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1. Executive Summary 
 
This Flying Forward 2020 (FF2020) Communication Strategy stems from the project 
FF2020, funded by the European Commission H2020 Research and Innovation 
Programme under grant agreement 101006828 and call identifier H2020-MG-2018-
2019-2020 (2018-2020 Mobility for Growth). In this report FF2020 details the 
devised approach to maximise the impact of the project through communication and 
dissemination.  
 
It also includes the 7 Work Packages (WP) that have been previously defined for 
FF2020. Its success hinges upon clear, specific, and measurable objectives, which 
will be communicated and disseminated on along with other activities that are 
integral to the project.  

 
This report will serve as a blueprint for the following regarding communication and 
dissemination: 

• Communication goals and procedures 
• Key messages for target groups to maximise the impact of the project 
• The right communication and dissemination approach to target groups 
• Defining, coordinating and evaluating the process for internal and external 

communication 
 
Following the established guidelines will guarantee maximum visibility, accessibility 
and impact of undertakings pertaining to FF2020.  
 
 

2. Methodology 
 
The process of devising a communication strategy for a project such as FF2020 
includes a number of pillars for creating and implementing the strategy. This 
methodology sets the tone and direction for the development of all communication 
and dissemination activities. As a result, the communication strategy will serve as a 
powerful tool to achieve a streamlined internal and external communication process, 
which will help to achieve FF2020’s goals.   
 
With that in mind, four pillars of communication have been defined to ensure the 
success of this communication strategy: 
 

1. Challenge - The first step is to formulate an answer to the question: which 
issue, issue or problem are we going to tackle? Is that also an issue 
experienced by those involved? And what role does FF2020 have? Asking 
questions (and getting answers) about the content and context of a topic 
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seems obvious, but it is a step that is too often neglected. The role of 
communication in this phase is to approach the assignment from the 
perspective of the target group(s). By weighing the view of the target group at 
this early stage, you set the tone for an environment-oriented approach in 
which you take the task as it is recognised in the real world as a starting point. 
As FF2020 has several target groups it is important to involve them from the 
start of the project and validate the FF2020 way of communicating with them 
to ensure acceptance and enforce maximum reach and impact per message.  
 

2. Context - With a well-defined assignment in hand, FF2020 will take the step to 
analyse the environment. We will map out in detail which parties are involved 
or have an interest in FF2020, what their motives are, what they stand for, 
how much power they and what our mutual relationships are. A complete 
environmental analysis will be partly based on the FF2020 drone observatory 
and the inventory we will makes with our UAM ‘sister projects’ AiRMOUR and 
Aurora (see Annex A, Sister Projects, p. 36).   

 
3. Strategy - The environmental analysis forms the basis for the communication 

strategy. That means making choices. Which well-chosen target groups are 
we going to target? Which frame fits? What should communication 
encompass? And which means are most effective to achieve the goals we have 
determined within FF2020. As we have several target groups there will be 
different strategies that all link to our generic project goals and 
communication approach. 

 
4. Story - With a widely supported strategy, the door has been opened for the 

elaboration of the communication approach. An important pillar of this is the 
collective story. Within FF2020 we have determined several storylines 
(communication dimensions) that all individually serve a specific purpose but 
always relate to our generic project goals.  
 

5. Approach - A good communication approach is crucial for the success of your 
strategy. This pillar is about designing and executing a careful communication 
process, with the right resources at the right time. This also includes making 
agreements about roles and tasks. 
 

The following described storylines will develop during the course of the project and – 
when needed – other storylines will be added. 
 
Our approach is designed to formulate a communication message in accordance with 
our FF2020 storylines.  
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1.  FF2020 project story 
- Why did we start this project?  
- Who are the consortium partners? 
- What are our goals and objectives? 
- Who are our target groups? 
- Who are our supporting partners? 
- What kind of impact do we want to have within the EU? 

 
2. FF2020 Consortium partner story 

- Why did the partner join the consortium? 
- What does the partner add to the consortium? 
- What does the partner hope to achieve through FF2020? 
- Who are the team members involved in FF2020? 
- What does the partner offer in general? 

 
3. FF2020 Work Package story 

- What do we want to achieve per work package? 
- Who is/are involved in the specific work package? 
- When do we expect to share actual results (deliverables)? 
- What kind of partners/target groups/networks are needed to 

validate the work package work and increase the reach of its 
outcome? 

 
4. FF2020 Partner story 

- What does the partner add to the consortium? 
- What does FF2020 add to the partner and its network? 
- Why does the partner contribute to FF2020? 
- How does the partner contribute to the awareness surrounding 

FF2020? 
 

5. FF2020 General Urban Air Mobility (UAM) News 
- What is the latest news in the field of Urban Air Mobility? 
- What is the latest news from the European Commission (EC) in 

relation to Urban Air Mobility? 
- Which Urban Air Mobility events are must-attend events? 
- Which events, masterclasses or training activities will FF2020 

and its sister projects develop and make available? 
 
Below you will find the FF2020 communication process guidelines, which - step by 
step – guides you through the process.  
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Figure 1 - Communication Strategy Process Guidelines 

 
In order to understand the 20 steps of the FF2020 communication model a short 
description per building block is described. 
 
Challenge 

1. Goal: determine the exact goal the message should have, how it relates to 
FF2020, what kind of impact it should have, and when it should have reached 
its goal 

2. Initiative: who – within the FF2020 consortium- took the initiative for the 
message or is the message a response to an external happening? 

3. Phase: to which phase or milestone of FF2020 does the message relate? 
Which activities, tasks or deliverables can be related to this message? 

4. Measures: what kind of role does FF2020 have concerning this message? Do 
we facilitate, instigate, support or elaborate on its content? 
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Context 
5. Actors: which internal and external actors are involved in creating this 

message? And which target groups are we addressing? 
6. Stakeholders: determine the interests of all relevant stakeholders and draft 

your message accordingly 
7. Relations: what are the relationships of the stakeholders involved and how can 

we create synergy through our message, and do we already know which 
organisations are in favour or against such a message? 

8. Involvement: who do we need to involve, how do we involve them, and do they 
have the chance to provide insights before or feedback after drafting the 
message? 
 

Strategy 
9. Target groups: what target groups are part of the FF2020 communication 

approach? 
10. Results: what do we hope to achieve with our message per target group? And 

how does it relate to the FF2020 project storyline? 
11. Perspective: which perspective do we take while sharing the message? That of 

a partner, expert, influencer or end-user? 
12. Frame: Which frame fits this message best? A legal, ethical, regulatory, 

financial, technical or societal frame? 
 

Story 
13. Listen: what do the stakeholders need or want? What do they see a challenge, 

problem or chance? 
14. Answer: how do we relate the storylines of FF2020 to the needs and wants of 

our stakeholders? Even if there are conflicting interests, we ensure our 
message relates to the most urgent needs or mandatory requirements 

15. Storyline: do we apply the FF2020 project story, the consortium partner 
story, the work package story, the partner story or do we link our message to 
general Urban Air Mobility news? 

