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1 Executive Summary
This deliverable “D7.2 Communication Plan” presents a strategy of how MixedEmotions
is aiming to reach a relevant audience in business, academia and general public and to
create the desired impact among its research and interest community.
The purpose of this document is to provide an initial project communication plan by
highlighting target groups and defining internal communication procedures and means.
This includes online and offline media.
MixedEmotions is a “lab to market” project with a runtime of two years. Therefore a
special focus is set to reach a business audience within the industries covered by the
three pilots: Social TV, Brand Reputation Management and Call Centre Operations.

2 Introduction
The communication strategy and the selection of communication means is outlined in
this deliverable. The major task is to generate awareness and interest, to present the
development and the outcome of the project. Based on this methodology, general
guidelines for professional communication in terms of chosen channels, messages,
frequency of messages, reach of target groups are introduced.
It should be noted, that the communication plan will be updated and refined throughout
the course of the project. Furthermore there will be subsequent versions in which we will
report about activities carried out, namely in D7.3 (delivery date M12) and D7.4 (delivery
date M24). Next to the communication activities WP7 comprises dissemination,
exploitation and training activities. All these activities need to be tightly integrated in
order to optimise the impact.
For most current information about the latest status of the project please refer to the
MixedEmotions website on http://www.mixedemotions-project.eu.
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3 Communication Strategy
The MixedEmotions communication strategy will be the basis to develop a set of marketoriented actions during the project and beyond its completion. Major objectives which
are
●

to raise attention and inform about the development of the project

●

to make project outcomes and gained knowledge available to targeted audiences

●

to show how MixedEmotions adds value to the European society

At first we will identify user groups whose needs that can be solved by the project's work.
And secondly we will develop a structured process to inform the general public and
specific user groups, in order to demonstrate how the solutions from the project can
improve their workflows and productivity.

3.1 Communication Phases for the project
There are two major communication phases for the project. The goal of Phase 1 is
primarily to create awareness about the MixedEmotions project, to inform about the
project and to connect to relevant communities. Phase 2 will begin in the second year,
once the project has developed prototypes. The second phase aims for engaging users
to try out prototypes and demonstrate the added value MxedEmotions will contribute to
their businesses.

3.1.1 Phase 1: Inform and connect
The first communication phase of the project has two main goals: Firstly, to spread the
word and to inform target audiences about MixedEmotions and its major objectives. And
secondly to start interacting with relevant communities, especially in the realm of open
data and data mining including behavioural analysis for input and collaboration.
The “Inform and Connect” phase will be active during the whole lifetime of the project.
One major goal is to create a network of high influencers who will support us in raising
awareness about the MixedEmotions project in relevant communities.
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3.1.2 Phase 2: Demonstrate, collaborate and convince
The second phase - starting in year 2 - is about demonstrating progress and showing
prototypes to targeted audiences. We are aiming for engaging with target groups and
individual users as early as possible and will ask them for feedback and ideas to be
reflected in the prototypes. In order to do so, we will set up various activities covering
dissemination, exploitation and training activities. Complementary, the website - as one
of the major communication channels - will provide engaging audiovisual marketing
materials. Of course, the success of these efforts strongly depends on the quality of the
prototypes with regard to the pilots.

4 Target Groups
4.1 Defining the audience for MixedEmotions
In order to appropriately tailor the messages and provide a good match with market
expectations and user group interests, it is key to identify the relevant target groups. In a
first step, we have identified and clustered the following groups. The clustering will
enable us to address these groups more effectively:

Clustered target groups
Private & Public Companies

All groups identified
●

Industry stakeholders in data analytics markets

●

SMEs:

●

○

emotion analysis services

○

contextual advertisement companies

○

social media monitoring companies

○

media companies

○

call centres

Content

providers

(e.g.

broadcasters)

practitioners
Data Experts, Regulators &

●

Open data activists

Initiatives

●

Standardisation bodies
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●

Players

in

the

innovation

ecosystem

in

Europe

(including regional and national organisations and
initiatives supporting innovative actions)

