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Publishable Executive Summary 

This document (D8.2 “Communication plan”) aims at presenting the Communication 
Plan for the PRESERVE project, to be implemented throughout the 48 months of the 
project duration. It also clarifies the difference between “communication” and 
“dissemination”, highlighting their interdependence and complementarity. 

After setting the basis of the communication plan by defining the communication 
objectives, the document focuses on the definition of target audience (section 2.4 
“Stakeholder’s identification and targeted audiences”), the messages (section 2.5 
“Communication content”), the timing of the plan (section 3 “Communication 
phases”), and the methods (section 4 “Communication channels and techniques”).  

Depending on the different project phases, the project will spread tailored messages 
through identified key channels, such as the project website, social media and public 
events. Communication efforts will focus on engaging the different external project 
stakeholders identified: business and manufacturing companies, decision makers and 
funders, research community, society. 

Besides, the project will follow a Communication Plan management procedure, for 

which the document proposes a few general indications.  

Finally, section 5 introduces a report of the communication activities performed from 

M1 to M5, together with activities planned for the coming months.   

This document depends on the tasks of Work Package 8 “Value chain roadmap and 

innovation impact” and will contribute to milestone 18 “Successful dissemination and 

exploitation”. Moreover, the current Communication Plan and the report of 

communication activities from M1 to M5 should be considered a living document, 

providing a general framework for the entire project lifetime. While the planning 

related to technical project activities becomes more concrete, the communication 

strategy and the following updates to the Communication Plan and Report will be 

enriched with further details or amended accordingly. 
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1. Introduction   

1.1. Description of the document and pursue 

This document presents a draft version of the Communication Plan, as per deliverable 
D8.2, due on month 6 of the PRESERVE project implementation. The plan, which is set 
out as a living document, aims at providing a general framework for all communication 
activities to take place during the entire project lifetime.  

In order to establish a solid basis for long-term impacts, communication and 
dissemination activities aim at raising awareness about the project’s undertakings and 
accomplishments, as well as generating the engagement of its relevant stakeholders. 

The communication strategy presented below, as well as its actions and products, will 
be subject to periodic revisions and amendments, in case necessary, in full accordance 
with information received by work packages developers and taking into account new 
dissemination challenges and opportunities, which may arise during project 
implementation and from the expanded stakeholders consultation process. 
Communications actions will be subject to monitoring and evaluation, which will be 
readjusted in accordance with project execution and grant performance. 

Relevant information concerning communication can also be found in the following 
contractual documents, which are always taken as reference for the drafting of the 
current plan: 

- Annex 1 to the Grant Agreement (description of work) 
- Annex 2 to the Grant Agreement (general rules) 
- Consortium Agreement 

This document will be updated during the whole duration of the project, particularly at 
the end of each reporting period (M18, M36 and M48).  

1.2. WPs, deliverables and tasks related with D8.2 “Communication plan” 

This deliverable  D8.2 is related with WP8 “Value chain roadmap and innovation 
impact” and it is linked to all deliverables described within its work package.  

The communication plan is also related with all the tasks to be developed in WP8. 
Nevertheless, this document sets the objectives and scope for the activities to be 
performed in task 8.3 “Communication Activities” and its subtasks 8.3.1 
“Communication Plan and reporting on communication activities”, 8.3.2 “Project 
Website”, 8.3.3 “Communication and promotional materials” and 8.3.4 “Social/digital 
media channels”.  

The messages to be delivered in communication activities will be sustained by the 
results achieved in other WPs. More specifically, results to be shared with interested 
stakeholders will be coming mainly from WP3 “Development of bio-based coatings and 
adhesives for tailoring packaging properties and EoL”, WP4 “Upcycling of core 
materials and blends”, WP5 “Biodegradation, compostability and materials recycling”, 
WP6 “Upscaling and Validation of upcycled packaging, textiles and composites from 
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primary and secondary raw materials”. Confidentiality issues and IPR will be assessed 
before publishing anything related with the results achieved in PRESERVE.  

WP7 “Safety, Environmental and Economic Sustainability assessments”, on the other 
hand, will complement the societal assessment performed in it by taking advantage of 
the critical mass reached by communication activities and of the consumer perception 
research performed in WP8.  

 

Figure 1: Links between WP8 and other workpackages 

 

1.3. Background   

PRESERVE aims at boosting the circular use of bio-based packaging. In particular, 
PRESERVE has three main objectives:  

1. enhance bio-based packaging in terms of properties that currently limit the 
application of bioplastics as well as in terms of end of life; 

2. develop upcycling technologies of plastics for food and drinks packaging 
transforming them into new materials or products of better quality or 
environmental value, ensuring that micro-plastics are avoided, with 
personal care and transport packaging applications; 

3. develop novel standards and certification schemes applicable to packaging 
materials made from recyclable and biodegradable bioplastics. 

PRESERVE has the ambition of substituting the 60% of currently used packaging in the 
market, using at least 85% of bio-based and recycable materials. The new packaging 
will also be designed in order to improve the waste management of food packaging 
and the recovery of materials for upcycling.  

The variety of research and process implied in PRESERVE implementation result in an 
inspiring, yet challenging, planning for an effective communication campaign.  
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2. Communication Plan  

2.1. Differences between “Communication” and “Dissemination”  

According to the European Commission, project communication is “a strategically 
planned process that starts at the outset of the action and continues throughout its 
entire lifetime, aimed at promoting the action and its results. It requires strategic and 
targeted measures for communicating about (i) the action and (ii) its results to a 
multitude of audiences, including the media and the public and possibly engaging in a 
two-way exchange” (European Commission, 2018). 

The focus of communication activities is the promotion of the project itself to multiple 
audiences in a way that can be understood by non specialists. The measures and 
activities undertaken must ensure the proper communication of the following points: 

● The project in general and its activities 
● The project results, the benefits and impact(s) to society as a whole  
● Address the public policy perspective of EU research and innovation 

funding, by considering aspects such as (i) transnational cooperation in a 
European consortium (i.e. how working together has allowed to achieve 
more than otherwise possible) or (ii) scientific excellence or (iii) 
contributing to competitiveness and to solving societal challenges 
(European Commission, 2018).  

Communication can be sometimes intertwined with dissemination, which means “to 
make the results of a project public (by any appropriate means other than protecting 
or exploiting them, e.g. scientific publications)” (European Commission, 2018). This 
means that dissemination activities focus on transferring the knowledge accumulated 
by the project with the aim of enabling the use of such results, maximizing the impact 
of EU funded research. 

