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2 Executive summary
This document presents the DIMOFAC Communication and Dissemination Strategy
and its implementation plan including targeted and concrete actions, specific
timelines and key performance indicators. It is used by the consortium to ensure the
right visibility, accessibility and promotion of the project activities during the grant
period.
The document is designed on the one hand, to serve as a guidance for project’s
partners to better strategize, execute and coordinate communication efforts and
effective promotion of their work and results; on the other hand, to provide all actors
involved in the promotion of the DIMOFAC solution with the right means and tools to
raise awareness and maximize the impact, visibility and accessibility of the project
and its results to the DIMOFAC stakeholders.
The document is dived in 4 main sections:

 Brand identity and key messaging, offering a guidance for the use of proper
and well-developed communication materials.



Dissemination plan: To spread the word on the results that the projects would
have been obtaining along its four years of existence. This refers to
dissemination which is more oriented towards relevant stakeholders in the
manufacturing field.



Communication plan: Covering all kinds of actions undertaken by the
DIMOFAC consortium in order to reach the aforementioned results. This refers
to communication which is directed to the general public which includes
young minds, policymakers etc…



Reporting: to assess the impact and
Communications and Dissemination plan.

good

This document is an update of the D6.1 delivered at M12.
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4 Introduction
4.1 Main updates of the Dissemination & Communication Plan
(September 2021)
The DIMOFAC project kicked off exactly two years ago and has made great
technical progress on the path to faster production line reconfiguration.
Over the next two years, the project focus will be on the adoption of the DIMOFAC
Modular Factory Solution. In this respect, dissemination and communication will play
a key role in generating awareness and interest to invite European Manufacturing
SMEs that would be willing to beta-test the DIMOFAC solution and provide feedback.
To do this, the DIMOFAC partners will launch an “expression-of-interest call” in 2022 to
identify and select these SMEs.
The updates to the Dissemination & Communication Plan thus reflect this focus on
adoption and will be detailed in the following pages:







The website will be more conversion-focused, highlighting the benefits of
the DIMOFAC solution and will included questionnaire allowing potential
adopters to understand how they can benefit from the solution. SMEs can
then leave their email address to express an interest in being contacting to
test the solution.
More content on both blog and social media is being published (from
previously twice a month to currently twice a week) to raise brand
awareness.
More participation in industrial events is being planned in order to pitch the
solution in-person to potential adopters.
A separate communication strategy for the expression-of-interest call is
being prepared as an annex to the overall project dissemination and
communication plan.

Furthermore, it is important to highlight that the DIMOFAC project intends to make a
global impact not only on a purely industrial level but also on a society level,
encouraging gender parity in the industrial world and inviting young minds to pursue
manufacturing-oriented careers. Several actions explained in the Communication
Plan section outline this facet of the project.

4.2 Context
A 2018 report from Deloitte confirmed the growing interest of consumers for more
customised products. By way of illustration, 36% of consumers are willing to purchase
more personalised goods and services and a majority would even accept to pay
more in this respect. However, it is worth noting that more than half of the consumers
are not inclined to wait longer to receive their order, even if customised.
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The manufacturing paradigm has shifted from an era of mass-production to an era of
mass-customisation. To that extent, factory flexibility has become a vital stake to be
able to meet customer expectations.
Nevertheless, factories, especially SMEs, face financial, training, and technical
obstacles on their way to shifting to more responsive production lines:
1. Investors and banks are reluctant to grant funds that can foster the
development of high-mix low-volume production initiatives as they are seen
as less profitable.
2. Workforce trained in modular production technology is scarce.
3. Factories are generally designed to produce a large quantity of one item.
Being able to produce different items on one single assembly line requires
heavy and time-consuming reconfiguration of the plant processes.
This is a severe handicap for the European manufacturing sector, a major
employment provider and the largest export contributor on the “Old” Continent.
It is in this context that the DIMOFAC initiative came to life. The project is sponsored
by the European Commission and is supported by a consortium of 30 European
partners led by the French Alternative Energies and Atomic Energy Commission
(CEA).
Together, and for a period of 48 months, the partners of the consortium will be
working on creating, validating, and disseminating a homemade technology and
process (the DIMOFAC Modular Factory Solution) making assembly lines more
flexible to rapid demand changes.
The initiative should have a major impact on productivity, energy efficiency, and
costs. It is for instance estimated that the DIMOFAC Modular Factory Solution will
enable plants to:




Reduce by 15% the time it takes to reconfigure their production lines.
Decrease by 10% the resources (raw materials, energy, fluids, manpower)
used for the production process.
Diminish by 15% the overall cost of production.

