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Executive Summary 
 

This deliverable’s intention is to explain how the communications materials and toolbox have been 

developed and will be used. 

The communications materials and toolbox will be used to guarantee uniform communication style and 

design, to ensure an ongoing communication that goes beyond the lifetime of the project.  

 

The main functions of the communications materials and toolbox are: 

• Supporting the implementation of the communication plan; 

• Creating the unified representation for the stakeholders;  

• Facilitating the communication across the Waterborne network and stakeholders;  

• Enhancing the impact of European waterborne transport RD&I projects; 

• Branding the sector to support the European policies, objectives, and agendas.  

 
Deliverable 3.2 sits within the broader WP3 package, constituting one of two key deliverables under task 

3.1 with the objective of developing the campaign plan and communication materials, providing guidance 

and the materials for a tactical and strategic communication for the LASTING project.  

 

Following this, it is outlined how, and against which background the materials were developed, before 

delving into and providing an overview of the various types of materials (visual identity, branding 

guidelines, Word, PowerPoint and agenda templates, social media visuals and materials, and a social media 

toolkit) provided as part of the toolbox.  

 

This overview entails a description for each element on the purpose, use and role in the communication 

strategy, as well as providing visual examples for each. 

 

The deliverable has been developed to guarantee uniformity in external communications across the 

partnership.    
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Figure 1: LASTING Project Partners 

1 Introduction 
The LASTING Project 

Considering the diversity of the waterborne transport sector, its geographical scope, the international 

dimension and the challenges and opportunities upfront, LASTING (Let’s go for Waterborne Transport 

Research – Broadening engagement and increasing impact) will broaden engagement of the broader 

waterborne transport sector in European RD&I activities, by developing a communication strategy, and 

implementing a long-lasting communication campaign beyond the lifetime of this project, ultimately 

increasing, stakeholder engagement in the sector and thereby increasing impact of European waterborne 

transport RD&I.  

The communication strategy, and thereby the campaign will be based on clear key performance indicators 

(KPIs) set at the starting point of LASTING, jointly developed with the relevant European Commission 

Services and the broader waterborne transport sector. The achievement of the KPIs will be measured at 

fixed intervals, to ensure that the final communication strategy and the campaign will be fit-for purpose 

and ready for roll-out. An essential element of the communication strategy will be the development of a 

plug-and-play system for participation in European, national or regional strategic maritime and/or inland 

waterway transport events. In the framework of LASTING, the plug-and-play system will be tested at a 

number of occasions, to ensure the system is fit-for-purpose.  

In addition, high quality dissemination materials (such as flyers and banners) and templates will be 

delivered. There will be a main focus on the use of digital tools for dissemination purposes, to ensure that 

the communication efforts of the waterborne transport community will easily follow the concept launched 

in the framework of LASTING. Finally, yet importantly, the Waterborne Technology Platform will take over 

the communication strategy and campaign after the lifetime of LASTING and will ensure a durable 

implementation of the concepts and materials developed in the framework of the project. 

LASTING is coordinated by SEA Europe, counting with the participation of a total of seven partners from 

four EU countries. LASTING is funded by the European Commission research and innovation programme 

Horizon 2020, with an investment of 1.3 million Euro over the course of 36 months, starting in January 

2021. 
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Task 3.1 and Deliverable 3.2 on Communications Materials and Toolbox 

Deliverable 3.2 ‘Communications Materials and Toolbox’ constitutes one of the two main outputs of task 

3.1, with the objective of developing the campaign plan and communication materials, providing guidance 

and the materials for a uniform communication style and design for the LASTING project. The 

communication materials and toolbox provided and highlighted in this deliverable form a core part of the 

Strategic Communication Campaign for the LASTING project, designed to directly target the broader 

waterborne transport sector in order to foster European RD&I activities and dialogue. The communication 

plan, tools, and strategy serve to inspire and guide the stakeholders’ long-lasting engagement beyond the 

lifetime of the project.  
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2 Development of the Communication 

Materials and Toolbox 
Following an in-depth review and analysis of the aims, messages, and insights from the waterborne 

network, the work package leader has developed, together with the consortium, the branding concept as 

well as shaped the visual structure to guide the content of Communications Handbook, Communications 

Timeline, and assets and template materials. The communication materials and toolbox have been 

disseminated to all the partners via General Data Protection Regulation (GDPR)1 compliant database link 

(via Google Drive). The LASTING section has been created on the Waterborne Technology Platform 

website– available here – and will be used as an official channel for dissemination of the materials as well 

as the base for spreading the news and information about the project developments and interlinking them 

with the social media communication channels – LinkedIn and Twitter. 

