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Project summary 
At STOPP, we're pioneering a transformative initiative to revolutionize the way 
we approach food packaging by working with all the stakeholders in the value 
chain to promote the "5 Rs": Refuse, Reduce, Redesign, Reuse, and Recycle  

Our main aim is to drastically reduce the environmental impact caused by 
plastic waste in food packaging, aligning closely with the EU's Packaging and 
Packaging Waste Directive. Our collaborative efforts encompass every facet 
of the food packaging value chain.  

We're set on creating circular strategies that not only appeal to plastic 
production and processing but also drive awareness through a multi-actor 
network. Our strategic actions include analysing plastic waste impact, 
monitoring current usage, designing sustainable business models, boosting 
recycling efforts, and understanding consumer attitudes through an in-depth 
study. 

Executive summary 
This document is the STOPP project’s Dissemination and Communication Plan,  
aimed at ensuring that the initiative's outcomes (ideas, scientific findings, 
validated efforts, problem recognition) are effectively shared with the 
appropriate target audiences. It has a 360 approach, including both online 
and offline strategies. 

This deliverable marks the initial iteration of the Dissemination and 
Communication Plan, and describes both the main approach of the project in 
terms of dissemination and communication as well as the efforts towards this 
topic that have been done from M1 to M6. Future submissions will continue with 
reporting the activities and any modifications in strategy to amplify the 
project's influence and extend its reach. 
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Acronyms and abbreviations 
BF Brand owners, food operators 
C Customers, consumers 

CO Communities 
DCP Dissemination and Communication Plan 
DoA Description of the Action 
EC European Commission 
GP General Public 

I Investors 
KPI Key Performance Indicator 
M Month  
PP Public administration and policy-makers  

PPT PowerPoint presentation  
RP Reuse operators, packaging developers  
SC Scientific Community  
SIE Sustainable Innovations Europe  
SM Specialised media  
RS Recyclers and suppliers  
WP Work Package  

 

  



 
 

 
 

 

  

1. Introduction 
This document delineates the Dissemination and Communication Strategy to 
be developed by the STOPP project. Its main aim is to guarantee the consistent 
dissemination and communication of the project's outputs (ideas, scientific 
findings, validated efforts, problem awareness) to its relevant target 
audiences.  

1.1. Context of WP8 
The WP8 consists of disseminating, communicating, and leveraging the 
project's outcomes with several objectives:  

• Sharing results with relevant industrial and academic stakeholders.  
• Increasing public awareness regarding EU innovation in circular food 

packaging value chains.  
• Fostering collaboration with related projects and EC agencies.  
• Executing appropriate exploitation plans to capitalize on the project's 

key exploitation results. 

1.2. Objectives of T8.1 
A comprehensive Dissemination and Communication Plan (D&C) will be 
developed by SIE at the beginning of the project (M6), building upon the initial 
guidelines outlined in Section 2.2 of the DoA and in consultation with all 
consortium partners. This plan will delineate the project's target audiences, 
core messages, and communication platforms for communication and 
dissemination, along with the allocation of roles and responsibilities. 
Subsequent iterations of the plan (M36, D8.3) will facilitate the tracking of 
various dissemination and communication initiatives undertaken by all 
partners, measured against established Key Performance Indicators (KPIs). 

  



 
 

 
 

 

2. Description of work 
This document is the dissemination and communication plan for the STOPP 
project. It sets a foundational framework and a repository of best practices for 
effectively promoting the project, its outcomes, and key messages, while also 
detailing the progress made up to the current date (M6). SIE has developed 
the strategy, thinking about the structure of this deliverable and emphasising 
to partners the critical importance of active participation in dissemination and 
communication activities throughout the project's initial 6-month period. 
Meanwhile, SIE has also developed the project's initial communication and 
dissemination materials (such as the branding identity and website) as well 
as promotional materials (brochure, roll-up, presentation, etc), always taking 
into account partner’s feedback. 

The dissemination and communication of the STOPP project are crucial for its 
strategic vision, aiming to optimize the adoption of its findings by diverse 
audiences, particularly entities engaged in providing commercial services 
related to the food packaging value chain. Scientific advancements must be 
widely recognized and understood across society, and this is also a big point 
for STOPP, its findings, concept and methodology to be wide promoted. Our 
communication objectives are multifaceted: to demonstrate the societal 
impact of scientific collaboration, to provide insights to the broader scientific 
community regarding our specific domain, and to inspire public engagement 
and curiosity in technical and scientific pursuits. 

2.1. Target audiences 
STOPP  has initially compiled a list of stakeholders who will be the primary 
recipients of the project's dissemination and communication tools and 
materials. The list is described in Table 1 below. 

Table 1: STOPP's target audiences 

Stakeholder Description 
Customers, 
consumers (C) 

As all the citizens eat, all are susceptible to having 
something to say about a more sustainable and circular 
food packaging value chain 



 
 

 
 

 

Recyclers and 
suppliers (RS) 

Companies that provide and recycle packaging in the 
food value chain. 

Reuse operators, 
packaging 
developers (RP) 

Companies/organisations that produce new-concept 
packaging and/or set mechanisms to reuse them. 

Brand owners, 
food operators 
(BF) 

Companies that produce or serve food and that, 
therefore, use packaging. 

Investors (I) Individuals or organisations that aim to invest in circular 
economy models/more sustainable solutions. 

Employees (E) Individuals/unions that are concerned about the 
positive impact of their work or work habits and 
dynamics.  

Communities 
(CO) 

Groups of people aiming at improving the value chain 
by making it fairer or more sustainable, such as 
consumer representatives or associations. 

Public 
administration 
and policy-
makers (PP) 

A group that is essential to persuade about the changes 
proposed by the project, as they have the key of change 
in regulations and can take official actions that can be 
crucial for the changes proposed by the project. 