16. Tone: determine the tone of voice per message and the targeted group(s) that 
we want to reach (for example - informal versus formal and technical versus 
simple) 
 

Approach 
17. Means: determine which communication means we use to reach our target 

groups in the most efficient and effective way to ensure reach and impact 
18. Sender: determine who is the sender of the message. Is it the entire 

consortium, a specific consortium partner, a partner, an ambassador or an 
advisory board member? 
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19. Content calendar: include all our messages in our FF2020 content calendar 
and update this calendar on a regular basis while showing the results of the 
previous messages 

20. Organisation: Digie is in charge of the generic FF2020 communication and 
receives content or requests from all the consortium partners. Digie will draft 
and/or review messages and is responsible for the weekly updates on the 
website and the FF2020 social media channels. Messages include press 
releases, weekly social media posts, articles, research, interviews and sharing 
generic Urban Air Mobility news 
 
 

3. Defining Communication and Dissemination 
 
FF2020 communication and dissemination activities will include significant 
milestones to expand the reach of the project across different communication 
channels and platforms. Going forward, it is important to reiterate the distinction 
FF2020 has made between communication and dissemination. 
 
Communication activities comprise activities applying to the entire project (including 
results). It starts at the project launch and focuses on the consortium and project 
supporting partners, the media as well as communities in Europe and beyond so as 
to achieve a multiplier effect. Creating informative content and engaging through 
this with the general public will offer an opportunity to promote the benefits of the 
Living Labs and global approach. 
 
Dissemination activities comprise of activities pertaining only to results as soon as 
they are available. The information will be shared with peer groups, industries, 
professional organisations and policymakers who may apply these sustainable 
results in their work, e.g.: business model; economic, social and ecological impact; 
professional relationship between all stakeholders in the European Urban Air Mobility 
ecosystem. 
 
 

4. Goals 
 
This communication strategy corresponds to task 7.2 (T7.2, Dissemination and 
Communication Strategy) of Work Package 7 (WP7, Awareness-Activities and 
Business Development). The defined goals for FF2020 are the understructure of this 
report, which will be used as a tool to support the project’s mission statement and 
vision. 
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One of the desired achievements of this strategy is to identify and organise activities 
for dissemination and communication purposes intended for the respective target 
groups. The aim is not only to keep relevant parties to the project informed, but also 
to expand the scope of dissemination and communication activities on target groups 
outside of FF2020’s current network. 
 
The defined goals for this project have a broad scope and are the desired long-term 
results of this communication strategy. These goals are: 
 

1. Maximum exposure of the project key facts, outputs and findings among peer 
groups, industries, professional organisations, policymakers as well as local 
communities to raise awareness, increase engagement and reach maximum 
impact. 

2. Supporting the transfer of project results and engagement from key 
stakeholders in academia, industry, EC and its related initiatives (European 
Union Aviation Safety Agency (EASA), Single European Sky ATM Research 
(SESAR), etc) to generate interest and receive validation from peers globally. 

3. Enhancing the commercial potential of the results as well as users’ reception 
and user acceptance within the European Union (EU). 

 

4.1 Objectives 

 
In order to achieve the aforementioned goals, FF2020 must firstly define a positive 
and cohesive brand identity which encompasses visual elements (colour, logo and 
design as established in the FF2020 Brand Book, Annex D, p. 42-62) and 
communication/dissemination elements (purpose, goals and messaging). The 
purpose is to establish an identifiable brand across Europe that will be instantly 
correlated to UAM and Unmanned Aircraft Systems (UAS) by FF2020 target groups. 
 
Secondly, it can be accomplished by using communication and dissemination 
material to inform the media, project partners and target groups of project 
milestones, results and other relevant news. The communication and dissemination 
material must always reflect the developed brand identity and voice.  
 
Additionally, specific actions need to be taken in order to achieve the communication 
goals. Those required actions are the communication objectives, which will be used 
to evaluate the results of this strategy. 
 
For FF2020 these objectives are: 

1. Awareness – Insider information and informative content will be regularly 
made available within the consortium as well as to trusted partners. 
Additionally, the informative content will also be shared with target groups 
possessing limited or no knowledge of FF2020. In order to convey the 
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intended message, it is of utmost importance to simplify complex and/or 
technical terms. The aim is to raise the project’s profile as well as to 
communicate news, activities and outcomes relating to the project. 

2. Understanding – Relationships with groups that directly benefit from 
FF2020’s mission must be nurtured by continuously updating them with 
relevant news of progress being made in order to share or reinforce 
foundational concepts and knowledge. This will create a deeper 
understanding of the work being done, build trust in the project and 
subsequently help positioning of FF2020. Furthermore, sharing knowledge 
can positively influence erroneous perceptions and attitudes which can lead to 
changes in social norms. 

3. Engagement – Target groups will be engaged in a two-way conversation, 
encouraging them to pose their questions, voice their concerns and/or give 
feedback. This information is invaluable for improving not only 
communication, but perhaps other aspects of the project as well. 

4. Commitment and Action – Naturally, it is important to prompt action through 
content development by targeting groups that are in a position to use any 
product, adopt an approach and/or output offered by the project. An 
increased satisfaction rate will result in increased commitment from current 
partners and potential partners, consequently enhancing the reception of the 
project results and commercial potential through gained recognition and 
commitment from target groups 
 

 
Figure 2 - Overview Goals and Objectives 
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Positioning FF2020 across Europe and around the globe with the support of trusted 
partners hinges upon the success of this communication strategy. Moreover, it is 
pivotal to stay on top of and share news that is relevant to project partners and to 
the public; hence, timely content will be produced and released with the purpose of 
creating general interest in FF2020 whilst providing the public with valuable insights. 
 
 

5. Target Groups 
 
Activities, news and other pertinent information concerning FF2020 will be shared 
with internal and external parties. Prior to initiating any communication or 
dissemination of results, it is imperative to assess which target group the message is 
intended for. This will help determine how to effectively address the target group 
based on demographics, preferred channels of communication, behaviour and pain 
points. 
 
Going forward, a distinction will be made between internal and external 
communication in order to assist in selecting the right target group. This will result 
in formulation of the message in terms that are better comprehended by that 
audience. 
 
5.1 Internal Communication and Dissemination 

 
A factor to be considered before carrying out internal communication is the intended 
target group’s level of familiarity with the message being conveyed. It will be carried 
out by consortium members and is vital to ensure the project’s satisfactory 
performance and success. Before communicating and disseminating results 
internally, the message must be tailored to the intended internal target group or 
partners with specialties in the following fields: 
 

1. UAM  
Who – This group is mainly focused on aspects of the project regarding 
aviation and UAM, including its rules, regulations and implementations. 

2. Process, policy and governance 
Who – People involved in this aspect of the project are seeking how to 
implement (new) technology, policy and governance frameworks within the 
UAM ecosystem.  

3. Technical 
Who – These are partners or people within the consortium or participating 
partners directly involved with aspects regarding the geospatial digital 
infrastructure, the digital toolbox, the semantic ontology and machine 
readable format. 
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5.2 External Communication and Dissemination 

 
For an effective external communication and dissemination, FF2020’s message must 
be formulated FF2020’s in a tone that will resonate with the audience. To accomplish 
this, a selection must be made from the following target groups: 
 

1. General public 
Who – The general public consists of ordinary global citizens that are not 
members of organisations with influential power on society as a whole.  
Knowledge level – This group has poor knowledge of the intricacies 
pertaining to the EU, its institutions and programmes can deter this group 
from supporting FF2020, especially when it also involves new technology 
and terms they have little understanding of. Reaching them is, therefore, 
particularly difficult because they do not actively seek information in 
regard to this subject. 
Message – It should outline the ‘European Added Value’ through the 
qualities associated with FF2020 in areas of interest to this group, rather 
than the EU’s institutions, policies and programmes. The language must be 
clear and devoid of complex UAM terminology.  

