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Executive Summary 
D7.1 Brand and Communication Channels details the development of a strong brand identity for the OptiPEx 
project. It also reports on the establishment of a range of communication channels, each selected to reach 
key stakeholders and generate maximum impact. 

This deliverable focuses on the period between the project launch in M1 and M3. The content provided in 
D7.1 will inform D7.2 Impact generation strategy, which will outline the project’s impact generation strategy. 
The initial progress outlined in this deliverable will also be expanded on in D7.3 Communication and 
dissemination report, which will report on the impact generation activities of the first eighteen months of the 
project.  

This report begins by outlining the approach to creating the project brand, followed by the approach to the 
selection and development of key communication channels. The approach section introduces each element 
of the OptiPEx brand, describing its purpose and function within the project. Additionally, this section 
identifies each of the project’s communication channels, with the core channel being the project website. 
Similarly, the purpose and function of each channel is here defined. 

Following on from the approach, the report presents the implementation of the project brand and 
communication channels. The Implementation of the brand development, including logos, colour palettes and 
typography, are supported by the conceptual thinking behind the design of each element. The project website 
and plans for its development are also included. 

Ultimately, this deliverable emphasises the all-encompassing nature of OptiPEx’s communication activities, 
and it will act as one of the essential documents that inform these activities throughout the project’s entirety. 
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1 Introduction 

1.1 Purpose of the document 

The purpose of D7.1 Brand and Communication Channels, in alignment with the project’s Description of Action 
(DoA), is to cover the development of a strong brand identity and communication channels for reaching key 
stakeholders. Within the project’s roadmap this deliverable produces the project website, which will serve as 
the core of online communication and dissemination throughout the lifetime of OptiPEx and beyond. In 
addition, it covers all other communication channels, to address the production of high impact print and digital 
communications material for appropriate audiences across targeted channels. It also facilitates the 
engagement of media and multipliers. 

1.2 Relation to other project work 

Due to the scope of the OptiPEx brand and communication channels and their role in communicating all major 
project developments, research, activities, and outcomes, D7.1 is related to all other tasks and deliverables 
within the project. 

D7.2 is a direct output of T7.1 Dissemination and communication, and it impacts directly on WP7. Specifically, 
the comprehensive impact generation strategy that will be reported in D7.2 will outline the implementation 
strategy for the brand and communication channels identified in this deliverable. It is therefore clear how D7.1 
is also closely linked to D7.3 and D7.5 Communication and dissemination activities report V1 & V2, which will 
report on the impact generation activities that take place throughout the course of the project. 

The project website serves as a hub for all external engagement and will host project outcomes, news, and 
updates on OptiPEx’s development. It will also support the exploitation of the project’s end results as it will 
serve as a source of information for potential adopters of the OptiPEx solutions. At a minimum, all public 
OptiPEx deliverables will be uploaded to the project website for the purposes of project transparency and 
information-sharing when the deliverables have been approved by the European Commission. 

1.3 Structure of the document 

This document is made up of two major sections. Section 2 outlines the approach to the creation of the 
OptiPEx project’s brand, including the brand definition, brand vision, promise, tagline, values, and attributes. 
A brief introduction to each element is provided, followed by their core purpose, function, and link to the 
project. Following on, this chapter identifies each of the project’s key communication channels. For each 
channel, a brief introduction and definition of the core purpose and function in the context of the project is 
provided. Overall, section two provides the thinking behind section three. 

Section 3 outlines the results to-date of the project’s brand and communication channels, based on the 
approach. The project brand and key communication channels are clearly defined, along with an overview of 
communication content produced to date, supporting images, status, and plans for future use. Overall, this 
section outlines the practical output of section two. 
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1.4 Glossary adopted in this document  

The terms used in this document are specific to the Horizon Europe vocabulary. This includes: 

• Communication: In the context of European research projects, the term communication means taking 

strategic and targeted measures for promoting the project’s actions and its results to a multitude of 

audiences, including the media and the public, and selecting the correct means of communication that 

may involve a one-way or two-way exchange in the process. [1] 

• Dissemination: In the context of European research projects, the term dissemination means sharing 

research results with potential users - peers in the research field, industry, other commercial players, 

and policymakers). [2] 
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2 Approach 

This section outlines the approach taken in the development of the OptiPEx brand, followed by the approach 
in the establishment of each of the project’s communication channels.  

As per the project DoA, the following communication channels have been highlighted as important for the 
project, and each assigned key performance indicators (KPI) to measure their effectiveness in generating 
impact. The approach to the creation of each channel is described in detail in the following section. 

OptiPEx Communication Channels and KPIs: 

• Website: Website with continuous updates, biweekly project news updates and at least 10,000 visits 

by M42. Live for 5 years after the lifetime of the project. Social/Digital Media (all by M42): 1,000 

Twitter followers, 500 LinkedIn followers, 20 videos on YouTube with more than 1,000 views, 6 

podcast episodes, weekly social media posts. 

• Community Engagement: 3 end user workshops (1 per case study topic), 8 focus groups, 2 open 

webinars, 10 interview sessions with use case groups, and 1 high level final event  

• Media outreach: press releases (6); media produced by partners/coverage in industry magazines 

/popularised articles in magazines (20); mass media: TV, radio.  

• Promotional material: Brand guidelines and communications collateral pack including poster, brand 

guidelines, leaflet and presentation design with continuous updates, equipped with a QR code leading 

to the OptiPEx website. In addition, 8 editions of the newsletter with 500+ readers. NOTE: Most of the 

content that will be produced will be in digital format; printed material will be avoided to minimize 

burden on the environment. 