Actually, it can sometimes be challenging to distinguish between activities related to 
the project and activities related only to its results. For this reason, this plan will 
sometimes address dissemination-related considerations. All the details regarding 
dissemination activities will be presented in the D8.5 “Draft Plan for the dissemination 
and exploitation of the project results”, due on M24, and in D8.8  “Final Plan for the 
dissemination and exploitation of the project results” due on M48. 

2.2. Communication Plan Management  

Communication activities will be planned and executed jointly between KNEIA, which 
acts in PRESERVE as WP8 leader (“Value chain roadmap and innovation impact”), and 
EUBP, which acts as the Communication and dissemination manager.  

Every month, WP8 task leaders (KNEIA, EUBP, ASU, CHX) and the project coordinator 
meet in order to discuss the advances related to the tasks and suggest new 
implementations for communication, dissemination and clustering activities.  

As indicated within the Grant Agreement, the “Communication Plan” will be updated 
at each reporting period (at M18, M36 and M48) by the partners involved in WP8, 
seeing KNEIA as WP leader and EUBP (Communication and dissemination manager), 
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IRIS (Project coordinator), ASU (Scientific coordinator). When needed, all the partners 
will be involved.  

KNEIA in collaboration with the communication and dissemination manager, Christian 
Schulz (EUBP), is in charge of defining, reviewing, updating and supporting the 
implementation of the Communication Plan, and is committed to providing the best 
possible support to the consortium as a whole, as well as to each partner in order to 
plan communication campaigns and individual activities, develop communication 
products, and establishing strategic collaborations for boosting the future 
dissemination of results. Together, they will put into place effective communication 
campaigns to target all relevant and interested stakeholders.  

It is understood that it remains within the responsibility of each consortium member 
to develop specific communication and dissemination actions, and provide accurate 
information in relation to communication purposes (both planning and reporting). 
KNEIA and EUBP will provide support and advice when required in relation to the 
communication strategy. 

2.3. Communication objectives  

The main aim of the PRESERVE communication strategy is to spread knowledge and 
insights on the project-specific topics as well as the project’s research findings, 
challenges, results and expected impacts. The planned communication activities will be 
implemented to reach the following objectives:  

● To raise awareness about the project by informing on the project 
objectives, expected impacts and work;  

● To contribute to the effective dissemination of the project results;  
● To reach cooperation activities with the most relevant key stakeholders. 

Once defined the main purpose of communication, the communication plan 
development must focus on the definition of: 

● The target audience(s): section 2.4 “Stakeholder’s identification and 
targeted audiences”;  

● Message(s): section 2.5 “Communication content”;  
● Timing of the plan: section 3 “Communication phases”, and 
● Method(s): section 4 “Communication channels and techniques”.  

The communication objectives have been adjusted according to the target audience 
identified on section 2.4., and aligned with the most suitable channels and techniques, 
as shown in Table 1 on section 2.5 “Communication content”.  

2.4. Stakeholders’ identification and targeted audiences  

A preliminary analysis of stakeholders has been performed during project proposal 
preparation and within the first months of the project. This analysis has helped to 
identify the most important audiences and has allowed to set up the first version of 
the website (due at M3) by identifying the needed sections and the information to be 
shown.  
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The following list shows the preliminary mapping of stakeholders, used to deploy the 
plan strategy at this point:  

Business and manufacturing: 

● Chemical industry 
● Food industry 
● Packaging material related companies: raw materials, equipment and 

technology suppliers 
● Packaging converters and finally industry users 
● Bioplastics and biopackaging producers  
● Packaging, products designers  
● Packaging, products recycling companies  
● Bio-based materials industry & upcycling technology providers 

Decision makers and funders: 
● Policy makers 

Research community:  
● EU-funded projects focused on circular plastics 
● Research community: experts in plastic packaging, circularity, recycling 
● Academic stakeholders, professors and students 

Society: 
● Consumers and citizens 
● Associations networks 
● High School students 

2.5. Communication Content  

Once the purpose and audience of the communication are clear, the key messages can 
be defined. The principal guidelines in relation with the communication content are: 

● Be clear, simple and easy to understand. The language should be 
appropriate for the target audience. 

● Tailored to the target groups; it is of paramount importance to carefully 
consider what they should know about the project. It is possible to send 
the same message to different audiences, but the relevance of the 
message to the target group should be revised each time; 

● Messages of different projects related to the same subject can be 
coordinated to enhance the impact; 

● Information should be correct and realistic. 

In general terms, the messages will be tailored around the benefits of the knowledge 
developed within the project for each one of the stakeholders. The following table 
links the benefits to be communicated with target groups, communication objectives, 
and channels. 

Table 1 shows a summary of all the identified stakeholders, together with their target 
group. The column “PRESERVE benefits to be communicated” informs about the main 
results achieved in PRESERVE that can interest the target group. “Communication 
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objectives” presents the general aim of the communication for that specific target 
group, while the column “Communication strategy and channels to be used” lists the 
main media to be used for communication activities.
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Stakeholder group Target group PRESERVE benefits to be 
communicated 

Communication Objectives Communication Strategy and channels to be 
used 

Business and 
manufacturing 

Chemical industry Innovative highly functional bio-
based coatings, adhesives and 
biopolymers for specific 
purposes. 

Generate industry awareness of the 
project aims and expected impacts; 
stimulate interest in future adoption 
and investment in the project results. 

Direct communication in specific online forums, 
mailing or in events and congresses; advertising 
in sector related magazines; articles in technical 
magazines and journals; participation in 
tradeshows and exhibitions, events and 
congresses; invitation to PRESERVE Workshops 
and demo days; social media; public website. 

Food industry Novel sustainable bio-based 
polymers and packaging. 

Generate industry awareness of the 
project aims and expected impacts; 
stimulate interest in the extensive 
impact that PRESERVE solutions can 
have on the environment 

Direct communication in specific online forums, 
mailing or in events and congresses; advertising 
in sector related magazines; articles in technical 
magazines and journals; participation in 
tradeshows and exhibitions, events and 
congresses; invitation to PRESERVE Workshops 
and demo days; social media; public website. 

Packaging material 
related companies: 
raw materials, 
equipment and 
technology 
suppliers 

Access to new technologies and 
improvement in the services 
offered to the packaging 
industry. PRESERVE solutions 
competitive in terms and 
complying with regulation and 
with the highest quality, 
environmental and safety 
standards. 

