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1. OBJECTIVES OF RE.M.I.D.A. COMMUNICATION STRATEGY 

The fundamental goals in every communications strategy of any project are to inform societies on 

the objectives of the project, how its findings and results can benefit them and of course to raise 

awareness about it. To achieve these goals, the partnership should be structured, organized and 

have a shared vision. Additionally, a set of tools and techniques shall be used that the project 

partners are familiar with, such as newsletters, press releases, websites, and communication events. 

However, the tools by themselves cannot be considered as the solely strategy leading the project to 

a successful outcome and thus, an effective strategy is required, whereby key stakeholders, policy 

makers and end users are actively engaged and influenced by what is developed and proposed 

within the project.  

Specific objectives of the dissemination and communication strategy are: 

1. To efficiently promote the project and its results, considering that it was built to reach a vast 

public (representatives of institutions, policy makers, representatives of the Ministry for 

social policies, etc.); 

2. To create a community of interest around the objectives of the project; 

3. To ensure that the results are totally used and spread; 

4. To guarantee the creation and widening of a network of stakeholders and the creation of 

new potential partnerships for the development of the project follow up; 

5. To ensure the dissemination of the materials and key products of the project in all the 

partnership languages; 

6. To promote the opportunities offered by an exchange between European actors and to 

promote the opportunities offered by the Erasmus+ programme to EU actors in the areas of 

inclusion of disadvantaged adults; 

2. TARGET AUDIENCE 

Target groups of RE.M.I.D.A., that will be affected by the project and influenced in the way they 

perform, are considered all those who will benefit by the project’s activities, results, and outcomes. 

The RE.M.I.D.A. partnership, through Inercia Digital, will carefully prepare approaching plan with 

regards to the vast range of stakeholders, actors, and end users. Each one of them will be influenced 

in different ways and since the target groups have different backgrounds and interests, it is 

important to target each one of them with dissemination material that is understandable and that 

addresses their interests. From the beginning of the project each partner carefully identified the 

best solution for their country to maximize the project’s impact.  

The target group of the project is composed by: 

1. Direct target group: 

http://www.remidaproject.eu/
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• Operators of adult education centers (counselors, trainers, mentors, coaches), involved in 

training activities, counseling, and support of adults in social and labor inclusion 

disadvantage; 

• Managers of adult education centers; 

• Adults over 45 in risk of exclusion; 

 

2. Those who will adopt project outputs and results as a tool: 

• Adult education centers; 

• Public authorities (at local, national, and European levels) responsible of the projects of 

policy and programme reform for the socio-economic inclusion of disadvantaged adult 

• Education/training providers and trainers of trainers; 

• Providers of labor inclusion trainings, both public and private (job agencies, employment 

centers); 

 

3. Socio-cultural associations and NGOs: 

• At the beginning of the project, the partnership implemented a stakeholder map considering 

the target group. 

3. STAKEHOLDER MAP 

To achieve project objectives and spread the methodology proposed by the project as wider as 

possible, all partners are asked to complete a stakeholder map with the contacts they consider to 

be stakeholders. This template will make it easier for partners when it comes to disseminating 

newsletters, invitations to multiplier events, project results... since they can take the contacts from 

this template. 

# 

Name of the organisation City and Country 

Level 
(Local/ Regional/ 

National / 

International) 

Contact email 
Type of 

organisation 

1 
Asocaiación Barró Madrid, Spain National 

abarro@asociacio
nbarro.org 

NGO 

2 

HUELVA ACOGE 
Huelva National 

acoge@acoge.org 
NGO 

3 Asociación mujeres 
discapacitadas Luna 

Andalucia National comunicacion@luna
-andalucia.org 

NGO 

4 

A. de mujeres Esmeralda 
Huelva National asesmeralda@gmail

.com 
NGO 

5 A. de amas de casa Ntra. Sra. 
de la Alegría 

National National mujeresalegria@gm
ail.com 

NGO 

http://www.remidaproject.eu/
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6 

A. de mujeres la natividad 
Andalucía National ADM_LANATIVIDAD

@gmail.com 
NGO 

7 Seminario permanente de la 
mujer 

latinoamericana/andaluza 

National National seminariomujeres@
yahoo.es 

NGO 

8 A. de amas de casa virgen de la 
cinta 

Huelva National huelva@fed-
alandalus.es 

NGO 

9 A. de amas de casa pasaje el 
Greco 

Huelva National avvelgreco@hotmai
l.com 

NGO 

10 A. para la integración laboral 
de la mujer CAMINAR 

Huelva National info@mujerescamin
ar.org 

NGO 

11 A. de mujeres inmigrantes 
AMIA 

Huelva National amia_mujeresinmigr
antes@yahoo.es 

NGO 

12 

A. de mujeres las molineras 
Huelva National lasmolineras@gmail

.com 
NGO 

13 

A. de mujeres azalea 2003 
Huelva National mujeres_azalea2003

@hotmail.com 
NGO 

14 A. un nuevo horizonte para mi 
barrio MARISTAS 

Andalucía National nuestrohorizonte@
obrasocialmarista.es 

NGO 

15 APO asociación parados 
onubenses 

National National 
 

NGO 

16 ASOC. DESEMPLEADOS 
ONUBENSES MAYORES DE 40 

AÑOS “LA SOLIDARIA” 