Scientific 
Community (SC) 

This community may be interested on the project’s 
research data and breakthroughs for future advances in 
the fields of study covered by the project, also for future 
initiatives, and to reach broader TRLs. 

NGOs (NGO) Organisations that stand for a greener future can be 
aligned with STOPP’s aims and scope. 

Specialized 
media(SM) 

Both trade and sustainability media can be addressed 
to publish about the project, as it calls the attention of 
their public. 

 

 

2.2. Key messages 
STOPP has six technical work packages whose findings, methods, and 
outcomes can interest some or all of the abovementioned stakeholders. These 
work packages will generate substantial amounts of data in different forms 
(from public deliverables to webinars and workshops, website news, social 



 
 

 
 

 

media posts, etc.). Because of that, the main messages from each WP, along 
with the means of communication or dissemination that will be used and the 
target audiences addressed, must be identified. This is done in Table 2 below. 

Table 2: STOPP's key messages 

 WP Key Messages Target 
Groups 

Impact on the 
environment and 
ecosystems 

Strategies for food packaging that 
decrease its environmental impact. 
Micro and macro plastic pollution. 
Waste generation and 
management. Effect of chemical 
emissions in different ecosystems. 

SC, PP, SM, 
NGO 

Innovative business 
strategies, design 
and production 
models for food 
packaging 

Analysis of current food packaging 
systems. Understanding of industry 
and consumers needs and 
motivations for switching to more 
sustainable procedures. Creation of 
new designs, production models and 
business strategies. 

SC, PP, SM, RS, 
RP, BF, I, E 

Increasing reusable 
packaging 

Development of better reusable 
packaging. Strategies to improve 
reuse logistics and procedures. 
Creating a Pan-European reuse hub 
for discussion and promotion. 

SC, PP, SM, RP, 
BF, I, E 

Increasing 
recycling and safe 
food contact 
recyclates 

Analysis and comparison of different 
collection systems and their best 
practices. Production of recycled 
materials using post-consumer 
waste. Recyclability of bio-based 
plastic food packaging and smart 
packaging.  

SC, PP, SM, RS, 
BF, I, E 

Multi-actor 
engagement, 
policy dialogue 
and sustainability 
assessments 

Promotion of the STOPP’s multi-actor 
community. Brand Owner Boot 
Camp’s results. Policy dialogue and 
recommendations. Sustainability 
analysis of the reuse and recycling 
cases. 

SC, PP, SM, RS, 
RP, BF, I, E, NGO 



 
 

 
 

 

Increasing 
consumer 
acceptance and 
social innovation 

Behaviours of consumers towards 
packaging disposal. Behavioural 
change. Strategies to increase 
consumer awareness. 

SC, PP, SM, RS, 
RP, BF, CO, 
NGO 

 

2.3. Tools and channels 
Different means of communication and methods will be used to communicate 
and disseminate the STOPP’s key messages described in the previous 
epigraph. Each instrument and channel will be used to address different 
stakeholder groups, with different key messages at different stages of the 
project, so we can ensure specific effects that provide an effective, 
segmented, communication and dissemination strategy. 

Table 3: Communication & dissemination tools and channels 

Channel Tool Target 
group(s) 

Effects 

Printed 
materials 

Brochure 

All target 
groups 

Raise awareness 
about the project’s 
aims, achievements, 
anticipated outcomes, 
and technological 
impacts. 

Roll-up 
Project 
presentation 
Poster 

Online Website 

All target 
groups 

Creating an engaged 
audience to be 
updated about the 
project activities, 
results, and related 
news. Making all this 
information publicly 
available. 

Newsletters 
Social Media 
accounts 

Project 
videos 

Publications Scientific 
publications 

SC, SM Transfer the scientific 
knowledge gained 
within the project’s 
activities. 



 
 

 
 

 

Press 
releases 

SM Inform the media 
about the main 
milestones of the 
project. 

Articles All target 
groups 

Update periodically 
the audience about 
the project’s progress. 

Events 
organised 
by STOPP 

Webinars All target 
groups, but 
specific 
events can be 
addressed to 
specific target 
groups. 

Disseminate  
the project's methods 
and results to the 
targeted  
audiences. Gain 
feedback from 
different stakeholders. 
Create collaborative 
knowledge among 
different actors. 

Workshops 

Events 
attended by 
STOPP 
partners 

Meetings 
with 
standardisati
on  
committees 

All target 
groups 

Create synergies with 
different actors. 
Disseminate the 
project’s objectives 
and results.  
Discuss the economic, 
environmental,  
technical and legal  
feasibility of the 
innovations proposed 
by STOPP. 

Conferences 
Tradeshows 

 

2.4. Project Identity 
A recognisable brand identity is key to a successful promotion of the project. 
For this reason, from the beginning of the project, efforts have been made to 
create a distinctive, recognisable, and cohesive visual and thematic identity. 
This includes the development of a unique logo, a colour palette, typography 



 
 

 
 

 

guidelines, and a set of iconography and images that align with the project's 
values and goals, described all in the brand guidelines document (figure 1).  

This branding strategy has been implemented to ensure all promotional 
materials, both online and offline, maintain a unified look and feel. This 
strategic approach not only enhances brand recognition but also builds trust 
and credibility with our target audience, ultimately contributing to the project's 
overall success. 

 

Figure 1: STOPP's brand guidelines 



 
 

 
 

 

2.4.1. Disclaimers 
According to Article 17 of the grant agreement, the STOPP’s project's 
beneficiaries have adhered to the legal obligations concerning 
communication, dissemination, and visibility activities. They have strategically 
and effectively provided targeted information about the project and its results 
to various audiences. Prior to any significant media-related communication 
or dissemination activity, they informed the granting authority. 

All communication activities, including media relations, conferences, 
seminars, and information materials, have acknowledged the support of the 
European Union by displaying the European flag emblem and funding 
statement prominently and separately, without modification. The emblem, 
sourced from the official EU website, has been given equal prominence when 
displayed alongside other logos. 