2.1 OptiPEx Brand 

It is intended that the OptiPEx brand will be an EU-wide brand, synonymous with the development of 
passenger-aware, interactive, and adaptive passenger transport services using artificial intelligence (AI) 
technology and will evolve throughout the project’s lifetime as more events and activities take place.  

A clear and coherent visual and graphic appearance allows for easier identification for the public. The OptiPEx 
brand will also have an impact on all other deliverables that will be submitted as part of the project, as it will 
provide guidance on the overall tone and direction of the project in the carrying out of research, events, and 
other activities, and in the communication and dissemination of these activities with key stakeholders and the 
wider public. The reader is referred to the results section 3.1, where the development of the OptiPEx branding 
is outlined in detail. 

2.1.1 What is a Brand? 

A brand is the way a product, company, or individual is perceived by those who experience it. A brand is “the 
intangible sum of a product’s attribute: its name, packaging, and price, its history, its reputation, and the way 
it's advertised.” [3]. In accordance with such definition, the creation of a unique OptiPEx brand must be 
established coherently and strongly. Branding is realised in two phases - the first one being definition and 
agreement (D7.1), the second being the implementation plan to achieve the defined targets, which composes 
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of implemented series of messages and actions that feed straight into the product/service/concept’s name 
and identity (D7.2). 

At the same time, in the words of Neumeier (2015), “A brand is a result. It’s a customer’s gut feeling about a 
product, service, or a company. It’s not what you say it is, it’s what they say it is. A brand is your reputation.” 
[4] As such, it is intended that the OptiPEx brand will evolve throughout the project’s 42-month lifetime as 
more events and activities take place, and more project results can be shared with relevant stakeholders. 
Although it is to be adapted over the lifetime of the project, as it is influenced by the developments of the 
project, its essence will remain aligned with the motivating principle for all project branding. 

This document will describe the development of the OptiPEx brand in its practical form, including each key 
elements of the brand, and its placement across all the project’s communication channels. The reader is 
directed to D7.2, due for delivery in October 2024, where the OptiPEx brand strategy will be included in the 
comprehensive communication and dissemination strategy for the project. This document is intended to be a 
reference point for all project partners, reviewers, and advisors. Its outcomes will have an influence on many 
other project actions and WP7 deliverables. 

2.1.2 Brand Vision 

The brand vision is the key to determining if implementation of the brand strategy is successful. This should 
outline the scale of ambition and challenge for the brand. It should be inspiring and motivating and provide 
stimulus for achieving reach and outputs. Additionally, it describes the goal for the project and makes it clear 
what the ‘finish line’ looks like.  

The OptiPEx project is being implemented in a time where two rising “trends” are occurring globally and at an 
EU level. The first being the popularization of autonomous vehicles and the belief that it has the potential to 
transform the transportation system and consumer behaviour, as well as make the roads safer for all users. 
[5] 

The second “trend” is the rapid development of AI technology and the European Union’s (EU) development of 
an approach to AI that is centred on excellence and trust, aiming to boost research and industrial capacity 
while ensuring safety and fundamental rights. The way we approach AI will define the world we live in the 
future.  

The goals at the centre of the development of autonomous driving technologies and AI technologies play a 
key role in the brand vision for OptiPEx, which aims to establish a public transport system that relies on both 
technologies to provide all users of the roads with an experience that is safe, easy and inclusive. 

2.1.3 Brand Promise and Tagline 

The brand promise is telling your stakeholders what you promise the project will do for them. It is often 
supported by a ‘tagline’ which is, ideally, a short and easy-to-remember phrase that summarises the overall 
benefits of your service or product. The tagline is a point of common ground shared by the consortium 
members and, in turn, with stakeholder groups as it captures the shared aim of the project and its 
stakeholders. 

In the case of the name for OptiPEx, the tagline underlines the key goal of this project and is the same as the 
project name: Optimizing Passenger Experience in Public Transport. 
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2.1.4 Brand Values and Attributes 

A brand’s values are the core beliefs which the brand or organisation stand for; they act as guide for the 
additional brand attributes, including the brand story, logo, actions, and decision-making processes. The 
reader is directed to the DoA and upcoming D7.2 where the project’s dissemination and communications 
strategies, including its mission and vision, are outlined. Effectively, the brand values, mission and vision 
combined create the foundations of a strong project as the values set a standard that the project aims to 
uphold in pursuit of its promise and overall vision. 

On the other hand, a brand’s attributes are the characteristic traits that describe a brand. As identified by Killip 
[6] brand attributes can be divided into hard and soft; hard brand attributes are defined as tangible items such 
as your logo, colour palette and typography, whereas soft attributes are like personality traits, for example, 
credibility, reliability and consistency. 

Based on the OptiPEx project’s DoA, the soft brand attributes are: 

• Easy 

• Safety 

• Sustainability 

• Inclusivity 

• Ethical 

• Collaborative 

2.2 Communication Channels 

The OptiPEx communication channels and the timing of the project’s communications will continuously align 
with the core brand and target audiences. Each channel will follow a strategic plan to communicate the key 
message required for the channel’s target audience in order to maximise its impact. 

Over the course of the project, OptiPEx will communicate information across several different channels 
including: 

• Project Website 

• Social media (LinkedIn, X (formerly Twitter), YouTube) 

• Press 

• Newsletter 

• Podcast episodes 

• Events (Conferences, Industry Fairs, Workshops) 

2.2.1 Website 

The OptiPEx website will serve as the central hub for all the project’s online communications. The website was 
assigned the following domain and can be accessed at this link: Optipex.eu. The website will go live at the end 
of July 2024. The project website will cater to all the different audiences targeted by OptiPEx, who will be able 
to navigate easily to dedicated website sections. Additionally, any digital/social media channels will support 
and amplify the key messages from the project website.  
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The broad range of OptiPEx target audiences is included in Table 1 OptiPEx target audiences. 