National National adomcuarenta@yah
oo.es 

NGO 

17 

Empleo Senior 
National National info@empleosenior.

org 
NGO 

18 

AONES 
Huelva National aoneshuelva@hotm

ail.com 
NGO 

19 

FECON 
National National feconshuelva@hot

mail.com 
NGO 

20 

Aula Mentor 

Huelva National 

http://www.diphuel
va.es/mas-

informacion/contact
o/ 

NGO 

21 Asociación Sociolaboral Huelva 
Activa 

Huelva National 
 

NGO 

http://www.remidaproject.eu/
http://www.remidaproject.eu/
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22 

Valdocco 
Huelva National valdocco@valdocco.

org 
NGO 

23 Asociación desempleados 
mayores de 40 LACAN 

Cartaya National http://www.cartaya.
es/en/node/491  

NGO 

24 

CEPAIM 
Huelva National 

http://cepaim.org/fu
ndacion/centros-
cepaim/huelva/  

NGO 

25 

CEPAIM 

Cartaya National 

http://cepaim.org/fu
ndacion/centros-
cepaim/cartaya-

huelva/  

NGO 

26 

NGOCEPAIM 
Lepe National 

http://cepaim.org/fu
ndacion/centros-

cepaim/lepe-huelva/ 

NGO 

27 

MZC 
National National contactoweb@mzc.

es 
NGO 

28 

MZC 
Huelva National 

huelva@mzc.es 
NGO 

29 

Centro social la gota de leche 
Huelva National serviciossociales@h

uelva.es 
NGO 

30 

Aliados por la integración 
Valladolid National https://aliadosporlai

ntegracion.org  

NGO 

31 

Cáritas 
National National 

correo@caritas.es. 
NGO 

32 

Fundación Caser 
National National orientacion@fundac

ioncaser.org 
NGO 

33 

Asociación Hispanidad Avanza 
Huelva National oficinatecnica@distr

ito5huelva.org 
NGO 

34 

Asociación Eslabón 
Madrid National eslabon@eslabon.or

g 
NGO 

35 

Proyecto hombre 
National National info@proyectohom

brehuelva.es 
NGO 

36 

ASNUCI 
Lepe National 

asnuci@gmail.com 
NGO 

37 AsociaciónProyecto Empleo 
(Castilla La Mancha) 

Castilla La 
Mancha 

National info@proyectoempl
eo.org 

NGO 

 
Cruz Roja 

National National 
informa@cruzroja.e

s 
NGO 

Table 1: Inercia Digital’s Stakeholder Map as an example of map requirements. 

http://www.remidaproject.eu/
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The stakeholder map presented above, can be considered as an example of requirements and info 

each partner should provide when filling its own map. Each project partner filled the table in with 

the data of the stakeholders of each country, facilitating dissemination of project results, the 

progress, the newsletters… 
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4. Project branding 

The project branding is the main tool every dissemination activity of the project will be built upon. 

It is the identity of the project that makes it known to the market, stakeholders, end users,  

supporting the project’s activities and at the same time it reinforces its image and presents the 

degree of professionalism and quality of the project. Thus, it is of great significance since either it 

creates a positive and lasting impression or a negative one. When having a solid and sound project 

identity it’s ensured that the project will have the desired impact and message, it will be 

remembered, recognized and, through an appropriate strategy, respected. The branding identity 

should represent the project’s main objectives. The elements that constitute the Project’s Branding 

Identity are the logo along with all its applications (power-point template, deliverables templates, 

press releases template) and of course the media tools related to the project (website, social media, 

etc.).  

RE.M.I.D.A. logo would be used together with the EU ERASMUS+ flag emblem including text “This 

project has been co-funded with support from the ERASMUS+ Programme of the European 

Commission”, as follows: 

• Publications, e.g.: e-Newsletter, press releases, Research study, training material, etc.: 

RE.M.I.D.A. project logo together with the EU ERASMUS+ flag emblem including text “This 

project has been co-funded with support from the ERASMUS+ Programme of the European 

Commission “; 

• Website, electronic information, audio-visual material: RE.M.I.D.A. project logo together 

with the EU ERASMUS + flag emblem including text “This project has been co-funded with 

support from the ERASMUS+ Programme of the European Commission“; 

• Events: conference, national and international dissemination events: EU flag displayed in 

rooms where events are implemented, Re.M.I.D.A. project logo together with the EU 