Scientific Community

●

Policy-makers and regulators

●

Legal and ethical experts

●

Other European projects and initiatives

●

Scientists and computer science scholars, especially in
the field of: data mining, computer science, sentiment
analysis,

speech

recognition,

machine

learning,

emotion recognition, entity extraction, linked data, text
mining, video recognition, social signal processing,
smart TV, recommendation systems
General Public

●

end-users,

professional

and

citizens

associations,

general public

Table 1: Overview of target groups and subgroups

4.1.1 Private & Public Companies
The first target group is a rather diverse group whose members share the common
interest in big data analytics markets. MixedEmotions will set up a platform that will
provide tools and API’s for interested parties in this domain.

4.1.2 Data Experts, Regulators & European initiatives
This target group comprises of key individuals and initiatives dealing and working within
the domain of big data analytics and semantics and the ecosystem around it such as
ethics, standardisation bodies and related projects and initiatives. It is an important
target group, since the members of this group are seen as multiplicators to spread the
word about the progress of the MixedEmotions project.

4.1.3 Scientific Community
The scientific community includes – but is not limited to - those working in areas such as:
data mining, NLP, machine learning and linked data. The aim is to spread and share
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scientific results, and initiate further collaboration between scientific institutes and
research centers. Another important aim is to create awareness about the technologies,
tools and services developed to encourage students and PhDs to join universities and
companies involved in these areas.

4.1.4 General Public
The general public (civil society) includes stakeholders who may be interested in the
project activities and outcomes. This target group is very heterogeneous and ranges
from individuals (interested citizens) to organisations such as NGOs working with open
data that originate from public bodies or private companies. Generally spoken, we aim at
everyone interested in the MixedEmotions project in order to raise interest and inform
people about the MixedEmotions project and its progress.

4.1.5 Key channels for target groups
In order to effectively address these different target groups, it is important to notice that beyond providing information on the website and social networks - each group has its
preferred channels. The following table provides a rough overview about the different
communities and a list of channels and locations to best reach out to them.

Target Groups
Private & Public Companies

Channels & locations
●

Industrial events (e.g. CeBIT, European Social Services
Conference)

●

Industrial workshops including webinars1

Data Experts, Regulators &

●

Standardization organizations such as W3C, ISO

Initiatives

●

Government bodies

●

Data analytics, Big Data industry events such as BDVA,
Open Data Forum

Scientific Community

1

●

Conferences

●

Journals

see D7.11 Detailed Training Activities Plan
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General Public

●

Webinars, Summer schools and Hackathons2

●

Marketing Material (online & print)

Table 2: Approaching target groups

5 Communication means
The following chapter gives an outlook on how different media is used to spread the
message. Firstly, we will introduce key elements of the project identity such as logo and
claim. Secondly, we will describe the major communication channels including a plan of
how they are going to be used.

5.1 Project identity
The project identity defines the “look and feel” of the project and its activities. It consists
of a coherent concept which defines the logo, mission statement and all media outlets
such as the website, social media activities, and marketing material. The stronger and
more coherent a project identity is, the more awareness can be raised.
Key attributes of the MixedEmotions project are:
●

MixedEmotions is an EU project running for two years; it is an innovation action

●

MixedEmotions develops innovative prototypes and tools

●

MixedEmotions makes sense of multilingual and multimodal data in the context
of emotion analysis

●

The platform is developed around three pilot use cases: Social TV, Brand
Reputation Management, Call Centres

5.1.1 Logo
The logo of the MixedEmotions project promotes instant public attention. It builds upon a
commonly used symbol known as a “smiley” and adapts it to the project’s requirements.
The logo consists of a graphic and the name of the project.