Table 1 OptiPEx target audiences 

Sector Target Audience 

Civil Society 
(PT Passenger 
Groups) 

Public Service Unions (Disability, Health and Law Department, Austria 

Association of Wheelchair Users 

Transport Association that serves the core area of Linz 

LINZ LINIEN GmbH 

International and national citizens’ associations, parents’ groups 

International and national passenger interest groups (such as EPF – European Passenger 
Federation, EDF- European Disability Forum), 

Industry Automotive supply chains 

Vehicle manufacturers incl. OEMs (VW, Audi, BMW) and rolling stock actors 

Service developers 

European rail supply industry UNIFE (Teleste participating) 

Figure 1 OptiPEx Website homepage 
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Sector Target Audience 

Tier 1 suppliers (such as Valeo) 

International union of railways (UIC) 

Big Data Value Association BDVA (VTT is a full member) 

Facilitators Providers of funding and support such as REA, CINEA 

The CCAM partnership (VTT and JKU-ITS are members), EIT Urban Mobility, POLIS, 
Eurocities, ERTICO – the European Road Transport Telematics Implementation 
Coordination Organisation, ITEA Smart City Advisory Board (HIB is a member), existing AI 
initiatives and clusters incl. Big Data and AI Initiative of PLANETIC (HIB is a member), AI 
Working Group of AMETIC (HIB is a member), AI, Data and Robotics Partnership (VTT is a 
member), AI high level expert group (HLEG), European AI Alliance, Digital Innovation 
Hubs, AI Intelligence Centres 

SMEs, startups, investors in automotive intelligent technologies, trade representatives, 
European Digital SME Alliance, tech funders 

Mobile service providers 

Enablers European and national policy makers 

PT authorities 

Ministries of business, innovation and transport 

Regulators 

Standardization bodies (in cabin sensing etc.), 

Interest groups (such as UITP – International Association of Public Transport) 

Research 
communities 

Digital technology, human-machine interaction and transport R&I community, data 
analytics and mobile service experts, Association for Advancement of AI, European 
Association for AI (EurAI) and national associations 

Related R&I projects 

 

More broadly, the project’s website will serve as its primary communication tool and a key element of 
engagement with the target audiences of OptiPEx. The public website will hallmark the project brand and 
provide well-presented, non-confidential project information in a clear manner that can be easily understood 
by the general public, including: 
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• Project biography, i.e., concept and methodology 

• Core objectives 

• A profile of each consortium partner (example below inFigure 2 and Figure 3) 

• Results and public deliverables 

• Publications 

• Information on Living Labs 

• Project news and events 

• Project videos and podcasts 

• Downloads, e.g., infographics and factsheets 

• Links to other relevant European Commission / Horizon Europe projects and initiatives 

Figure 2 Project partner page on OptiPEx website 
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When designing the OptiPEx website, the aim was to make it visually attractive and easy to navigate, and at 
the same time informative and timely. The elements that define a good website are, in order: navigation, 
graphical representation, organization, content utility, purpose, and simplicity. [7] The OptiPEx website is built 
for easy user navigation, displaying the majority of information about the project on the landing page, and 
where access to every other section of the website can be intuitively found. [7] The website recalls the colour 
chosen for the branding of the whole project as well as the project themes, through imigaery (see Chapter 2.1 
for more details) (See Figure 4). The material on display on the website is representative of the project, its 
objectives, and its activities, meaning the website hits all the important aspects of web design. As a result, 
website users will be encouraged to visit, browse further, and recognize the website as the project’s 
information nucleus.  

 

Figure 3 Example of a partner profile page on OptiPEx website 

Figure 4 Section of the landing page on the OptiPEx website 
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The website is built with flexibility, meaning web sections may be added or removed as required. It is also 
programmed using the technique of responsive design, meaning it will present itself in a layout most 
appropriate and optimised for the device on which it is being viewed, be it desktop, smartphone, or tablet. 

Functionally, beyond the completion of the OptiPEx project, the website will be the main host of its public 
results and serve as a virtual centre for all post-project activities. This will be so for 5 years after the completion 
of the project. Therefore, the OptiPEx website has been created with the dual purpose of housing the project’s 
core communications and reaching its key audiences. It has been instilled with a striking visual identity, 
coherent structure, engaging content and streamlined navigation to encourage users to visit, browse further 
and recognise the website as the project’s information nucleus. 

2.2.1.1 Website structure 

The website is built on the WordPress platform which is an open-source content management system written 
in PHP and paired with a MySQL or MariaDB database. The platform includes a plugin architecture and a 
template system, referred to within WordPress as Themes. This allows the OptiPEx website to be as responsive 
as possible to its users. It also allows the site to be visually attractive and easily accessible. 

A modular approach was used to create the website’s structure and layout. This approach lays the information 
out in a series of content ‘blocks’, which provides flexibility of form as each block can: 

• Be activated or deactivated at will; 

• Have its on-screen prominence raised or lowered;  

• Be easily converted from a small subsection to a focal point on the webpage and incorporate 

multimedia and social networking features around it. 

