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A2/1  Plan for
awareness rising and

stakeholder
engagement plan

A2/2 Communication
strategy

A2/3 Replicability and
Transferability Plan

Internal Communication guidelines: in addition to the project’s deliverables and milestones to
provide all partners with a digest of the communication activities (objectives, responsabilities,
LIFE communication requirements, communication channels).

DELIVERABLES

https://www.orgbalt.eu/wp-content/uploads/2020/01/2019-A2-1-1-LIFEOrgBalt-A2.1-Awareness-rising-and-stakeholders-engagement_.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/A_2_Communication-strategy_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/Life_OrgBalt_Replicability-and-transferability-plan_FIN-1.pdf
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A2/1  Plan for awareness rising and stakeholder engagement plan

- Identify the stakeholders to be included in the project

- Understand stakeholders’ expectations

- Understand how to best involve them

- Build a base for the identification of the most effective communication
channels

Stakeholder have been grouped in primary, secondary and third parties
according to their level of participation, their interests and their influence in
the project.

https://www.orgbalt.eu/wp-content/uploads/2020/01/2019-A2-1-1-LIFEOrgBalt-A2.1-Awareness-rising-and-stakeholders-engagement_.pdf
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A2/2 Communication strategy
- Provide a qualitative analysis of the actions to be taken to contribute to the

achievement of the project communication objectives
- Provide identified stakeholders with qualitative information about the

project
- Determine which are the best way to deliver information and the most

effective communication activities and channels to be used throughout the
different phases of the project

- Develop a timeline of the communication activities to be implemented

A2/3 Replicability and Transferability Plan

- Multiply the impact of the Project results during its implementation and
replicate and transfer its findings after its end, in order to reach a wider
audience and implement its results in further sites and regions, other than
the Project demo sites

- Communication and dissemination activities play an important role in
ensuring the replicability and transferability of the Project

https://www.orgbalt.eu/wp-content/uploads/2020/04/A_2_Communication-strategy_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/A_2_Communication-strategy_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/A_2_Communication-strategy_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/Life_OrgBalt_Replicability-and-transferability-plan_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/Life_OrgBalt_Replicability-and-transferability-plan_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/Life_OrgBalt_Replicability-and-transferability-plan_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/Life_OrgBalt_Replicability-and-transferability-plan_FIN-1.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/04/Life_OrgBalt_Replicability-and-transferability-plan_FIN-1.pdf
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E1 Information and dissemination

Project website and 
social media accounts

NEWS

Scientific
publications

(8)

Information and
education
materials

Booklets

(1000 copies)

Press releases

(10)

NEW

Policy briefs
(5 country
specific)

Articles - Popular, Technical, 
for the general public

(26)

NEW

Short films

(4)

NEW

OrgBalt Project T-shirt

Newsletters

(8)

NEW

Layman’s
report

Notice boards and
information signs

https://www.orgbalt.eu/?page_id=2354
https://www.orgbalt.eu/?p=2247
https://www.orgbalt.eu/wp-content/uploads/2020/07/LIFE-OrgBalt-Popular-article_1_THE-KEY-ROLE-OF-THE-AGRICULTURE-AND-FORESTRY-SECTORS-IN-GHG-EMISSION-REDUCTION.pdf
https://www.orgbalt.eu/wp-content/uploads/2020/05/1st_LIFE_OrgBalt_Newsletter.pdf


LIFE OrgBalt website and social networks traffic analysis

• Time period: 01.08.2019 - 13.07.2020

• Users: the number of actual people who have visited the OrgBalt website

• Sessions: the number of single visits to the OrgBalt website

• Pageviews: the total number of pages viewed within the OrgBalt website

• Bounce rate: a single-page session on the website – % of people who enter the

website and then leave

Metrics Value

Users 649

Sessions 1 195

Pageviews 4 380

Average session duration 3’55’’

Bounce rate 30,79%

What do these data tell us?
• Users are interested
• Spend a fair amount of

time on the site
• The majority (70%) 

entered the site and
viewed other pages
before leaving

OrgBalt Facebook: 62 followers – key target 200
OrgBalt Twitter: 10 followers (low popularity in LV) – key target 200





Information and education materials

LIFE OrgBalt

2nd Press release

coming soon!
LIFE OrgBalt 1st article for the general public

September 2020

Next issue – 9/20
How to subscribe? 
• Website
• Menti.com
• info@baltijaskrasti.lv
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E.2 Dissemination and training events

National workshops

National
workshops

(10 – 2 per 
country)

NEW

Training
workshops

(10 – 2 per 
country)

Dissemination events

External events

(7)

Educational
events

(6)

Final international
conference

https://www.orgbalt.eu/?page_id=2510
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E.3 Networking

Identification of relevant projects and 
networks, exchange of experience

Thematic
Workgroup

Networking with 
similar international 

projects

(11 ongoing)

Experience 
exchange visits

(2)

Elaboration of a Joint Baltic and 
Finnish Action Program



Communication tools

EMAIL REPORTS

EVALUATION QUESTIONNAIRE

Over 170 Emails were sent to 
interested stakeholders. 



Evaluation questionnaire:

format and results



Thank you!