2

see D7.11 Detailed Training Activities Plan
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Figure 1: Logo of the MixedEmotions project
Development process of the logo
Internet-based communication requires the ability to express feelings and emotions
without the use of words. For this purpose people started using the combination of colon
and bracket to express smiles, and the single quote to express a tear shed for sorrow,
with the letter S to express sadness. This led to today’s fully developed systems of
Emoticons and Smiley Faces, which can be used to express all emotions during textbased communications, writing a review or even expressing all mixed emotions in as
short as 140 characters of a tweet.
For designing a logo that represents a project for emotion analysis across all different
kinds of big data on the Internet, we used the smiley face to express this idea in a very
simple, but straightforward way. And since it was a “Mixed” emotions logo, we used the
mix of three smiley-faces. Moreover, since it’s not a good practice to use a negative
gesture in a logo, we used only smiling faces and not a sad face. For the font, we used a
free rounded font named “Simple Rounded” to go smoothly with the round edges of the
logo.
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Figure 2: Smiley faces in the logo, with a rounded font
For colouring the logo, we used colours from what scientists call “Emotion Body Map”
[Figure 3], which shows that different emotions trigger sensations in different parts of the
body. As anxiety may be felt as “butterflies” in the stomach, while shame may evoke
flushed cheeks.

Figure 3: Emotion Body Map

Mainly, this maps shows three different colour shades of: red, blue and yellow for
emotions while black is for neutral state of human feelings. By using the three above
mentioned colours, we made three distinctive colours in the logo design.
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Figure 4: Final coloured logo
Taking into consideration all use-cases for this logo, we made different looks of the
same logo preserving the consistency of the professional look.

Figure 5: Different looks for the logo for use-cases
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5.1.2 Mission statement
For a successful communication it is crucial to have a mission statement which provides
a clear and concise definition of the unique selling point. The MixedEmotions mission
statement is:

“Navigate the world of emotions”
5.1.3 Fonts
The standard font used for MixedEmotions in all online publications and documents is
“droid sans”. The font has a neutral, yet friendly appearance and was designed by Steve
Matteson in 2007. It is optimised to work on mobile devices.

Figure 6: Droids Sans

5.1.4 Language
Part of the identity is also the consequent use of one language. The standard language
for MixedEmotions is UK English and it will be applied to all publications. Clear and
simple language is encouraged. Sentences and paragraphs should be kept short. Text
should be attractive to readers and easily accessible to non-technicians.
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5.1.5 Compulsory Elements
Complementary to the design features that must be taken into account, all publications
(flyer, poster, website, etc.) published by MixedEmotions must contain the following
compulsory elements:
●

The MixedEmotions logo in conjunction with the European flag

●

The web address and/or contact details of MixedEmotions

●

Copyright 2015 MixedEmotions – clearly change year of publication where
needed.

●

A standard acknowledgment for the Horizon 2020 Program (see below) must be
included into all publications, which express opinions.

The standard acknowledgment is: „This project has received funding from the European
Union’s Horizon 2020 research and innovation programme under grant agreement No
644632.”
If needed, e.g. for a presentation with PowerPoint or in case of unclear ownership of
content or consequences of usage of the content the following disclaimer can be added:
“The views represented in this document only reflect the views of the author's and not
the views of the European Union. The European Union is not liable for any use that may
be made of the information contained in this document. Furthermore, the information is
provided "as is" and no guarantee or warranty is given that the information is fit for any
particular purpose. The user of the information uses it at its sole risk and liability.”

5.1.6 Slide template
The slide template is primarily used for project presentation and documentation. In order
to keep the project’s identity similar across all publications, project members are asked
to use these templates.