The rationale behind this approach is the evolving nature of these projects, where certain developments may 
transpire that alter the project’s trajectory somewhat or where the focus shifts from one aspect to another. 
While a concrete roadmap will exist to chart the progression of actions over the duration of the project, the 
appropriate tone and means to communicate to stakeholder audiences can be more fluid and this approach 
will enable refinement and modification in real time. 

2.2.1.2 Website Maintenance and Updates 

WP7 leader Carr Communications (CARR) is responsible for the build, hosting, and maintenance of the OptiPEx 
website. CARR will also develop the content required for the website. In practice, this will involve writing, 
editing, and proofreading the written content for each page. Website content will be gathered from all 
partners to ensure a consistent stream of posts. 

Given the broad range of audiences that the site is intended for, each with a different level of knowledge and 
expertise about specific areas of the project, the content writing will also include copywriting content in 
different ways, such as a blog or a video. While these examples include the same information as the more 
technical publications, their tone and language make the information more accessible to a wider audience. 
CARR will also collect images and multimedia content related to OptiPEx to complement all written content 
and ensure that the site is visually appealing to visitors. 

As project activities take place over the coming months, partners will be encouraged to contribute further to 
its development through blog posts, workshop proceedings, news, events, and updates on the status of their 
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work within the project. All this information will be uploaded to the website in a timely manner, ensuring the 
website continues to evolve throughout the project’s lifetime. 

2.2.1.3 Monitoring traffic to the website 

Matomo is a leading open-source web analytics tool, which is GDPR compliant. This tool helps us to understand 
and analyse the overall performance and trends of the OptiPEx website. It is used to measure website traffic 
patterns, e.g., total number of visitors, page views, duration of visits, downloads, and the geographical spread 
of visitors. This information is used to gain insights into performance and provide feedback on how to improve 
and optimize the website structure. The website will undergo annual review, based on the analytics and 
feedback from the partners, which will also serve to improve its performance. For example, if a particular 
section proves to be frequently visited, it can be made more prominent on the website to ensure that the 
navigation journey becomes easier for visitors. 

2.2.1.4 Privacy Policy 

The OptiPEx project is committed to implement the high standard of protection for personal data that has 
been set up in the European Union. The Privacy Policy has been integrated into the project website. It 
establishes that processing of personal data will be done responsibly, securely, and proportionally. The full 
text of the Privacy Policy can be found in the Appendix 1 of this deliverable.  

The project website also integrates the concept of “privacy by design”, whereby visitors can make a choice on 
a lower or higher level of privacy. The cookie management tool allows visitors to grant their consent before 
any cookies are stored, and to specify their preferences for cookies which are not strictly necessary for the 
functioning of the website. The full description of the Cookie Policy can also be found in the Appendix 1. 

2.2.2 Social Media 

Social media will be utilised as a central communications tool for OptiPEx in engaging with relevant 
stakeholders and disseminating the project’s key messages. A strong digital presence is vital for OptiPEx from 
a communications perspective, with search engines and social channels becoming the go-to place for 
information on brands, organisations, or products in the digital age. The main social channels identified for 
use by OptiPEx were X and LinkedIn, both of which were set up in April 2024 and officially launched on the 1st 
of May 2024 with the project kick-off. A YouTube channel was also set up on the same day. 

LinkedIn was identified as being a platform where PT service providers, regulatory bodies, technology 
developers, and AI developers could be located. X is seen as having a more general audience which may include 
the PT user groups, media as well as researchers and policymakers. Considering the changes involving X 
following its acquisition by a new owner in November 2022, WP7 leader CARR will continuously monitor its 
developments and propose a different social media strategy if needed, as a substitution for the KPIs set for X. 

Finally, with video content on the rise in recent years on social media, YouTube will aid OptiPEx in helping to 
break down topics, issues and queries that may arise into an easily digestible format for those interested.  
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Figure 5 OptiPEx profile on LinkedIn 

 

Figure 6 OptiPEx profile on X 

 

Figure 7 OptiPEx profile on YouTube 

2.2.3 Media Outreach 

Modern media consists of three main outlets for communication: traditional media (TV, radio, and printed 
newspapers/magazines), digital media (online news outlets, trade news sites and topic-specific websites), and 
social media (e.g., X, LinkedIn, Facebook, Instagram, TikTok). 
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Media represent an important audience for OptiPEx, and acts as a multiplier channel to reach priority audience 
groups. During the first year of the project, significant efforts from CARR will be made in building and growing 
a media contact database, which will include media outlets at local, national, and European levels. CARR will 
prepare and issue press releases on preliminary research results, outputs developed, and project events, in 
order to gain media coverage.  

Other activities include: one on one media briefings with key journalists, pitching potential interview ideas 
with project partners, drafting articles for pitching to publications specialising in the various focus areas of this 
project, and providing media training to project partners prior to their media interviews. Local media will be 
targeted during OptiPEx events. These efforts will continue into the following years of the project; as the work 
on the OptiPEx solutions progresses to the next stages, media engagement and activities will become 
increasingly result-oriented.  

The OptiPEx project will be presented to EU-level media outlets to get coverage of the project activities and 
developed technologies. 