Beneficiaries have used the European emblem per the grant agreement 
without prior approval, though this does not grant them exclusive rights. They 
have avoided appropriating the emblem or any similar trademark or logo, 
ensuring all communication activities use factually accurate information to 
maintain quality. 

To meet these obligations, all communication materials include the 
disclaimer: " Co-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 or REA. Neither the European Union nor REA can be held 
responsible for them." Additionally, the "CO-FUNDED BY THE EUROPEAN 
COMMISSION" logo is prominently displayed alongside other logos. 

This is a co-funded between the EU and The State Secretariat for Education, 
Research and Innovation (SERI), from Switzerland, so also the logo of this 
second funding entity has been added to all the communication materials. It 
has been added following the instructions provided for that action on SERI’s 
webpage, using the original PNG image provided there. Both disclaimers have 
been included with the same prominence (an example can be seen in the 
footer of this document). 

https://ec.europa.eu/regional_policy/information-sources/logo-download-center_en
https://www.sbfi.admin.ch/sbfi/en/home/seri/logo.html
https://www.sbfi.admin.ch/sbfi/en/home/seri/logo.html


 
 

 
 

 

2.5. Project’s website 
The STOPP’s website (figure 2) has been created following the 
abovementioned brand guidelines. It contains different sections and 
subsections, that may be updated following the project needs in the future (for 
example, creating a dedicated section for the Multi-actor community once it 
is set and ready to be shared). Now, the website has the following structure: 

• About 
o Project (a description of the project’s aims, methodology, 

concept and stakeholders). 
o Partners (information about all the organisations involved in the 

project). 
o Related initiatives (a relation of European initiatives whose topic 

is related to STOPP). 
• News (a dynamic section where articles about the project are 

uploaded). 
• Downloads (a dynamic section that contains all the public documents 

produced during the project, such as the printed materials, newsletters, 
press releases or public deliverables). 

• Contact (a contact form and the project’s email). 

 

Figure 2: STOPP's website homepage 

https://stopp-project.eu/
https://stopp-project.eu/project/
https://stopp-project.eu/partners/
https://stopp-project.eu/related-initiatives/
https://stopp-project.eu/news/
https://stopp-project.eu/downloads/
https://stopp-project.eu/contact/


 
 

 
 

 

Remarkably, the STOPP’s website is hosted using verified green hosting, 
according to the Green Web Foundation (Figure 3). 

 

Figure 3: Green hosting badge 

2.6. Social Media 
For a better promotion of the project and its results among different 
audiences, STOPP counts with social media accounts on LinkedIn, X (formerly 
Twitter) and YouTube. These accounts will be used with two main purposes: 
informing about the project advances and driving traffic to the project’s 
website. Partners will share the content through their organisations’ profiles 
and personal accounts, enhancing the reach of the project’s promotion. 

In both LinkedIn and X will be posted the advances and important facts related 
to the project and the documents and campaigns launched from the project, 
such as the different iterations of the multi-actor community or the public 
deliverables (most of the project deliverables, indeed). Special attention will 
be paid to the project’s milestones once accomplished (that will also 
published in the “News” section of the website), which are summarised in Table 
4. The technical information published will respect the sensitive content in 
accordance with the legal requirements of the grant agreement.  

Table 4: Milestones to be communicated 

Milestone WP(s) Lead Partner Month 
Final configuration of 
the regions/cities for 
the collection 
systems analysis 
ready 

WP5 PRE 5 

Demonstration 
locations for reuse 
field test identified 

WP7, WP4 ReC 8 

https://www.thegreenwebfoundation.org/
https://www.linkedin.com/company/stopp-project/
https://twitter.com/StoppProject
https://twitter.com/StoppProject
https://www.youtube.com/@STOPPProject


 
 

 
 

 

Feedstock and 
samples plan ready 
for sorting and 
recycling 
experiments 

WP5 PRE 10 

Finalisation of the gap 
analysis on the state-
of-the-art about 
environmental 
impacts of the plastic 
food packaging litter 

WP2 NIB 12 

Behaviour change 
strategies of key 
cognitive, affective, & 
social meanings 
consumers’ associate 
with food packaging 
recycling & reusing 
concretised 

WP7 UVA 13 

Sustainability 
analysis indicator 
system 

WP6 GD 14 

Initial screening of the 
monomaterial 
packaging 
approaches ready, 1-
3 solutions chosen for 
scale up 

WP3 VTT 20 

1st draft of 
recommendations to 
improve collection 
ready for finetuning & 
validation 

WP5 PRE 26 

Ecoprofile 
development pipeline 

WP6 GD 30 

 

2.7. Printed material 



 
 

 
 

 

For distribution at conferences, exhibitions, and various events, as well as 
among the partner networks, SIE has created several promotional materials. 
These include a poster (Figure 4), a roll-up banner (Figure 5), a factsheet 
(Figure 6), and a brochure (Figure 7). The initial versions of these materials 
provide comprehensive information about the research activities, 
participants, expected outcomes, etc. As the project progresses, additional 
materials may be developed to disseminate the findings, or the current ones 
will be updated. 

 

Figure 4: STOPP's poster 

https://stopp-project.eu/downloads/
https://stopp-project.eu/wp-content/uploads/2024/03/POSTER_STOPP.pdf
https://stopp-project.eu/wp-content/uploads/2024/03/ROLL-UP_STOPP.pdf
https://stopp-project.eu/wp-content/uploads/2024/03/FACTSHEET_STOPP.pdf


 
 

 
 

 

 

Figure 5: STOPP's Roll-up 



 
 

 
 

 

 

Figure 6: STOPP's factsheet 

 



 
 

 
 

 

 

Figure 7: STOPP's brochure 

2.8. Newsletters 
Newsletters will be sent every six months since the beginning of the project. 
This tool is a key one in the communication plan, as the project’s Multi-actor 
community (briefly explained below in section 2.11) subscribers will provide 
their email addresses as the main communication channel, and this 
automated tool will be central to communicating with them. Apart from being 
sent to the Multi-actor community subscribers, newsletters will be also sent to 



 
 

 
 

 

other subscribed stakeholders, and to the partners’ networks, and will be 
uploaded to the website.  