In the medium term, such benefits will translate into more skilled jobs, more growth,
and a lower environmental impact.
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4.3 The importance of Dissemination & Communication
In order to make a global impact on the European manufacturing sector: the
theoretical and technical results brought about by the activities undertaken by the
DIMOFAC partners should be shared with the maximum number of European
manufacturing entities around Europe.
As a consequence, DIMOFAC intends to:
1. Spread the word on the results that the projects would have been obtaining
along its four years of existence in order for European factories to have
concrete guidelines and contact points to reconfigure their assembly lines in
the most efficient and cost-effective way and thus be more reactive to
demand changes.
This refers to dissemination.
2. Taking strategic and targeted measures to promote the action itself and its
results to multiple audiences, including the media and the public, and
possibly engaging in a two-way exchange. The aim is to reach out to society
as a whole and in particular to some specific audiences while demonstrating
how DIMOFAC, a European initiative, contributes to tackling societal
challenges.
As a consequence, while the dissemination plan is more oriented towards
relevant stakeholders in the manufacturing field, the communication plan is
directed to the general public which includes young minds, policymakers etc.
This refers to communication.

4.4 How to read the Dissemination & Communication Plan
For each of these dissemination and communication plans, the objectives as well as
the nature of the audience will be specified.
For each activity, will be indicated:




Action: what kind of actions will be implemented in the framework of a
specific activity
KPIs: nature of the key performance indicators (followers on social media,
attendees in a workshop, visits on a website, etc.) defined for the activity
Kick-off: when should each activity begin or when each activity has
begun.
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5 Brand identity & Message
5.1 DIMOFAC key messaging
Table 1: Elements of the Brand Identity & Message

PROMISE

POSITIONING

Reconfigure production lines in no time

The DIMOFAC Modular Factory Solution intends to make European factories adapt
quickly to a personalised demand
1) Factories (end-users)
2) Secondary targets:

TARGET AUDIENCE

Project partners (PP), Scientific Community (SC), Stakeholders
Standardisation Organisations (SO), High-level education (HLE).

MISSION

We make factory owners and workers adjust effortlessly to demand changes

TONE

(SH),

Professional, To the point, Educational

Consumers want a product slighter wider, slightly smaller, with a slightly different
colour and more.
PITCH

Reconfiguring your production lines to these slight changes is time-consuming and
costly, as it is time your production is on pause.
We fasten and ease this reconfiguration time so that your factory can adapt
effortlessly to a personalised demand and thus adjust better to customers' needs.

BRAND PILLARS

BENEFITS

Fast

Easy

Adaptative

The time needed to
reconfigure production
lines is drastically
reduced.

Automation is key and workers
only need to manipulate a
user-friendly screen interface to
make the reconfiguration
happen.

You translate your
customers’ needs into
a personalised solution.

5.2 The Brand Book & The Communication Toolkit
A brand book has been designed as the one-stop guide that everyone can consult
when being involved in dissemination and communication activities,
It contains a series of visual and messaging guidelines to help partners in any
promotion initiative.
It for instance includes:
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“Do’s” and “Don’t’s” with respect to the logo,
Primary and secondary colours of DIMOFAC,
Information on DIMOFAC’s mission and positioning,
Tone to be used in any communication.

Figure 1: Some extracts from the DIMOFAC brand book

The Brand Book has been included in a Communication Toolkit made available for
all partners trough the DIMOFAC SharePoint (the project’s collaborative platform).
The toolkit incorporates examples of social media posts, visuals, event, power point
template and materials (designs for flyers and roll-ups) to support partners whenever
they are to communicate about the project.
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Figure 2: A DIMOFAC flyer

