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SILKNOW

This deliverable "0.68.5 Cammunication plan. unabridged version” presants the praject’s

communications objectives and strateqies to reach the highest number of audiences and

stakeholders during the project ifecycle. It alsa establishes the main warking criteria

carrying out sommunication tasks.

1. INTRODUCTICN

The present deliverable “[.8.3 Communication plan, unatridoed wersion™ presents the
praject’'s communications strateqies to reach different audiences and stakeholders during the
froject ifecycle (36 montha). It also includes policies to pramate our newsletters, reponing
procasses and monitoring wsing indicatars 1 allaw constant gquality cantral. This document
alen establishes the main criteria in ferms of: filtering information, use of databases,
procadures far cther partners o get invglved in communication tasks. The main pamtners 1hat
will bein charge af the communication activities are LIVE G and 1. who will contribiute to the
project’s internatianal scope using their warldwicds connections.

Sl KNOW cammunication astivities will take into accaunt Anicle 38 of the GA "Pramating the
action - Visibdlivy of TLU funding” as we intend to provide targetaed information o multiple
audienges in A strategic and effective manner. as well as the cormect use of tha F LV emblem in
all our communication activities. In additicn, S KNOW takes imo ascount that 20018 is the
Furopean Year of Cultural Heritage, and we are alignad with the abjectives of the TYCH by
raigsing awareness of silk haritage and its contribution to econamic development. Therefore,
aur stratesyies will be develaped in ordet to guarantes that the project results will reach as
many b urgpeans as poagible.

Thiz daeliverable is arcanized in 7 sections dedicated to the objectives, target audiences,
messages, channels, risks and cantingencies of the cammunicatians plan.

2. DBJECTIVES
21, Dhkjectives of the plan for internal communication
o T quve the praject partners interesting contents and convnunications tools, that
facilitate their own intiatives in reaching out to existing of new stakeholdlers, thus
inwiting potential mew partnerships.
o Topravide quidelines to the project partners in order to quarantes a carrect work flow.

o T establish main respansibzlitios and work division amang partners.
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o T program communications activities, reponing processes. monitarng, use of

indizators. filering infarmation . etc.

2.2. Ohjectives of the plan for external communication

o Trrstrengthan the praject’s imane and its infernaticnal scape by quaranteeing that the
results will have a strang impact.

o To create awareness about an innovative ool that entices people to understand silk
hetitage as an approach 10 Murgpean histary and illustrates unexpected relationships
between S50 and 1T,

o T engage actively with audiences through a creafive "thinking aut of the hox™ by
making communications interactive, visual, emaotional and easily accessible.

o T reach rew paties and inwest in new associations.

4. COMMUNICATION MODEL

+4.1. Pracedures and protocols

Sl KMNOW is designed as a collaborative meodel. which means participation from all it
memtbyers. | Ipveever, the main leaders will ke UV G and 1G; LIVT G will act as focal point for all
commuonications activities under the direct superasion af the DEM. As starting point, LWEG
created as pan of the WP templates of all communization materials that will support
all KMOW partners and ansure project visibility with a strong visual identity,

The procedures for the project communication focus on describing the whole process:
partners wha wish to submit a press release, promoticnal matenal, events, efc. related 14 the
project should prepara the matedal and send it to the communications officer from LWV G anor
ta publishing. Regarding languages. for internatichal communications, the official languace
will be Maglish, For lacal cammumcations [partners’ countrias ar I communications) each
aongartium member will select tha landuags they cansicderthe miost effective o communicats
with gach audignce. | lowsver, in any case. all communications should fallaw the workflow
previcusly described. Thus, LUVTG will act as coordinatar and can be aware af the
comimuynications effarts undertaken by all partners.

As said befarg, this madel requires the contribution of all Cansortivmn partners, singe their
contribiutian will ke essential in ther countries and work areas as they will have more

apporunities to create engagement.
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Concerning IG7, it will act as a "speaker” to communicate impatant project milestones. This
will be made following a preestablished calendar and after providing them detailed
infarmation at least with 15 days’ notice 50 they can review and apply all the requlations
related to data pratection, content quality, etc. guaranteging that all informatian complies all
the Institute’s requirements.