2. Interested general public 
Who – These citizens are not directly involved with UAM, but who use 
services related to UAM. This class is not involved in Urban Air Mobility 
directly, but they are in touch with it and use on services related (for 
instance commercial logistics, or security services) as end-users. 
Knowledge Level – As users of services related to UAM, this group has 
limited knowledge of what it entails, but are aware of its potential and 
importance. 
Message – It should focus on the potential expansion of services related to 
UAM resulting from FF2020’s success and how it can benefit them as end-
users. The language must be professional and avoid the use of complex 
UAM terminology. 

3. Interested decision makers 
Who – They are regional and national politicians as well as local business 
leaders and have a great influence on organisations and communities in 
their respective regions. 
Knowledge Level – This group is aware of the importance of UAM but has 
limited knowledge of the particulars behind it.  
Message – It should increase awareness of the immense benefits resulting 
from the success of the project. The message must also elaborate to which 
groups will benefit and to which extend. Because this group is already 
aware of the importance of UAM, there is considerable potential in 
obtaining their support. The language must be professional and avoid the 
use of complex UAM terminology. 
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4. Specialised decision makers 
Who – This group consists of specialised decision makers for local 
transport; urban, logistic, security politicians; organisation managers; and 
business and research leaders. They are able to decide whether their 
organisation should get involved in the project and are professionally 
motivated to become involved with FF2020 and stay informed of the 
project’s outcomes 
Knowledge level – These specialised decision makers have fair knowledge 
concerning UAM, its importance and potential. 
Message – It must highlight how the success of FF2020 can contribute to, 
for instance, the private and research sectors supplying technical 
solutions in the transport, construction, logistic, inspection or agriculture 
domain through drone and technology investments. Therefore, the 
message should be persuasive so as to convince this group to support and 
partake in the project. The language must be professional and the use of 
more complex UAM terminology can be used to expound technical terms.  

5. Highly specialised professionals 
Who – This highly specialised group includes: mobility civil servants; 
transport, logistic, inspection security industries; research professionals; 
and supplier companies. Their work relates directly with daily operations 
performed in the fields of transport, urban, security planners, operators, 
dispatchers, etc. Also belonging to this specialised group are civil servants 
working for the local mobility politicians, consultants as well as 
professionals in the private and research sectors where they supply 
technical solutions. 
Knowledge level – These specialised decision makers have high knowledge 
concerning UAM, it’s importance and potential. 
Message – It must convey how FF2020 solutions can improve efficiency in 
the fields these highly specialised professionals work in or with. The 
language must be professional and the use of more complex UAM 
terminology can be used to expound technical terms. 

 
It is important to emphasise that although FF2020’s focus lays on UAM, the general 
public has their own perception and (limited) knowledge of what it entails. Before 
initiating communication and dissemination, each target audience’s point of view 
must be recognised, and the intended message adapted accordingly. FF2020 aims to 
make inclusive content and take different cultural differences in high consideration. 
 
The following figure summarises FF2020’s target groups, their current knowledge 
level regarding UAM, the intended message and the language to be used or avoided, 
as well as the desired action from these target groups. 
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Figure 3 - Overview Target Groups 
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5.3  Key Message 
Once a target group has been identified, the next step is to break down the set 
objectives into key messages for each of those groups. 
 
All key messages must resonate with the selected audience. Continuity across the 
messages is crucial. They must deliver a clear understanding of what FF2020 stands 
for. Therefore, all key messages link back to project objectives and values. 
 
End-users, Policy Makers and General Public Key Messages 

1. UAM is beneficial for society. FF2020 will help to improve understanding of 
the use and relevance of Urban Air Mobility and how it fosters societal 
progress in order to increase the acceptance of the general public. 

2. FF2020 engages with end-users via its Living Labs to ensure the needs 
and wishes of these target groups are included in the development and 
deployment of FF2020 results. 

3. FF2020’s development will raise a number of ethical, legal, economic and 
industrial questions that need to be addressed and FF2020 will contribute 
to answer them as results become available. 

4. FF2020 will contribute to identify the regulatory needs and gaps 
applicable to Urban Air Mobility in the EU. 

5. FF2020 events (conferences, workshops, webinars, etc.) are taking place 
in order improve to awareness about the needs and gaps in the UAM field. 

 
Technical Expertise Key Messages 

1. FF2020 coordinates workshops with stakeholders to identify gaps and 
needs in the field of regulation and standardisation related to Urban Air 
Mobility. 

2. FF2020 creates a new geospatial digital infrastructure for Urban Air 
Mobility which will develop into a new Urban Air Mobility standard for 
Europe. 

3. FF2020 develops a new governance and frameworks to implement the 
geospatial digital infrastructure in Living Labs so that it complies with EU-
regulation and end-user expectations. 

4. FF2020 introduces an Identity of Things scheme in which all involved 
parties within the Urban Air Mobility ecosystem are identified according to 
and in compliance with Electronic IDentification, Authentication and trust 
Services (eIDAS) and General Data Protection Regulation (GDPR). 

5. FF2020 translates the developed governance, regulations and standards 
into machine readable format. 

6. FF2020 introduces a Digital Toolbox for Urban Air Mobility that supports 
the implementation of the FF2020 technologies within cities in Europe. 
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Business Expertise Key Messages 
1. FF2020 works on removing or reducing the non-technical barriers in the 

diffusion of Urban Air Mobility through real-life applications in Living Labs. 
2. FF2020 develops sustainable business models to facilitate the access to 

new market opportunities in specific Urban Air Mobility cases. 
3. FF2020 facilitates networking between government entities, small and 

medium-sized enterprises (SME), large companies and potential end-users 
in the field of Urban Air Mobility. 

4. FF2020 provides an overview of multiple funding instruments available for 
urban Air Mobility projects development. 

5. FF2020 helps IPR management related to Urban Air Mobility through the 
development of an exploitation plan and its accompanying market 
analysis. 

 
Ethical, Legal and Socioeconomic Expertise Key Messages 

1. FF2020 contributes to identify the needs and gaps in the regulatory 
framework applicable to Urban Air Mobility of European Member States 
and European cities. 

2. FF2020 conferences and workshops focusing on the compliance with 
existing regulatory frameworks, standards and its assessment are taking 
place in order improve the existing regulations and standards. 

3. FF2020 will bring together experts to debate the mentioned issues related 
to Urban Air Mobility. 
 

 

6.  Communication and Dissemination Platforms 
 
FF2020 will use different forms of communication to help ensure the success of the 
project.  In order to capture and retain the attention of target groups, online and 
offline activities will be built to boost engagement and increase commitment through 
the use of visual content (e.g., GIFs, videos, infographics, photos) as well as written 
content. All FF2020 communication and dissemination content must be cohesive and 
reflect the established brand identity (see Annex D, Brand Book, p. 42-62). 
 
Relevant information for target groups pertaining to FF2020 will be distributed by 
way of the following communication and dissemination tools and channels: online 
platforms, project documentation, publications and events.  
 
6.1 Content development 
Ideally FF2020 content should be delivered by consortium members, trusted 
partners, WP7 members or created in collaboration with the WP7 members. 
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Furthermore, all content must always be sent to the WP7 lead for approval prior to 
its release.  
 
6.2  Online Platforms 
 
6.2.1 FF2020 Website  
The FF2020 website (www.ff2020.eu) is the primary internal and external 
communication and dissemination channel. The aim is to have all documentation that 
supports the fundamental strategic goals and objectives of the project in a cohesive 
manner and adhering to the brand identity in a widely accessible platform. A monthly 
evaluation of the website will occur to verify if it is up to date on all details 
surrounding FF2020. 
 
