table are the impressions and the 

engagement rate, which show the implication of our audience in the content that we create. As the table 

shows, some months have had less impressions than others, the same with the engagement, this mostly 

happens in the months after summer and after Christmas, this data is quite normal. People return to their day-

to-day tasks an spend less time in social media, and this is shown in the Table.  

 



 

 

 

 

Table 3 Twitter Analysis 

 Fe20 Ma20 Ap20 Ma20 Ju20 Ju20 Au20 Se20 Oc20 No20 De20 Ja21 Fe21 Ma21 Ap21 Ma21 Ju21 Jul21 Au21 Se21 Oc21 No21 De21 

Tweet impressions 3 649 321 160 424 652 233 245 338 262 263 841 512 433 493 405 411 843 713 674 13K 849 584 

Mentions - - - - - - - - - - - - - - - - - - - - - - - 

Engagement rate 0.1% 1.1% 2.9% 0% 0.4% 0% 1.1% 0.3% 0% 2.2% 3.5% 2.1% 1.2% 0.3% 0.9% 0.3% 4.8% 0.4% 0.1% 1.6% 2.5% 0.9% 0.4% 

Link clicks - 8 13 - 2 - - 1 - 2 5 17 1 - 4 1 4 1 - 7 39 3 1 

RT’s - - - - 3 - - - - 1 - 2 - - 1 - - - 1 5 7 - - 

Likes - - 2 - - - - - - 3 - 2 1 - 1 - 4 4 - 8 25 1 1 

Replies - - - - - - - - - - - - - - - - - - 1 - - - - 

New followers 1 2 - - - - - 1 1 1 1 3 - 2 - 7 4 2 1 - 17 5 1 

 
 Ja22 Fe22 Ma22 Ap22 Ma22 Ju22 Ju22 Au22 Sep22 Oc22 No22 De22 Ja23 Fe23 

Tweet impressions 228 144 195 156 92 77 25 13 8 17 38 78 513 185 

Mentions - - - - - - - - - - - - - - 

Engagement rate 0.8% - 0.4% 1.1% 0.6% 0.4% 0.2% 0.1% 0.1% 0.5% 0.1% 1.6% 0.8% 0.1% 

Link clicks 1 - 1 1 2 1 1 - - 1 - - 16 - 

RT’s - - - - - 1 - - - - - - 5 - 

Likes - - 1 - - 1 - - - - - 1 11 - 

Replies - - - - - - - - - - - - - - 

New followers - - - 1 - - - - - 1 - 2 3 2 

 

 



 

5.4.2 LINKEDIN 

 

The following graphs will show the analytics from the 31st of March 2022 until the 30th of March of 2023 

which is the period that LinkedIn allows you to check the analytics.  

 

As we can see in Figure 9 the impressions on posts had a peak during January. Figure 10 shows the traits of 

the visitors in the page. The reader will observe that most of the visitors are researchers and in second place 

are people who belong to the legal sector.  

 

Figure 11 show the data about the LinkedIn followers and visitors. Shows the progress of the followers during 

this past year and were do the visitors to the page visits us most -computer or phone. The tool is important to 

adapt the messages created in the channel.  

 

 
Figure 9 Impressions on LinkedIn 

 

 
Figure 10 Work of our visitors. 

 
Figure 11 Visitors data 

 

5.5 SUPPORTING COMUNICATION MATERIALS 

 
The Communication materials package will be developed to present the project in an attractive way. All of 

them will include the visual identity of the project and are planned to be done during this year of the project. 

 

The materials will support consortium partners during diverse events, conferences, or workshops, where they 

can distribute the materials and promote the project. When attending an event, partners must inform with 



 

enough time in advance if they need some materials to be created. 

 

Communication materials: 

• Rollups  

• Flyer of the project. 

 

6 RESULTS REACHED 
6.1 IMPACTS AND MONITORING. 

 
The objectives achieved during the reporting period are: 

• Establishment of the Dissemination and Communication procedures (internal and external) and 

involve the partners in the Communication Team 

• Development and consolidation of the DOCTIS brand with all the Communication and 

Dissemination tools and channels (website and Social Media channels).  

 

The main results achieved in the first reporting period are: 

• We have done, 7 pieces of news published, 1 press release and 2 scientific publications. 

• Organization of 1 event with a participation of 60 people in general 

• Project website, the logo, and established the graphical identity and the social media channels. 

 

6.1.1 EVENTS 

 

The strategy of participation of events has been set up at three different levels:  

• By the side of each partner participating in the usual events of the sector.  

• Joining presentations of the project in previously selected events organized by the EC and other 

key institutions/organizations.  

• Events organized and promoted by DOCTIS collaborating with other initiatives and organizations 

to generate synergies.  

 

6.1.1.1 REPORTING EVENTS 

 

Partners of the consortium will attend relevant events, conferences, workshops, and fairs of the sector. They 

should be actively involved seeking opportunities to present and showcase the project in their own countries 

and at both local and European levels. The participation in events must be previously communicated (to make 

visible activities through communication channels), and after the event every partner must complete the 

events questionnaire with the reporting about the dissemination activity: sum-up, number of attendees, 

pictures, publications, presentations, press clipping, etc. 