In addition, we will rely on valuable EC resources that can serve as amplifiers and multipliers of the OptiPEx 
results. The EC offers to support the dissemination efforts of Horizon Europe projects, using the following 
outlets (but not only): 

• Horizon Magazine https://ec.europa.eu/research-and-innovation/en/horizon-magazine 

• Research and Innovation success stories https://ec.europa.eu/research-

andinnovation/en/projects/success-stories 

• CORDIS (news, interviews, results) https://cordis.europa.eu/en 

• Horizon Impact Awards https://ec.europa.eu/info/research-andinnovation/funding/funding-

opportunities/prizes/horizon-impact-award_en 

• The EU Innovation Radar Platform https://www.innoradar.eu/ 

• Horizon Results 

https://ec.europa.eu/info/fundingtenders/opportunities/portal/screen/opportunities/horizon-

results-platform 

• Horizon Results Platform TV 

https://ec.europa.eu/info/fundingtenders/opportunities/portal/screen/opportunities/horizon-

results-platform/hrptv 

2.2.4 Publications and Promotional Material 

The scientific community is an important target audience for OptiPEx, and the publication of project results in 
relevant journals and conference papers will be a key dissemination activity for the project, with KPIs set 
against publications. Plans will be detailed further in the impact strategy under D7.2. 

Promotional material will be designed for wider audiences and produced throughout the project, as results 
emerge. These materials will include leaflets, posters, banners, and infographics (updated annually). Most of 
the content will be produced in a digital format to minimize the burden on the environment. There is a section 
on the OptiPEx website for ‘Downloads’ where promotional materials will be available to download as they 
are published. Deliverables and Publications will also be subsections in the ‘Downloads’ section. 
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2.2.4.1 Newsletter 

A series of eight newsletters will be published on LinkedIn at regular intervals throughout the project to share 
regular updates on project developments, results, and outputs. The OptiPEx website homepage includes a link 
to subscribe to the Newsletter, which will be issued +- every 5 months, beginning in Autum 2024.  

LinkedIn Newsletters are GDPR compliant, as first-tier connections are shown the newsletter and invited to 
subscribe. This ensures that the subscriber list has fully opted in. LinkedIn Newsletters is a relatively new 
feature to the social media channel but has impact and direct link to attaining subscribers. It is straightforward 
for readers to subscribe to while using the LinkedIn platform, meaning that the process does require the user 
to have a LinkedIn account, however it does not require visiting a third-party website to sign-up, making it 
homogenous with their everyday social media use. Whenever a LinkedIn Newsletter is published, an automatic 
notification is sent to subscribers and email inboxes, which will increase awareness of the OptiPEx project. 
Metrics can then be monitored in terms of the numbers of views. 

2.2.4.2 Podcast 

The use of podcasts as a communications tool has never been more popular than in recent years with an 
estimated 424 million listeners worldwide – accounting for over 20% of all internet users. [8] The OptiPEx 
project will six podcast episodes throughout the duration of the project. Producing a podcast adds value to 
the OptiPEx project as they allow it to communicate to a relevant and captive audience that is known to have 
a clear interest in the topics being discussed. The podcast miniseries will be streamed on all major streaming 
platforms such as Spotify, Apple Podcasts, Acast, and Anchor. 

2.2.4.3 Videos 

Video content will play a significant role on all three of OpitPEx’s social media platforms – LinkedIn, X, and 
YouTube. The popularity of video content is continuing to rise exponentially, with 92.7 percent of global 
internet users worldwide watching digital videos each week and spending around 100 minutes a day doing so. 
[9] 

Video content will introduce OptiPEx’s audience to the aims, objectives and activities in a more relatable way, 

as they will listen to the protagonists of the project talk about how it will create an impact. 

2.2.4.4 Community Engagement 

Relevant events provide an opportunity for OptiPEx to communicate directly with a range of key audiences 
and share information about the project itself, as well as its outputs and results.  

Community engagement is an important element of this project, and it is planned to host three end-user 

workshops, two open webinars, eight focus groups, ten interview sessions with case groups, and one final 

thematic summit during the project. These engagements also include a widely distributed survey. 

Communications partnerships will be established with pre-existing service providers and regulatory bodies. 

As set out in the DoA, a series of KPIs will be used to measure OptiPEx’s participation in a range of events as a 

communication channel. These include: 

• Participation in Conferences 

• Trade fairs / Exhibitions 

• Seminars / Workshops 

• Organization of community workshops 
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• Open webinars 

• Interview sessions 

• Organization of final event 

Throughout the project, WP7 leaders will use a tracker to monitor the progress of communication and 

dissemination activities, with a view to maximise the impact that can be generated for the OptiPEx project. 

Each partner is encouraged to frequently update this tracker to keep the CARR team up to date on their 

communication and dissemination activities. 
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3 Implementation 

3.1 Project Brand 

Activity: Brand logo, infographics, posters, brochures, videos, common templates for presentations and other 
actions that create identity, consistency, and awareness of the project. 

Purpose: Develop a strong brand identity and through unified and consistent project brand elements including 
a logo and communications templates to be formatted for all requirements. 

Current Status: In M1 the OptiPEx project logo, typography, colour palette, branded PowerPoint, deliverable 

template, and social media banners have been designed and finalised. The brand approach has been outlined 

in Section 2 and following this, CARR is currently establishing the project’s brand guidelines which will be 

delivered in the impact generation strategy in D7.2. This will guide all project partners on using the brand and 

set a benchmark to abide by so that there is a consistent, clear, and unified voice coming from the project. 

The logo has multiple use cases so that it is viable in all situations including web design, social media, and print.  

 

 

 

Figure 8 OptiPEx full colour horizontal logo 

 

 

 

 

Figure 9 OptiPEx full colour logo mark 
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Figure 10 OptiPEx full colour logo vertical 

To support the consistency of the brand, CARR will create brand guidelines including the use cases for the 

various logos for all partners to abide by, so that there is a consistent, clear voice coming from the project. 

Project-specific branded presentation templates were created ahead of the Kick Off Meeting (M1) for use 

during the project. These include various slide types, including title slides, section title slides, content slides 

and closing slides. They also have the project fonts and colours built in. 

