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Abstract  
  

This document outlines the Communica2on Plan for the UNITA Program 2021-2023. These guidelines 
aim to provide strategic guidance and outline the prac2cal steps and resources needed for UNITA 
communica2on officers to develop an integrated communica2on strategy to ensure awareness and high 
visibility of the ac2vi2es carried out in the project.  
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1. Framework  
UNITA is an alliance of six comprehensive research universities from five countries with 

different sizes and trajectories gathering more than 160 000 students and 13 000 staff 

members. From west to east: Universidade de Beira Interior, Universidad de Zaragoza, 

Université de Pau et des Pays de l’Adour, Université Savoie Mont Blanc, Università di Torino, 

and Universitatea de Vest din Timisoara.  

These universities are located in rural and cross-border mountain regions across southern, 

central and eastern Europe: Serra da Estrela (Beira Interior), the Pyrenees (Pau and 

Zaragoza), the Alps (Savoie Mont Blanc and Torino), and the Banat Mountains (Timisoara), 

i.e. in ecosystems sharing similar challenges.  

The UNITA - Universitas Montium Alliance intends to build an inspiring European inter-

university campus based both on excellence in learning and teaching and on research and 

innovation for and with the territories. Its goal is to drive excellence in the European Higher 

Education area and become attractive for non-EU students, particularly those from Romance-

speaking countries.  

The Alliance is based on a solid background of experience in strategic university networks and 

joint research, as well as in educational and innovation projects.  

All participants share a firm willingness to cooperate on the basis of mutual trust in a 

transformational project aiming at establishing a new model of increasingly collaborative and 

integrated teaching, research and innovation through enhanced mobility and with strong links 

to the respective ecosystems.  

Partners also share innovative educational and research areas, especially in the fields of 

Renewable energies, Cultural heritage and the Circular economy, in particular the 

Bioeconomy, which yield a considerable propagative impact, both in terms of the 

sustainability of the ecosystems and in terms of employability for students and citizens.  

UNITA is not only composed of Universities, but also of relevant actors in each regional 

ecosystem represented by the socio-economic sector, public authorities, policy-makers and 

civil organizations.  

In this scenario, factors such as the diversity of experiences and spoken languages, which at 

the outset could be considered as obstacles to understanding and performing tasks, as well 
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as the interaction between staff and students, traditionally little communicating with each 

other, and also the diversity of stakeholders that make up the partnership, are precisely the 

factors that the project intends to promote, in an immense challenge in search of the 

instruments and strategies to implement the actions of UNITA.  

Thus, the following strengths, weaknesses, opportunities and threats can be identified:  

  

INTERNAL ENVIRONMENT  

Strengths:  

• Experts in Romance Languages  

• Multilingualism  

• Departments of Communication in each university  

• UNITA offices in each university  

• Work Package dedicated to Sustainability and Dissemination, in the UNITA- 

Universitas Montium.  

  

Weaknesses:  

• Geographical dispersion / different time zones  

• Tendency to learn English and avoid other languages  

• Insufficient funding from the European Commission  

• Time and resources to be dedicated to the answers to other calls  

• The multiplication of UNITA projects in the “Unita constellation” that could have an 

impact on the communication plan  

  

EXTERNAL ENVIRONMENT  

Opportunities:  

• Contribute to a model of higher education combining research and innovation with 
education and critical thinking  
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• Gain prestige over other alliances  

• Attract prospective students to UNITA universities  

• Making UNITA a benchmarking object  

• Inter-comprehension as a tool for Romance Languages communication  

• New opportunities of funding in the new Erasmus+ programme  

• A positive attitude towards the European Universities initiative, at national level, as 

well as European level, which can trigger additional support for the implementation 

of the project.  