D7.2 Communication Plan

Page 14 of 22

H2020-644632

Figure 7: MixedEmotions slide template (cover and page)

5.2 Communication channels
5.2.1 Website
The MixedEmotions website is designed to be the focal point of information in order to
get familiar with the project objectives and its progress. It will serve as a living repository
which is constantly updated with new articles, achievements and progress reports. The
website serves as the key channel for the collection and distribution of communication
and dissemination activities.
The website will include MixedEmotions presentation material, as well as research
papers, videos and walkthroughs. Walkthroughs will provide an engaging and
multimedia based view of the pilots. The main objectives of the website are:
●

to raise awareness and make people interested into the topic of emotion analysis

●

to inform about the goals and the pilots of the project

●

to connect with other European projects and initiatives

●

to showcase prototypes and engage with the target groups
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Figure 8: The MixedEmotions website
The “Blog” section of the website is a space for frequently published articles and
discussion around MixedEmotions and its research fields. It covers topics and
technologies such as emotion analysis, text mining, semantic analysis, knowledge
graphs and multilinguality. It will show how our technologies are used by companies with
a focus on the three pilots.
The website is linked to other Social Media dissemination channels such as Twitter. By
linking to these platforms it is expected to increase the impact. Users who only follow us
on Twitter might get the chance to read more about the project in general when linked to
the website.
An important aspect of the website is that all partners will have the opportunity to publish
blog posts on their specific areas of expertise, which can be in the form of articles, short
training videos etc.. For this purpose we will initiate a publication schedule as follows.
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Figure 9: Exemplary website content plan
In order to measure traffic on the website and monitor the success of the channel,
MixedEmotions is using Piwik (the open source alternative to Google Analytics).

5.2.2 Social Networks
Social networks allow for direct communications with the audience. The following
portfolio shows how the different channels will be used to connect with different target
groups.

Twitter
Twitter is very useful to inform and engage with our target groups and collect valuable
feedback along the course of the project. A new study3 states that Twitter will be an
increasingly important channel to keep a community informed. Information about the
latest news, updates and events will be disseminated via Twitter.

3

http://jmq.sagepub.com/content/91/4/772
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Figure 10: The MixedEmotions Twitter account
In order to connect to already existing communities MixedEmotions will make intense
use of the following hashtags: #machinelearning, #emotionrecognition, #RecSys
(recommender systems), #semantics, #bigdata, #dataanalytics, #linkeddata #H2020. We
will closely monitor Twitter in order to identify new relevant hashtags at an early stage.
MixedEmotions is using mainly two tools for the analysis of its Twitter activities: This is
Twitter’s own analytics system4 and for a more comprehensive picture, we will also use
Twitonomy5, which is a third party analytics tool.

Linkedin
Linkedin is a professional global network where MixedEmotions expects to meet and
address not only target groups from the research communities but also potential users of
market areas that we are addressing specifically (content provider, brand management
companies). Once the LinkedIn account is established we will also use it as a
dissemination channel and syndicate it with articles written for the MixedEmotions
website.

YouTube
YouTube is a commonly used platform for uploading and viewing videos. MixedEmotions
will run its own YouTube channel for its video publication (e.g. image video, pilot
4
5

https://analytics.twitter.com/user/mixed_eu/home
https://www.twitonomy.com/
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walkthroughs). Videos uploaded to YouTube will also be embedded into the
MixedEmotions website.

GitHub
GitHub is an online sharing and collaboration platform for code and coding projects. This
network is highly useful when promoting prototypes or code fragments to the research
community. A first account has already been established and will be filled with content
as soon as it is produced. In parallel, we will inform our website and twitter audience
whenever major updates on GitHub are available.

Figure 11: MixedEmotions on GitHub

5.3 Media
5.3.1 Roll-up
The main objective of the project roll-up will be to attract the attention of interested
users. It will be used as a „door-opener“ for booth talks at conferences and to get into
contact with interested users. Next to a highly attractive visual, the roll-up will show the
project goals and will display a general model to explain the basic platform architecture
of the MixedEmotions system. It will be produced within the first quarter of the project.