6 Dissemination plan
6.1 Objective
Within DIMOFAC, we are to find ways to make production lines of European
manufacturers more flexible.
Therefore, dissemination has the following goal: make European factories aware of
these solutions and adopt modular production processes.
In order to achieve this goal, a variety of actions, with specific KPIs, ranging from
online initiatives to physical participation in events are planned, not only to raise
awareness around modular manufacturing but also to trigger factory
implementations once a first version of the DIMOFAC Modular Factory Solution will be
ready. This will be done through an “Expression-of-interest” call to invite all
manufacturers around Europe to test the aforementioned services.
To ensure the widest possible reach, FundingBox Research, partner in charge of
communication, will leverage the network of the other 29 partners of the project.
In practice, dissemination objectives are the following:
1. Raising awareness and interest of potential users in the project results.
2. Enabling interaction with stakeholders and potential users to obtain key
feedback in order to enhance exploitation opportunities.
3. Promoting knowledge transfer among the partners.
4. Supporting successful acquisition of new skills by users.
5. Ensuring a broad applicability of the project results taking into
consideration regulations and standards.
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6. Fostering DIMOFAC technology solutions wider acceptance by EU
manufacturing industry.

6.2 Target audiences
The main DIMOFAC audience is made of European Manufacturing SMEs as they are
the entities likely to be directly interested in reconfiguring their production lines and
thus benefit from the DIMOFAC modular solution.
In addition to the main audience, several other groups have been identified.
1. Project partners (PP): who are designing the solution and spreading the word
about it.
2. Scientific Community (SC): who can work on sharing the solution and
improving it.
3. Stakeholders (SH): this refers to Industry associations, universities,
manufacturing DIHs, other EU Initiatives (I4MS, INTEGRADDE, etc.) that can
support in spreading the DIMOFAC message.
4. Standardisation Organisations (SO): who can help standardise the solution so
that it can be easily implemented in factories all across Europe.
5. High-level education (HLE): who can be encouraged to work in the digital
manufacturing field.

6.3 Activities
The activities planned in the dissemination plan follow a funnel logic whose objective
is to maximise the number of applicants in the expression-of-interest call in order to
encourage the adoption of the DIMOFAC solution.

Figure 3: Funnel Strategy




Awareness: make manufacturers and other targets aware of the purpose
of DIMOFAC and its achievements.
Consideration: build DIMOFAC’s reputation around production line
reconfiguration by detailing the technology and the benefits of the
solution.
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Conversion: launch and communicate about the expression-of-interest
call.

6.3.1 Phase 1: Raising awareness with online activities


Setting up a website
o Basic information regarding the context and the purpose of the
project is being displayed, people can then leave their email to
subscribe to the newsletter or be informed when the expression-ofinterest will be launched (this specific section has been added in
September 2021).
o Regular project updates are being published in the blog section.
Such news related in particular to the technology that is being
developed (Digital Twins, etc.) and find an echo on Twitter and
LinkedIn as well as on the project newsletter.
o Search Engine Optimisation (SEO) is being carried out with keywords
that match the project’s audience searches (e.g., “high mix low
volume”, “smart factory architecture”, etc.).
o The design of the website has also been updated in September
2021 to for easier navigation, moving from a “tab navigation” to a
“scroll navigation”: all the main content can be found on the
homepage. Such navigation display is common among productoriented websites (which is consistent with goal of building a
manufacturing solution).

Figure 4: The homepage of the DIMOFAC website



Communicating on social media channels: Twitter, LinkedIn and YouTube
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o
In order to gain more followers at the beginning, “follow / follow-back” tactics
are being implemented with relevant accounts (other EU manufacturing project
accounts, etc.) that can help spreading the word.
o
In order to generate engagements (link clicks, likes, shares, etc.) and keep on
growing, more rich content is being posted: videos on DIMOFAC technology (see
Figure 5), image quotes from project partners (see Figure 6).
o
A process has also been set up in order to encourage other partners to publish
on their company social media accounts in order multiply the impact of the
communication efforts. Previously, partners contributed significantly to diffusing the
DIMOFAC vision online but this has mostly been done through resharing of
DIMOFAC content on personal accounts.