Finally, in relation fo the internal communicatians strateqy, it aims 1o ensure efficien
communication amaong project partnears, There is a mailing L ta fagilitate cammunicaticn
armang panners which is maintaingd in the S KMOW serear thraugh the RCTRMIMND baol.

3.2. Praduction of promotional material
A et of promational materials was developed during the firal manths of the project. as noted
intha 1211 Project Luality Handbook. These materials were created to build a streng brand
identity among partners, stakeholdars and other targeted audiences. In order o guarantse
the sama visual identity, language and formats, LW G prepared 2 communications tockit
which was sent to all partners and copied in the project’s Google drive. this enswures high
guality application of the communication materials.
The communications toalkit includes:
o Carporate identity cuidelines
0 Il KMOW logo. Fxplaing the cormect use af the Iego
0 Typography. Lise of Lirior as 31 KNOW s afficial typography
0 Caolours. RGH and CYMK
0 Llse af templates and where to find them
o FPhotagraphy. Includes some advices when taking pictures and the techrical
pararmeters needed for printing and webh pubxlishing.
o Writing and publishing. Includaes all tha formats for paragraphs, titles, quotations, etc.
It also describes languadge use and how 10 prepare a press release.

o Sncial madia: tips and warkflow

Pz rome than ke IO prosaicd 8 soccm plan far s aer COmTILmcaIon chan e s, sechon 5.2
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1. CORPORATE IDENTITY GUIDELINES
1.1. SILKNOW Logo
SILENOW policies require that all communication materials should use the project logo, as it is the
core element of SILKNOW visual's identity. This logo tries to evole silk lightness, fbrics and the

columns of B Lonja in Valencia. SILKNOW logotype is available in EPS and JPEG format, bath in
negative and positive, both are available from the project Google Drive.

To further clarify SILKNOW visionand project mission, there was created a ta g line which is: Sweaving
ourpast into the future”, which should acocompany all communications activities.

SILKNOW logotyps is a typographic logo crested with Sacl Display, while the tag ine uses Union
typography. The ecommended size is 75 x 12,658 mm, as it is the standard size for most graphic
applications {business card, posters, etc.). The lbgo will increase in larger graphic elements, suchas
a mollups or banners, in proportion to the size of the application.

Please, check the comporate identty manual (availble at Google Drive: WPE_D1_SILKNOW \isual
identity) for further information on interpreting howto use SILKNOW bgo and policy.

SILKNOW

Figure 1. Communicatians Toolkit

Fuery communication design must show the SI0KNCOW logotype together with the L

semmigsion logotype and the HEOZD acknowledgment. Partners’ logos shauld be usad at the

designet’s and communication managet’s discretion. These templates include.

l eaflet. It was created to be distributed during mesting and infernaticnal events, a
digital version will he availakyle far the website.

Banhers and roll-ups. Te be used in 31 KNOW avents.

FPaster. It will be used w0 promate avents organized by the project. Thero is alsa ancther
varsiph to e used for conferences.

Infortnation folder. Especially to attract new atakeholders. particularly amaong data
frropriclers.

Mewsletter. Te ke published quarterly.

Fawer paint. Marinternal and external presentations.

Ad Ward template to be used for press releases.
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Figure #. [anners template

4. TARGET AUDIENCES
[narder to befter communicate SILKNOW activities, we have targeted a number of audienaes.
This section presents the key communities that the project addresses. A each audience has
particular needs, spacific actions were preparad in order 1 engage with them batter and
rraximize thie impact and visibility of the project. These activities are described in the
“Actions” sectian,
Sl KNOWY s target audiences ang:
e Falicy makers and international organizations fasked with responsibilities an
digitization and cultural heritage. In this group we have identified:
o Palicy makers, regicnal, national, Iocal levels.
0 Internaticnal Crganizatiens for hartage and fauriam.
o FLringtitutions.
o [Cullturallerade sectar. Is the foremaost interest group, here we have distinguished:
o Gl AM. especially those related to silk heritage.
0 International netwarks such as ICOM, MM, ASCMLIS
0 Cultural heritane repositories and aggregators such as Muropaeana ar Wikidata
o Culturalheritane prastitinners.
o Salland T Fducation. Caontent linked to Gl have a crucial rale ta play in edugation,
NG ding:
0 Artandlesign schools
0 Lniversity-brased educaticn

0 Adult education. especially those related te: foreign language learning.
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0 Research institutes.

o SMIs. Mapecially those related to textiles and creative industries. but also those
related to 1T such as 30 priming companies, boath an national and Furopean lewvel.

o Tourism. Regional and | ocal public badies, professional assaciations, travel quides’
publishers. ete.

e Media, in a numbet of specialized sectors: magarines and newspaper sectlions an
fashion & style, popular histony and culture, heritage and cultural management
hewsletters. blogoers, efc.

o [Ciivil Sociaty Crganirzations.