Generate industry awareness of the 
project aims and expected impacts; 
stimulate interest in future adoption 
and investment in the project results.  

Participation in tradeshows and exhibitions, 
events and congresses; invitation to PRESERVE 
Workshops and demo days; articles in technical 
magazines and journals; direct contact with 
suppliers; social media; public website. 

Packaging 
converters and 
final industry users 

Use of innovative, sustainable 
products with optimal food 
preservation. PRESERVE 
solutions competitive in terms 
and complying with regulation 
and with the highest quality, 
environmental and safety 
standards. 

Demonstrate the benefits of the new 
materials, their recyclability and 
increased sustainability throughout the 
value chain.  

Participation in tradeshows and exhibitions, 
industry conferences, events and congresses; 
invitation to PRESERVE Workshops and demo 
days; articles in technical magazines and 
journals; posters/oral presentations; social 
media; public website. 
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Business 
and 

manufacturing 

Bioplastics and 
biopackaging 
producers 

Scaling up of the production of 
bioplastics and new markets. 
PRESERVE solutions competitive 
in terms and complying with 
regulation and with the highest 
quality, environmental and 
safety standards. 

Demonstrate the benefits of the new 
materials, their recyclability and 
increased sustainability throughout the 
value chain. 

Invitation to PRESERVE Workshops and demo 
days; articles in technical magazines and 
journals; direct contact with suppliers; social 
media; public website. 

Packaging, 
products designers 

Use of innovative, sustainable 
products with optimal food 
preservation. PRESERVE 
solutions competitive in terms 
and complying with regulation 
and with the highest quality, 
environmental and safety 
standards. 

Demonstrate the benefits of the new 
materials, their recyclability and 
increased sustainability throughout the 
value chain.  

Direct communication in specific online forums, 
mailing or in events and congresses; advertising 
in sector related magazines; articles in technical 
magazines and journals; participation in 
tradeshows and exhibitions, events and 
congresses; invitation to PRESERVE Workshops 
and demo days; social media; public website. 

Packaging, 
products recycling 
companies 

Innovative process and quality 
of SRMs. 

Exhibit the innovative processes that 
will expand the reuse of recycled 
materials 

Sector networking events, fairs and 
conferences; participation in tradeshows and 
exhibitions, events and congresses; articles in 
technical magazines and journals; invitation to 
PRESERVE Workshops and demo days; social 
media; public website. 

Bio-based 
materials industry 
& upcycling 
technology 
providers 

Innovative process and quality 
of SRMs. 

Exhibit the innovative processes that 
will expand the reuse of recycled 
materials, thus boosting the need for 
more upcycling technologies. 

Direct communication in specific online forums, 
mailing or in events and congresses; advertising 
in sector related magazines; articles in technical 
magazines and journals; participation in 
tradeshows and exhibitions, events and 
congresses; invitation to PRESERVE Workshops 
and demo days; social media; public website. 
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Decision makers 
and funders 

Policy makers New incentives schemes that 
can boost the recycling of 
plastics and support the 
repositioning of recycled 
materials on the market 

Engage with policy makers in order to 
contribute to the development of 
relevant standards and to ensure a 
favourable regulatory environment to 
stimulate future adoption of the project 
results across the value chains; 
emphasize environmental 
sustainability, favourable impacts for 
growth and jobs. 

White Papers; position papers; project reports; 
bilateral meetings; participation in relevant 
working groups, meetings and events; social 
media; public website. 

Research 
community 

 

EU-funded projects 
focused on circular 
plastics 

Development of new 
technologies based on previous 
research by other EU-funded 
projects 

Identification of synergies between 
projects to improve value chain 
collaboration and amplify key 
messages. 

Participation in existing clusters such as Plastics 
Circularity Multiplier, Circular Plastics Helix, 
European Bioeconomy Network; clustering 
activities; social media 

Research 
community: 
experts in plastic 
packaging, 
circularity, 
recycling 

Development of new 
technologies possible thanks to 
research and research networks 

Communication of the project's 
findings, creation of new forms of 
collaboration and innovation, 
strengthening a sense of community 
and inclusion among experts who are 
pursuing a shared vision. 

Participation in existing clusters such as Plastics 
Circularity Multiplier, Circular Plastics Helix, 
European Bioeconomy Network; articles in 
specialized journals and magazines;  industry 
conferences, posters/oral presentations; 
knowledge open festivals. 

Academic 
stakeholders, 
professors and 
students 

Development of new 
technologies possible thanks to 
research and research networks, 
new standards will boost the 
future of bioplastics research 

Inform on the objectives of the project 
and the progress, strengthening a sense 
of community and inclusion among 
experts who are pursuing a shared 
vision. 

Participation in existing clusters such as Plastics 
Circularity Multiplier, Circular Plastics Helix, 
European Bioeconomy Network; articles in 
specialized journals and magazines;  industry 
conferences, posters/oral presentations; 
seminars and lectures; knowledge open 
festivals; open day at Universities. 
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Society 
 

Consumers and 
citizens 

PRESERVE has the chance to 
substitute the 60% of plastic 
packaging in the market, 
contributing to reduce plastic 
pollution 

Increase consumer awareness and 
understanding about the differences 
between conventional plastic products 
and bioplastic products; ensure that 
consumers and citizens are aware of 
the developments and the associated 
societal benefits (positive impacts for 
quality of life, health and wellbeing, 
environmental sustainability, 
favourable impacts for growth and jobs, 
etc.) 

Appropriate training; awareness raising 
materials; educational events; mass media 
(press releases); social media; public website; 
use of impactful videos, infographics and 
pictograms; ecolabel. 

Associations and 
networks 

PRESERVE has the chance to 
substitute the 60% of plastic 
packaging in the market, 
contributing to reduce plastic 
pollution 

Inform on the objectives of the project 
and the progress, strengthening the link 
between different stakeholders 
pursuing a common goal 

Participation in relevant working groups, 
meetings and events; press releases, events, 
social media, Circular Plastics Helix 

High school 
students 

PRESERVE has the chance to 
substitute the 60% of plastic 
packaging in the market, 
contributing to reduce plastic 
pollution 

Increase consumer awareness and 
understanding about the differences 
between conventional plastic products 
and bioplastic products; ensure that 
consumers and citizens are aware of 
the developments and the associated 
societal benefits (positive impacts for 
quality of life, health and wellbeing, 
environmental sustainability, 
favourable impacts for growth and jobs, 
etc.) 