Figure 5: A video posted on the LinkedIn account of
DIMOFAC



Figure 6: A quote posted on the LinkedIn account of
DIMOFAC

Sending newsletters

The newsletter gives a recap of the content that has been published on the website.
The first newsletter was sent on June 2021. Three to four editions a year will be sent.
They will be informing on the project updates and will of course remind of the
opening of the Expression-of-Interest call.
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Figure 7: The first edition of the DIMOFAC newsletter



Networking & Clustering
o Content published in DIMOFAC’s social networks may be further
disseminated trough similar European projects (e.g., Change2Twin
and SHOP4CF).
o DIMOFAC has joined the Horizon Booster Results (HBR) to organise
cross-dissemination with other (similar) projects: LevelUP,
INTEGRADDE. The objective is to strengthen the capacity of the
three aforementioned projects by disseminating and exploiting the
results of their research. This clustering strategy is expected to
maximise the dissemination of results and offer a broader and more
complete view to potential users. Building a fact sheet and a video
of the projects in the cluster was one of the outcomes of this
collaboration.
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Figure 8 The HBR Fact Sheet

o A webinar series (3+ webinars) is also being organised between August
2021 and February 2022 with 4 other EU manufacturing projects: LevelUp, Integradde, PeneloPe and I4MS. The topics are the following:
1. The Digital Transformation of European Manufacturing: what are the
main obstacles that European manufacturing SMEs face on the
path of automation and digitalisation?
2. Women in Industry 4.0: why is it key for women to be more present in
the manufacturing world and how to achieve this?
3. Career opportunities for Young Minds in Digital Manufacturing: what
will it be in the manufacturing business in 10, 20 years and how to
attract young minds to pursue studies in that respect?
To promote the webinar, a specific website site was set up https://industry-4-0webcafes.fundingbox.com/
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Figure 9: Dedicated Website for Industry 4.0 Webinar Series



Liaison with standardisation committees and working groups
o As DIMOFAC intends to align its smart factory architecture with existing
standardisation activities in Europe, the project will provide information
to standardisation organisations (CEN, ISO) in order to spread
awareness concerning the adaptability of the DIMOFAC solution.

Most of these awareness activities begin during the first two years of the project
which is coherent with the level of progress of the project

Table 2: KPI Phase 1: Raising awareness with online activities

KPI STATUS

ACTION

KPI

Website

Visits

+10,000

2,806

Website

LinkedIn

Followers

+200

121

LinkedIn

Twitter

Followers

+200

117

Twitter

M24
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KICK-OFF

ACTION
Partners’
media

social

Newsletters

Network
clustering

KPI STATUS

KPI

&

M24

KICK-OFF

Impressions

+5000

10411

Partners’
media

Editions

+5

1

Newsletters

Clustering
activities

+2

2

Projects
contacted

+10

Liaison
with
standardisation
ISO/CENcommittees
and CENELEC TC
working groups

Network
clustering

+1

social

&

5

0

Liaison
with
standardisation
committees and
working groups

6.3.2 Phase 2: Triggering consideration through project publications
6.3.2.1 Scientific and technical publications
Midway through the project and following the research process, once clear results
would have been established in the in the field of modular manufacturing and if
there is no conflict with potential patenting, DIMOFAC actors will be publishing the
breakthroughs in specialised scientific and technical journals.
The Consortium has a proactive policy to disseminate the project results with prior
notice of any dissemination activity to all partners with sufficient information on the
results to be disseminated, as establish in GA 29.3 and Data Management plan.
The research partners will aim for fast and open access publication and are provided
with dedicated budgets to publish according to the “Gold Model” standard,
(publication with immediate, free of charge open access). If for certain reasons the
“Gold route” cannot apply, the open access will be given according to the “Green
route”), possibly after an embargo period.

1 The process to collect data from partners (company accounts) has been set up recently which
explains why the number is still relatively low. As explained upper in this section, partners were used to
share the DIMOFAC content through their personal accounts.
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Figure 10 Gold/ Green Open Access

A total of 14 scientific or technical publications are planned, the RTOs involved are
as shown in Table 3, a specific budget was dedicated to cover the Gold Standard
Open Access Publications fees.
Table 3 RTO involved of Scientific and technical publications

RTO

Nº Publications

Tecnalia (TCN)

4

TNO

2

AIMEN (AIM

2

Politecnico di Milano (POL)

2

SmartFactory (SFKL)

2

Innovation Plasturgie Composites

2

A calendar (see Appendix 2, p.32) has been designed in order to follow-up the
submission and publication process of the various papers that are planned in the
framework of DIMOFAC (the first two papers were submitted before the summer
2021).