5. MESSAGES

SlLKNOW has tailared differem messages for different audiences in order to hettar
coHnmunicata the praject. These messages are indicative to the project partners’, of course,
gach partner can adapt these messages to their needs, as well as the project as a whols,
clepending on the project’s advancetment.

5.1. Official massage: what the project is

This is the official presemation of the project and it is distributed at the website and in afficial
dacuments.

"SI ENCWY is a research project that improves the understanding. consersation and
dissemination of MTuropean gilk heritage fram the 150 to the “910 cantuny. It applies next-
dgeneration ICT research to the nesds of diverse users [museums, education, tourism. craative
ingdustries, media .. ), and praserves the tangible and intangible hetitage associated with silk.
Hased an recards fraom existing catalogues, it aims to produce digital madelling of waaving
techhigues (a "Virtual Loom™), through autcrnatic visual recognition, advanced spatio-
termnporal visualization, multilingual and semantically ennicherd access to digital data. ts
research activities and output have direct impast in computer science and big data
mianagement, facusing on searching dinital content threughout heterogeneous, multilingual
and mulfimedal databases. S KNGW s made possible through the close cooperation of a
multidisciplinary team, ingluding areas as IGT, text analytics, image arocessing. semantics,
iy diata, 30 printing. ant history, terminolony. textile fabrication and conservation.”
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5.2. Policy makers message

“Silk 15 a living, multifaceted heritage. since it involves maore than the taxtile iteelf. Designers,
weguwers, painters, sellers and users form networks of relationships around it. Mot only does
its consetvation rely on hetitage practiticners. but also on iecal communities and institutianal
stakehclders. Furopean, national and lecal instituticnal suppet and action will halp to pratect
this heritage by benefiting not anly the cultural sectarn, but alsc leading 10 social and ecancmis
impact. Sl KNOW supparts reqional palicy maketrs in the implementation of thair smart
spacialization strateqiss for the hatter curation of digital data.”

5.3.CH sactor

"Gk tewtiles hawve becoma a seriously endangared heritage because af its very physical
nature and due to bude et constraints to develan state-af-the-art digital resourges. SI0KMNOW
provides to 1the custodians of thig heritage with ICT resources that allow them to apen their
hidden wealth of [Muropean heritage 1o worldwide audiences . confributes with strategies and
best practices for the hettor curation of digital data and creates enhanced didactic toals. scale
medels [in computer graphics and S0 printouts) of historical textiles.”

5.4 . 55H and ICT Education

Taking into account the hoterageneity of this sector, tailored messages shauld be created for
fach group, at the discretion of the Coansortium patners. In general, far Art and Design
schoale. please ses the "5.5 message”, for Liniversities and Research Institutes, please ses
the “CH and 5.5 message” and finally, for the language education, please see "Jargon froa

MEssane"

5.5 5MEs

"Zilk nat ohly allpwed the creation of physical abjects but alzo the exchange of ideas and
innoeatichs: aunched cards were first waed in Jacquard silk looms, long before modem
computers were aven imagined. Sl KNOW sparks creative efforts by modern designers,
putting silk heritage within the reach of today's consumers by well-infarmad reuse of its motifs
and thanks to its virtyal loam. 3L KKNOW also paves the way for further REM in 30 printing

for the testile industries. Thus, we arg weaving aur past into the fuluns.”