Public information 
A list of the following content will be readily available on the FF2020 website: 

• Press releases 
• Project milestones and results  
• Activity and event news  
• Partner information  
• Other relevant news relating to FF2020 
• Blog 
• Newsletter (to be send via a mailing list to subscribers) 
• e-Library (content and publication catalogue linking back to PDF-

documents)  
• FAQs (Sister project Aurora is working on a Citizen Acceptance project. 

WP7 members will seek their input for devising the FAQs list by using 
some of the information they have acquired) 

 
Private information 
A restricted area on the site will allow access only to registered consortium partners. 
It will contain the most recent versions of the FF2020: 

• Project Handbook (D1.1) 
• Data Management Plan (D7.2),  
• Confidential deliverables (if any) 
• Working documents 
• Contact list 
• Internal project calendar (including planning) and functionalities to 

post, read and edit documents 
• Communications strategy and brand book 
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6.2.2  Partner Websites and Content Release 
To boost the impact among (highly) specialised target groups, all consortium 
members and partners are expected to periodically mention their participation in 
FF2020 on their organisation’s website. 
 
Consortium members and partners are expected to help maximise FF2020’s reach 
and impact by periodically sharing relevant content – including the promotion of met 
deliverables – on their own social media ‘profiles’. This content will subsequently be 
shared on all FF2020 publications and online platforms. 
 
All consortium member websites and social network handles are listed in Annex C, 
Consortium Partner Websites and Social Media Handles (p. 38-41). 
 
6.2.3 Social Network Platforms 
FF2020 will employ the most-widely used platforms around the globe, including 
LinkedIn, Twitter, Facebook, YouTube and Instagram to interact directly with target 
groups, including potential partners, end-users and the general public.  
 
A public social network ‘profile’ or ‘user’ will be created on the aforementioned 
networking channels to raise awareness, increase understanding, engagement and 
encourage target groups to take action in regard to FF2020. This can not only be 
accomplished by publishing educational (for target groups with poor/limited 
knowledge of UAM) and thought-provoking content – which will develop 
continuously as the project moves forward – and will be released as more project 
outcomes are ready to be published in addition to dissemination of project results. 
Tagging and engaging leaders and influencers in conversation will help widen 
FF2020’s global reach. Gaining a large following and/or subscription is essential to 
establish a social network presence and maximising the project’s impact on a global 
scale. 
 
In short, taking advantage of a powerful instrument such as social media is vital to 
ensure project objectives will be reached. The aim is to create a multiplier profile-
raising effect on activities and news relating to FF2020. 
 
6.2.3.1 Social Network Hashtags, Profiles Tags and Content Description 

1. Social network hashtags – These are metadata tags that will be used as a way 
to connect FF2020 social media content to a specific topic, event, theme or 
conversation. They also make it easier to discover posts around those specific 
topics, because hashtags amass all social media content with that same 
hashtag. The following hashtag rules must be adhered to: 

• All FF2020 content on LinkedIn, Twitter, Facebook, Instagram and 
YouTube, including press releases, must always contain the following 
overall project hashtags: 
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#FF2020 #H2020 #INEA #CINEA #urbanairmobility #UAM #UAS 
• All FF2020 posts shared on social network platforms that include 

topics relating to specific consortium member(s) must include – in 
addition to the aforementioned hashtags – another hashtag mentioning 
the involved consortium member(s), e.g.: 
#ConsortiumMemberX #FF2020 #H2020 #INEA #CINEA 
#urbanairmobility #UAM #UAS 

• In addition to the aforementioned hashtags press releases must always 
include hashtags mentioning every consortium member individually 
and the related subject. 
 

2. Profile Tags – Tagging specific social media profile identifies each person 
(representing a company/organisation) in shared posts and visual content. 
They also receive a notification to inform them that they have been 
mentioned. It also links back to that specific post and/or visual content. This 
makes it easier for each tagged person (representing a 
company/organisation) to continue sharing FF2020 content. 

• Consortium member(s) mentioned in FF2020 posts or appearing in 
visual content must always be tagged individually, e.g.: 
@john_doe 

• When FF2020 posts and/or visual content contain topics pertaining 
to specific consortium member(s), consortium member tags must 
be used in addition to tags of the person(s) representing it, e.g.: 
@consortium_member_x @john_doe 

• Press releases must always include the profile tag of every 
consortium member individually. 

• The social media profile of each person mentioned in FF2020 posts 
or appearing in visual content must always be tagged. When the 
individual represents a company or an organisation, the 
company/organisation tag must be added as well. 

• When FF2020 posts and/or visual content contain topics pertaining 
to ‘sister projects’ AiRMORE, Aurora (see Annex A, Sister Projects, 
p. 36), they must be tagged as well, including the person appearing 
in said post or visual content representing the sister project. 

• FF2020 content can include the European Commission profile tag 
@EU_H2020 when deliverables are met. 

 
3. Content description – All FF2020 content must refer to the European 

Commission H2020 Research and Innovation Programme: 
• FF2020 content, including press releases, must always include the 

following: 
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FF2020 is funded by the European Commission H2020 Research 
and Innovation Programme under grant agreement 101006828 
and call identifier H2020-MG-2018-2019-2020 (2018-2020 
Mobility for Growth).   

 
6.2.3.2 LinkedIn 

Platform type – Social network for professionals and companies seeking work 
synergies along with new professional or business opportunities. 
Audience – Interested professionals from diverse fields, organisation and 
business directors, decision makers, scientific groups and other field experts, 
etc.  
Purpose – Share relevant news and disseminate results to this audience in 
order to raise the level of understanding and engage this group in 
conversation which can result in relevant feedback regarding the project and 
amass support from professionals. 
Message – It must include information concerning project milestones, 
dissemination of results to increase understanding of FF2020’s mission, its 
outcomes and how it will benefit the public and private sector and society as a 
whole. 
Content type – Written articles or posts, links to the FF2020 or other websites 
in addition to visual content (photos, videos infographics, GIFs, etc.). 
 

6.2.3.3 Twitter 
Platform type – Social media network where people communicate in short 
messages to share social sentiment and news in real-time.  
Audience – General public, professionals from diverse fields, organisation and 
company directors, decision makers, scientific groups and other field experts, 
etc.   
Purpose – Disseminate results, share relevant news and links in order to raise 
the level of understanding and engage this group in conversation. This will 
result in receiving relevant feedback regarding the project and amassing the 
support from the audience. 
Message – For FF2020, Twitter is the preferred platform during seminars and 
workshops to engage people in conversation in real-time and instantly receive 
feedback. Additionally, it will be used to outline project outcomes and how it 
will benefit the public and private sector and society as a whole. 
Content type – Short written posts, links to the FF2020 or other websites in 
addition to visual content (photos, videos infographics, GIFs, etc.). 
 

6.2.3.4 Facebook 
Platform type – Social media platform where people connect with each other 
and organisations they care about. 
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Audience – General public. With 2 billion users, it has the biggest reach of all 
social media platforms. 
Purpose – Disseminate results, share relevant news and links in order to raise 
the level of understanding and engage this group in conversation. This will 
result in receiving relevant feedback regarding the project and amassing the 
support from the audience. 
Message – It must include relevant news regarding FF2020 to improve 
understanding of FF2020’s mission, its results and how it will increase 
‘European and Global Added Value’ and benefit society as a whole. 
Content type – Short written stories, links to the FF2020 or other websites in 
addition to visual content (photos, videos infographics, GIFs, etc.). 
 