The communication materials and toolbox were created against the backdrop of the communications 

campaign (D3.1) that built on the development of the key strategic communication messages, message 

house, boilerplate main narrative with proof points, as well as identified targeted audience (as identified 

in the grant agreement). The solid base for the communication narrative, approach and materials has been 

created in cooperation with both the LASTING partners and the broader WATERBORNE network by 

providing supporting facts, personalised visuals, and good practice examples.  

 
 
  

 
1  REGULATION (EU) 2016/679 OF THE EUROPEAN PARLIAMENT AND OF THE COUNCIL of 27 April 2016 on the protection of natural persons 
with regard to the processing of personal data and on the free movement of such data, and repealing Directive 95/46/EC (General Data 
Protection Regulation) 

https://www.waterborne.eu/projects/coordination-projects/lasting/about-lasting
https://www.linkedin.com/company/lasting-waterborne/
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3 Overview of Developed Communication 

Materials and Toolbox 

The following section provides an overview of the different communication materials and elements 

developed to support the implementation of the strategic communication plan for the LASTING project.  

 
When referring to communication materials, we refer to the individual communication elements; whereas 

when we refer to the communications toolbox, we refer to the combined set of communications elements. 

At the time of the grant application, a number of materials were suggested. In agreement with the LASTING 

partnership, we selected the most useful tools.  

 
Within the communication plan for LASTING, partners have identified key multipliers/catalysts of the 

campaign: events, stakeholders, and platforms. In the case of the latter, a specific attention has been 

placed on the Co-Programmed Partnership on Zero-Emissions Waterborne Transport (ZEWT) in the 

framework of Horizon Europe, where LASTING has supported the communication activities around the 

launch and promotion of the Partnership. The developed communication materials heavily echo this 

approach.  

 

3.1 Visual Identity and LASTING Branding Guidelines 

The visual identity – including the logo, colouring scheme, and typography – were developed as part of the 

branding book to ensure a consistent, uniform, representative, and recognizable visual presentation to all 

external stakeholders across communication channels (e.g. Social Media, Website, Events, etc.). The 

identity was developed against the backdrop of the objectives of both the project and the ZEWT 

Partnership – innovative and dynamic typography – while keeping the identity factor of the waterborne 

sector with the blue colouring, and finally by speaking to one of the identified main RD&I goals as well as 

challenges (WP1) – namely that of a more sustainable and ‘greener’ waterborne transport sectors by 

incorporating green colouring, while still safeguarding the waters-colour. 

 
The logo is to be used on all official LASTING project communications, ensuring the establishment and 

recognition of a clear brand among both the waterborne stakeholder audience as well as more broadly 

among the public. 
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Figure 2: LASTING Logo 

 
Further to the visual identity, a branding book has been developed and made available to the project 

partners. The book is designed to provide clear guidance on how to employ the various communication 

materials and elements developed, ranging from power point templates, over word templates for uniform 

reporting on deliverable and agenda templates to be use for all meetings, to Email visuals/signatures that 

are to be used for official communications and presentations.  

 

 
Figure 3: Power Point Template 
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Figure 4: Email Visual 

 

 
 

Figure 5: Agenda Template 
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As mentioned in the introductory paragraph of chapter three, a specific attention been given to supporting 

the communication activities and promotion of the Partnership in addition to the LASTING project. 

Consequently, a variety of materials have been developed for the Partnership as well, among them: logos, 

social media visuals (see subchapter 3.2), both static and GIFs, various templates, videos, email signatures 

visuals, a communication handbook, and branding guidelines (further examples can be found in the Annex, 

cf. pp. 22 et seq.). 