The OptiPEx colour palette has been derived from the project’s background and mission and created to 

specifically work in a digital arena. The colours are vibrant and modern, giving impact and contrast to any on-

screen products. 

 

Figure 11 OptiPEx colour palette 

The two types of fonts that will be used are Exo 2 Semibold (Header font) and Urbanist (body font), as shown 
below in Figure 12. 
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Figure 12 OptiPEx typography 

Both fonts have been specifically chosen for onscreen clarity, while still working well for print if necessary. 

Calibri has been selected as the default Windows font and the font for the deliverable documents to ensure 

full compatibility. These brand fonts are included in the OptiPEx brand resource pack. They are also embedded 

in the presentation template so they can be used even if the user does not have them installed. 

From the outset of the project, a clear brand basis was created and communicated to partners. The brand will 

continue to develop as the project evolves, its objectives are elaborated on, and its goals are achieved 

throughout the coming years. OptiPEx project partners will continue to play a critical role in the development 

of the brand and an even more important role in ensuring that the brand is used to effectively communicate 

the goal and objectives of the project. 

3.2 Project Website 

Activity: Website 

Purpose: Dedicated website with online project communications including information, objectives, results, 
partners, and events. 

Measure Activity Targets: Visits to the project website (10,000 by M42), with biweekly project news updates. 

Current Status: The OptiPEx project website is under construction and is set to be launched M3, once all 
feedback from the consortium and coordinators had been gathered and implemented, and this deliverable 
(D7.1) has been submitted to the EC portal. The link to access the website is: optipex.eu. A breakdown of each 
section on the website can be seen below. As the project continues, the website will be continually updated. 
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• Home Page: The home page (or ‘landing page’) will welcome visitors to the OptiPEx website with a 

visually pleasing colour scheme, a minimalist layout including the project title, tagline, and a brief 

description of the core idea of the project. The home page header will also include a breakdown of 

the project’s background, its duration, number of partners and funding amount. As the visitor scrolls 

through the home page, they will see stock imagery placed throughout linking to the different areas 

of the project and the variety amongst the consortium’s professional experience.  

• Project Partners: It is essential that all partners are clearly identified on the website to highlight their 

participation and role in the project and maximise the value of their existing networks thus, leveraging 

new opportunities for communication. Each OptiPEx partner has provided a brief description of their 

company, social media profiles, logo, and their role in the project which will be profiled on the website 

where the visitor can click on any selected partner to see a more detailed profile of their work and 

role in the project. This will facilitate website visitors’ awareness of the players involved in OptiPEx.  

• News & Media: As outlined in the project DoA, an aim of WP7 is to develop OptiPEx as a strong brand 

and produce high impact print and digital communications material for appropriate audiences across 

targeted channels. The News and Media section will host details of the project, including news items, 

press releases, conferences, and project meetings. OptiPEx will also issue a regular newsletter via 

LinkedIn. Each newsletter will be archived on the website under the News & Media section. Finally, an 

event section also features under News and Media. This will be a hosting area for information on 

events both attended and hosted by the OptiPEx consortium. 

• Downloads: The Downloads section of the website will function as a repository for project 

deliverables, publications (including Publications authored by the OptiPEx partners) and 

communications material such as infographics, posters, fact sheets, brochures, and so on. All 

downloads will be uploaded in PDF format where possible, and the communications material will be 

clearly laid out, including the file size, title, and thumbnail. This section is also particularly important 

for communication to key media as they can use the downloadable material for coverage and visual 

presentation.  

3.3 Social Media and Online Presence 

Activity: Social Media 

Purpose: OptiPEx’s digital presence and established social media channels have already been used as a key 

communication channel to share information surrounding the project and its relevant partners. Interest in the 

project will be created on social media and digital platforms by using a variety of visual media assets such as 

videos, animations, and infographic imagery, as well as mobile enabled content. A QR code will be created 

that will lead to the landing page of the project website. 

Measure Activity Targets: X followers (1,000); tweets (weekly); LinkedIn members (500) with weekly posts; 

YouTube videos (20) with more than 1000 views; podcast (6 episodes) published on all platforms. 

Current Status: OptiPEx social media channels will be central in communicating the key messages of the 

project and highlighting the activities that have already occurred from M1-M3. Since their creation, both 

LinkedIn has had a very high engagement rate on posts as well as a steady growth in followers. 
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CARR is actively monitoring the developments linked to X, in order to suggest a successful strategy adaptation 

in D7.2.  

Table 1 below presents an insight into the social media content strategy that has been utilised in the first three 
months of the project, split into theme, reasoning, and examples. This will be elaborated within the 
communications strategy in D7.2 which will be submitted in M6. By clicking on the image, it is possible to view 
each post as it appears on the relevant OptiPEx social media channel. 

Table 2 OptiPEx social media posts (months 1-2) 

Theme Reasoning Example 

Project introduction 
thread 

Raise awareness of the start 
the OptiPEx project. 

Educate and inform 
audiences on what OptiPEx 
entails in a brief and 
digestible format. 

 

Event Participation Sharing information on 
ongoing project activities 

 

 

Activity: Videos 

Purpose: With the popularity of video content rising exponentially in recent years, OptiPEX will leverage video 
content to help educate and inform audiences about various elements of the project, but also to keep our 
target audience engaged, ensuring that our content is varied and not one-dimensional. Video content also 
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enables OptiPEx to communicate some of the more complex elements of the project in a more digestible 
manner and helps our audience to humanise some of the partners/people involved in the project. 