10
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5.6 Taurism message

"Tew materiala have had such an qutstanding impact econamic, technical. functicnal,
cultural and syrbelic. N is usually linked 10 the Silk Road that for many centunes conngcted
Asia and Furope, permitting the exchange of precicus goods -nat just silk-, techrigues,
knowledoe and religions. Within Durops, that raote was later expanded by & network of
reqians and cities that served as creative, productive and commercial hutxs for the textile
industry. SILKMNOW facilitates better strateqies and the design of innouative tourism services
about silk hetitage, enriched thraugh digital contents. It alse provides with fresh andl
interesting caments, improving public knowledoe of the Western Silk Roads.”

5.7.Specialized fashion media message

“luxuny, craftsmanship, beauty and comfort kave been -and s1ill are- associated to silk. Silk
heritage is not ohly matter of the past, designers all over the world are reusing siltk and the
traditional matifs as elements of Creativity.

all KMOW aims to enhance and promote silk haritage in contemparary fashion. We ara
committed to hoost silk textiles, designe and patterns from historical knowledge and its
surrent revitalization  uniting  tradition, contemporany fashicn and new  technalogiss.

S KMOW weaves the past into the future.”

5.8 General public message

"Cultural haritage shapes our identity, we are linked 10 it. Furapean histary is wowen in silk.
Throughaut qur past and present. few materials have had a gimilar presence: econamis,
tachnical, functional, cultural and symbalic. Many people still experiense vivid, persanal and
sacial sohnections to this hetitage, linked to 50 many life stories and collective narratives.
Mowadays, hawewer, silk textiles are a seriously ehdangered heritage. There is alsa an
associated intangible hetitage -artisanal weaving techrigues- at risk of disappearing.
Countering those threats and making use of state-af-the-art technology, S EKRNCW wants to
showease the splendar of ik, in Furgpe and worldwide, in the past andg far the futue.™

11
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& ACTIOMNS

6.1. SILKNOW Online tools

€.1.1 Website

A5 explained in 8.2 "SI0 KNOW website and social media accounts” the website is the main
tocl for the external dissemiratian and communication of the praject results. It can he
accessed from the URL:_htipdsilknow. ey It was created with Waordpress, is fully responsive

([accessible and hrowsed wvia all commanly used devices).
The SIL KMNOW wehsite provides an effective descriptionof the project and its wark packages,
presents the entire consartiom, results and overall progress. It also delivers and
communicates news and avents, and finally, lists and give access 0 scientific publicatians
and resources?,

Target audiences
SILKEMOW wehsite aims to reach general users. specialists, parners, collabdrating
institutions, ather stakehalders and the ceneral public.

Meatrics

The website has built in Google Analtics in crder to measure its impact and numbar of visirs.

oyt (R B U i bl g
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Eiirdpsin Fiassry i wirsbn o sl
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Fiqure 3§, Hamepags

2 Mar fuither o fornabce an the seebsite, ooasoe cheek CU8 8 SRS O wieba b and 300 al media sccou s
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€.1.2 Social Media
all KROWY has social networking accounts, such as Twitter, Facehook. Instagram, YouTube
and | inkedIn. These social media are used o magrify the project’s reach global audiences
and stakeholders. A social media stratedy has been devised by taking inlo account the ML
guidelines on the matter?,

Targel audiences
all KNOW social media aim to reach global audignces inferested in education, Furopean
culture, international relations, ete.

Metrics
all KMOW will use the cown social media analytics ta measure its impact.

—_— 7

P

4

.. —— o -—— 0'
o B
<

Figure 4. Twitter

6.2 Dissemination through IC's communication channegls
6.2 1 Specific obhjectives of the IC communication plan
o To digzeminate SILKMNOW among IG's audiences: what it is, its main goals; the
Sonsartium, why it was created and what for. etc.
o Tospread I35 confributions 10 the project.
o Toprowide S KNIKAY with a daocumentary database and other reference matenals to
b hosted in cervantes.es

8 Mar futher v fornabc an the weebisite, ¢oasoe choek CU8 F SRS O weba b and 300 al media sccou s’

13
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£.2.2 The I's target audiences

I will communicate the project's activities and results to ite audiences by using the most

approptiate channgls far each ane and by adapting contents and activities to each graup.

f.221I1C internal audiences

IC will address hoth direct and indinect users of its senvices:

IC students of Spanish, either online o face to face learning students
Culural activities parficipants

IC 1 ibrary setvices Lsars

ICe Gpanish language teachars

apanish language studems

FIF teachers (Znanish as a Foneign L anguage)

Hispanists

Translators

Coultural camtents and artists in Spanish

6.2.2.21C extemnal audiences

Media

FLMNIC, the warld's biggest cultural centers natwark which gathers mare than 35
cultural ingtituticns througnot Ja Furopean Linicn countrias
hitps: Swoadr e unicalobal el

Coultural and educative authoritigs from Spain and from the rest of the countries where
the |Cis presant,
Gpanish companes with a gtrang and growing presence in foreicgn Sountries.