6.2.3.5 YouTube 
Platform type – Media sharing network where people share their own videos. 
It is also the second biggest search engine after Google, where people can 
search for videos shared by other YouTube content creators.  
Audience – General public. 
Purpose – Share audio-visual content to disseminate results, share relevant 
news in order to raise the level of understanding and engage this group in 
conversation. This will result in receiving relevant feedback regarding the 
project and amassing the support of this audience. Because audio-visual 
content will already be produced to publish on the website, it can be easily 
shared through an FF2020 YouTube channel to cast an even wider net. A 
video format will help to visualise FF2020’s objectives and help to attain and 
retain the attention of the audience. 
Message – It must include relevant news regarding FF2020, its results and 
how it will increase ‘European and Global Added Value’ and benefit society as 
a whole.  
Content type – Primarily audio-visual content followed by a short description. 
 

6.2.3.6 Instagram 
Platform type – Media sharing network where people search and share 
photos, videos and other online media. 
Audience – General public, organisations and companies. 
Purpose – Share visual content, links to blogs and articles to disseminate 
results, share relevant news and links in order to raise the level of 
understanding and engage this group in conversation. This will result in 
receiving relevant feedback regarding the project and amassing the support 
from the audience. 
Message – It must include relevant news regarding FF2020 to improve 
understanding of FF2020’s mission, its results and how it will increase 
‘European and Global Added Value’ and benefit society as a whole. 
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Content type – Photos followed by a short description and a link in the ‘profile 
bio’ to blogs, news and articles.  
 

6.3 Project Documentation 
 
To expand visibility and help raise FF2020’s profile, documentation outlining the 
project objectives and outcomes will be produced, such as brochures, presentations, 
posters and visual content. The responsibility of production of this documentation 
lies with the WP7 lead. 
 
6.3.1 (Digital) Press Kit 
To ensure widespread press coverage, a package containing promotional material 
will be designed to assist the press in telling FF2020’s story. Additionally, it will 
serve as an information kit for anyone interested in learning more about FF2020, 
such as potential partners. The press kit will be available digitally and in paper form. 
It will undergo a monthly evaluation to verify that it contains the most recent and 
relevant project details. 
 
The following material will be included in the (digital) press kit: 

1. Short FF2020 introduction – This will be a brochure or PDF-document, 
PowerPoint presentation or video outlining the project’s mission and vision.  

2. Short consortium members introduction – This will be a brochure or PDF-
document/PowerPoint Presentation outlining the mission and vision of 
consortium members. 

3. Important press releases – The press kit will include two of the most 
newsworthy press releases of the year in paper form or in a PDF-format. As 
new press releases are publicised, older releases will be swapped out to keep 
the press kit up to date. 

4. FF2020 objectives – This will be a brochure, PDF-document, PowerPoint 
presentation or video outlining FF2020’s objectives. 

5. Living Labs short introduction, milestones and results (when available) – This 
will be a brochure, PDF-document, PowerPoint presentation, infographic or 
video outlining the progression of the project. As milestones are reached and 
deliverables are met, older content will be swapped out to keep the press kit 
up to date. 

6. Contact Information – To avoid missing opportunities, contact information will 
be available to journalists and others who require additional information in 
regard to the project. 

7. Digital artwork – A variation of FF2020’s logo and project related visuals will 
be included in in high resolution EPS or PNG-format.  
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6.3.2 Brochures 
The brochures designed for the press kits will also be made available digitally and 
paper form to distribute at seminars, workshops, FF2020 or other events.  
 
6.3.3 Posters 
One project poster will be designed as a visual tool to garner instant attention from 
target groups at FF2020 events and other gatherings where consortium members 
will participate. Additionally, FF2020 event posters will be designed to highlight the 
event concept. 
 
6.3.4 Infographics 
Infographics are a great instrument for visually presenting information. This tool will 
be utilised to disseminate project results to target audiences in a simplified manner. 
 
6.3.5 PowerPoint presentation 
All PowerPoint presentations designed for the press kits will also be made available 
for consortium members and interested parties which will help to present the 
FF2020 story to interested parties. 
 
6.3.6 Video 
A promotional video will be produced to introduce the FF2020 project and its 
partnership activities. Additional promotional videos will be produced when 
deliverables are met and at FF2020 events. These will be posted on the FF2020 
website and on the FF2020 YouTube channel. 
 
6.4 Project Publications 
 
6.4.1 Press Releases 
Press releases will be sent to media outlets to announce important news about the 
project, in particular milestones and results with the purpose to maximise exposure, 
consequently raising FF2020’s profile. A press release has already been published 
announcing the project launch, subsequent press releases will be written and 
distributed to announce important achievements. 
 
6.4.2 Newsletter and Blog 
In the initial stages of the project a monthly e-mail will be sent to keep the 
subscribers of FF2020 website’s newsletter abreast. The newsletter can be sent bi-
weekly when there is more relevant project news becomes available, including 
achieved milestones and results. Additionally, in the primary stages of the project, a 
blog will be posted bi-weekly on the website targeting prospective end-users with 
project related information. 
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6.4.3 Scientific Publications 
Strategic scientific or technical communications designed to influence policy and 
practice require different skills and expertise. Therefore,special contribution from 
consortium members and trusted partners will be necessary for scientific/technical 
publications to support this aspect of the project.  
 
These publications or white papers are of utmost importance for scientific validation 
of the project. It is for this reason that FF2020 aims for recognition and publication 
from the following distinguished journals: International Journal of Unmanned 
Systems Engineering; Journal of Unmanned Vehicle Systems, Inside Unmanned 
Systems; Drone User Magazine, DRONES Monthly, Drone MULTIROTOR, RotorDrone 
Magazine, IEEE Xplore Digital Library, Journal of Intelligent Robotic Systems, just to 
name a few. 
 
6.5 Project Events 
 
As soon as restrictions on public gathers (due to the COVID-19 pandemic) are lifted, 
FF2020 events can be planned as a way to share project goals and engage in person 
with target groups. FF2020 will schedule several events, workshops (as soon as 
restrictions due to the COVID-19 pandemic are lifted), webinars and online events. 
The aim is to share project developments and engage with target groups in order to 
obtain commitment, support and persuade them to participate. Events will be 
promoted on FF2020 and consortium members’ online platforms, publications and 
FF2020’s documentation. 
 
The table below shows the types of events organised by FF2020 or where FF2020 
delegates will be present: 
 
Event Type Purpose Examples 
Regional Organise events at a regional 

level, participate in local 
events with a targeted 
presentation, etc. 

Dutch Drone Event and the 
Amsterdam Drone Week; 
sTARTUp Day; Expodronica, 
DroneItaly, etc. 

European Network and represent 
FF2020, organise and/or 
attend workshops, give 
project related presentations, 
etc. 

UAV Expo; European Drone 
Summit; UAV Show: 
European show of the 
professional drone, 
Customer Technology 
World, GovTech Summit, 
etc. 
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International Attend international events 
for the distribution of 
material, increase awareness, 
commitment and encourage 
action on a global level and 
raise FF2020’s profile, etc. 

InteDrone; World ATM 
Congress; CES - Unmanned 
Systems; FAA UAS 
Symposium; Drone Show 
Korea; International Drone 
Expo, etc. 
 