Talks in high schools; appropriate training; 
awareness raising materials; educational 
events; social media; public website; use of 
impactful videos, infographics and pictograms. 

Table 1: PRESERVE Stakeholders identified with their respective target group, PRESERVE benefits to be communicated, communication objectives and identified channels
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2.6. Monitoring of communication and dissemination activities  

 Every six months, all partners will be asked to fill in a form (in Excel format) to collect 
all communication and dissemination activities carried out outside the official channels 
of PRESERVE. The purpose is to maintain under control the different communication 
and dissemination activities to be reported on Sygma, together with having the 
opportunity for the communication manager and IPR teams to suggest the partners 
other actions that can be taken in order to improve those aspects of the project. 
Additionally, EUBP will regularly monitor (online) media, including specialist media 
outlets, for external coverage of the project.  

The following are examples of activities to be collected: 

● Participation to a conference, workshop or other kind of event;  
● Participation in activities organised jointly with other H2020/EU projects;  
● Press releases;  
● Newsletters;  
● Training activities; 
● Activity in corporate websites; 
● Social Media posts;  
● Non-scientific and/or non-peer-reviewed publications;  
● Scientific and peer-reviewed publications;  
● Flyers, posters, leaflets;  
● Communication campaigns in radio or TV;  
● Videos.  

 
The form is available for all the partners in the PRESERVE intranet described in 
deliverable 9.1 Project Management Tool.  

3. Communication Phases  

This project will have different communications needs, according to the stages of 
development. From our analysis of the work to be carried out, we have identified 4 
different phases, each with their specific messages which are outlined as it follows: 

1) Project introduction and audience building (M1-M12)  
2) Development and upcycling of core materials (M13-M24) 
3) Materials and processes upscaling (M25-M36) 
4) Validation of demonstrators (M37-M48) 

 
3.1. Phase 1 - Project introduction and audience building (M1-M12)  

The goal for the first communication phase is to create awareness of the project and 
clearly present the different aspects of it. Being at the starting phase of the research, 
the communication is focused on building the audience, after the first and basic 
stakeholders mapping, to identify the target audience and develop proper content, 
according to the needs of the target audience. The focus of communication is focused 
on three different points:  

a) The problem(s) being addressed 
b) The solutions to tackle those challenges 
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c) The expected benefits from the project 

3.2. Phase 2 - Development and upcycling of core materials (M13-M24)  
During the second phase of the project, the consortium will be ready to show the first 
significant achievements in relation with the definition of the specifications needed for 
the upcycled bio-based packaging, the development of bio-based coatings and 
adhesives for tailoring packaging properties and end of life and the upcycling of core 
materials and blends. 

During this second phase of the communication plan, we will boost the participation 
and presence in international conferences, as long as they do not interfere with IP 
protection and exploitation interests.  

3.3. Phase 3 – Materials and processes upscaling (M25-M36)  

At this stage of the project, the theoretical results obtained before will be compared 
with the experimental results of scaling up and validation activities. More detail of the 
activities to develop during Phase 3 will be included in this plan as the project evolves, 
concretely at the end of phase 2. 

3.4. Phase 4 – Validation of demonstrators (M37-M48)  

The last phase will be devoted to the communication of results in relation with the 
demonstrators and their validation. More details will be defined at the end of phase 3.  

4. Communication channels and techniques  

4.1. Brand identity  

The development of the PRESERVE brand (visually identified through the project logo) 
has already been established throughout all of the project’s owned communication 
channels. In order to help us engage with our stakeholders, the PRESERVE brand will 
be further elaborated and documented. The ability to further tap into existing and new 
ecolabels (e.g. in terms of bio-based and/or recycled materials contents) to identify 
PRESERVE packaging will also be studied in WP8. 

4.2. Logo 

The logo of the PRESERVE project was developed during the proposal preparation 
phase, based on the project acronym.  

 

Figure 2: PRESERVE Logo 

4.3. Templates 

Specific templates for PRESERVE have been provided by IRIS, including the general 
Power Point presentation template and the deliverables template. Those templates 
are available for all the partners on the Google Drive platform set up by IRIS and 
accessible by partners using a username and password. 
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4.4. Consortium’s participation in events  

Participation in and organisation of events is indicated as one of the main channels for 
communication, because we recognise its fundamental importance in terms of results 
dissemination and exploitation.  

We consider here two types of events: 

1) Events directly organised by PRESERVE, independently or in collaboration with 
other projects or initiatives, and 

2) Specialized events such as scientific conferences and fairs where the 
consortium partners participate to present their results achieved within the 
project.  

Specific communication products will be designed for such instances, with different 
aims depending on the format and type of the event. For example, project templates 
will be of fundamental use, especially in online events, while project leaflets, 
brochures, fact sheets and merchandise will come handy at in person events.  

The website features a dedicated section for events. When the consortium is involved 
in an event, it will be detailed in the event entry on the website. 

4.5. Scientific publications  

The consortium also aims to publish project findings and results in several scientific 
publications as well as specialist media outlets in order to engage the specific 
scientific/academic and industry audiences. Although the publication of results on 
scientific publications is considered dissemination, it makes sense to list this channel 
on the communication plan. 

4.6. Online communication  

The majority of the project’s communication activities will take place or will be 
mirrored on online communication channels, including the projects owned channels 
(website, social media profiles) as well as external online sources (media platforms, 
external online events, etc.). This way we will ensure that a greatest number and 
variety of stakeholders and target group audiences can be reached, especially during 
the ongoing restrictions on real-world meetings and platforms during the COVID 
pandemic.  

4.6.1. Website and website analytics  

Within the communication plan, a Project Website was developed by month 3 (31 
March 2021) and social media were activated between M1 and M3. The project 
website can be found at this address: https://www.preserve-h2020.eu . 

https://www.preserve-h2020.eu/


                              
 

CO               H2020-NMBP-TR-IND-2020-twostage 
 

17 
 

 

Figure 3: Home Page of PRESERVE website 

The website has been designed as the centre of the attention of the project, in order 
to present the main activities and results to all interested stakeholders. The role of the 
website in the communications strategy is to provide a place for people interested in 
the project to get more in-depth information about the project activities and results. 
The dedicated website will produce an extensive record of all publications and 
communications originated on the course of the project. 