Crpinion leadars

£.2.3 1C cantents
15wl divide contents in bveo migin Blocks toowork with:

Gl KMOW contents. 1C will ring to s audiences content in order fo engage them in
SILKMOW activities angd events, as well as to make an interrelation betwaen silk and
personal stories, thus demaonstrating that silk is, indeed, a living heritage.

I own contents. These are 18 specific contributions to the project. that will be:

14


https://www.eunicglobal.eu/
https://www.eunicglobal.eu/
https://www.eunicglobal.eu/

SILKNOW

0 Cultural activities at the IC centers lacated in European cities relevant to the
praject.

0 Projact results and dissemination thraugh the 15 elestranis librany.

0 Llse and exploitation of any Spanish-languade learming materials emerging
frorm the collabaration between 310 KNOW and 1 (detailed in deliverable [8.4
Freploitation Plan).

6.2.3.1 Cultural activities to be held at 1C centers

|G pramotes Spanishlanguace learning and the Spanish speaking countries’ cultures through
ite more than eighty cemars situated along forty-four different countries. IC cemars have
biecorme an impotant and recaqgnized part of the cultural and academic life of every city whene
they are locatad.

In accordanse with the GA, which states that project results will be displayed in at least five
of the |G centers, 1C will make its consalicdated network of centers availahle in order (o host
axhibitions, conferences and ofhar cultural events. Thase cities where both IC and non-
apanish partners of the Consortiun are present, will hawve pricrity: | lamburg [y proximity fo
Hannowver), | jubljana, | yon, Palermo and Warsau.

Cnze the astivity is decided, the information regarding the evant will be included in a new web

sprace hosted at wwew cemvantes. e This infarmation {and every communication activity] will

b availahle bath in Spanish and in the venue’s lacal language. S KNCOW graphic elemeants
will he adapted to every specific cultural activity and to the 155 corparata identity. Hypetlinks
to BILKNOW praject web page and to complermentary reaources will be inchaded.

Webh pages cantaining cultural activities arganiged by 10 will be adapted to its different
audiences and communicated thraugh IG5 own channels, either from cities ar cauntries
whete the specific activity takes placa, from 10 headdguarters in Madrid. Newsletters, cultural
duides and press releases will be sent through email, new materials specially designed Ffar
zacial networks {Facebook. Twitter, | inkadin, Yautuhe] will be created; thay will cantain
relevant imfarmation as well as links to the project and its parners’ welr pages and sacial
netwarks.

[C il prowviche tor the project partners relevant convmunication formats, eethey can gpread the

infarmatinn through different channels.

15
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€2 3.2 Dissemination of project materials via IC electronic library

I electranic library contains mare than 10,000 titles and is fermed by e-bhaks (e-pub, FOT
and HTMI farmats), electronic audiobooks (in MPG format), newspapers and magazines in
digital farmat, databases and encyclopedias, eto. [rmm itg creation in December 2015, ithas
received more than 284,173 visits and 43,877 electronic lending cparations have been
reqistened.

|G, through its electronic library, will make availabls toits users referenca materials related to
Sl KNOW. These matarials will facilitate the studhy, research and knowledge of Hispanic
cultures and their relationship with silk heritage.

§.2.4 Acticns by channel
&.2.4 1 Weh page
IC's pnling presence (headdquarters and BY cemers} congists in thematic portals entirely
dedicated to its products and services® and in the 70 corporate sikes whera each 1 centre
affers infoermation akaut ite activities, bath in Spanish and in the Iocal language where it is
located. These wehsites are a powerful communications platform (as shown by the
AZASTF G317 dacuments servad throughout 2016-171 that will result in an excellent ool to
SrHMnicate S0 KKNOASL
|G headguarters in Madrid will coordinate spacific communicatian actions to he perfarmed in
michtha &, 18 24 and 36.