 

6.1.1.2 PRESENCE AT KEY EVENTS 

 

The following list is all the events that DOCTIS has participated to during the project: 

 

Table 4 Participation and organization of events 

Name of the event Partner attending Location Date Summary Target group Type of event 

Combination therapies in 

common diseases: clinical 

and translational 

challenges  

All Online 7/10/2021 Combination therapies in 

common diseases: 

clinical and translational 

challenges 

Researchers, 

scientists, and 

doctors 

Organization 

of a 

Conference 

 

6.2 MEDIA RELATIONS 

 



 

This task will be accomplished at European, national, and regional levels on the following way: 

• DocTIS will prepare the press releases regarding the milestones and other detected opportunities 

to communicate in English and Spanish. 

• Once the press release is approved by the Communication Team, every partner will translate the 

press release into the local language and will send it to their contacts through its Communication 

Department. 

• The press release will be included on their own websites and shared in their Social Media 

channels. 

• Impacts will be monitored and included in the press-clipping and in the Report on Dissemination 

and Communication Activities 

 

6.3 SCIENTIFIC PUBLICATIONS 

 

The publication will be made freely and openly available via online repository with open access. Prior to 

publishing any scientific publication, the DocTIS Partner involved will contact the whole consortium for 

revision and validation of the publication 30 days in advance. The publications funded by the project will be 

uploaded to specific bibliographic social networks such as ResearchGate no later than 6 months after its 

original date of publication.  

 

DOCTIS project partners will have to provide Open Access to all peer-reviewed scientific publications relating 

to its results according to Article 29.2. of the Grant Agreement. 

 

Each DocTIS project partner will ensure Open Access (via the repository) to the bibliographic metadata that 

identify the deposited publication. The bibliographic metadata will be in a standard format and will include all 

items as it is indicated in the Article 29.2. of the Grant Agreement.  

 

The website will include all the scientific publications. 

 

Table 5 Publications 

Type Title Authors Summary DOI/ Link Date 

Article in 

a journal 

A dynamic single 

cell-based 

framework for 

digital twins to 

prioritize disease 

genes and drug 

targets 

Xinxiu Li, Eun Jung Lee, 

Sandra Lilja, Joseph 

Loscalzo, Samuel 

Schäfer, Martin Smelik, 

Maria Regina Strobl, 

Oleg Sysoev, Hui 

Wang, Huan Zhang, 

Yelin Zhao, Danuta R. 

Gawel, Barbara Bohle 

& Mikael Benson 

Medical digital twins are computational 

disease models for drug discovery and 

treatment. Unresolved problems include 

how to organize and prioritize between 

disease-associated changes in digital 

twins, on cellulome- and genome-wide 

scales. We present a dynamic framework 

that can be used to model such changes 

and thereby prioritize upstream 

regulators (URs) for biomarker- and drug 

discovery. 

https://doi.org/10.

1186/s13073-022-

01048-4 

/https://genomem

edicine.biomedcen

tral.com/articles/1

0.1186/s13073-

022-01048-4 

06/05/2022 

Article in 

a journal 

Digital Twins for 

Predictive, 

Preventive 

Personalized, 

and Participatory 

Treatment of 

Immune-

Mediated 

Diseases 

Mikael Benson Digital twins are computational models 

of complex systems, which aim to 

understand and optimize those systems 

more effectively than would be possible 

in real life. Ideally, digital twins can be 

translated to individual patients, to 

characterize and computationally treat 

their diseases with thousands of drugs, 

to select the drug or drugs that cure the 

patients.  

https://www.ahajo

urnals.org/doi/10.

1161/ATVBAHA.12

2.318331 

https://doi.org/10.

1161/ATVBAHA.12

2.318331 

26/01/2023 

Article in 

a journal 

Multi-organ 

single-cell 

analysis reveals 

an on/off switch 

Sandra Lilja,Xinxiu 

Li,Martin Smelik,Eun 

Jung Lee,Joseph 

Loscalzo,Pratheek 

Prioritization of disease mechanisms, 

biomarkers, and drug targets in 

immune-mediated inflammatory 

diseases (IMIDs) is complicated by 

https://doi.org/10.

1016/j.xcrm.2023.1

00956 

Pending 

paper for 

correction 

https://doi.org/10.1186/s13073-022-01048-4
https://doi.org/10.1186/s13073-022-01048-4
https://doi.org/10.1186/s13073-022-01048-4
https://www.ahajournals.org/doi/10.1161/ATVBAHA.122.318331
https://www.ahajournals.org/doi/10.1161/ATVBAHA.122.318331
https://www.ahajournals.org/doi/10.1161/ATVBAHA.122.318331
https://www.ahajournals.org/doi/10.1161/ATVBAHA.122.318331
https://doi.org/10.1161/ATVBAHA.122.318331
https://doi.org/10.1161/ATVBAHA.122.318331
https://doi.org/10.1161/ATVBAHA.122.318331


 

system with 

potential for 

personalized 

treatment of 

immunological 

diseases 

Bellur Marthanda,Lang 

Hu,Mattias 

Magnusson,Oleg 

Sysoev,Huan 

Zhang,Yelin 

Zhao,Christopher 

Sjöwall,Danuta 

Gawel,Hui 

Wang,Mikael Benson 

altered interactions between thousands 

of genes. Our multi-organ single-cell 

RNA sequencing of a mouse IMID 

model, namely collagen-induced 

arthritis, shows highly complex and 

heterogeneous expression changes in all 

analyzed organs, even though only joints 

showed signs of inflammation. 