The different sections of the website contain general information and news about the 
project, events and a contact form to allow the website visitors to have a direct link to 
the Consortium. The contact form will allow every public user to upload personal data 
(name and email address) in order to participate in the project’s mailing list. 
Deliverable 8.1 “Project website” uploaded on Sygma describes the structure and 
technical features of the website.  

 

Figure 4: The News section on the PRESERVE website 

Google Analytics has been implemented in order to monitor the access to the website, 
the engagement rate of the visitors and other performance indicators. Those retrieved 
data will be presented in the update of the communication plan for every reporting 
period.  

The following table shows general target and indicators for Phase 1 of the project, 
referring to M1-M12, to measure the performance achieved communicating through 
the website:  
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CHANNEL INDICATORS TARGET/M12 

Website  N. total visitors/users At least 600 visitors 

N. new visitors/users At least 600 new visitors 

N. sessions N. 1,000 sessions 

N. pages visited N. 3,000 pages visited 

N. sessions per user N. 2 sessions per user 

N. page visited per session N. 3 page visited per session 

Average session duration At least 3 minutes on page 
Table 3: General target and indicators for the website referring to M1-M12 

4.6.2. Social Networks and social media strategy  

The most suitable social networks for the purposes of the project are Twitter and 
Linkedin. During M1, a Twitter profile (https://twitter.com/preserve_h2020, 
@preserve_h2020) and a LinkedIn profile 
(https://www.linkedin.com/company/preserve-h2020) have been created.  

 

 

Figure 5: PRESERVE Twitter Profile 

 

https://twitter.com/preserve_h2020
https://www.linkedin.com/company/preserve-h2020
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Figure 6: PRESERVE LinkedIn Profile 

4.6.3. YouTube channel  

YouTube will mainly be used as a repository for project videos that will then be shared 
on other specific online channels, such as the website or social media. The videos 
produced will be of different nature: at first, an introductory video has been realised 
and published to be shared on online platforms and, eventually, to be shown at 
events. Also, didactic videos to explain in a clear and simple way complicated topics of 
the projects will be produced and published to catch and engage the general public, 
especially young people.  

 

Figure 7: PRESERVE Youtube Channel 

The following table specifies the main indicators for social media for M12:  

CHANNEL INDICATORS TARGET/M12 

Twitter 

N. total profile visits 300 visitors 

N. total followers 30 followers 

Engagement rate (sum of likes, share and/or comments) 20 Tweets above 
10% 

LinkedIn 

N. total visitors 300 visitors 

N. total followers 60 followers 

Engagement rate (sum of likes, share and/or comments) 20 posts above 10% 

YouTube 

Views per video 800 views 

Unique viewers 600 

Impression (How many times the video thumbnail is 
shown to viewers) 

500 

Table 4: General target and indicators for Twitter, LinkedIn and YouTube referring to M1-M12 
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4.6.4. Newsletters  

During the project, an annual newsletter will be edited and sent to PRESERVE targeted 
stakeholders. Newsletters will be released both on the website and by e-mail to an ad-
hoc list of recipients. 

The preliminary schedule for the newsletter is as follows, with a brief description of 
the main expected topics: 

● Newsletter 1: Overview of project launch & goals – M12 
● Newsletter 2: General overview of project progress – M24 
● Newsletter 3: General overview of project progress – M36 
● Newsletter 4: Project wrap up, scale-up results – M48 

 
The newsletter should contain the following sections:  

● PRESERVE work progress. 
● Next important internal events (organisation of workshops or dedicated 

seminars). 
● Next important external events. 
● Publications and articles. 
● Meetings and working groups report statements. 

 
4.6.5. Targeted placement of articles  

As part of the dissemination and training of PRESERVE, targeted placement of articles 
and features in relevant trade media and industry focused publications will be put in 
place throughout the duration of the project. At least three articles will be featured, 
indicatively in the second half of each year of the project starting from the second 
year. The target audience for these articles are industry and consumers.  

4.7. Other 

4.7.1. Crowdhelix 

Crowdhelix is a pan-European Open Innovation Network that connects and enables 
research organisations, SMEs and industry to collaborate, innovate and grow. The 
Network has more than 450+ member organisations from 50 countries. 

The Network is set up around thematic areas (called ‘Helixes’), e.g. Materials Helix, 
Climate Helix, Food Helix., and is supported by a technology platform 
(https://www.crowdhelix.com/), where these virtual communities are hosted. 

A Helix is a specialised community of experts and research and innovation 
professionals across academia and industry. The Crowdhelix platform consists of 
multiple thematic helixes, whose reach extends directly to 6,000+ users currently on 
the Crowdhelix platform. It provides its members with the following main 
functionalities: 

● Announcements 
● Collaboration opportunities posting 

https://www.crowdhelix.com/
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● Expertise offer 
● Search engine for identifying suitable collaborators 
● Interaction with experts/organisations 

The Circular Plastics Helix (https://crowdhelix.com/helixes/circular-plastics) is a virtual 
community of experts in circular economy, plastics and recycling. It was launched  in 
2019 for the Multicyle project (http://multicycle-project.eu/). In the frame of 
PRESERVE, we will expand the community, which currently counts 374 users from 146 
organisations, and onboard further 100 stakeholders working in the area of bioplastics. 
The Helix will play a key role in the project’s communication and dissemination 
activities by maintaining a peer group of likeminded stakeholders who will have access 
to updates on the project and options to collaborate with experts in their field of 
interest.  

4.7.2. Clustering activities 

During this first phase of the communication activities, PRESERVE started clustering 
activities with two siblings Project, UPLIFT and upPE-T.  The three projects are, in fact, 
funded under the topic CE-BIOTEC-09-2020(RIA) for the Horizon 2020 programme. The 
clustering aim is to share knowledge and efforts to achieve the common objective of 
reducing plastics waste created by food packaging. The three projects will be involved 
in monthly meetings, sharing new collaboration ideas that will boost the development 
of bioplastics of food and drink packaging. One of the first milestones is organising a 
joint workshop, foreseen in October 2021, about circular economy, recycling and 
biodegradable packaging.  

5. Communication Report for M1-M5 

This section summarises all communication activities for the first five months of 
activity of the project, which are part of Phase 1 - Project introduction and audience 
building (M1-M12) The current review covers M1 to M5, since the Communication 
Plan underwent an internal review process during M6, as per the project’s quality 
assurance procedure specified within the D9.2 Project Management Handbook.  