6.2.4.2 Promational communicatian through email marketing

|G awns an email marketing platfarm that will be used for SI0KNOW. This platform covers all
safaty requirements and is in aocordance ta tha international legislation Far accessibility and
clata pratection, thanks 1o constant updating and optimization of its systems and 10 the quality
aof its databases. These databases, with morg than 00000 records, are obtainend from
suhscription forms available in different 155 webhsites.

This platform will be used to communigate S KHNOW 0 four email marketing campaigns that
will e launched in meonths B 18, 24 and 36. The emails for each event will he sent to it

anrresponding audienses [students of Spamsh, teachers, hispanists institutiong. et

4 DTS e, SO 10E 3 sk stilute servantesidiecs 203 contacky’ooma es_ nilericlhim
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IC cemers—spacially thase related to 1L KNOW— will join IC headguarters in the project
Sommunication actions and email campaigns in months 18 and 36, Both Spanish and local

latguadges will be used in all cases.

£.2.4.3 Social networks

|G maintaing a high-level profile it social media. In Facebaok it has 75 pages with more than
FO0. GO0 users. In Twitter it ie respansible far 39 accaunts and 300000 followers. In YouTube,
|G handles 40 channels, and thers arg more than a hundred web spaces in other social media
sites as Instagram, | inkedin or Pintergst.

The fallowing social hetworks and padges have been selected for this project:

e I headouarters instiutional accounts
0 Facebook hitps: Ywww. fFacetaok cominstCervamas)

0 Twitter htips: Stawitter.comfinstCenvantes

0 | inkedin bhitgs: Sy linkedin.comfonmpanyinstituto-ce nrantas)

0 Youtube htipsyiiwws youtube comdinstitutocenvantasyvidens

o Aciounts accanding to topic ar geagraphical area:
0 hips e faceboo k. comdhiblictecas. instituto. corvantes!

https: Sfwwsas facebook. comdl vonlnstitutoCereantes

https Sweseyy facebon k. comfaulacensantes. liuklianad

https Swseyy faceboak comfdnstitbutal e rvantesPalermi

htip s Sweewy facebook. comyinstyi b cervantesa. Wara? owa

hitips Stwitter.comfRibliotecas 15

https Stwitter. camic formaala

o O O O O o o

htps Stwitter . camd s Palermad

0 hhpsiitwitter . comiICT ven
o [Nissemination af IC's own publications and those received from SILKRNOW: all 1
social netvedrks:

hitp:fwisnw. cervanies esissabre instituto cenvantesidirecciones confactoisedes mu

ricdia. it

In grder 1t make the project. its results and milestones better knowen, 12 will launch marketing

campagnsg in sogial media from its headguarters in Madrid during months G, 18, 24 and 36.
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https://www.facebook.com/InstCervantes/
https://www.facebook.com/InstCervantes/
https://twitter.com/InstCervantes
https://twitter.com/InstCervantes
https://www.linkedin.com/company/instituto-cervantes/
https://www.linkedin.com/company/instituto-cervantes/
https://www.youtube.com/institutocervantesvideos
https://www.youtube.com/institutocervantesvideos
https://www.facebook.com/bibliotecas.instituto.cervantes/
https://www.facebook.com/bibliotecas.instituto.cervantes/
https://www.facebook.com/LyonInstitutoCervantes
https://www.facebook.com/LyonInstitutoCervantes
https://www.facebook.com/aulacervantes.liubliana/
https://www.facebook.com/aulacervantes.liubliana/
https://www.facebook.com/InstitutoCervantesPalermo
https://www.facebook.com/InstitutoCervantesPalermo
https://www.facebook.com/instytut.cervantesa.warszawa
https://www.facebook.com/instytut.cervantesa.warszawa
https://twitter.com/Bibliotecas_IC
https://twitter.com/Bibliotecas_IC
https://twitter.com/ic_formaele
https://twitter.com/ic_formaele
https://twitter.com/IC_Palermo
https://twitter.com/IC_Palermo
http://www.cervantes.es/sobre_instituto_cervantes/direcciones_contacto/sedes_mundo.htm
http://www.cervantes.es/sobre_instituto_cervantes/direcciones_contacto/sedes_mundo.htm

SILKNOW

These campaigns will b fed by contents and matenals produced durng the project’s
lFeCyele.