2.9. Press releases 
Noteworthy project milestones will be communicated through press releases 
as they occur. Collaborating with project partners, these announcements will 
be crafted in English and shared with both national and European media 
outlets. At least three press releases will be sent during the project's lifetime.  

2.10.  Events and conferences 
One of the most effective ways of disseminating and communicating the 
project will be through partners’ attendance at several different events related 
with the topics that STOPP covers: recycling, reuse and food value chain. 
Partners will be encouraged to promote STOPP by sharing the project 
presentation, delivering brochures, showing the project’s poster, roll-up 
and/or factsheet, or including STOPP in their speeches at trade or research 
conferences. 

The following events have been detected that can be of interest: 

• Plastics Recycling Show Europe 2024. June 2024. Amsterdam (The 
Netherlands).  

• Micro 2024. September 2024. Lanzarote (Spain). 
• International Conference on Sustainable Development (ICSD). 

September 2024. New York (USA) & Online. 
• Environmental Services & Solutions Expo. September 2024. Birmingham 

(UK). 
• Plastic Recycling World Expo. September 2024. Brussels (Belgium). 
• Recycling Tech. September 2024. Warsaw (Poland). 
• Responsible Packaging Expo. October 2024. London (UK). 
• Anuga. October 2024. Cologne (Germany). 
• International Packaging Trade Fair. October 2024. Kraków (Poland). 
• Plastic Recyclers Annual Meeting. November 2024. Cascais (Portugal). 
• Plastic Waste Free World Conference & Expo. November 2024. Cologne 

(Germany). 

https://prseventeurope.com/prse2024/en/page/home
https://micro2024.sciencesconf.org/
https://ic-sd.org/
https://www.ess-expo.co.uk/
https://eu.plasticsrecyclingworldexpo.com/
https://recyclingexpo.pl/en
https://www.responsiblepackagingexpo.co.uk/
https://www.anuga.com/
https://packaginginnovations.pl/en
https://www.plasticsrecyclersam.org/
https://www.plasticfree-world.com/


 
 

 
 

 

• European Bioplastics Conference. December 2024. Berlin (Germany). 
• Packaging Innovations. February 2025. Birmingham (UK). 
• Food Expo. March 2025. Athens (Greece). 
• Horeca Professional Expo. March 2025. Madrid (Spain). 
• International Food & Drink Event. March 2025. London (UK). 
• Refill & Reuse Tradefair. May 2025. TBD. 
• ChemPlast Expo. TBD in 2025. Madrid (Spain). 
• Equiplast. June 2026. Barcelona (Spain) 
• Alimentaria. March 2026. Barcelona (Spain). 

2.11. Project videos 
At least two videos about the project will be made. The first one will be created 
at the beginning of the project, and the second one at the end. The scripts of 
these videos will be written by SIE and sent to all the partners for feedback and 
technical corrections. After the feedback is gathered, SIE will coordinate its 
development and will upload it to YouTube and link it to the social media 
channels and the website. 

Other videos can be made in order to further promote the project. As an 
example, in the Kick-off meeting, SIE recorded the visit to the VTT Polymer Pilot 
Hall (Figure 8) that the project coordinators offered to the partners. Other 
actions like this one will be done if the opportunity shows up. 

 

Figure 8: Video of the visit to the VTT Polymer Pilot Hall 

https://www.european-bioplastics.org/events/ebc/
https://www.packagingbirmingham.com/the-events/packaging-innovations/
https://foodexpo.gr/
https://www.expohip.com/expohip/horeca-professional-expo/
https://www.ife.co.uk/
https://refillandreusetradefair.com/
https://www.chemplastexpo.com/en/
https://www.equiplast.com/en/the-fair/
https://www.alimentaria.com/


 
 

 
 

 

2.12. Multi-Actor Community 
As a part of the WP6, a Multi-Actor community will be created. This community 
is a network of stakeholders that show their interest in the project and will 
receive advanced, segmented (depending on their level of knowledge), 
information about the project’s topic and will be invited to specific activities 
(such as the Brand Owner Boot Camps, for example). To promote this network, 
the following actions will be implemented: 

• Different social media campaigns. 
• A dedicated section on the project’s website. 
• A pop-up on the project website. 
• A call to the partners to extend the invitation to their networks. 
• Announcing the multi-actor community in some of the project’s 

newsletters. 
• Adding a QR to the registration form in the partner’s presentations at 

different events. 
• Adding a QR to the project’s brochure. 

2.13. Awareness campaigns 
Task 7.3 of WP7 consists of launching two awareness campaigns to promote 
more sustainable practices among citizens: 

• Reuse. This campaign aims to raise awareness and acceptance of 
reusable food packaging, promoting its benefits and encouraging 
consumers to adopt sustainable practices. It will be done by using 
guerrilla marketing as a main tool. 

• Recycling. The second campaign focuses on emphasising the 
importance of recycling, highlighting the environmental impact and 
safety of recycled materials. The main tool for this campaign will be a 
video competition where citizens will show difficult-to-recycle 
packaging.  

Both campaigns will rely heavily on effective communication strategies and 
will therefore require the support of WP8 to ensure successful dissemination 
and engagement. WP8 will play a crucial role in crafting the messaging, 



 
 

 
 

 

leveraging various communication channels (social media, newsletters, press 
releases), and reaching a wide audience to maximise the impact of these 
initiatives.  

2.14. Indicators and targets 
The following targets have been implemented to improve efficiency and 
measure the effectiveness of our Dissemination and Communication Plan. 
Achieving these targets will indicate the plan's success. 