Measure Activity Targets: 20 YouTube Videos 

Current Status: In M3 there are no existing videos. The first material was collected in M1, at the kick-off 
meeting and is being used to make an introductory video. The next time footage will be collected will be in 
M6 at the General Assembly meeting, and then at M12 second annual meeting and General Assembly Meeting. 
This will allow the project to communicate on the work done up to M12, expectations and future plans. These 
videos will take the form of an interview style with a shorter length meaning they can be shared on YouTube 
and on the OptiPEx social media channels.  

3.4 Media Outreach 

Activity: media outreach (press releases, coverage) 

Purpose: The coverage of OptiPEx on various media outlets will be searched and exploited as a key 

communication channel to share vital information surrounding the project to a large number of stakeholders.  

Measure Activity Targets: 2 press releases disseminated to European and national media with at least 15 

instances of media coverage. 

Current Status: A kick-off press release to announce the launch of the project was produced and issued to the 

media. Together with the coordinator VTT, CARR developed an overall press release template (Annex I: 

OptiPEx launch press release) which was distributed amongst project partners to share, translate and localise. 

The aim of this initial press release was to raise awareness among, and provide information to, media, rather 
than to obtain news coverage. Therefore, we anticipate future press releases will achieve more targeted EU-
wide and regional targeted media coverage, as the project develops, and more research and tangible results 
emerge. OptiPEx will continually aim to gain media coverage at an EU and regional level so that all our target 
audiences are aware of the project. An extended media plan will be included in the communications strategy 
within D7.2. 

3.5 Promotional Communication Materials 

Activity: Promotional Communication Materials 

Purpose: Produce high impact print and digital communications materials in line with the project brand to be 
formatted for all requirements, i.e., on-screen digital and print. 

Measure Activity Targets: leaflets, posters, infographics (updated annually); newsletter issues (8); newsletter 
readers (500). Most of the content that will be produced will be in digital format; printed material will be 
avoided to minimize burden on the environment. 

Current Status: Promotional material is going to be ready for public presentations that will take place from a 
later stage. These include a foldable brochure, a roll-up banner, and a PowerPoint presentation to highlight 
the core concepts of the project. All these initial promotional materials will be developed further as the project 
develops and outputs become available. 
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3.6 Community Engagement 

Activity: Community Engagement (Events) 

Purpose: Targeted events, conferences and seminars will be attended by partners and innovative 
communication methods including digital media and video will be used to communicate the project’s research 
and results to the target audiences attending presentations by partners, at information stands and in 
networking events. 

Measure Activity Targets: participation in conferences (20), trade fairs/exhibitions (20); seminars, workshops 
(5/year); organisation of end-user workshops (3 – one per case study topic); focus groups (8); interview 
sessions with use case groups (10); organisation of final thematic summit (1). 

Current Status: As the project is in its very early stages, no events have been attended by OptiPEx yet. 

Additionally, in preparation for OptiPEx’s participation at future events, a detailed list of upcoming events has 
been drafted by CARR in the project’s Dissemination Tracker (outlined in 2.2.4.5) and partners have been 
invited to provide input on upcoming events they plan to attend or events which may be of interest to their 
fellow partners. A list of the events that partners are planning to participate in will be provided in D7.2. The 
OptiPEx partners are actively looking to participate in a variety of events including conferences, seminars and 
events organised by other relevant projects. All event participations will be recorded via the project’s 
Dissemination & Communication Tracker. 
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4 Conclusion 

In this report, the initial project brand and communication channels have been identified and reviewed in 
detail, including the current status of each channel in M3 and plans for future updates. D7.1 Brand and 
Communication Channels is developed in line with D7.2 Impact Generation Strategy, which will be submitted 
in M6 of the project. The information provided in D7.1 will inform the extended communications and 
dissemination strategy in D7.2. 

The project brand will be the driving force of the project’s visual representation and will be utilised at every 
communications activity and opportunity. As the project continues to develop, the brand will evolve alongside 
it. Next steps for the project brand include the completion of the OptiPEx brand pack and is the website. This 
will include stock imagery and additional design assets, all designed with the OptiPEx branding. 

Additionally, within this presentation is the project website (and a QR code that leads to it) which is a key 
channel for communicating with the main stakeholders of OptiPEx. The website will act as the project’s 
primary information hub and will be regularly updated during the project with engaging and informative 
content from all project partners, across all work packages. The goal of the website is to serve as a repository 
for all OptiPEx related activities, research, and outputs and to engage key stakeholder groups and members 
of the public. 

As the project is at an early stage, much of the information that will be contained within the current iteration 
of the OptiPEx website will be expressive and dynamic, as it will make way for activities and innovations that 
will take place over the course of the project. Next steps for the additional communications channels include 
the creation of a strategy so each channel adds value and achieves maximum impact for the project. 
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Appendix 1: Privacy and Cookie Policy 

Introduction 

Thank you for visiting the OptiPEx website. This website is dedicated to the dissemination of the OptiPEx 
project, funded by the European Commission’s Horizon Europe research and innovation program under grant 
agreement No. 101146513. 

This privacy policy is part of the OptiPEx website and solely concerns the processing of personal data that 
occurs in connection with the operation of this website. This privacy policy explains how Carr 
Communications (“We”, “Us”), the administrator of the OptiPEx website, uses personal data collected from 
when you use the website and when you provide your details to us via the contact form available on the 
website. 