Article in 

a journal 

Inflammation 

Landscape of 

Circulating 

Immune Cells 

DocTIS Consortium: 

Holger Heyn, VHIR, 

IMIDomics and IMID. 

Scientific publication about 

Inflammation Landscape of Circulating 

Immune Cells as a part of Human Cell 

Atlas. 

Not published 2023 

 

7 KPI’s and monitoring 
The partners must provide all the relevant information and feedback as well to complete the Communication 

Reports on a regular basis since the start of the project. These are some of the main indicators we are 

monitoring to measure the Return of the Investment (ROI) in communications. 

 

Table 6 KPI's Table 

Actions KPI 

Website 763 visits 

Social Media Channels Twitter: 117 tweets, 55 followers, 1,3K impressions 

LinkedIn: 94 posts, 12 followers 

Joint events, workshops, round tables & 

networking 

55 people 

Public Relations with Media - 

Newsletter - 

General Communication Materials - 

 

8 HORIZON2020 REQUEST AND COORDINATION WITH THE EC 
 

According to the EC Grant Agreement participants agree to:  

• Promote the action and its results, by providing targeted information to multiple audiences (including the 

media and the public), in a strategic and effective manner and possibly engaging in a two-way Exchange 

(Article 38 of the Model Grant Agreement).  

• Disseminate results — as soon as possible — through appropriate means, including in scientific 

publications (Article 29 of the Model Grant Agreement).  

• Ensure Open Access (free of charge, online access for any user) to all peer-reviewed scientific publications 

relating to its results. (Article 29 of the Model Grant Agreement)  

• Take measures aiming to ensure ‘exploitation’ of the results — up to four years after the end of the project 

– by using them in further Research activities; developing, creating, or marketing a product or process; 

creating and providing a service, or using them in standardisation activities (Article 28 of the Model Grant 

Agreement)  

• Acknowledge EU funding in all communication, dissemination, and exploitation activities (including IPR 

protection and standards) as well as on all equipment, infrastructure and major results financed by the 

action by using the wording and criteria specified in the Grant Agreement (Articles 27, 28, 29, 38).  



 

• Additionally, DocTIS project will establish close links to the communication team of the European 

Commission to make the results of the project visible in the EC Media Outlet, and interaction on the Social 

Media channels. 

 

8.1 SUPPORT OF THE EUROPEAN UNION 

 

The support to the DocTIS project by the European Commission must be recognised article in all the 

dissemination and communication tools and materials including this disclaimer: This project has received 

funding from the European Union’s Horizon 2020 research and innovation programme under grant agreement 

848028.  

 

For more information, please refer to article 29 of the Grant Agreement, which includes these and other 

considerations regarding the dissemination of the project and the Open Access. 

 

All the beneficiaries of the project are committed to follow the guidelines about the use of the EU emblem 

using it in their communication to acknowledge the support received under EU programmes.  

 

Scientific and research publications must include this paragraph: 

“The dissemination of results herein reflects only the author's view, and the European Commission is not 

responsible for any use that may be made of the information it contains”. 

 

DocTIS project partners will have to provide open access to all peer-reviewed scientific publications relating to 

its results according to Article 29.2. of the Grant Agreement and H2020 Guidelines on Open Access to 

Scientific Publications (European Commission, 2017). 

 

 

9 FUTURE PLANS 

 
We are focused on gaining followers and impact on social media channels by creating interesting content that 

will help spreading the word about DocTIS. Also, focused on organizing and attending more events in the next 

months. 

 

We are also aware of the events that we would like to attend in the future, so we can already make the pieces 

of news and the contents to spread the word about it. We would like, also, to improve the amount of time 

people stays in DocTIS website to improve the rebound percentage of time. 

 

We have also analysed the call of the project and the other initiatives and European projects that have 

similarities and we have established a plan to engage with them and create synergies between one another, by 

creating networking events and interactions amongst the main participants.  

 

Now that the pandemic is over (and gradually back to face-to-face activities), and we are completing the 

molecular data-generative stage of the project, this new strategy to maximize the dissemination results is 

being implemented and we will also begin the creation of communication materials for patients. 

 

We have also sent a reminder to all the consortium partners to remind them about the application of Article 

29 of the Grant Agreement, to include in all scientific papers that the support to the DocTIS project by the 

European Commission must be recognised in all the dissemination and communication tools and materials 

including this disclaimer: This project has received funding from the European Union’s Horizon 2020 research 

and innovation programme under Grant Agreement 848028. 