5.3.2 Flyer
An initial flyer will be produced in the first quarter of the project. The flyer will primarily be
used as a giveaway on conferences. The main objective of the flyer is to provide a first
overview about the project, its goals and its members. For further information users are

D7.2 Communication Plan

Page 19 of 22

H2020-644632

encouraged to go to the MixedEmotions website and to keep in contact via Twitter. A
second version of the flyer will focus on exploiting the pilots. At a later stage we will
decide whether it is suitable to have one flyer to cover all pilots. Alternatively, we could
introduce each pilot on an individual flyer.

5.3.3 Video
Within the first year, we plan to create a video showing the potential of the
MixedEmotions big linked data platform for emotion analysis. It will be a short,
entertaining and informative video about the project’s objectives and the envisioned
solutions it brings to analytics markets.

5.3.4 Prototypes
Prototyping is a software method to quickly demonstrate first results and collect early
feedback. For communication purposes we will use and show prototypes to engage with
our target groups at an early stage. Beyond the mere presentation of what we have to
show, we also intend to start a dialogue for further improvements.

5.3.5 Walkthrough
For each of the pilots we plan a video-based walkthrough. The walkthrough is meant to
highlight key features of each pilot. Walkthroughs will be published on YouTube and on
the website. Furthermore they will be used for dissemination activities at conferences.

5.4 Papers and Publications
The majority of partners from the MixedEmotions project will publish scientific papers,
which will be made publicly available on the website. Papers are expected to be
published during the whole project, with an emphasis on the second half of the first year
and all of the second year. All papers and other publications (e.g. book sections,
company magazines) that will be produced in the project’s lifetime will be referred to on
the MixedEmotions website

5.5 Dissemination Events
Disseminating the progress and research findings in conferences, workshops and
summer schools is a major dissemination activity. Each partner is strongly encouraged
to provide a short description of the planned activities before the event and a short
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summary including a picture once the event is finished. This material will be the basis for
short updates on Twitter and the website. It will be used to keep our audience informed
about ongoing activities. An already existing and constantly updated list can be found on
the MixedEmotions website in the section “Events”. For more information on
conferences see deliverable 7.5 Dissemination Plan.

5.6 Collaborations with other projects and initiatives
There are several projects and initiatives that MixedEmotions will take the opportunity to
connect with. They will be listed on the website in the section “Related Projects”.
Especially dissemination events will be used to network and make new connections the
project can benefit from. More potential projects and initiatives will be identified during
the course of the project.

6 Evaluation and Reporting
The success of the project’s communication efforts needs to be closely monitored. In
order to be able to do this effectively different measurements have to be taken into
account:
●

Firstly, the quantity of interactions: counting the number of visits on the website, the
number of followers on Twitter, the view of sources on GitHub. Data from other
platforms such as YouTube and LinkedIn will be collected over time and added to the
main statistics collection.

●

Secondly, the quality of engagement: Indications for this category are for instance
the number of returning visitors or the number of retweets on Twitter. These metrics
help to understand whether the communication is reaching the intended target
groups.

In order to find potential users for the MixedEmotions platform, valuable information can
be collected by closely observing these numbers. At an early stage a list of potential
users will be developed which can be approached on a more individual level (e.g.
through a newsletter or a mailing list).
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7 Sustainability
To ensure the availability of the work performed by the MixedEmotions project, the
consortium aims at keeping dissemination channels available for a period of at least two
years after the end of the project. This will include the website, and the social media
channels (GitHub, Twitter and YouTube). Please note that the channels will be kept
available without any partner of the MixedEmotions consortium providing any new
editorial content or active maintenance (unless specifically otherwise agreed by the
MixedEmotions consortium).

8 Conclusions
Communication activities are a central building block throughout the project’s life cycle.
There are quite a few factors that define a successful strategy. Besides being coherent
in the communication strategy it is important to address potential users on social media
and other platforms that they are using. Therefore, MixedEmotions establishes a multiplatform strategy which includes publishing on many (selected) social networks.
Furthermore it is crucial that all project partners contribute regularly in order to maintain
a reliable and valuable relationship with the audience and constantly keep them
informed.
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