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This project is implemented through the CENTRAL EUROPE Programme co-financed by the ERDF. 



 

 

 

 

Content  

• COMMUNICATION/DISSEMINATION – OUTPUTS 

 

• COMMUNICATION PLAN 

• general objectives of CMB project 

• audiences, target groups & subgroups 

• key messages 

• tools (communication via media, non media 
communication) 

• evaluation/feedback 

 



 

 

 

 

COMMUNICATION/DISSEMINATI

ON – the first OUTPUTS 

 

 

 2.1.1. Overall Communication Plan – Mrs. Žáková 

OTHER SLIDES 

2.1.2. Project design – PSWE 

2.1.3. Media list – Mrs. Žáková and all partners 

2.1.4. = 1.1.2. Communication working group 

2.1.5. Press releases – Mrs. Žáková and all partners 

2.1.6.  Radio and TV cycling spot 

2.1.7.  Press conferences 

 



 

 

 

 

COMMUNICATION/DISSEMIN

ATION – the first OUTPUTS 

 

 

 2.2.1. Project website of the project Central 

MeetBike – PSWE (all partners send their news to 

PSWE). This website will be connected with national web too – 
for example: www.cyklostrategie.cz 

2.2.2. Electronic newsletter of the project Central 

MeetBike – PSWE (all partners send their news to 

PSWE) 

2.3. + 2.4. – all partners – only you control yours 

activities 

 

http://www.cyklostrategie.cz/


) 

 

 

 

 

COMMUNICATION/DISSEMIN

ATION – the first OUTPUTS 

 

 

  

 

 Project identity: A unique visual identity facilitates to 

connect with target audiences. It is, therefore, 

recommended to develop an attractive graphic design, 

which helps                                        branding all 

communication                                   products and 

maintains                                            visualcontinuity 

across all physical manifestations of the project. The 

project’s graphic identity should appear on all products 

and carriers of external communication, such as 

letterheads and business cards, websites, promotional 

material, documents and publications. 



 

 

 

 

COMMUNICATION PLAN 
Every partner: 
 

Who is responsible?  

Who does what and when?  

 

All project partners understand and accept the following: 

 

• Goals: What do the partnership as a whole and individual members hope to 
accomplish? 

• Messages: What is the project really about, what are the central messages to 
be used for any external communication? 

• Roles: What are each member’s tasks? How does every partner contribute to 
external communication? 

• Processes: What are the methods/techniques the partners will use to perform 
thein tasks, including communication procedures? 

• Relationships: What are the attitudes and behaviors of partners towards each 
other? 

 



 

 

 

 

1. General objectives of CMB 

project 

 Objectives: Why are you communicating? 
What is your goal, what do you want to achieve 
(e.g. awareness raising, changing public policy, 
building stakeholder relationships, 
informing/involving potential users)? 

 

 



1. General objectives of CMB 

project 

• rise up modal split of cyclists in cities 

• persuate decision makers to prefere non 

motorised transport inside cities 

 



 

 

 

 

2. Audiences & target groups 

 Audiences: With whom do you want to 
communicate? Who are your target 
groups? How do you research/acquire 
contacts of your targets? When 
producing publicity materials (e.g. 
brochures) it is not only important to 
have a detailed dissemination plan so 
that the material actually reaches your 
targets and does not sit in the shelf but 
you will also need a clear idea of how 
many targets you reach throughout the 
lifetime of your project to be able to 
submit the required communication 
indicators in your progress reports. 

 

 



  

 

 

 

2. Audiences 

& target groups 
• local, regional and national                                      

policy makers & stakeholders 

• journalists in key common                                      

medias and in specialized                                            

medias for urban & traffic planner experts 

• urban & traffic planning officers on local and regional 

levels  

• traffic & urban planners and architects 

• active citizens (throughout NGOs) 

• potential and current cyclists living in partners cities 

active citizens living 

 



 

 

 

2. Audiences & target groups 

 

FROM ENGINEERING éé 



 

 

 

 

2. Audiences & target groups 

 

éTO PROMOTION ADDRESSED TOé. 



 

 

 

 

2. Audiences & target groups 

 
éCOMMON PEOPLE  



  

 

 

 

3. Key messages 

   What are your key messages                                         

(i.e. short memorable phrase                                        

that characterizes your  

    project, its activities and goals)?  

    What do you want to convey?  

    How to explain what you are doing in two  

    to three sentences. To reinforce these messages 

you may also want to create a marketing slogan for 

your project. 