In this section, communication activities published through the official channels of the 
project and carried out by the partners have been reported. In particular, partners 
have been asked to fill in the dedicated form available for all the partners in the 
PRESERVE intranet described in deliverable 9.1 Project Management Tool. 

5.1. Project Website  

The project website was released on 31 March 2021 and fully described in D8.1 
“Project Website”. KNEIA has been in charge of the development of the structure and 
of the content of the website. EUBP, ASU and the project coordinator performed the 
quality check and the website was officially launched on 31 March 2021. 

The table below compares the status at M5 (data retrieved on 06 June 2021) with the 
targets established for M12.  

 

https://crowdhelix.com/helixes/circular-plastics
http://multicycle-project.eu/
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CHANNEL INDICATORS TARGET/M12 STATUS AT M5 

Website N. total visitors/users At least 600 visitors  276 

N. new visitors/users At least 600 new visitors  250 

N. sessions N. 1,000 sessions  588 

N. pages visited N. 3,000 pages visited  2,107 

N. sessions per user N. 2 sessions per user  2.13 

N. page visited per session N. 3 page visited per session  3.58 

Average session duration At least 3 minutes on page  4:21 

Table 5: Communication results at M5 for the PRESERVE Website 

Considering that the website was set up during March 2021 and officially launched 
during the month of April 2021, the first statistics actually cover only two months of 
activities on the website, but the data suggest that the target fixed for M12 will be 
easily achieved. Moreover, the average session duration shows that the visitors are 
interested in the information published on the website.  

Web visitors came mostly from Spain (247 sessions performed by 69 different users), 
Germany (86 sessions from 40 users) and Italy (41 sessions by 32 users), and they 
mostly consulted the web from their desktop computer (85.5% of the sessions).  

5.2. Social Media 

The social media profiles of the PRESERVE project were set up during the month of 
January 2021 (M1) in order to engage the partners from very early on. We have 
already issued content to be shared during the first year of the communication phase, 
characterized also by the ongoing Covid-19 pandemic which is not allowing face-to-
face events. For this reason, our efforts are now almost completely on strengthening 
the online branding and presence of PRESERVE. 

5.2.1. Twitter 

A Twitter account (https://twitter.com/preserve_h2020) was set up in January 2021. 
At the time of writing, PRESERVE profile has a total of 41 followers. With the planned 
increase in content shared and overall uptake of communication activities in the next 
few months, we expect the number of followers and engagements to increase 
accordingly.  

CHANNEL INDICATORS TARGET/M12 STATUS AT M5 

Twitter 

N. total profile visits 300 visitors 1,235 

N. total followers 30 followers 41 

Engagement rate (sum of likes, share 
and/or comments) 

20 Tweets above 
10% 

1 tweet at 9,1%  

Table 6: Communication results at M5 for the PRESERVE Twitter profile 

5.2.2. LinkedIn 

LinkedIn was set up also in January 2021 
(https://www.linkedin.com/company/preserve-h2020/), and by May 31, 2021 it had 
reached 121 followers. 

The following table summarizes the main indicators:  

https://twitter.com/preserve_h2020
https://www.linkedin.com/company/preserve-h2020/
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CHANNEL INDICATORS TARGET/M12 STATUS AT M5 

LinkedIn 

N. total visitors 300 visitors 255 

N. total followers 60 followers 104 

Engagement rate (sum of likes, share 
and/or comments) 

20 posts above 
10% 

3 posts above 10% 

Table 7: Communication results at M6 for the PRESERVE LinkedIn profile 

5.2.3. YouTube 

We have published an explanatory video, available at https://bit.ly/3q75ydU which has been 

developed according to the needs of general audience interested in the topics addressed by 

PRESERVE. 

CHANNEL INDICATORS TARGET/M12 STATUS AT M5 

YouTube 

Views per video 800 views 496 views 

Unique viewers 600 274 

Impression (How many times the 
video thumbnail is shown to viewers) 

500 308 

Table 8: Communication results at M6 for the PRESERVE YouTube profile 

5.3. Published articles  

Since the project is still at an early stage, no articles (both peer reviewed and non-peer 

reviewed) have been published so far. However, the partners reported planned 

activities for the publication in specialised magazines. The details are available in the 

following table. 

 DATE ARTICLE TITLE MAGAZINE TITLE PARTNER 

1 July 2021 Interview related to 

packaging ecodesign that 

mentions Preserve 

Packaging News GPI 

2 To be confirmed Interview related to 
packaging ecodesign that 
mentions Preserve 

Packaging Europe GPI 

Table 9: Planned publications in specialised magazines 

5.4. Participation in events 

Some partners have been able to take part in online events and deliver presentations 

about their activities, which included mentions to PRESERVE. For the coming months 

we plan to participate in some congresses and conferences. Further details are 

available in the table below.  

N. DATE EVENT PLACE PARTNER 
NATURE OF 
PARTICIPATION 

ESTIMATED 
REACH 

1 
25 
May 
2021 

Workshop on 
Horizon Europe 
cluster 6 “Food, 
Bioeconomy, 
Natural Resources, 
Agriculture and 
Environment” 

Online; 
Valencia, 
Spain 

ADM 

Presentation “PRESERVE 
- High performance 
sustainable bio-based 
packaging with tailored 
end of life and upcycled 
secondary use” 

Unknown 

https://bit.ly/3q75ydU
https://www.packagingnews.co.uk/news
https://packagingeurope.com/
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N. DATE EVENT PLACE PARTNER 
NATURE OF 
PARTICIPATION 

ESTIMATED 
REACH 

 
4-5 
Aug 
2021 

6th International 

Conference on 

Food Agriculture 

and Natural 

Resources 

(FANRes) 

Online/ 
Tangerang, 
Indonesia 

ASU 

Kristina Eißenberger 

invited speaker for the 

conference 

"Empowering Local 

Agriculture and Natural 

Resources for Global 

Market in the Post 

Pandemic World" 

Unknown 

 
2-4 
Nov 
2021 

Sustainability in 

Packaging Europe 
Barcelona, 
Spain 

GPI Abstract submitted 600 people 

Table 10: Participation in events, as reported by consortium members 

 

5.5. Project features in other websites 

Different partners have communicated the project taking advantage of their corporate 
websites. In the following table, all the mentions to PRESERVE on corporate websites 
are reported. Planned activities are included in the table. 