6.3.2.2 Open Access repository
In addition, some public project datasets will also be made available within the
project’s Open Access Repository. The DIMOFAC Consortium has identify ZENODO
platform as an appropriate platform for open access sharing of publications
following the recommendations of H2020 Open Research Data Pilot thought the
OpenAire project.
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Figure 11: DIMOFAC’S Community In ZENODO

At M24 of the project, one conference paper has been shared through Zenodo:


Conference paper: Towards a Comprehensive Methodology for Modelling
Submodels in the Industry 4.0 Asset Administration Shell

6.3.3 Phase 3: Generating engagement & conversions through events
6.3.3.1 Awareness webinars
As mentioned in Phase 1, jointly with other EU manufacturing projects (Level-Up,
Integradde, PeneloPe, I4MS) DIMOFAC will be organising a series of webinars related
to digital manufacturing as well as diversity topics in the industrial world.
This webinar series is designed for participants to:
1. Learn about key innovation solutions, coming from three EU H2020 projects,
that will shape the near future of EU’s Manufacturing.
2. Find opportunities and support systems for EU’s SMEs that would like to
implement these solutions at no cost.
3. Engage in a conversation with top experts in the fields, during and beyond the
webinars being a networking opportunity.
The first webinar took place on 31 August 2021 on the topic of Digital Transformation
of European Manufacturing: what are the main obstacles that European
manufacturing SMEs face on the path of automation and digitalisation?
Recording session is available in INTEGRADDE youtube channel.
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Figure 12: The replay of the first Industry 4.0 Web Café

Such webinars will allow the project to generate awareness and word-of-mouth
before the opening of the expression-of-interest call.
The next session of the webinar will be held on November 2021 with a focus on
women in industry 4.0, and for the beginning of the next year, the third webinar will
tackle young minds and the skill for the future.

6.3.3.2 Presence in industrial events
Finally, during the second half of the project lifespan, once DIMOFAC will have solid
experimental results to showcase, the consortium will be participating in several
manufacturing events to showcase the modular manufacturing solution in front of a
European audience. Such events include for instance:
●
●

Industrial events such as Hannover Messe, APC/M, Advanced Factories,
AUTOMATICA, BIEMH, OEMs Technology Days.
Events promoted by EU Initiatives, platforms, and associations: I4MS, SAE,
Manufuture, EFFRA euRobotics, ELC-CELMA, EARPA, CECIMO.

These events will be an excellent opportunity to encourage manufacturers to apply
to the Expression-of-Interest call.
Several relevant events can be found in the appendices (APPENDIX 2: EVENT
CALENDAR).

6.3.3.3 Open call webinars
During the whole period during which the expression-of-interest call will be open to
application, DIMOFAC will be organising several webinars for potential applicants
tackling issues such as:
-

Eligibility criteria,
Benefits,
Tips for a successful application.
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6.3.3.4 Workshops & Trainings
Because of the opening of the open pilot lines network, workshops and training
sessions led by partner Swiss Smart Factory (SSF) will also be organised.
Besides, it is also contemplated to organise several webinars that can take place in
the framework of the Expression-of-interest call in order to attract more applicants.

6.3.3.5 Event materials
Finally, materials that will support the promotion of the project during events will be
produced: leaflets, video, standard presentation.
Table 4 KPI Phase 3: Generating engagement & conversions through events

ACTION

KPI STATUS

KPI

M24

KICK-OFF

Attendees (Researcher)

~400

NA

PPTP

+2

NA

Posters

+3

NA

Event reaching

+2

NA

Researchers & industrials

+150

NA

Events

+10

NA

Attendees

+10,000

NA

Presentations

+4

1

Posters/Roll-ups

+2

NA

Attendees

+700

86

PhDs, university students

50

NA

Trainees

100

NA

DIMOFAC Workshops

Attendees

100

NA

September 2022

Brochures, Leaflets,
Didactic materials

Ordered for events

+3000

NA

January 2021

Participation in industrial
conferences2
Organisation of parallel
project events3
Participation in industrial
fairs & workshops4
Presentations in events
promoted by EU
Initiatives, platforms,
and association5

DIMOFAC Trainings

2

AMC, EMS Summit, Industry 4.0 Summit, IoT tech expo global, Rethink SPMS, ECMMM.