  

Threats:  

• Lack of receptivity by external audiences  

• Lack of collaboration from external partners  

  

The application for the constitution of the UNITA - Universitas Montium alliance foresaw, 

from the outset, a set of tasks to be carried out by Work Package 8, in relation to 

dissemination, as follows:  

To be visible, known by and attractive for students, researchers, stakeholders and 

financial supporters is the biggest challenge for UNITA. To achieve its goals, UNITA needs 

to have a dissemination plan that includes the appropriate contents and channels for all 

potential interested parties in UNITA activities: future students, teachers, researchers 

and stakeholders, policy-makers, and citizens. Furthermore, all UNITA members – around 

165 000 students and 13 000 staff members – are to be involved in the project, thus 

creating a sense of belonging to the alliance and transforming its community in a 

comprehensive ecosystem eager to disseminate UNITA’s achievements.  

To this end, a five-step approach will be followed during the three years of the UNITA 

project.  

- To be visible, with the creation of a strong visual identity that clearly identifies our 

goals;  
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- To be known, through an internal communication plan that helps to build UNITA’s 

community;  

- To be attractive, using the appropriate tools and contents to attract students and 

researchers from all over the world, especially from countries speaking Romance 

languages;  

- To be accountable, sharing the best practices to help other institutions;  

- To be sustainable, creating a European legal entity and using the scale effect to 

promote the long-term financial sustainability of UNITA through an efficient share of 

resources.  

  

Management of the WP  

According to the decisions and orientations of the UNITA Coordinator and Management 

Committee, the WP8 Task Force takes care of the supervision, the organization and the 

implementation of the WP8 tasks, once a kick-off meeting is held. WP8 is led by UBI, an 

internationally recognized HEI in the field of Communication Sciences with experience 

leading Dissemination WPs in national and international projects.  

The supervision, organization and implementation of dissemination tasks will be done in 

close connection with the UNITA Offices, with a Local Coordinator in each campus for 

the accomplishment of the activities.   

The UNITA digital platform will ensure the implementation of the planned online 

activities in the UNITA project, including those of Work Package 8 when necessary, while 

the responsible actors in charge of communication and dissemination will contribute to 

their dissemination in the UNITA community and beyond. (p. 122)  

  
Thus, following the scope of the established tasks, the following strategic plan was drawn up:  

  

2. Communica8on Strategy  
2.1 General Communica1on Objec1ves  
UNITA's communication strategy assumes itself as a fundamental contribution to the 

realization of the alliance's vision, mission and objectives, aiming to cooperate to 
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mobilize relevant stakeholders for a common purpose and also to ensure the 

recognition and enhancement of the role of university alliances.  

In line with the mission of UNITA and the responsibilities of the respective Work 

Packages, the general communication objectives of the alliance are as follows:  

1. Increase the notoriety and visibility of the UNITA brand and its mission, 

contributing to the respective prestige among university alliances;  

2. Communicate the activities, actions and projects within the scope of its 

mission, disclosing the results obtained with transparency and clarity;  

3. Reinforce the public's feeling of trust in the alliance through transparency 

mechanisms, building close relationships and partnerships between UNITA 

and the target audience or institutions relevant to its activity;  

4. Standardize UNITA's image on the external network, giving it a cohesive 

identity through the normalization and standardization of official 

documents and all communication materials;  

5. Strengthen the mechanisms of internal communication and communication 

with the external network.  

  

2.2 Communica1on objec1ves distributed by term  
Having defined the main guidelines, it is important to identify the bases for the 

operationalisation of this Communication Strategy in actions / activities planned in a 

perspective that should be aligned with the planning of the project as a whole and 

follow the rules identified in its Management Guide.  