Table 5: Communication and dissemination indicators and targets 

Tools/Chann
el 

Indicator(s) Target Information 
source 

Brochure 
Poster  
Factsheet 

Number of copies 
distributed 

Material 
distribution: 
<300 poor; 
300-500  
good; >500 
excellent 
 

Partner’s 
information 
about the 
number of 
materials 
distributed in 
events or 
conferences 

Website Visits <600 poor; 
600-1,200  
good; >1,200 
excellent 

Matomo 
(Website 
analytics plug-
in) 

Social Media: 
X (Twitter) and 
LinkedIn 

Number of 
followers 
Engagement rate 

Followers: 
<150 poor; 150-
200  
good; >200 
excellent 
Engagement 
rate: <2% poor; 
2%-3% good; 
>3% excellent 

Social media 
analytics 

Videos Number of videos 
Number of views 

At least 2 
videos along 
the project. 

YouTube, 
website  



 
 

 
 

 

Views: <100 
poor; 100 – 
200  
good; >200 
excellent 

and social 
media  
analytics  
 

Newsletters Number of 
subscribers 
Open rate 

Subscribers: 
<100 poor; 100 
– 200  
good; >300 
excellent  
Open rate: 
<15% poor;  
15% – 17% 
good;  
>17% excellent   

Mailchimp  
(newsletter  
software). 
Website  
and social 
media  
analytics   

Press releases Number of PRs sent 
Number of media 
stakeholders 
addressed Number 
of views on website 
and social media 

At least 3.  
100 media 
sources / 
journalists 
reached 

Recording of e-
mails  
sent, Website 
and  
social media  
analytics 

Scientific 
publications 

Number of 
publications  

10 publications Link to the Open 
Access site 
where it is 
posted 

Multi-
stakeholders’ 
workshops 

Number of 
attendees 

<10 poor; 10-20 
good; >20 
excellent 

Zoom/Teams 
attendance list 

Policy-making 
webinars 

Number of 
webinars. 
Number of 
attendees 

3 webinars. 
<10 poor; 10-20 
good; >20 
excellent 

Zoom/Teams 
attendance list 

Conferences 
and events 

Number of events 
attended 

15 Certificate of 
participation. 
Proof of 
registration. 



 
 

 
 

 

Event 
information. 

Awareness 
campaigns 
(WP7) 

Citizens/consum
ers reached 

<200 poor; 
200-250 good; 
>250 excellent 

 

 

2.15. Levels of dissemination 
This section explores the various levels of dissemination, noting that key target 
groups operate at different geographic scales. This variation influences the 
choice of communication tools and media, ensuring strategies are tailored to 
effectively reach and engage each audience segment. 

2.15.1. European level – EC 
The European Commission will be informed about the results through the 
periodic reporting of the project (mid-term review, minutes of periodical 
meetings, updates of this document). This will enable modifications to related 
regulations (if necessary) and facilitate collaboration with other ongoing 
projects on dissemination activities. 

2.15.2. International level – Industry, 
Scientific community 

The results will be communicated to relevant international organisations, so 
scientific findings can be transformed into practical information, regulations, 
and guidelines. Electronic resources will be disseminated via direct mail to 
designated organisations and stakeholders to enhance public awareness. To 
facilitate knowledge transfer at both research and industrial levels, technical 
journals, conferences, workshops at national and international levels, industry 
meetings, and participation in industrial forums will be used. 

2.16. Methodology 



 
 

 
 

 

A series of internal and external communication strategies will be 
implemented throughout the project's duration and beyond. These 
endeavours aim to ensure the efficient and effective dissemination of STOPP’s 
outcomes to project partners, stakeholders, and wider audiences. 

2.16.1. Internal communication 
Ensuring effective internal communication is key for information sharing and 
meeting project deliverables. To achieve this, a multifaceted approach will be 
employed. Consortium and technical meetings will happen biannually, while 
monthly meetings for collaboration within work packages (WPs) will be done 
once a month through Microsoft Teams. Specific work packages will also have 
periodical meetings where partners involved will participate. 

During the monthly meetings and the general assemblies, partners will be 
requested to support upcoming dissemination and communication actions. 
This collaborative effort aims to refine the Communication & Dissemination 
Plan, through a collaborative content-curation process. Meetings will also be 
aprofited, if necessary, to solve partners’ doubts about communication and 
dissemination strategies, so they can have an approach that aligns with the 
project’s general approach towards this topic. 

Partners will also be requested to use the project’s PPT and .doc templates for 
internal communication (project meetings presentations, internal reports or 
guidelines, etc.). This is useful as it ensures a consistent structure, making it 
easier to organise, retrieve, and understand information across different 
documents and presentations. 

VTT, the project, coordinators, have created and maintain and organise a the 
shared folders on SharePoint. This folder is accessible to and contains key 
information for all the partners (such as internal reports on the project’s 
advances, the contact list, communication materials, etc.), and is organised 
following the project’s structure (one folder for each WP, then one folder for 
each task inside the WP).  

2.16.2. External communication 



 
 

 
 

 

The STOPP consortium is committed to widely disseminating and 
communicating information about its activities through various channels 
including the media, journals, conference presentations, trade shows, 
workshops, online communication means (social media, corporate blogs, 
etc.), contact with the European Commission and through industry 
associations. The project's results will be shared through reports, academic 
publications, and articles. To promote scientific collaboration, all public 
communications and scientific publications will be made open access. 
Whenever a translation is needed, the partners will provide the text to SIE, who 
will handle any necessary design adjustments. 

2.17. Development Phases 
The project encompasses several development phases, each requiring a 
distinct communication strategy. 

2.17.1. Phase 1: Awareness 
During the first phase, spanning from months 1 to 12, STOPP communication 
efforts will concentrate on building a community of interested stakeholders 
and establishing appropriate communication channels. 