 

Table 1 - Event Types 

 
 
7. Content Calendar 
 
The FF2020 social media strategy is based on 4 pillars:

 
Figure 4 - The 4 Pillars of FF2020's Social Network Strategy 

 
The figure on the following page outlines the types media available for FF2020 
communication and dissemination: paid, earned, shared or owned. 
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Figure 5 - Available Media Types 
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Figure 6 - Outline FF2020's Content Calendar 

 

Below is an outline of FF2020’s content calendar: 
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Figure 7 - Social Network Platform Analytics 

The charts below give insight into each social network platform’s analytics: 
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Social media wisdom - feed versus stories:

 
Figure 8 - Feed vs. Stories 

 
 

8. Communication Protocol 

 
Consistency and cohesiveness are the key to an effective and streamlined 
communication protocol. Online platforms make it possible to reach and engage with 
target audiences instantly. This makes it crucial to set a communication protocol in 
place in order to ensure that all consortium members communicate to target groups 
in a way that reflects F2020’s brand identity in order to convey the right message. 
To accomplish this, the following communication guidelines have been established:  
 

1. Written communication 
• The style guide established in the brand book must be used in all written 

communication. Cohesive written material will result in an identifiable 
brand to target audiences. 

• The language for all official written communication is English, using the 
British spelling variant. 

• Written content for external communication must always be reviewed and 
approved by the WP7 lead prior to its release.  

 
2. Visual Content 

• The format and design established in the brand book must be used when 
designing visual content – this is vital for brand recognition.  

• FF2020 logo variants have been designed to ensure correct logo usage – 
for example, a dark coloured logo may be the standard, but when it’s 
placed on a darker background, it must be changed to a lighter colour. 
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3. Social network 
• All aforementioned procedures for written communication and visual 

content must be adhered to when posting on social network platforms. 
• Consortium members and trusted partners are expected to follow all 

FF2020 social network profiles on the platforms where they also have 
created profiles.  

• Consortium members and trusted partners are expected like and comment 
on each FF2020 post on LinkedIn to widen its reach and increase 
engagement on the platforms used by FF2020. 

• Consortium members and trusted partners are expected to mention, tag 
and use the FF2020 when posting content relating to FF2020 on their 
organisation platforms. 

• Comments on social network platforms should be responded to within 24 
hours. 

 
4.  Content development 

• FF2020 consortium members and trusted partners must contribute as 
much as possible in making communication and dissemination content, 
particularly in fields where more expert knowledge is needed. 

 
The figure below showcases the internal communication steps that must be taken 
prior to the publication of official written content relating to FF2020: 
 

 
Figure 9 - Internal Communication Steps 

 
 

9. Evaluation 

 
Evaluation is the cornerstone of a successful communication strategy. It is the basis 
on which to assess whether FF2020’s communication and dissemination process 
contributes to achieve the global project goals and objectives. Assessment of 
communication activities will be performed parallel to the project’s overall 
assessment and evaluation. The purpose is to regularly re-examine the strategy to 
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find underperforming elements, redefine where necessary and keep monitoring to 
ensure its success. An evaluation of this communication strategy will be carried out 
as follows: by assessing performance standards; measuring impact, performance 
registry and reporting, re-examining and reinforce messages. 
 
9.1 Performance Standards 
The performance of this strategy’s key elements will be measured quarterly by 
tracking the following: 

1. Brand awareness –What is the level FF2020 of acknowledgement by 
stakeholders and the general public across Europe? How many organisations 
have been persuaded to participate and support FF2020 since the launch of 
the project? Have the numbers been increasing progressively? Is the strategy 
on the right track to achieving the desired target numbers?  

2. Website and social network analytics – Analytical web tools for monitoring 
traffic on the website and social network platforms will give insight into the 
demographics of visitors, their interests and needs. They will also indicate the 
level of engagement through comments and post sharing.  

3. Article publications and media appearances – How many times has FF2020 
been mentioned in or interviewed for articles or publications? Has FF2020 
been mentioned in or interviewed for television or podcasts?   

4. Events – Is the number of attendees growing as the project moves forward? 
How much support and participants are gained after these public gatherings? 

 
9.2 Impact Measurement 
To help determine FF2020’s impact to understand the effects of the project on 
stakeholders and the general public, measurable values – or Key Performance 
Indicators (KPI)– must be set. KPI will show which communication channels are 
reaching its intended target and underperforming elements of the strategy.  
The table below shows the KPI, target numbers per year and which measuring will be 
tools for evaluation: 
 

Activities/Channels KPI Target (*average per year) 
Measuring 

Tool 

Website 

Number of visitors >3000 website visits * 
Online 
Analytical 
Tools 

No. of individuals / 
organisations 
signed up to 
receive email 
updates/newsletter 

>100 individual organisations by 
year 1 
>300 individual organisations by 
year 2 
>600 individual organisations by 
year 3 

Online 
Analytical 
Tools 
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Social Media 
Channels 

No. of Twitter 
followers 

>1000 Twitter followers* 
Online 
Analytical 
Tools 

No. of Facebook 
followers 

>1000 followers on Facebook* 
Online 
Analytical 
Tools 

No. of LinkedIn 
followers 

>1000 followers on LinkedIn* 
Online 
Analytical 
Tools 

No. of Instagram 
followers 

>1000 followers on Instagram* 
Online 
Analytical 
Tools 

No. of Project 
videos 

1 video’s per Living lab and 1 for the 
entire project * 

Performance 
registry 

No. of views on 
YouTube 

>3000 views on YouTube* 
YouTube 
Analytics 

No. of social media 
interactions from 
across the EU 

>10 representative groups 

Online 
Analytical 
Tools and 
Performance 
registry 

Networking with 
communities, 
networks and 
associations 

No. of contacts 
who show support 
for the project 

>5000 people 

Performance 
registry 

Peer reviewed 
scientific journals, 

conference 
publications and 

white papers, and 
other social 

publications in 
newspapers 

No. of peer-
reviewed scientific 
journal 
publications 

>10 publications 

Performance 
registry 

No. of 
participations in 
scientific and 
industrial 
conferences and 
workshops 

>20 participations in scientific 
conferences and workshops 

Event 
registry 

Number of 
networks with 
pertinent EU or 
national projects 

> > 5 networks with pertinent EU or 
national projects 

Performance 
registry 

No. of white papers 
> 7 white papers (entire project and 
1 per living lab) 

Performance 
registry 
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No. of publications 
in social 
newspapers and 
magazines 

> 15 publications 

Performance 
registry 

Visual Identity 

Visual 
attractiveness, 
eye-catching 
pictures, valuable 
content (on and 
offline), dynamic 
graphic layout etc. 
for the entire 
project and the 
separate Living 
Labs 

> 1 brand book for FF2020 
(including FF2020 terminology) 
> 1 brand book per Living lab 
> 10 Formats and templates for 
offline use and fit for several 
purposes 
> 10 Formats and templates for 
online use and fit for several 
purposes 
> 7 infographics (Entire project and 
per Living Lab) 
> 7 explainer videos 
>7 templates for 
events/presentations/masterclasses 
> Weekly content and design for off- 
and online purposes (text, pictures, 
vlogs and blogs) 
> 7 Translations for the Living labs 
and the entire project (in English 
and a preferred language) 
> 7 press kits (Entire project and 
per Living Lab) 
> 7 press releases (Entire project 
and per Living Lab) 

Online 
analytics 
and 
performance 
registry 

Events, 
conferences and 

seminars 

Nº of industrial 
events 

>20 EU/National and local events 
Performance 
registry 

Nº of organised 
workshops, 
training activities 
and hackatons 

2 workshops * for the entire project 
and per Living Lab 

Performance 
registry 

Standardisation 
activities 

Nº of 
standardisation 
working groups in 
which FF2020 
members are 
joined 

>2 working groups (joined) 
>2 working groups (created) 

Performance 
registry 

Table 2 - Impact Measurement 
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9.3 Performance Registry and Reporting 
It is the responsibility of every consortium member to keep records of their own 
communication and dissemination activities in order to track target numbers 
accurately and assist in impact measurement. Registry forms will be available in 
Smartsheet to track communication activities (articles, publications, blog, etc.) made 
by each consortium member. These will be forwarded to the WP7 lead. 
 