Additionally, the positioning of the UNITA brand requires the construction of a motto 

that decomposes the objectives and vision of the alliance and that explains to the 

target audience the path that UNITA will take. In brand communication, the use of the 

motto - to be defined by the 9th month of the project - will serve, above all, to reflect 

the image of a European University of reference for participatory governance, quality 

teaching, learning and research on Cultural heritage, Renewable energies, and Circular 

economy, with a particular focus on the needs of rural and mountain regions.  
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In terms of time programming, the proposed objectives are presented as follows: Table 
1: UNITA Objec0ves  

  Objectives  Risks*  Indicators  Target  

Short 
term  
(Year 1)  

Getting people to know 
and get accustomed to  
the alliance  
  
Communicate the  
earliest activities and  
actions carried out   
  
Unify the communication 
of the Alliance and 
production of a 
communication kit  

Suboptimal  
participation  
  
Too few subscribers to 
our channels  
  
Lack of coherence of 
our communications 
at the overall level of 
the alliance  

Number of followers to our 
social media  
  
Number of subscribers to 
our newsletter  
  
Quality and respect of the 
defined templates and 
decisions about visual 
identity  

Total of 500  
followers at Year 1  
  
Total of 500 
subscribers to our  
newsletter at year 1  
  
General use of the 
communication kit  

Medium 
term  
(Year 3)  

Improve the reach of 
communication actions  
to maximum of persons   
  
Communicate main  
actions and activities   
  
Produce high quality 
media and articles 
(videos, podcasts,)  

Not enough things to 
advertise  
  
Suboptimal  
participation  
  
Impact of the 
pandemic and its 
consequences on 
medium term  

Number of followers  
  
  
Number of participants to 
our events  
  
  
  
Number of medias 
produced  

Total of 7500  
followers at Year 3  
  
At least 80% of the 
expected number of 
participants to our 
events  
  
Medias will be 
prepared for all 
UNITA events  

Long 
term  
(Year 10)  

Create a sense of 
belonging  
  
Reach a large public  

Exhaustion of the 
Unita approach and 
initial motivation   

Number of followers  
  
  
Number of participants to 
our events  
  
  
  
Number of medias 
produced  
   

Total of 15 000  
followers at Year 10  
  
At least 80% of the 
expected number of 
participants to our 
events  
  
Medias will be 
prepared for all 
UNITA events  

  

* The risk analysis process is included in the risk log, in accordance with the instructions provided in the 

Management Guide.  
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2.3 Target Audience  
The selection of the target audience is decisive for institutional strategic 

communication since it is for the target audience that the Communication Strategy 

is, first of all, directed.  

The target audience is made up of all the organizations, entities or individual persons 

on which a specific organism intends to make an impact when developing its actions.  

In the specific case of UNITA, it is a public with a high critical sense and 

decisionmaking capacity in the field of higher education and research, and that the 

alliance wants to mobilize for its mission, making its activities and results known to 

reinforce its prestige image.  

In this context, the following audiences were identified for this Communication 

Strategy:  

  

2.3.1 Internal Audience  

• Students;  

• Researchers;  

• Teachers;  

• Administrative staff;  

• Other WPs.  

  

2.3.2 External Audience  

• Prospective students;  

• Associated partners;  

• Public stakeholders;  

• Private stakeholders;  

• Other universities in Europe;  



 

   12  
  

UNITA Communica9on Plan   

  

• Other universities in the World;  

• Other European alliances;  

• National and foreign media, journalists and opinion makers in the 

countries where UNITA is represented;  

• Policy makers, business community, associative structures;  

• Citizens.  

Dissemination should be an on-going activity that happens throughout the lifetime of 

UNITA - Universitas Montium project, but that could continue afterwards, in relation 

to the UNITA alliance and its future initiatives/actions at national, European and 

global level. The strategy of communication is linked to the project aims, to ensure 

dissemination methods are appropriate to the outcomes of the alliance by identifying 

the audience, method and the timing of dissemination. Stakeholders interests, 

motivations and priorities should be identified. It is also important to work out how 

to tailor the outputs to different stakeholder groups. The means of communication 

should be more comprehensive, giving preference to channels of wide spread. 