2.17.2. Phase 2: Scientific 
Cooperation 

Starting in month 6 and continuing throughout the project's duration, the 
second phase will focus on managing knowledge to facilitate cooperation 
between STOPP and similar projects. This phase aims to ensure that research 
outputs are accessible to the targeted audience. 

2.17.3. Phase 3: Exploitation 
The final phase, occurring from months 24 to 36, will support the exploitation 
of project results. This will include marketing efforts directed at end users for 



 
 

 
 

 

commercial outcomes and organizing workshops and creating roadmaps for 
non-commercial results. 

2.18. Actions M1-M6 

2.18.1. Project identity and 
materials 

As mentioned above, the first months of the project were dedicated to create 
a visual identity for STOPP. Different logo proposals were sent to the partners, 
who voted in Google Forms (Figure 9).  



 
 

 
 

 

 

Figure 9: Logo proposals 

 

Once the partners chose the logo, a brand guideline was created (see section 
2.4 above), and different branded documents were developed. These 
documents include the printed materials mentioned in section 2.7 of this 
report as well as a project’s presentation in PPT and PDF (Figure 10) and blank 
templates for both PowerPoint Presentations (Figure 11) and Word documents: 
deliverables (Figure 12) and project documents (Figure 13). 



 
 

 
 

 

 

Figure 10: STOPP project's presentation 

 



 
 

 
 

 

 

Figure 11: Some slides of the PPT presentation 



 
 

 
 

 

 

Figure 12: Some pages of the deliverables template 



 
 

 
 

 

 

Figure 13: Document template 

 

2.18.2. Press releases 
The first press release (Figure 14), which announced the project’s kick-off, was 
distributed to 657 media contacts in the initial release just after the Kick-off 
meeting (on January, 25th). It was also uploaded to the website, both as a PDF 
in the “Downloads” section and as a post in the “News” section.  

https://stopp-project.eu/wp-content/uploads/2024/03/1st-PRESS-RELEASE_STOPP.pdf
https://stopp-project.eu/wp-content/uploads/2024/03/1st-PRESS-RELEASE_STOPP.pdf
https://stopp-project.eu/2024/03/13/the-stopp-project-produce-strategies-food-plastic-packaging/


 
 

 
 

 

 

Figure 14: STOPP's first press release 

The impacts after the press release are listed in section 2.16.9 of this document. 

2.18.3. Website 
The STOPP project’s website was launched in M3 with the project’s essential 
information, as described in section 2.5. Since then, its dynamic sections 
(“Downloads” and “News”) have been updated to include new content from 
the project such as the aforementioned press release, the first project’s 
newsletter or news about the partners' participation in different events 
(PacTec, FoodTec & PlastExpo Nordic 2024, Innovation Forum 4 Plastics and 
New Era (New Reuse Alliance) General Assembly). 

The website counts 579 visits as of the 3rd of June 2024 (Figure 15), the average 
visit duration is 2 minutes and 13 seconds. 39% of the users stay on the 
webpage for some time. Most of the visitors speak English, but some of them 
are also Spanish and German speakers. The three countries that visited more 
the website were Spain, Finland and the United States. 

https://stopp-project.eu/2024/03/19/stopp-project-pactec-foodtec-plastexpo-nordic-2024/
https://stopp-project.eu/2024/04/26/stopp-takes-the-stage-at-innovation-forum-4-plastics/
https://stopp-project.eu/2024/05/17/stopp-at-the-new-era-new-reuse-alliance-general-assembly/


 
 

 
 

 

 

Figure 15: Website analytics for the first months 

 

2.18.4. Social media 
Official accounts for LinkedIn and Twitter have been created in M1. Since then, 
they have been updated weekly with news from the first steps of the project, 
usually updating about the same topics but adapting the message to each 
social network’s requirements and styles. Examples can be found in the figures 
below, that show posts promoting some project’s milestones such as the kick-
off meeting (Figures 16 and 17), the first press release (Figures 18 and 19) or the 
launching of the project’s website (Figures 20 and 21).  

https://www.linkedin.com/company/stopp-project/
https://x.com/i/flow/login?redirect_after_login=%2FStoppProject


 
 

 
 

 

 

Figure 16: Post on LinkedIn about the kick-off meeting 



 
 

 
 

 

 

Figure 17: Post on Twitter about the kick-off meeting 

 



 
 

 
 

 

 

Figure 18: Post on LinkedIn about the first Press Release 



 
 

 
 

 

 

Figure 19: Post on Twitter about the first Press Releaseç 

 

 

Figure 20: Post on LinkedIn promoting the new website 



 
 

 
 

 

 

Figure 21: Post on Twitter promoting the new website  

The LinkedIn account counts with 19 posts and 287 followers by June 3rd (Figure 
22). X (formerly Twitter) is a less active social network for professional and 
research environments, and fewer partners use it daily. For this reason, the 
account counts with fewer followers than LinkedIn, concretely 37, although the 
number of posts is the same as in LinkedIn (Figure 23). LinkedIn has an 
engagement rate of 1,1%, and Twitter has a 4,7%. 

 

Figure 22: LinkedIn's page, with the number of followers 



 
 

 
 

 

 

Figure 23: Twitter's profile, with the number of followers 

The YouTube channel was created in M4 after uploading the first video 
recorded for the project. This video was made by SIE during the kick-off 
meeting in the VTT premises, concretely in the framework of a visit that the 
project coordinator organised for the partners in their polymer pilot hall (Figure 
24). 

 

Figure 24: Homepage of the STOPP project's YouTube channel 



 
 

 
 

 

 

2.18.5. Newsletters 
The first project newsletter (which can be seen in Figure 25) was sent on March, 
26th and resent to non-openers on April, 2nd. It was sent to 162 subscribers and 
had a total open rate of 35,80%. A subscription form to the newsletter was 
added since the website launch to its footer (as shown in Figure 26). 