9.4 Re-examine and Reinforce Messages 
The process of monitoring of communication activities can be outlined as follows: 
 
Assessment of the communication strategy will take place on a quarterly basis. 
Underperforming elements will be carefully re-examined and asking the right 
questions, for instance: Why is the message not resonating with the target groups? 
Does it correlate with the audience’s needs? By reassessing certain elements, the 
intended (key) message can be tweaked to increase resonance and engagement 
from target groups. As a result, performance levels will rise, propelling FF2020 into a 
resounding success. 
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Appendix A Sister Projects 

 
FF2020 is not the only project that is funded by the EC in the field of Urban Air 
Mobility. ‘Sister projects’ AiRMOUR and Aurora have also received support and 
funding from the EU and will be collaborating closely with FF2020. 
 
AiRMOUR focuses on the research and validation of novel concepts and solutions to 
make urban air mobility safe, secure, quiet and green, yet also more accessible, 
affordable and publicly accepted. As the airspace opens up for new transportation 
systems, new forms UAM, such as passenger drones, are gaining more attention. 
Similar to the adaptation process of electric cars, there are challenges to overcome 
related to technology regulations, for example. The AiRMOUR project aims to tackle 
one of the most critical real-life applications of UAM, namely emergency medical 
services. Within the AiRMOUR project, personal air vehicles for doctors and medical 
supplies are validated in real-life demonstrations in Stavanger (Norway), Helsinki 
(Finland), the region of Nord-Hessen (Germany). The simulation will occur in 
Luxemburg. More information is available on: https://airmour.eu/. 
 
AURORA is a cross-disciplinary project aiming at linking aeronautical, smart mobility, 
intelligent systems, urban planning, and citizens’ engagement with industry, 
authorities and citizens perspectives to foster the adoption of UAM. AURORA focuses 
primarily on emergency-related applications, such as medical emergency services 
and/or critical mobility infrastructure-related services, where urban air mobility can 
extend and complement current mobility systems. 
 
The three projects have decided to work together and create awareness across 
Europe for UAM and the opportunities and challenges that it provides.  
 
FF2020, AiRMOUR and Aurora will: 
 

• Release joint statements and articles on the collaboration between the ‘sister 
projects’ 

• Create joint visuals showing the connections between our three projects (also 
before the summer) 

• Jointly participate in events 
• Promote each other’s projects and results via social media and websites 
• Develop a joint UAM community/observatory/library 
• Connect advisory boards 
• Initiate a joint lobby for UAM 
• Organise monthly meetings 
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Appendix B Acronyms and Abbreviations 

 

EASA European union Aviation Safety Agency 

EC European Commission 

eIDAS Electronic IDentification, Authentication and trust Services 

EU European Union 

FF2020 Flying Forward 2020 

GDPR General Data Protection Regulation 

SESAR Single European Sky ATM Research 

SME Small and Medium-sized Enterprises 

UAM Urban Air Mobility 

UAS Unmanned Aircraft System 

WP Work Package 
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Appendix C Consortium Partner Websites and Social 

Network Handles  

 

01 
Brainport Development NV 
(BRAIN) 

 

Website www.brainporteindhoven.com/en 

LinkedIn https://www.linkedin.com/company/brainport-development 

Twitter @Brainport_int 

Facebook @BrainportEindhoven 

Instagram @brainporteindhoven 

YouTube https://youtube.com/user/brainport 

 
 

02 Serendipity BV (SER) 
 

Website www.serendipity.buzz 

LinkedIn https://www.linkedin.com/company/serendipitynl 

Twitter X 

Facebook X 

Instagram https://instagram.com/seren.dipityworld 

YouTube X 

 
 

03 Verses Global BV (VERSES) 
 

Website www.verses.io 

LinkedIn https://www.linkedin.com/company/verses-io 

Twitter @VERSES_io 

Facebook X 

Instagram X 

YouTube X 
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04 Maastricht University (UM) 
 

Website www.maastrichtuniversity.nl/ 

LinkedIn https://www.linkedin.com/school/maastricht-university/ 

Twitter @MaastrichtU 

Facebook @maastricht.university 

Instagram @maastrichtuniversity 

YouTube https://www.youtube.com/user/maastrichtuniversity 

 
 

05 
Digital Interaction Evolution 
-Digie (DIG)  

Website www.digie.expert/ 

LinkedIn https://www.linkedin.com/company/digieeurope/ 

Twitter @DigieExpert 

Facebook X 

Instagram X 

YouTube X 

 
 

06 Nalantis NV (NAL)  

Website www.nalantis.com 

LinkedIn https://www.linkedin.com/company/nalantis/?originalSubdomain=za 

Twitter @nalantis_ai 

Facebook X 

Instagram X 

YouTube https://www.youtube.com/channel/UCGXv7rc7F5u8j3CVTWtEmyw 
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07 EUROUSC Italia (EUSC) 
 

Website www.eurousc-italia.it/en 

LinkedIn https://www.linkedin.com/company/eurousc-italia/ 

Twitter @EuroUSC_Italia 

Facebook @EUSCIT 

Instagram X 

YouTube https://www.youtube.com/channel/UCmsbqeyZiGxNegZ_rNFTApg 

 
 

08 
HighTech Campus Eindhoven 
(HTCE)  

Website www.hightechcampus.com 

LinkedIn https://www.linkedin.com/company/high-tech-campus-eindhoven/ 

Twitter @hightechcampus 

Facebook @hightechcampus 

Instagram @hightechcampus 

YouTube https://www.youtube.com/c/HighTechCampusEindhoven 

 
 

09 Oulun yliopisto (OULU) 
 

Website www.oulu.fi/university/ 

LinkedIn https://www.linkedin.com/school/university-of-oulu/ 

Twitter @UniOulu 

Facebook @unioulu 

Instagram @unioulu 

YouTube https://www.youtube.com/user/UniversityOfOulu 
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10 
Tartu Science Park 
Foundation (TARTU)  

Website www.sciencepark.ee 

LinkedIn https://www.linkedin.com/company/tartu-science-park 

Twitter @teaduspark 

Facebook @teaduspark 

Instagram X 

YouTube https://www.youtube.com/channel/UCLgggJSrM7QxoHooSaCsMn
A 

 
 

11 Ospedale San Raffaele (HSR) 
 

Website http://www.hsr.it/research/ 

LinkedIn https://www.linkedin.com/company/ospedale-san-raffaele/ 

Twitter @SanRaffaeleMI 

Facebook @ospedalesanraffaele 

Instagram @ospedale_san_raffaele 

YouTube https://www.youtube.com/user/OspedaleSanRaffaele 

 
 

12 Zaragoza City Council (ZAR) 
 

Website https://www.zaragoza.es/sede/ 

LinkedIn https://www.linkedin.com/company/ayuntamiento-de-zaragoza/ 

Twitter @zaragoza_es 

Facebook @ayuntamientodezaragoza   

Instagram @Zaragoza_es 

YouTube https://www.youtube.com/user/webzgz 
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BRAND BOOK



 

 43 

 
  

Flying Forward 2020

Brand Guidelines FF2020

DESIGN AND BRAND GUIDELINES

TABLE OF CONTENTS

Section 1  .  Introduction

Section 2  . Logo

Section 3  .  Typography

Section 4  .  Colour System

Section 5  .  Stationary

Section 6  .  Iconography

2
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SECTION 01

INTRODUCTION

Brand Guideline Introduction
FF2020 Brand Identity
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Brand Guidelines FF2020

These guidelines describe the visual and verbal elements that represent FF2020’s 
corporate identity. This includes our name, logo and other elements such as 
colour, type and graphics. 