3

Hannover Messe, EMO 2021 in Milan, etc.

4

Hannover Messe, APC/M, Advanced Factories, AUTOMATICA, BIEMH, OEMs Technology Days.

5

I4MS, SAE, Manufuture, EFFRA euRobotics, ELC-CELMA, EARPA, CCM.
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Q4 2021

Q4 2021

Q4 2021

January 2021

September 2022

6.3.4 Phase 4: Collecting feedback through an online community
Later on, in order to ease the setting up of the Open Pilot Lines network and the
organisation of the Expression-of-interest call, an online community will be created
on the FundingBox platform. It intends:
1. To provide all applicants with some support regarding the selection process.
2. To collect feedback from all adopters as key inputs to be taken into
consideration when defining the exploitation and the mid- and long-term
sustainability strategy for the Network. In this purpose, stakeholder
engagement activities will be performed, getting regional governments to
foster synergies (co-funding).

6.4 Communication strategy for the Expression-of-Interest call
6.4.1 Context
In Spring/Summer 2022 will be organised an Expression-of-Interest call in the
framework of the DIMOFAC mission: create a solution that enables faster production
reconfiguration for European factories.
During an application phase of two to three months, European industrial SMEs will
have the opportunity to express their interest in accelerating the reconfiguration of
their production lines.
The selected entities will benefit from free services intending to test the DIMOFAC
Modular Factory Solution. End-users will be able to improve their productivity at a low
cost while the DIMOFAC consortium will get useful feedback to improve its solution.
It’s thus a crucial milestone in the completion of the project’s mission.
Select at least 4 SMEs to participate in the testing of the DIMOFAC Modular Factory
Solution.

6.4.2 How to communicate?
Until now, most communication actions have been designed to raise general
awareness about the mission and the benefits that the project will bring to the
European industrial community. From 2022, communication will more specifically
focus on promoting the Expression-of-Interest (EOI) call. This will mean undertaking
actions at several levels:


Acquisition – Making manufacturers aware of the EOI call and collecting contact
details





Set up a website section inviting potential applicants to leave their contact
details for them to be recontacted when the application period will start.
Set up a website section inviting potential applicants to take a “Production
line reconfiguration” quick assessment enabling them in a flash to know if they
can benefit from the DIMOFAC solution.
Creating dedicated content on the website and on social media.
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Lead a Google Ads campaign depending on the search volume for such
initiatives.

Conversion – Getting manufacturers to apply to the EOI call




Organise webinars explaining eligibility criteria, benefit and giving tips for a
successful application
Release short and snappy videos on the same aspects mentioned above.
Set up a helpdesk email thanks to which potential applicant can share their
doubts and a community devoted to give more real-time advice to potential
applicants.

7 Communication plan
7.1 Objectives
The objectives of DIMOFAC’s communication are to:
1. Involve young minds in the development of modular manufacturing
technologies specifically related to closed-loop lifecycle management
systems and tools, and their importance and impact on the economy and
society.
2. Help in promoting gender equality and integrating the gender dimension in
research and innovation activities as well as promoting new gender-neutral
career opportunities derived from project results.
3. Achieve societal endorsement linked to research on new and key
technologies due to their potential for contributing to overcome main societal
challenges.
4. Involve companies potentially open to the adoption of DIMOFAC technology
and solutions and obtain their support to the project and to future initiatives
linked with developing and improving modular production approach.
5. Contribute to the mobilisation of the European Research Area for the adoption
of DIMOFAC-generated knowledge and the development of new
technologies enabling the full potential of the DIMOFAC technology solutions.
6. Encourage the European Commission, public authorities and policymakers to
foster cooperation in spreading the benefits of digital and intelligent
manufacturing and contributing to the regulatory process.