 

Figure 25: Upper part of the first STOPP's newsletter 



 
 

 
 

 

 

Figure 26: STOPP's website footer 

2.18.6. Events 
By M6, STOPP partners have attended 4 events where they have showcased 
the project, which are listed below in Table 6. 

Table 6: Events attended by partners (M1-M6) 

Event Date (M) Partner Type of event 
PacTec, FoodTec & 
PlastExpo Nordic 2024 

M3 VTT Trade event 

Innovation Forum 4 
Plastics 
 

M4 VTT Innovation event 

New Era (New Reuse 
Alliance) General 
Assembly 

M5 ReC Trade event 

The GreenTech 
Innovation Forum 

M5 VTT Innovation event 

 

2.18.7. Clustering with related 
initiatives 

Since the beginning of the project, both VTT as project coordinators and SIE as 
communication managers have started communication with related projects. 
The first contact for collaboration was with MAGNO, the other project under the 
same topic (HORIZON-CL6-2023-ZEROPOLLUTION-01-7). 

https://stopp-project.eu/2024/03/19/stopp-project-pactec-foodtec-plastexpo-nordic-2024/
https://stopp-project.eu/2024/03/19/stopp-project-pactec-foodtec-plastexpo-nordic-2024/
https://stopp-project.eu/2024/04/26/stopp-takes-the-stage-at-innovation-forum-4-plastics/
https://stopp-project.eu/2024/04/26/stopp-takes-the-stage-at-innovation-forum-4-plastics/
https://stopp-project.eu/2024/05/17/stopp-at-the-new-era-new-reuse-alliance-general-assembly/
https://stopp-project.eu/2024/05/17/stopp-at-the-new-era-new-reuse-alliance-general-assembly/
https://stopp-project.eu/2024/05/17/stopp-at-the-new-era-new-reuse-alliance-general-assembly/
https://magno-project.eu/


 
 

 
 

 

In M3, SIE and MAGNO’s communications managers started to look for 
synergies between the two projects. A first meeting was held, where it came to 
the idea to share strategies to nurture each project’s Multi-actor communities. 
As this strategy needed to be analyzed in terms of GDPR, project coordinators 
and data managers from both projects were invited to the communication 
exchange, both participating in online meetings and in email exchanges. As a 
result, a joint registration form has been created and the registers will be 
shared between both projects, with the aim of joining forces and 
communicating advances together. 

Apart from this strategy, a first meeting with MAGNO, REBIOLUTION and ViSS 
was held on May, 29th. There, project coordinators and communications 
managers of the four projects shared ideas and developed strategies to start 
a collaboration. 

Apart from this (and as mentioned in section 2.5), a “Related Initiatives” section 
was included on the project’s website with the abovementioned three 
initiatives plus six others (PRIMUS, SeaClear 2.0, REMEDIES, CIMPA, Sol-Rec2 and 
CIRCULAR FoodPack) whose topics are closely related to STOPP. Special 
attention will be paid to the communication channels of those initiatives. 

2.18.8. Multi-actor community 
The first campaign with a form to join the Multi-actor community was shared 
on the social media channels of the project (Figure 27), as well as on some 
LinkedIn pages.   

https://rebiolution-project.eu/
https://viss-project.eu/
https://stopp-project.eu/related-initiatives/
https://www.primus-project.eu/
https://www.seaclear2.eu/
https://remedies-for-ocean.eu/
https://cimpa-h2020.eu/
https://solrec2.eu/
https://www.circular-foodpack.eu/


 
 

 
 

 

 

Figure 27: Post on LinkedIn promoting the Multi-actor community 

A pop-up was also added to the main page of the website, so every visitor 
shows it (Figure 28). VTT also included a QR code with a link to the form in their 
presentations at different events. 



 
 

 
 

 

 

Figure 28: Pop-up in the website promoting the Multi-actor community 

2.18.9. Impacts on media outlets 
and relevant websites 

RECYCLING MAGAZINE 

https://www.recycling-magazine.com/2024/02/07/stopp-strategies-for-
food-plastic-packaging-circularity/  

UNIVERITY OF VAASA 

https://www.uwasa.fi/en/research/projects/stopp  

FOOD & DRINK TECHNOLOGY 

https://www.foodanddrinktechnology.com/news/51292/stopp-project-to-
advance-circular-strategies-for-food-plastic-packaging/  

RECYCLING INTERNATIONAL 

https://recyclinginternational.com/technology/research-and-
development/eu-looks-to-stopp-plastic-waste-in-packaging-
sector/56064/ 

WIT NEWS 

https://www.recycling-magazine.com/2024/02/07/stopp-strategies-for-food-plastic-packaging-circularity/
https://www.recycling-magazine.com/2024/02/07/stopp-strategies-for-food-plastic-packaging-circularity/
https://www.uwasa.fi/en/research/projects/stopp
https://www.foodanddrinktechnology.com/news/51292/stopp-project-to-advance-circular-strategies-for-food-plastic-packaging/
https://www.foodanddrinktechnology.com/news/51292/stopp-project-to-advance-circular-strategies-for-food-plastic-packaging/
https://recyclinginternational.com/technology/research-and-development/eu-looks-to-stopp-plastic-waste-in-packaging-sector/56064/
https://recyclinginternational.com/technology/research-and-development/eu-looks-to-stopp-plastic-waste-in-packaging-sector/56064/
https://recyclinginternational.com/technology/research-and-development/eu-looks-to-stopp-plastic-waste-in-packaging-sector/56064/


 
 

 
 

 

https://witnews.eu/the-stopp-project-to-produce-strategies-for-food/ 

REVISTA ARAL 

https://www.revistaaral.com/texto-diario/mostrar/4720392/sustainable-
innovations-forma-parte-proyecto-stopp  