 



 

 

 

 

4. Tools 

 Which media-related  

   and non-media-related tools are you going 

to use, i.e. what are the materials and 

channels through which you want to reach 

your audiences? (E.g. press releases, press 

events, web site, blogs, events, speaking 

opportunities)? 

 



 

 

 

 

4.1. Internal communication 

• among partners                                  

(contact list incl. externals)  

• people with the same role                           

Ą groups  

• by email, by Skype (conference  meetings) 

Do you know your roles in the projects? 

Ącontact list 

 



 

 

 

 

4.2. External communication 

1) Publicity via media: 

• interview 

• press trip 

• press releases,                                                               
press kits,                                                                     
press conference 

• media list (country media list) 

 

Who is responsible for communication behalf each partner? 

Who will work with jurnalists? 

Do you have media list? Is permanently updated? 

Store media outputs!(printed, TV, radio, www articles) 

 

 



 

 

 

 

4.2. External communication 

2) Non-media communication 

• own websites 

• flyers 

• newsletters 

• campaigns 

 

See Communication  

Guidebook for details! 

 



 

 

 

 

4.2.13. Networking 

Target groups in cities 

• policy makers 

• municipality officers 

 

 



  

 

 

 

5. Evaluation/feedback 

  

 

    

   How do you  

   measure and   

   document whether you reach your 

audiences?  

   (See our reporting/indicator section below)? 

 



 

 

 

 

Audiences & target groups 

 

Outreach to selected target groups: 

• - No. of entities of the public 
sector/administration addressed 

• - No. of entities of the enterprise/business sector 
and related services addressed 

• - No. of research/technology development 
entities addressed 

• - No. of entities providing intermediary services 
and training addressed 

• - No. of interest groups addressed 

• - No. of infrastructure providers addressed 



 

 

 

 

Tools 

Evaluation/feedback  

- Media contacts: 

• - No. of press releases in general, not related /linked to 
projects events 

• - No. of press articles (incl. online media) in 
local/regional/national/EU press 

• mentioning the project (count each language version) 

• - No. of incidences of TV or radio coverage 

• - No. of people potentially reached by press/media 
coverage 

 



 

 

 

 

Tools 

• Evaluation/feedback - Websites: 

 Website updated within the last reporting period 
(y/n) 

• - No. of website visits 

• - No. of page views 

• - No. of links to the site (link: “websitename” in 
Google) 

• - Average time on site 

 



 

 

 

 

Tools 
Evaluation/feedback - Publications/PR materials: 

• - No. of publications produced (folders, brochures, newsletters, etc.) 

• - No. of PR tools (other than publications) produced (e.g., multimedia 
tools) 

 

Evaluation/feedback - Events: 

• - No. of transnational events organized within the project partnership (SC 

meetings, working group meetings, etc.) 

• - No. of open transnational events organised (conferences, trainings, etc.) 

• - No. of national /regional events organised 

• - No. of participants at the organised events 

• - No. of visible participation at other events (presentation and/or stand) 

• - No. of journalists invited/participating 

• - No. of press reports on the event 

 



  

 

 

 

Other: CE publicity obligations 
• logo CE 

• logo - size (not smaller other logos) & position 
(front page) 

• CMB name & No of project 

• „Donoring“ sentence 

• Extensions of existing websites of one of the 

partner organisation are also possible, as long 

as they carry the project’s acronym as part of 

the Web-URL (e.g. 

www.organisationname.eu/projectacronym). 

 

See Communication Guidebook for details! 

 

http://www.organisationname.eu/projectacronym


 

 

 

 

Other: you read very well 

Implementation manual 

 
• 6) For project websites it is compulsory to place the Programme 

logo and the EU-emblem (incl. the above-mentioned references to 

the EU and ERDF) on the homepage, i.e. the first page of the 

project website, and to place a hyperlink from the Programme logo 

to the Programme homepage www.central2013.eu and from the 

EU emblem to the homepage of DG Regio 

(http://ec.europa.eu/regional_policy/index_en.htm) using either 

both logos separately or the combined logo option. 

 

http://ec.europa.eu/regional_policy/index_en.htm


 Project Central MeetBike (3CE343P2) 

 

Contact 

Ing. Radka ĢĆKOVĆ 
Communication Manager  

Central MeetBike Project 

Transport Research Centre 

å777 093 290, (  377 240 666, Skype: aknudar 
cykloradka@seznam.cz 
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