7.2 Target audiences
Following the objectives described above, the audience is made up of the following
entities:




Young Minds
Public in general
Women
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Stakeholders
European Research Area
European Commission, authorities & policymakers

7.3 Activities
7.3.1 Involve young minds in the development of modular manufacturing technologies
In order to reach and involve young minds, the following is planned:
1. Coordinate with the DIMOFAC consortium to present DIMOFAC in the various
activities the consortium partners organise. Activities can include Science
Nights, visits to school and more. A first workshop was already organised in
order to understand what activities targeted towards young minds consortium
members were involved in. DIMOFAC is planning concrete involvement from
2022.
2. Create jointly with other EU projects a virtual escape room for teenagers.
Together with other European manufacturing initiatives (Integradde,
PeneloPe), DIMOFAC will create a virtual and fun environment for teenagers
to get familiar with the stakes of digital manufacturing. The launch is foreseen
for spring 2022.
3. Finally, the project will also organise its own online event in order to involve
young minds in Industry 4.0. Such an event will be part of the Industry 4.0 Web
Café series organised jointly with other EU manufacturing projects (I4MS,
Integradde, PeneloPe, Level-Up).
Table 5 KPIs Communication young mind activities

ACTION

KPI STATUS

KPI

Organise/Be part of events
targeted towards pupils and
students

Students
reached

M24

800

NA

KICK-OFF

November
2021

7.3.2 Raise awareness on the importance of a gender-balanced industry
In order to promote a more gender-balanced manufacturing sector, the DIMOFAC
partners has already shared during a workshop the various initiatives focusing on
parity in the industry in which they are involved. For instance, Fill and Sculpteo has
some of its collaborators that are part of women industrial associations. After this
initial mapping:
1. DIMOFAC plans its involvement in some of the activities organised by these
associations.
2. Besides, the project will also organise its own online event in order to discuss
gender equality issues in the manufacturing sector. Such an event will be part

Public DIMOFAC – GA 870092 – Page 26/32

of the Industry 4.0 Web Café series organised jointly with other EU
manufacturing projects (I4MS, Integradde, PeneloPe, Level-Up).

Figure 13: A DIMOFAC post promoting a report built by partner Sculpteo and Women in 3D printing
Table 6 KPIs Communication gender activities

ACTION

KPI STATUS

KPI

Organise/be part of events
putting forward the importance
of women in Industry 4.0

Activities

M24
+3

NA

KICK-OFF

October 2021

7.3.3 Inform stakeholders on project results and impact beyond production
DIMOFAC will take part in several events in the two last years of the project in order
to communicate on results and impact. See activities in Phase 3: Generating
engagement and conversions in events in the dissemination plan part.
Table 7 KPIs Events with stake holders

ACTION
Join authorities and
Industry events

KPI STATUS

KPI
Presentations

M24
+4

NA
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KICK-OFF
M24

7.3.4 Inform on the project impact and results within the European research area
Table 8 KPIs EU publications

ACTION
Publish project
information on CORDIS
and own & external
means

KPI
CORDIS/EC
publications

KPI STATUS

KICK-OFF

1

November 2021

+4

7.3.5 Inform the EC, Public Authorities and Policy Makers on the impact on industry and
citizens as well as on the existing barriers
Table 9 KPIs EU & policy makers events

ACTION
Make presentations
during EC, Auth. &
Policy Makers events

KPI
Policy &
engaging
events

KPI STATUS

KICK-OFF

NA

November 2022

+3

7.3.6 Inform the general public on job creation, energy efficiency, environment & life
quality
The activity intends to inform the general public about:
-

the benefits of modular technology in manufacturing with regards to job
creation, energy efficiency, life quality, etc.
DIMOFAC’s involvement in this field.

Therefore, any communication action led in the framework of DIMOFAC serves the
purpose of the two points above.
Table 10 KPIs public reach all channels

ACTION
Press releases,
articles, presentation
on Radio & TV, web &
docs, social media

KPI

Impressions

~50.000

KPI STATUS

KICK-OFF

26,651

November 2019
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8 REPORTING
Monthly impact measurement is being done in order to:


See if regular progress is being made regarding the defined KPIs.
Table 11 An extract of the reporting sheet regarding online activities (KPI completion)

On the extract above, current metrics (KPI status) are confronted to the KPI that were
defined at the proposal stage of the project.
● Understand the effectiveness of all actions and adopt corrective actions.
Table 12 An extract of the reporting sheet regarding online activities (content effectiveness)