Furthermore, two large imarmational and multilingual campaigns (in Spanish and in the
languade of every countny where 15 05 present] will be launched durng mamhs 18 and 36,
arinciding with SILKNOW two biggest events.

.25 Manitoring and Evaluatian
[ owill carry out the assessment Lging:
o aacial media statistics: Nacebaok Insights. Twitter Analytics, YouTube Analytics.
L inkedin, ete.
o Statistics provided by the K2 cwn digital dissermination ool
o Ginagle Analytics for those contents hasted in cervantas ex
(vl mgmitor these actions in order o be aware af Qur community's 9ainions aboLt
Sl KMOW and take apprapriate actions if necessary,
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ICOBJECTIVES  INDICATORS CHANNELS ' METRICS
FACEBOOK Impressions
TWITTER Impressions
Silknow project YOUTUBE Views
visibility on IC Reach LINKEDIN Impressions
community EMAIL MARKTING Number of delivered emails
WEB PAGES CERVANTES. ES Sessions
(related to SILKNOW project) Pages views
Likes
Comments
FACEBOOK Shares
Clicks
Engagement rate
Likes
Retweets
TWITTER Replies
Clicks
Engagement rate
Likes
Dislikes
Interest on Silknow YOUTURE Comments
project amolng IC Engagement Share
community Video in playlists
Likes
Comments
LINKEDIN Shares
Clicks
Engagement rate
Open rate
EMAIL MARKETING Email Sharing/Forwarding
Clicks
Clicktrough rate
WEB PAGES CERVANTES. ES Bounce rate
(related to SILKNOW project) Average time on page

Figure 5. 103 KPI5
6.3. Primad promational materials
l eaflats and posters were designed by o professichal graphic desicner who prepared
differgnt tarmplates in InResigh in orgar to et project patners’ design their own posters and
leaflets maintaining tha same visual identity.
| eaflets describe concise nfarmation atxaut the main aspects of the project. They will be
cistributed in relevant avents and conferences. Theme flyers will he produced to remark
impartant results ar for targeted audiences in arder to tailor the message to ther specific
heeds. Posters will show promgtional images visualizing historical and lacal cannaction af the
silk. They will e will be created for special oocasions, ke lectures ar roundtables promated
by the project. It is alsa impottant to note, a special poster for academic purposes wasg
sreated.

1%



SILKNOW

Banners and roll-ups were also created in arder to support the visihility of the project in Aublic
wants and conferencas.
As explained in [.1.1 Project Quality Handbook, all materials were created in InDesicn, plus
different graphic styles are availahble in FP3 for differem scommunication purposes Dot
maintaining S KMCAWY visual identity,
Thiz infermation will alsa be uploaded in the praject website.

Targel audiences
Gereral  audience, panners collaborating  institutions, 31 KNCW  users, museums,
universities, schools.

Metrics
Mumhbet of downlaads in the webaite, number of material printed and distribumad.

®
-
LRKNOW R <
Charla: Telar virtual para clonas antiguas .

ténicas de tefido.

25052018

Figure &. Prsters template

5.4 Videa and infographics
all KMOW madia actions and resulls will be shown in g video geared towards sooial media
sharing. Infographics will be used to present highlights from the history of silk taxtiles in
Furope.

Target audienges
General audience, partnaers collaborating ingtitutions, SI0KMNOW users,

Metrics

Mumber of daownlaads in the webaite, number of shares in social nedia.
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From flags to canopies,

tapestries to furniture, fans to
sword sheathes, wedding gowns
to traditional costumes, we can
find silk in countless contexts,
over the last millennia.

Many people experience vivid,
personal and social connections
to this heritage, linked to so
many life stories and collective
narratives.

Silk trade also allowed for exchange
of ideas and innovations. Punched
cards were first used in Jacquard silk
looms, long before modern computers
were even imagined.

Nowadays, silk textiles are a seriously endangered heritage. There is also
an associated intangible heritage -artisanal weaving techniques- at risk of
disappearing. Countering those threats and making use of state-of-the-
art technology, SILKNOW wants to showcase the splendor of silk, in
Europe and worldwide, in the past and for the future.