 

 

2.4 Roles  
The projects outlined for the UNITA alliance cover a wide range of commonali2es, working groups 
and subjects, as well as a vast geographical area, where the universi2es that integrate it are 
distributed. For this reason, the implementa2on of the communica2on strategy will be a joint effort.  

To manage the dissemina2on, a dedicated team is implemented through a Communica2on & 
Mul2media Centre, composed of the following main actors:  

• One communica2on officer/assistant in each UNITA Office, in charge of communica2on and 
events,  

• One communica2on expert, led by UBI in charge of Work Package 8,  

• The 6 universi2es’ communica2on teams’ support.  

The supervision, organiza2on and implementa2on of dissemina2on tasks will be done in close 
connec2on with the UNITA Offices, in each campus for the accomplishment of the ac2vi2es.  

However, other actors take part in the project, like stakeholders and students, who will have to 
par2cipate in the prepara2on of the communica2on strategy.  

The Communica2on Plan of UNITA, proposed by WP8, will be subject to approval by the 
Management Commicee.  

The UNITA digital pladorm will ensure the implementa2on of the planned online ac2vi2es.  

3. Means   
The Alliance will make use of the following channels in order to promote UNITA activities and events 

at international, national, regional and local levels, as well as engaging UNITA community in those 

activities.  
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Table 2: UNITA means  

  Audience  
  Main content  Languages  Links/ Follow  Update and Feedback  

Web page:  
  
http://univunita.eu/  
  

Internal:  
Students  
Researchers  
Teachers  
Administrative staff 

External:  
Prospective students  
Associate partners  
Public and private stakeholders  
Other universities in Europe  
Other universities in the world  
Other European Alliances  
National and foreign media, journalist 
and opinion makers  

Information on UNITA (composition, 
mission, vision, values, Geminae 
Program), matters of interest to 
students and academic staff, main 
thematic areas for researchers, Hubs 
of Success, Hubs of Research, Graphic 
Standards Manual and logos for 
media, recruitment ads, calls 
participation in academic events, for 
virtual mobility, rural internships, 
events related to European 
citizenship and other calls  

  

English  
  
Certain sections 
also available in:  
French, Italian,  
Portuguese,  
Romanian and  
Spanish  
   

With UNITA partners web 
pages  
  

Continuously  
  
  

Twitter:  
  
@UMontium  
  

Internal:  
Students  
Researchers  
Teachers  
Administrative staff 

External:  
Prospective students  
Associate partners  
Public and private stakeholders  
Other European Alliances  
National and foreign media, journalist 
and opinion makers  
  

Key events and information relevant for 
UNITA topics  

English mainly  Follow UNITA partners,  
  
Follow other European  
Alliances  
  
Follow European  
institutions  
  
Follow UNITA audiences  
  

2/3 twits per week  
Use of tags  
Answers to comments. 
Retweet activities of 
partner Universities 
related with UNITA topics  
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Facebook:  
  
@UniversitasMo 
ntium  

Internal:  
Students  
Researchers  
Teachers  
Administrative staff 

External:  

Generalist content; events; resources 
to engage people  
  

English mainly  Follow UNITA partners,  
  
Follow other European  
Alliances  
  

4/5 post per week  
Use of tags  
Answers to comments.  
Share activities of partner  
Universities related with  
UNITA topics  

 

  Audience  
  Main content  Languages  Links/ Follow  Update and Feedback  

 Prospective students  
Associate partners  
Public and private stakeholders  
Other European Alliances  
National and foreign media, journalist 
and opinion makers  

  

  Follow European  
institutions  
  
Follow UNITA audiences  
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Instagram:  

Universitasmon0 
um  

Internal:  
Students  
Researchers  
Teachers  
Administrative staff 

External:  
Prospective students  
Associate partners  
Public stakeholders  
Other European Alliances  
National and foreign media, journalist 
and opinion makers  

  