 DATE STATUS TITLE PARTNER LINK 

1 
01 Jan 

2021 
Performed 

Integration of PRESERVE into the 

partner's website (PLANET) 

Planet 

Bioplastics 

https://bit.ly/3xm

QvPG  

2 
01 Jan 

2021 
Performed 

Integration of PRESERVE into the 

partner's website (KNEIA) 
KNEIA 

https://bit.ly/3q5a

MXD   

3 
01 Jan 

2021 
Performed 

Integration of PRESERVE into the 

partner's website (CTB) 
CTB 

https://bit.ly/3gD8

afb  

4 
19 Feb 

021 
Performed 

News about BOSTIK joining 

PRESERVE 
BOSTIK 

https://bit.ly/3xuu

Nci  

5 
12 Apr 

2021 
Performed 

GPI Joins PRESERVE H2020 Project 

to Promote Bio-Based Packaging 
GPI 

https://bit.ly/3iF8

CvQ 

Also available in 

Spanish, French, 

Portuguese  

6 
15 Apr 

2021 
Performed 

Integration of PRESERVE into the 

partner's website (ITENE) 
ITENE 

https://bit.ly/3gzyf

Ng  

7 
01 May 

2021 
Performed 

Integration of PRESERVE into the 

partner's website (ASU) 
ASU 

https://bit.ly/2SFkl

QA  

8 
01 May 

2021 
Performed 

Integration of PRESERVE into the 

partner's website (OWS) 
OWS 

https://bit.ly/3gJ6f

8I  

9 
17 May 

2021 
Performed 

News about PLATO joining 

PRESERVE 
PLATO 

https://bit.ly/3wEx

CYo  

10 
07 Jun 

2021 
Performed 

High performance sustainable bio-

based packaging with tailored end 

of life and upcycled secondary use 

SIBO 
https://bit.ly/2TvF

PiS 

https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://www.sustainability-in-packaging.com/sustainability-in-packaging-europe
https://www.sustainability-in-packaging.com/sustainability-in-packaging-europe
https://bit.ly/3xmQvPG
https://bit.ly/3xmQvPG
https://bit.ly/3q5aMXD
https://bit.ly/3q5aMXD
https://bit.ly/3gD8afb
https://bit.ly/3gD8afb
https://bit.ly/3xuuNci
https://bit.ly/3xuuNci
https://bit.ly/3iF8CvQ
https://bit.ly/3iF8CvQ
https://bit.ly/3vyfu1b
https://bit.ly/3gyIyQv
https://bit.ly/35kHPND
https://bit.ly/3gzyfNg
https://bit.ly/3gzyfNg
https://bit.ly/2SFklQA
https://bit.ly/2SFklQA
https://bit.ly/3gJ6f8I
https://bit.ly/3gJ6f8I
https://bit.ly/3wExCYo
https://bit.ly/3wExCYo
https://bit.ly/2TvFPiS
https://bit.ly/2TvFPiS
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 DATE STATUS TITLE PARTNER LINK 

11  
Planned for 

July 2020 

Integration of PRESERVE into the 

partner's website (Fraunhofer IVV) 

Fraunhofer 

IVV 
- 

12  
Planned for 

July 2021 

Integration of PRESERVE into the 

partner's website (EUBP) 
EUBP - 

13  
Planned for 

June2020 

Integration of PRESERVE into the 

partner's website (CARBIOLICE) 
CARBIOLICE - 

Table 11: PRESERVE mentions in corporate websites 

5.6. Other 

5.6.1. Crowdhelix: Circular Plastics Helix  

Crowdhelix started the process of updating the Circular Plastics Helix with publishing 
information about PRESERVE on the Helix page and adding relevant resources. The 
page currently includes links to the project’s website, the project’s video on YouTube 
and other useful materials, such as the Declaration of the Circular Plastics Alliance and 
the European Commission’s report ‘A Circular Economy for Plastics.’ 

In M4, once the Helix was linked to the project’s website and relevant resources were 
added, Crowdhelix began inviting all project partners to join the platform, create a 
profile (for both individuals and partner organisations) and follow the Circular Plastics 
Helix. The team proceeds as follows: 

● Project partners were invited to fill out the new members form. Once 
completed, they are sent the membership agreement (terms and conditions). 
Upon receipt of a signed copy of this agreement, project partners are sent an 
invitation to sign up to the platform.  

● Once onboard, each partner is assigned a main administrator with the power to 
build their organisation’s profile, invite colleagues to access the platform and 
start using the platform as a networking and collaboration tool. Each partner is 
also profiled on the Circular Plastics Helix page as one of the key collaborators 
in the community. 

● The project partners can utilise the platform as full members (free of charge), 
and Crowdhelix staff remain at their disposal for advice, matchmaking and 
dissemination whenever needed for the duration of the project.  

Once all the partners have been onboarded to the platform, the Crowdhelix team will 
start working on reaching out to experts beyond the Crowdhelix members and build a 
strong community focused on bioplastics. Individuals from outside the Crowdhelix 
Network interested in joining the community, will be granted limited access to the 
platform free of charge. This means that they will not be able to post their own 
collaboration opportunities but they will have access to those published by others. 
Additionally, they can leave comments to express their interest in specific 
opportunities, but those comments will have to be approved by the Crowdhelix team. 

The Helix Manager will ensure the consortium partners are aware of the latest 
developments on the platform. They will be encouraged to use their own network to 
promote the Helix to potential stakeholders, contributing to the community’s growth. 
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Figure 8: The Circular Plastics Helix hosted on https://www.crowdhelix.com/ 

5.6.2. Clustering activities 

In May 2021, PRESERVE started clustering activities with UP-LIFT and upPE-T met for 
the first time to define their strategy. The sibling projects will share information about 
results achieved and set up a joint roadmap for dissemination and social humanities 
activities, and elaboration of a joint policy paper. Members of each consortium will 
meet monthly to discuss and coordinate and manage the foreseen activities. 

At the time of writing, a first introductory meeting has been held on 13 May 2021, and 
the second one is planned for 30 June 2021. During the first meeting, the cluster 
proposed the idea of organizing a joint workshop in October 2021.  

The projects published news on their websites and newsletter, as detailed in the 
following table. We will report the estimated reach for communication activities 
carried out by PRESERVE. 