ERASMUS+ flag emblem including text “This project has been co-funded with support from 

the ERASMUS+ Programme of the European Commission“. 
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4.1  THE PROJECT’S LOGO  

Color version  

  

Transparent background White background 

Figure 1: colour version of RE.M.I.D.A.’s logo 

Greyscale version 

  

Transparent background White background 

Figure 2: Greyscale version of RE.M.I.D.A.’s logo 
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5. PROJECT WEBSITE 

At the start of the project, information about RE.M.I.D.A. was published on the website of the 

project partners. Supported by all them, Inercia Digital created a web page to update the 

information about the project. Once an achievement was met, or a result produced, all partners 

must update the site. At the end of the project, the final project website is available with all the 

necessary information about the project implementation, and it is considered as the most important 

dissemination tool. 

The website is the channel through which the consortium communicated the message to the 

identified target groups and offered opportunities for collaboration between the consortium and 

end users as well as opportunities for interaction through its texts, newsletter, etc. As well as being 

the main source of information and promotion, the website provided links to the project's social 

media channels and explained how end users and stakeholders can be a part of Re.M.I.D.A. 

community. 

The website follows the structure presented below in order to be as user friendly as possible and to 

offer a "one click away" approach on all of its pages. The website should "invite" the visitor to spend 

time on it while providing information about the project in an eye-catching way. Navigation must 

be easy and fast and the user must be able to feel comfortable at all times with the site and not get 

lost in unstructured information. It is part of the identity of the project and therefore must reveal a 

similarity between all the information related to the project. Consistency will be achieved by using 

the same colour, font pattern, shape and size of the texts and simplicity will be achieved through 

distinct and clear sections. 

The main concept of the approach is that Re.M.I.D.A. the website is: 

• Useful, informative, and relative to the concept of the Project. 

• Follow a specific development pattern to avoid bounce rate. 

• Specific path that is available at all time spent at the website. 

The structure for the Re.M.I.D.A. website content will be available in the partnership’s languages 

(English, Italian, Portuguese, Greek, Polish, Bulgarian, Slovenian, Spanish and Romanian) and will 

follow the following structure: 

• Home  

• News 

• About RE.M.I.D.A. 

• Results. 

• Partnership. 

You can find the website of the European Re.M.I.D.A. project at the following link: 

https://remidaproject.eu/ 

http://www.remidaproject.eu/
http://www.remidaproject.eu/
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6. FACEBOOK PAGE 

According to the results of several research, Social Networking was the top activity Internet was 

used for. According to Digital Insights:  Facebook had 1.15 billion+, Twitter 500 million+, Google 450 

million+ and LinkedIn 375 million+ total users. This is the reason why communication activity should 

be more intense in these platforms. 

Using social networks, the project can achieve: 

• Interest of public administrations of the educational field. 

• Interest of other schools, from the partnership’s states and from other states. 

• Exposure of the project to a big audience. 

• Increased traffic at the project’s website and developed results. 

The RE.M.I.D.A. Partnership will focus initially on Facebook, since it is the platform with a bigger 

number of users. 

 

Figure 3: RE.M.I.D.A.’s Facebook homepage 
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Figure 4: RE.M.I.D.A.’s Facebook homepage (2) 
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7. PROJECT’S BROCHURE 

Brochure is any triptych or graphic or digital document that refers to the services provided by the 

company, or in this case the characteristics, results, consortium of this project. 

It is important to deliver this brochure to the attendees of the ME so that they know the project 

better. 

Belinda Lovrenčič from Ric Novo Mesto (Slovenia) created the brochure and was in charge of 

translating it into all the languages of the project partners. 

Here you can see the brochure in English. 

 

Figure 5: RE.M.I.D.A. brochure in English 
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Figure 6: RE.M.I.D.A. brochure in English (2) 
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8. NEWSLETTERS 

RE.M.I.D.A. The newsletters have served as the appropriate means to carry out direct 

communication with the identified stakeholders, the European Commission, the networks in the 

area, the projects in the portfolio and all those interested in the subject of the projects. 

A newsletter was developed five times throughout the project period, providing updates on 

progress and information on key elements of the project and related policy information. This will be 

a key dissemination tool, at local, national, and European level. 

RE.M.I.D.A. newsletter will provide target groups with: 

• A presentation of the project. 

• The progress of the project at the time of publication of the bulletin. 

• News and results of the project. 

• Latest news on projects in the pipeline and synergies. 

Each issue of the newsletter will be written and published in the associated language. The partners 

will be responsible for the translation and distribution of the newsletter provided in an agreed 

format. During the execution of the project, it is planned to write and send 5 newsletters. 

Below you can see some examples of some parts of the project newsletter. 

http://www.remidaproject.eu/
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Figure 7: Example of RE.M.I.D.A’s newsletter 
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Figure 8: Example of RE.M.I.D.A’s newsletter (2) 
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