On the extract above, the average performance of specific pieces of content are
compared to the overall average performance. For instance, it can be seen that on
LinkedIn, the average number of impressions for posts that include videos (463) or
quote cards (369) is higher than the overall number of impressions (258). Such
content (videos and quotes) proves to be more effective and can therefore be
given more importance when publishing in the future.
Finally, reporting is done in an Excel sheet that can be found in the same folder as
the deliverable.
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9 APPENDICES
9.1 APPENDIX 1: PUBLICATION CALENDAR
TITLE

STATUS

PARTNER IN CHARGE

ESTIMATED
DATE OF
PUBLICATION

An OPC UA Model of the Skill Execution Interaction Protocol for the Active Asset
Administration Shell

Cancelled

SFKL

October 2021

Facilitating reusability of the Asset Administration Shell models

Published

TNO

September
2021

Architecture and implementation of an Asset Administration Shell registry for access
to distributed submodels

Postponed

TNO

February 2022

Integration of vertical and horizontal data flows combining IDS and AAS, a case
study

Postponed

TNO

February 2022

Common Information Model and data interoperability

In process

SFKL

October 2021

Trusted exchange of Asset Administration Shell models between organizations

Postponed

TNO

April 2022

Business perspective on deployment of Industry 4.0 concepts

Postponed

TNO

April 2022

Laser joining process control

To be confirmed

TECN

December
2021

Automatic process orchestration/coordination & Concept of Pro-active Asset
Administration Shell

To be confirmed

SFKL

March 2022

AAS development integrated in an embedded device

To be confirmed

AIMEN

September
2022

Embedded online process control in a modular environment

To be confirmed

AIMEN

September
2022
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Using Ontologies for Semantic Interoperability

To be confirmed

SFKL

January 2023

Reconfiguraton of injection molding workcell

To be confirmed

IPC

January 2023

Digital Twin for injection molding process

To be confirmed

IPC

January 2023

Use of COLLADA to develop Digital Twins

To be confirmed

AIMEN

October 2020

Digital Twin solution for reconfigurability of manufacturing systems

To be confirmed

POLIMI

April 2023

The impact of PnP modular technologies for businesses servitization

To be confirmed

POLIMI

October 2023

PL2 architecture

To be confirmed

TECN

December
2023
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9.2 APPENDIX 2: EVENT CALENDAR
Event Name

Location

Audience

Visitors

Hannover Messe

Hannover

Industry, Scientific Community,
Stakeholders

200,000

EMO

Milano

Industry, Scientific Community,
Stakeholders

130,000

APC/M

Toulon

Industry, Scientific Community,
Stakeholders

160

Advanced Factories

Barcelona

Industry, Scientific Community,
Stakeholders

16,000

AUTOMATICA

Munich

Industry, Scientific Community,
Stakeholders

46,000

BIEMH

Bilbao

Industry, Scientific Community,
Stakeholders

50,000

EMS Summit / European Supply Chain
Management Strategies Summit

Berlin

Industry

Industry 4.0 Summit & Expo

Manchester, UK

IoT tech expo global

Amsterdam

Tech professionals

8,000

Rethink SPMS

Berlin

Smart manufacturing

100

ECMMM

Athens

Scientific

INDUSTRYFORUM SMART MACHINERY
AND SERVICES

Finland

Business

Manufacturing Data Summit Europe

Munich

Digital and IT leaders of
corporations

Southern Manufacturing & Electronics

Farnborough,
UK

Engineering & Electronic firms

9,200

Addit3D / BeDigital

Bilbao, Spain

Industry

19,500

IOT Solutions World Congress

Barcelona,
Spain

Industry, Scientific Community,
Stakeholders

16,000

Smart Factory Expo, Digital
Manufacturing Week

Liverpool, UK

Business

30,000

Predictive Analytics World

Berlin, Germany

Business

11,000

III Congreso de Industria Conectada
4.0

Madrid, Spain

Business, Government

DRAFT

Connected Manufacturing Leaders
Summit

Manufacturing companies

National Manufacturing & Supply
Chain Conference & Exhibition

Dublin

Manufacturing leaders, academics
and government agencies

MACH

Birmingham

UK manufacturing engineers,
decision makers, buyers and
specifiers

200

25,000

9.3 APPENDIX 3: REPORTING SHEET
The reporting sheet has been attached to Dissemination & Communication Plan
folder that was submitted in the EC portal.
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