Images of UNITA cities and regions, 
Information about events  

English mainly   Follow UNITA partners,  
  
Follow other European  
Alliances  
  
Follow European  
institutions  
  
Follow UNITA audiences  
  

2/3 post per week  
Use of tags  
Answers to comments.  
Share activities of partner  
Universities related with  
UNITA topics  

Linkedin:  

Universitasmon0 
um  

Internal:  
Students  
Researchers  
Teachers  
Administrative staff 

External:  
Prospective students  
Associate partners  
Public and private stakeholders  
Other European Alliances  
National and foreign media, journalist 
and opinion makers  

Branding; Networking; Recruitment  English mainly  Follow UNITA partners,  
  
Follow other European  
Alliances  
  
Follow European  
institutions  
  
Follow UNITA audiences  
  

2/3 post per week  
Use of tags  
Answers to comments.  
Share activities of partner  
Universities related with  
UNITA topics  

Youtube:   
Internal: Students  

Videos on UNITA topics and events.  
  

English and  With UNITA partners,  
  

A minimum of 1 video per 
month   
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  Audience  
  Main content  Languages  Links/ Follow  Update and Feedback  

https://www.y 
outube.com/ch 
annel/UC8yRk0 
3Hp931dIb7Dn 
5N1zw  
  

Researchers  
Teachers  
Administrative staff 

External:  
Prospective students  
Associate partners  
Public and private stakeholders  
Other European Alliances  
National and foreign media, journalist 
and opinion makers  

  

 French, Italian,  
Portuguese,  
Romanian and  
Spanish  
  
(Use of subtitles 
for each country 
language)  
  

With other European  
Alliances  
  
With European institutions  

 

Newsle8er  

External:  
Associated partners  
Public and private stakeholders at local, 
regional, national and European level  
Other European Alliances  
National and foreign media, journalists 
and opinion makers  
Other Higher Education institutional 
partners of UNITA alliance members 
worldwide  

  

Update information about the 
achievement and the next events of 
UNITA.   

English with 
certain contents 
in  
French, Italian,  
Portuguese,  
Romanian and  
Spanish  
   

  monthly   

Press and TV  

External:  
Prospective students  
Associate partners  
Public and private stakeholders  
Other European Alliances  
National and foreign media, journalist 
and opinion makers  

  

Raise awareness about UNITA and its 
activities in its communities.   

Main language of 
the media use  

    

Podcast  

Internal:  
Students  
Researchers  
Teachers  

10 to 20 minutes interviews about UNITA 
topics and activities  

English and UNITA 
languages 
French, Italian,  
Portuguese,  

With UNITA partners,  
  
With other European  
Alliances  

monthly  
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  Audience  
  Main content  Languages  Links/ Follow  Update and Feedback  

 External:  
Prospective students  
Associate partners  
Public and private stakeholders  
  

 Romanian and  
Spanish  
  

  
With European institutions  

 

Brochures/ 
leaflets  

Internal:  
Students  
Researchers  
Teachers 

External:  
Prospective students  
Associate partners  
Public and private stakeholders Other 
Higher Education institutional 
partners of UNITA alliance members 
worldwide  
  

Inform and get participants for UNITA 
activities.  

Languages of the 
activities and  
English  

  General brochures about 
UNITA and its partners 
annually. Event and 
activities driven 
brochures.  
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Merchandise  

Following contest or promotional events, 
the audience will depend on the event 
Internal:  
Students  
Researchers  
Teachers  
Administrative staff 

External:  
Prospective students  
Associate partners  
Public and private stakeholders  

  

Different types of merchandise to 
increase the awareness about UNITA  
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On the other hand, the positioning of the UNITA brand requires the construction of a motto that 

decomposes the objectives and vision of the alliance and that explains to the target audience the 

path that UNITA will take. In brand communication, the use of the motto - to be defined by the 9th 

month of the project - will serve, above all, to reflect the image of a European University of 

reference for participatory governance, quality teaching, learning and research on Cultural 

heritage, Renewable energies, and Circular economy, with a particular focus on the needs of rural 

and mountain regions.  