 DATE PAGE TITLE PROJECT PLATFORM LINK ESTIMATED 

REACH M5 

1 17 

May 

2021 

PRESERVE joins 

forces with UP-LIFT 

and upPE-T 

PRESERVE Website 

news section 

https://bit.ly/3g

DG2IP  

14 page views 

2 17 

May 

2021 

Related project PRESERVE Website 
section 

https://bit.ly/3x
w1Dtg  

24 page views 

3 17 

May 

2021 

Other related 

projects 

upPE-T Website 

“Related 

projects” 

section 

https://bit.ly/

35rqIJS  

Unknown 

4 14 Jun 

2021 

Uplift Newsletter 1 

- UPLIFT a project 

to improve the 

recycling of plastics 

for the food and 

drinks packaging 

UPLIFT Uplift 
Newsletter 

https://bit.ly/3z
wOv9e  

Unknown 

https://www.crowdhelix.com/
https://bit.ly/3gDG2IP
https://bit.ly/3gDG2IP
https://bit.ly/3xw1Dtg
https://bit.ly/3xw1Dtg
https://bit.ly/35rqIJS
https://bit.ly/35rqIJS
https://bit.ly/3zwOv9e
https://bit.ly/3zwOv9e
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industry, kicks off 

5 14 Jun 

2021 

The UPLIFT Project 
explores new 
related projects to 
collaborate with 
under the 
Upcycling 
BioPlastics of food 
and drinks 
packaging topic 

UPLIFT Website 
news 

https://bit.ly/3c
NveXA  

Unknown 

Table 12: Communication activities realised by the CE-BIOTEC-09-2020(RIA) cluster 

6. Conclusions and next steps  

The D8.2 “Communication plan” aims at defining the communication content, the 
target and way of implementation of the identified objective to effectively create 
awareness and engage stakeholders about PRESERVE.  

Next steps, starting from M6, include continuing communication activities related to 
the messages indicated within Phase 1. Activities will focus on progressing in the 
stakeholder analysis and building up on the content strategy for the website (news and 
blogs) and social media, in unison. Also, participation in events and communication of 
results will increase. The consortium is also going to organize events, most likely online 
due to ongoing Covid-19 restrictions. We expect to be part of a joint workshop in 
October 2021, together with other two European projects, UPLIFT and upPE-T.   

New communication material will be developed, including a leaflet, and poster and 
factsheets, in order to support the increasing number of activities planned for the next 
months.  

 

  

https://bit.ly/3cNveXA
https://bit.ly/3cNveXA
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Annexes 

Annex 1: Communication activities M1-M5 

N. Leader Status Date  Type Title  Place  Type of the 
audience 

Link 
(checked on 
15/06/2021) 

#1 PLANET Performed 01/01/2021 Website Integration of PRESERVE into 
the partner's website (PLANET) 

Online General Public https://bit.ly
/2SvHZPl 

#2 KNEIA Performed 01/01/2021 Website Integration of PRESERVE into 
the partner's website (KNEIA) 

Online General Public https://bit.ly
/35UxojZ 

#3 CTB Performed 01/01/2021 Website Integration of PRESERVE into 
the partner's website (CTB) 

Online General Public https://bit.ly
/3A63Pdj 

#4 BOSTIK Performed 19/02/2021 Website News about BOSTIK joining 
PRESERVE 

Online General Public https://bit.ly
/3hb8OAF 

#5 CHX Performed 01/04/2021 Website PRESERVE as Key Project in the 
Circular Plastics Helix 

Crowdhelix 
platform 

Scientific 
Community 
(Higher 
Education, 
Research) 

https://bit.ly
/3y5Nm7b 

#6 GPI Performed 12/04/2021 Press release GPI Joins PRESERVE H2020 
Project to Promote Bio-Based 
Packaging 

Online Industry https://bit.ly
/3y6rEA1 

#7 ITENE Performed 15/04/2021 Website Integration of PRESERVE into 
the partner's website (ITENE) 

Online General Public https://bit.ly
/3xVI3qA 

#8 ADM Performed 25/05/2021 Participation 
to a Workshop 

Preserve presentation at 
workshop on Horizon Europe 
cluster 6 “Food, Bioeconomy, 
Natural Resources, Agriculture 
and Environment” 

Online/Valencia, 
Spain 

General Public https://bit.ly
/2SvXve6  

#9 SIBO Performed 07/06/2021 Website Integration of PRESERVE into 
the partner's website (SIBO) 

Online General Public https://bit.ly
/3w3kRFw 

https://bit.ly/2SvXve6
https://bit.ly/2SvXve6
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N. Leader Status Date  Type Title  Place  Type of the 
audience 

Link 
(checked on 
15/06/2021) 

#10 ASU Performed May 2021 Website Integration of PRESERVE into 
the partner's website (ASU), 
incl. link to video 

Online General Public https://bit.ly
/3qxA4Ob 

#11 PLATO Performed May 2021 Website News about participating of 
PRESERVE 

Online General Public https://bit.ly
/2U9d8Zg 

#12 OWS Performed May 2021 Website Integration of PRESERVE into 
the partner's website (OWS) 

Online General Public https://bit.ly
/3jmrhgC 

#13 GPI Planned 02/11/2021 Participation 
to a 
Conference 

Challenges and opportunities 
for fibre-based packaging to 
replace plastic packaging 

Barcelona Industry  

#14 ASU Planned August 2021 Participation 
to a 
Conference 

Presentation/promotion of 
PRESERVE project 

6th International 
Conference on 
Food Agriculture 
and Natural 
Resources (FANRes) 
International 
Conference 

Scientific 
Community 
(Higher 
Education, 
Research) 

 

#15 IVV / FRAUNHOFER Planned July 2021 Website Integration of PRESERVE into 
the partner's website 
(Fraunhofer IVV) 

Online General Public  

#16 EUBP Planned July 2021 Website Integration of PRESERVE into 
the partner's website (EUBP) 

Online General Public  

#17 GPI Planned July 2021 Non-scientific 
and non-peer-
reviewed 
publication 
(popularised 
publication) 

Packaging News Sustainability 
feature 

Online Industry  

https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
https://ic-fanres2021.sgu.ac.id/
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N. Leader Status Date  Type Title  Place  Type of the 
audience 

Link 
(checked on 
15/06/2021) 

#18 CARBIOLICE Planned June 2021 Website Integration of PRESERVE into 
the partner's website 
(Carbiolice) 

Online General Public  

#19 GPI Planned TBC Non-scientific 
and non-peer-
reviewed 
publication 
(popularised 
publication) 

Packaging Europe, special issue Online Industry  
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