 

 

Figure 7: Partnership Logo 

  

Figure 6: Word Template - LASTING Reports/Deliverables 
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Figure 9: Partnership Email Signature Element/Visual 

  

Figure 8: Screenshots - Partnership Communications Handbook 
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3.2 Social Media Visuals and Materials 

 Social media content has been developed (and is being developed, to take into account the ongoing trends 

and ensure actuality and relevance) and shared. Such content, such as the video launching of the Co-

Programmed Partnership, has leveraged on the identified key messaging and was designed to speak 

through the relevant communication channels (e.g. short engaging videos) to the  target audience (e.g. 

stakeholders involved in RD&I projects as defined in the Grant Agreement 2.2.2.1). 

 

Figure 10: Social Media Visual (Video LinkedIn) 

 
In addition to dynamic video content, examples of static visuals – examples for both LASTING and the 

Partnership given below – that can be employed across social media channels (Twitter, LinkedIn, etc.) by 

the project, partners and interested stakeholders have been developed. Content in this style that 

corresponds to the various key messages, events, and relevant findings of the research carried out during 

the project that come about in the future months will be developed on a rolling basis, ensuring that timely 

and relevant key messages are communicated throughout the life of the communication campaign. 

  

https://www.linkedin.com/feed/update/urn:li:activity:6800849112263598080/
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Figure 11: Social Media Post Visual, Twitter 

 

 

 

Figure 12: Social Media Post Visual, LinkedIn 
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Figure 13: LASTING Social Media Post Visual, LinkedIn 

 

 

 

Figure 14: Partnership Social Media Post Visual,Twitter 
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Figure 15: Partnership Social Media Post Visual, LinkedIn 

 

 

 

Figure 16: Partnership Social Media Visual, LinkedIn 

  



 

 

18 

A further element that has been created for the communication campaign has been the header for the 
LASTING project’s LinkedIn page, designed to ensure a complete and curated appearance on LinkedIn, one 
of the identified primary channels. 

 

 

Figure 17: LASTING LinkedIn Header 
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3.3 Social Media Toolkit 

As part of the social media toolkit and content development, sample posts have been drawn up for LASTING 

to provide guidance on the content to be shared by the partners over social media, both for the project 

itself but also for the Partnership.  

The social media toolkit will support the design of the promotion and engagement campaign for LASTING 

in order to maximise engagement with the Waterborne TP’s objectives among the target audience and all 

stakeholders, deploying a range of initiatives and activities that will provide an interactive and engaging 

experience for the audience.  

Such content will be created on an ongoing basis for the lifetime of the communication campaign and be 

adapted to the relevant event, facts, and RD&I opportunities to be communicated at each point in time. 

 

Figure 18: Sample Posts / Messaging 
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3.4 LASTING Project Website 

The LASTING website hosted by WATERBORNE TP aims to provide an overview of the key activities and 

deliverables and serve as an anchor in the communications campaign, to which different activities (e.g. 

social media posts) can be linked back to.  

The LASTING Page shall serve to share information, provide a quick and easy overview over the project for 

stakeholder unfamiliar with it, and constitute a hub for various LASTING project documents. 

 

Figure 19: LASTING Project Website 
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4 Conclusion 
This report has summarized the development of the various communication materials and toolbox, their 

use and how they can be employed, as well as given an overview of sample content for each of the different 

type of materials. 
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Annex 
LASTING Branding Book 

Below is the branding book for the LASTING partnership can be found and it can likewise be accesses, 

viewed and downloaded under this link. 

Partnership Materials 

A selection of further examples of the developed communication materials for the Partnership (which 

LASTING supported around the launch and promotion) is given below. 

 

Figure 20: Partnership Branding Book 

 

Figure 21: Partnership PowerPoint Template 

https://fileshare-emea.bm.com/fl/XVWD4NFRM3#folder-link/Lasting%20%26%20Partnership%20Resources/Lasting%20by%20Waterborne/Templates
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Figure 22: Colouring Scheme Partnership 

 

 

Figure 23: 3 Screenshots from Partnership GIF 