PLASTICS WORLD 

https://x.com/PlasticsWorld/status/1755161225821143043 

PACKAGING REPORTER 

https://packagingreporter.com/trends/businss/the-stopp-project-to-
produce-strategies-for-food-plastic-packaging-circularity/  

EUROCARNE DIGITAL 

https://eurocarne.com/noticias/codigo/61669/kw/El+proyecto+STOPP+busc
a+limitar+la%0Acontaminaci%C3%B3n+pl%C3%A1stica+del+envasado%0Aali
mentario+ofreciendo+alternativas 

INTEREMPRESAS 
https://www.interempresas.net/Envase/Articulos/542007-Sustainable-
Innovations-parte-proyecto-Stopp-iniciativa-europea-busca-
limitar.html  

DIARIO SUR 

https://www.diariosur.es/economia/agroalimentacion/objetivo-limitar-
uso-plastico-20240314133549-
nt.html?ref=https%3A%2F%2Fwww.diariosur.es%2Feconomia%2Fagroalime
ntacion%2Fobjetivo-limitar-uso-plastico-20240314133549-nt.html  

SUSTAINABLE INNOVATIONS 

https://sustainableinnovations.eu/sustainable-innovations-part-of-the-
stopp-project-a-european-initiative-to-cut-off-plastic-pollution-in-
food-packaging/  

VTT 

https://witnews.eu/the-stopp-project-to-produce-strategies-for-food/
https://www.revistaaral.com/texto-diario/mostrar/4720392/sustainable-innovations-forma-parte-proyecto-stopp
https://www.revistaaral.com/texto-diario/mostrar/4720392/sustainable-innovations-forma-parte-proyecto-stopp
https://x.com/PlasticsWorld/status/1755161225821143043
https://packagingreporter.com/trends/businss/the-stopp-project-to-produce-strategies-for-food-plastic-packaging-circularity/
https://packagingreporter.com/trends/businss/the-stopp-project-to-produce-strategies-for-food-plastic-packaging-circularity/
https://eurocarne.com/noticias/codigo/61669/kw/El+proyecto+STOPP+busca+limitar+la%0Acontaminaci%C3%B3n+pl%C3%A1stica+del+envasado%0Aalimentario+ofreciendo+alternativas
https://eurocarne.com/noticias/codigo/61669/kw/El+proyecto+STOPP+busca+limitar+la%0Acontaminaci%C3%B3n+pl%C3%A1stica+del+envasado%0Aalimentario+ofreciendo+alternativas
https://eurocarne.com/noticias/codigo/61669/kw/El+proyecto+STOPP+busca+limitar+la%0Acontaminaci%C3%B3n+pl%C3%A1stica+del+envasado%0Aalimentario+ofreciendo+alternativas
https://www.interempresas.net/Envase/Articulos/542007-Sustainable-Innovations-parte-proyecto-Stopp-iniciativa-europea-busca-limitar.html
https://www.interempresas.net/Envase/Articulos/542007-Sustainable-Innovations-parte-proyecto-Stopp-iniciativa-europea-busca-limitar.html
https://www.interempresas.net/Envase/Articulos/542007-Sustainable-Innovations-parte-proyecto-Stopp-iniciativa-europea-busca-limitar.html
https://www.diariosur.es/economia/agroalimentacion/objetivo-limitar-uso-plastico-20240314133549-nt.html?ref=https%3A%2F%2Fwww.diariosur.es%2Feconomia%2Fagroalimentacion%2Fobjetivo-limitar-uso-plastico-20240314133549-nt.html
https://www.diariosur.es/economia/agroalimentacion/objetivo-limitar-uso-plastico-20240314133549-nt.html?ref=https%3A%2F%2Fwww.diariosur.es%2Feconomia%2Fagroalimentacion%2Fobjetivo-limitar-uso-plastico-20240314133549-nt.html
https://www.diariosur.es/economia/agroalimentacion/objetivo-limitar-uso-plastico-20240314133549-nt.html?ref=https%3A%2F%2Fwww.diariosur.es%2Feconomia%2Fagroalimentacion%2Fobjetivo-limitar-uso-plastico-20240314133549-nt.html
https://www.diariosur.es/economia/agroalimentacion/objetivo-limitar-uso-plastico-20240314133549-nt.html?ref=https%3A%2F%2Fwww.diariosur.es%2Feconomia%2Fagroalimentacion%2Fobjetivo-limitar-uso-plastico-20240314133549-nt.html
https://sustainableinnovations.eu/sustainable-innovations-part-of-the-stopp-project-a-european-initiative-to-cut-off-plastic-pollution-in-food-packaging/
https://sustainableinnovations.eu/sustainable-innovations-part-of-the-stopp-project-a-european-initiative-to-cut-off-plastic-pollution-in-food-packaging/
https://sustainableinnovations.eu/sustainable-innovations-part-of-the-stopp-project-a-european-initiative-to-cut-off-plastic-pollution-in-food-packaging/


 
 

 
 

 

https://cris.vtt.fi/en/projects/strategies-to-prevent-and-reduce-plastic-
packaging-pollution-from  

COFRESCO FORUM 

https://www.linkedin.com/posts/cofresco-forum_stopp-kom-press-
release-activity-7201198072469536769-
3Rpf?utm_source=share&utm_medium=member_desktop  

https://cris.vtt.fi/en/projects/strategies-to-prevent-and-reduce-plastic-packaging-pollution-from
https://cris.vtt.fi/en/projects/strategies-to-prevent-and-reduce-plastic-packaging-pollution-from
https://www.linkedin.com/posts/cofresco-forum_stopp-kom-press-release-activity-7201198072469536769-3Rpf?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/cofresco-forum_stopp-kom-press-release-activity-7201198072469536769-3Rpf?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/cofresco-forum_stopp-kom-press-release-activity-7201198072469536769-3Rpf?utm_source=share&utm_medium=member_desktop