Sending a cohesive and controlled message of who we are, is essential to 
presenting a strong and unified image of our organisation. 

These guidelines encompass FF2020’s commitment to quality, consistency and 
style.

The FF2020 brand – including its logo, name, colours and identifying elements –
are valuable project assets. 

Each of us is responsible for protecting the company’s interests by preventing 
unauthorised or incorrect use of the FF2020 name and brand.

BRAND MANUAL 
AND GUIDELINES
2020-2023

INTRODUCTION
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FF2020 IDENTITY

MISSION & VISION
These guidelines describe the visual and verbal elements that represent FF2020´s 
corporate identity. This includes our name, logo and other elements such as colour, 
type and graphics. 

Sending a cohesive and controlled message of who we are, is essential to presenting a 
strong, unified image of our organisation. 

These guidelines reflect FF2020´s commitment to quality, consistency and style.

QUALITY

INTEGRITY

TEAMWORK

RESPECT

RESPONSIBILITY

ACCOUNTABILITY
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SECTION 02

FF2020 LOGO

Logo Introduction
Incorrect Logo Usage
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OUR PROJECT LOGO

Our Logo is the key building block of our identity, the 
primary visual element that identifies us.
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LOGO TYPE – OPEN SOURCE

1) A darker version of the logo
will be used when the background color is 
light coloured.

2) A lighter version of the logo
will be used when the background color is
dark coloured.

Recommended formats are:
.eps  |  .ai  |  .png |  .jpg  | .tiff

Attention:
Our logo is an open source logo, which
means that while all members of our
organisation must use the project logo 
featuring the colours established in this
brand book, others outside of our
organisation may apply colour variants. 1 2
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INCORRECT LOGO USAGE

Don’ts: 

1) Do not stretch the logo horizontally

2) Do not stretch the logo vertically

3) Do not change the font size

4) Do not flip the symbol horizontally

1 2

3 4



 

 51 

 
  

Flying Forward 2020

Brand Guidelines FF2020

SECTION 03

FF2020 TYPOGRAPHY

The Project Fonts:
Arboria & Clear Sans
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ARBORIA

FF2020 FONTS AND TYPOGRAPHY

Typography in our Project Design:
Typography plays an important role in imparting a 
cohesive tone and quality. Careful use of typography 
reinforces our character and ensures clarity and 
harmony through all FF2020 communication. We have 
selected Arboria and Clear Sans as the project typefaces
to help reflect energy and enthousiasm in our content.

Clear sans

Font title

Font text Web font
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THE FONTS

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

a b c d e f g h i j k l m n o p q r s t u v w x y z

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z

0 1 2 3 4 5 6 7 8 9

! “ § $ % & / ( ) = ? ` ; : ¡ “ ¶ ¢ [ ] | { } ≠ ¿ ’ « ∑ € ® † Ω ¨ ⁄
Ø Π • ± ‘ Æ Œ @ ∆ º ª © Ƒ ∂ ‚ Å

Arboria

Clear Sans

Clear Sans

Clear Sans
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SECTION 04

FF2020 COLOUR SYSTEM

Primary Colour System
Secondary Colour System
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THE PRIMARY COLOUR SYSTEM AND COLOUR CODES

Primary Colour System
-
Explanation: 
The FF2020 project has two official 
colours: blue and green. These colours
have become a recognisable element of 
this project.

Usage:
Use them as the dominant colour palette 
for all internal and external visual 
presentations of our project.

PRIMARY COLOUR
BLUE

Colour Codes
Hex : # 014e6a
CMYK : C95 / M59 / Y37 / K26
RGB : R1 / G78 / B106

Colour Tones

The Gradient

80 % 60 % 40 % 20 %

Blue Gradient
to White

PRIMARY COLOUR
GREEN

Colour Codes
Hex : #4cc7ab
CMYK : C64 / M0 / Y43 / K0
RGB : R76 / G199 / B171

Colour Tones

The Gradient

80 % 60 % 40 % 20 %

Green Gradient
to White
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Secondary Colour System
-
Explanation: 
The secondary colours are 
complementary to our official (primary) 
colours but are not recognisable
elements for the FF2020 project.

Usage:
Use them to accent and complement the
primary colour palette.

SECONDARY COLOUR BLUE

Colour Codes
Hex : # 014e6a
CMYK : C95 / M59 / Y37 / K26
RGB : R1 / G78 / B106

80 % 60 % 40 % 20 %

SECONDARY COLOUR GREEN

Colour Codes
Hex : # 014e6a
CMYK : C95 / M59 / Y37 / K26
RGB : R1 / G78 / B106

80 % 60 % 40 % 20 %

SECONDARY COLOUR GREY

Colour Codes
Hex : # 014e6a
CMYK : C95 / M59 / Y37 / K26
RGB : R1 / G78 / B106

80 % 60 % 40 % 20 %

SECONDARY COLOUR GREEN

Colour Codes
Hex : # 014e6a
CMYK : C95 / M59 / Y37 / K26
RGB : R1 / G78 / B106

80 % 60 % 40 % 20 %

SECONDARY COLOUR WHITE

Colour Codes
Hex : # 014e6a
CMYK : C95 / M59 / Y37 / K26
RGB : R1 / G78 / B106

SECONDARY COLOUR BLACK

Colour Codes
Hex : # 014e6a
CMYK : C95 / M59 / Y37 / K26
RGB : R1 / G78 / B106

80 % 60 % 40 % 20 %
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Colours are one of the
most important elements
for conveying the brand 
identity to target groups.
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SECTION 05

FF2020 STATIONARY

Project Documents
Project Website
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The Project
Letterhead  
-
Explanation: 
Displayed on the right are the approved 
layouts showcasing the primary 
elements of the FF2020 stationery 
system for the front and back of the 
letterheads.

Usage:
The letterhead will be used for all official 
communication from members of the 
FF2020 project. 

Dimensions
297 x 210mm
DIN A4

FF2020 DOCUMENTS (WORD)

Front Document
(Interchangeable image)

Normal Text Document Back Document
(Interchangeable Image)
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CMS:
Onepage

URL:
www.ff2020.eu

FF2020 WEBSITE
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SECTION 06

FF2020 ICONOGRAPHY

Project Iconography
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Explanation: 
An icon is a pictogram displayed on a 
screen or print layout in order to help 
the user navigate through the content in 
an easier way. The icon itself is a small 
picture or symbol serving as a quick, 
“intuitive” representation of an object,
software tool, function or data file.

FF2020 ICONOGRAPHY
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