ST TONT(OVRT | Wea .
SILRANOW | s

Fig. 7. Infographic

6.5 Madia aclions

Sl KNOW has planned a special communicatian plan dirscted 10 specialized fashion media,

Different actions arg designed in order b creata inferest among fashion trendsatters and
genaral audience. These actians will be.

o Five phato repoirts
o Twir TW reparts

o Tenadizles on silk in contemparany fashion
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These matetials will be produced by internatianal models and professional phatographers in

arder to make therm more attractive and professional to these media, as well as to better

connect silk heritage with curment fashion.

Moreowver, these news repart will be {but nat limited ta} about:

ilk and cosatume

ailk and design

ailk and technigues in sonfemporany Fashion

ailk in contemporany fashion: influences anong principgal designers

Tradition and meodernity in the contempaorary fashion.

Finally, the fashion event [Task 7.3) will provide an extraardinany opparunity for PR and

audiences’ developrment. This will result in raising awarsness abaut Sl KKNOWs sonfents,

tocls and results for the creative industries and tounstic praduct developers.

7. ACTIVITIES CALENDAR

hontihs

1-36 all KNOW wabhsibe
1-36 All KNOW social media
Sl KMOW sacial media. 4 focalized
B, 18,74, 365 campaignsg, and angaing during the entire
project (2ee NE.7 & DA3)
Information on |G webhisites (4 promoticnal
B, 18 74 & 16 _
Campaigns
6,18 74 &35 Framatianal mass-mailings by 10
2o-36 IC's MMectronic | ibrany
9 & cngoing Printed promotional materials (leaflets. posters)
18 & ongoing Video and ammated infographics
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SILKNOW

B & cngoing Media actians

1%-36 Fubliz relations & events

2. PFROJECT RISKS AND CONTINGEMCY PLAM

The project’s commmunicatians team will be responsible far comments 1that may appear in
social media or diferent communications channels. SI0KMNCAWY has provided some
recarmmendations that can b faken as quidance:

e Llzsers opinions must be respected, avoiding confrontation and replying. if necessany,
in the best polite manner, even if the apinion Qoes against the project ar any of its
parthears.

o It must he slearly stated that neither the project nor its partners will be responsible far
the users’ comments made inany of the wetb: sites ar social netwarks.

Commenms will be removed when necessary. This palicy takes img account 1he following:

e The use of offensiva, disrespectful ar dismissive language.

o Ay comment implying abuse ar dissrimination by reasons of race, age. Givil statis,
mental or physical disability, sexual arientation, palitical arientation, religian ar any
ather peraonal of social Sirumstance.

o GSexual comrments of thoee containing links to sexual contents.

o Ay kind of comment that may include commercial ar publicity confems.

o Commants that may include any kind af ilegal activity contents.

A Crisis of Frmeargensy Sabinet will be 2at up within the communications area. This Caminet
will be farmed by UWEG and 1€ (Marketing and Commwnication and Strateqgic Planning
departmaents). The Cabinet's main target will he the assesament and cootdinaticn of the
necessary actions to address and solve the different types of emergencias arthreats that may
arige andg that will affect the image of the Project in a negative manner,
If ary crisis occurs, the fallowing steps will ke 1aken:

o Fualuate and analyse the situation. focusing on understanding the facts as quickly as

frassginle

o A central paint far the media will e established

A1
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o Informaticn will be gathered. and a response will be preparerd

o Anaudience analysis will be madsa

o [efinition of the means and frequency with which information will be provided

e Tha Initial respanse must show control, calm, autharity and honesty. Tining is
gssential

o A final evaluation on the risk will ke prepared

9. CONCLUSIONS

This clocument has provided the framawork for S1EMOW external communication as well as
its management warkflow, S KNOW Cansortium will use this document as basis; however,
it will be reviewsd and updated according to the project results. This will guarantee an
gffective communication with key stakehaldars and audiences, therafore, it will help to create
a sirang relationship with Lsers.

The present deliveratle has also provided concrete tools o support the delivery of key
messagas o targeted audiences. All project parfners are expacted to be invalved in tha
SoHMmunications activities. This will assure that the project information and results are well

COHTIFR i Ated,
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