4. Communica8on Matrix  
Targeting communication efforts and means according to stakeholder groups is crucial in order to 

establish contacts and get the message across. When applied for communication of the alliance, 

each means is therefore designed with the specific target group(s) in mind.  

Target groups and communication means have been paired in the matrix below. Thus, the matrix 
constitutes a visual reproduction of the communication plan.  

  

    

 

  

 
 

 

 
 

 

Web Page  X  X  X  X  X  X  X  X  X  X  X  X  X  
Twi,er  X  X  X  X  X  X  X  X      X  X    
Facebook  X  X  X  X  X  X  X  X      X  X    
Instagram  X  X  X  X  X  X  X  X      X  X    
Linkedin  X  X  X  X  X  X  X  X      X  X    
Youtube  X  X  X  X  X  X  X  X      X  X    
Newsle,er  X  X  X  X    X  X  X  X  X  X  X    
Press and TV          X  X  X  X      X  X    
Podcast  X  X  X    X  X  X  X            
Brochures/Leaflets  X  X  X    X  X      X  X        
Merchandising  X  X  X  X  X  X  X  X            
Press Releases                        X    
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5. Crea8ve Orienta8on  
A brand identity is how an organization or business is perceived. The components of the brand (such 

as logo, typefaces, colours, personality, and more) reflect the values of the organization and convey 

the essence of what the organization stands for. A strong brand delivers a clear and credible message 

and connects with its audience at an emotional level, motivating and reinforcing loyalty.  

Thus, the communication strategy, the visual identity and the communication plan, as well as the 

events to be held within the scope of the project must respect standard institutional documents 

and models, with a view to the dissemination of information and news material.  

The graphic standards manual (Appendix1) was one of the first communication tools to be prepared, 

given the need that immediately arose to standardize UNITA's internal and external communication 

vehicles.  

  

6. Budget  
The budget for the UNITA Dissemination, totalling 680 000€, is composed of:  

• Human Resources: around 600 000 €  

• Materials (brochures, goodies, etc.): 10 000 €  

• Tools (charter, digital services, etc.): 20 000 €  

• Events: 50 000 €  

  

7.Evalua8on of results  
UNITA's Communication Strategy is a document with broad guidelines, dynamic and open to changes 

in the internal and external context of the alliance.  

Monitoring and evaluation are also important tools within the framework of the Communication 

Strategy, and should be translated into a regular and continuous exercise, based on a model focused 

on quantitative and qualitative indicators, taking into account the fulfilment of the Project Action 

Plan, in a line of coherence of the actions with the strategic objectives and of articulation between 

the areas of each WP.  

This model should also allow measurement of the results that will serve to adjust and redefine the 

Communication Strategy, focusing on the following criteria:  
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• quantitative – e.g. website visits, media and social media coverage, the number of 

social media followers, event participants, video downloads, newsletter readers; 

and  

• qualitative – e.g. feedback from events and joint projects, stakeholder surveys, web 

user surveys, readership surveys, staff surveys.  

Based on considerations regarding the communications goals, the monitoring activities may be 

conducted:  

• monthly – media and social media coverage;  

• annually – website and intranet use and the related feedback, overview of media 

and social media coverage, communications key performance indicators, 

stakeholder survey;  

• biannually – larger surveys, e.g. readership survey, web user survey, internal 
surveys;  

• following the implementation of main communications outputs, such as website 

launches, the publication of major reports, or events – media and social media 

coverage, user and participant feedback; or  

The feedback on UNITA events will be collected immediately after each event.  

Finally, it will be important to assess the Communication Strategy on an annual basis, with a 

halfyearly mid-term review, in order to ensure the permanent alignment and updating of the 

messages that are intended to be disseminated and in line with the pursuit of continuous 

improvement of procedures.   
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