In particular, this privacy policy will help you to find information on:  

- who is legally responsible for the data processing (data controller)  
- the data collection and logging that we carry out automatically when you visit our website  
- the data that we collect and process when you contact us via the contact form or when you sign up 

for our newsletter  
- Your rights as a data subject  
- Your right to lodge a complaint 

Who We Are 

OptiPEx is a research and innovation project, which embraces a co-creation approach that will optimize the 
passenger experience on public transport. The aim to create ethical, passenger-aware, interactive and 
adaptive public transport services. These services will be built on advanced vehicle technologies that assess 
the real-time passenger experience and adjusts the conditions to improve the sense of comfort, safety, and 
ease of travelling of the passengers. An increase in the service quality and the improved passenger satisfaction 
will lead to an acceleration of the adoption of automated public transportation technologies and improve the 
sustainability of the mobility services. 

The project has been funded by the European Union's Horizon Europe research and innovation programme, 
under grant agreement No. 101146513. It is coordinated by VTT, Finland. Carr Communications (CARR) is the 
OptiPEx partner responsible for leading the dissemination and communication efforts of the project. 

Carr Communications is committed to processing personal data responsibly, securely, and proportionally 
throughout our activities in compliance with the EU General Data Protection Regulation (GDPR) 2016/679. 

For the purposes of this website, the responsible data controller is Carr Communications, registered in Dublin, 
Ireland, under registered number 42175, with a registered office at 24 Fitzwilliam Place, Dublin 2, D02 T296, 
Ireland. 

You can contact us:  

- by e-mail at info@carrcommunications.ie  
- by telephone: (+353.1) 772 8900  

Please explicitly mention “OptiPEx” in the subject line of your communication. 

https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32016R0679
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What Data We Collect 

Automatically collected usage data  

When you access the OptiPEx website on your device, we may automatically collect certain usage data, which 
may include: 

- Date and time of access  
- Duration of visit  
- Your operating system  
- The device you have used for access  
- Browser type (including version)  
- Referrer (name of the website that you accessed immediately before)  
- Volume of data sent  
- IP address  

- Unique device identifiers and other diagnostic data. 

Data provided by you  

By contacting us through the website contact form, you will provide us with (and we will collect) your contact 
details, such as: 

- your name  
- your email address, and  

- the message you submitted. 

We do not collect any metadata that you did not expressly provide us with. 

Purpose of Data Collection 

We process your personal data for the following purposes:  

- to provide this page to you (usage data)  
- to use your personal data for ensuring the security of the page  
- to respond to your messages/queries – 
- to provide you with our newsletter when you subscribe to it. 

Legal Bases of Processing 

Legitimate Interest 

For the data that we collect automatically, we rely on Article 6 (1) point f of the GDPR (i.e. legitimate interest), 
as they are required for us to provide the service, to ensure technical operation and to investigate and remove 
any malfunctions of the website and to ensure the page’s security. It is in our interest to ensure the use and 
technical operability of our website. This data is automatically processed when our website is accessed. Unless 
they are provided, you cannot use our service. 

Consent 
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For the personal data that you provide us with through the contact form, we rely on your consent (Article 
6(1)a of the GDPR), which you express by completing and submitting the contact form, or by actively signing 
up to our newsletter. 

How We Protect Your Data 

We have put technical and organisational security measures and procedures in place to protect your personal 
data from loss, misuse, alteration, or destruction. We have made efforts to collect the minimum information 
needed to respond to your messages/requests.  

We install and regularly update all security and anti-virus software in use on all our systems.  

Although we have rigorous technical and organisational security procedures in place to keep your personal 
data secure, including the use of an SSL certificate, you are advised to remember that the Internet is not always 
a secure medium and that transmissions over the Internet are never completely private or secure.  

If you are unsure about submitting any personal data to us, please contact us instead via telephone or post. 

How Long We Keep Your Data 

We retain personal data only as long as it is necessary for the purposes described above i.e. to respond to your 
request or message. We erase this data after 6 months of the last communication unless there is a legal duty 
to keep the data for longer periods, such as due to accounting regulations or keeping evidence of legal 
requests. If the data is no longer required for the relevant purpose, we erase the data within 24 hours. 

Do We Share Personal Data with Third Parties? 

We may occasionally share personal data with trusted third parties, such as those listed below, to help us 
deliver efficient and quality services. When we do so, we will ensure that recipients are contractually bound 
to safeguard the data we entrust to them before sharing the data with them. 

We may engage with several or all of the following categories of recipients:  

- Parties that support us as we provide our services (e.g., the host of this website)  
- Our professional advisers, including lawyers and auditors  
- Law enforcement or other government and regulatory agencies (e.g., tax authorities) or other third 

parties as required by, and in accordance with, applicable law or regulation 

Do We Transfer Your Personal Data Outside of the EU?  

By default, we store personal data on servers located in the EU. 

What Are Your Data Protection Rights?  

As a data subject, you can exercise the rights outlined in this section of the privacy policy. We may need to 
request specific information from you to help us confirm your identity and ensure your right to access the 
information or to exercise any of your other rights. This helps us ensure that personal data is not disclosed to 
any person who has no right to receive it. No fee is required to make an initial request unless your request is 
clearly unfounded or excessive. Depending on the circumstances, we may be unable to comply with your 
request based on other lawful grounds. 

Right to access (GDPR Art. 15) 
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You have the right to obtain confirmation as to whether processing of your personal data takes place in 
connection with the operation of the OptiPEx website. If this is the case, you can request access to the data 
that we store about you. Granting the right to access will only occurs where your identification is possible. 

Right to rectification (Art. 16)  

You have the right to obtain the rectification of inaccurate personal data concerning you. The exercise of this 
right is only possible where you can be identified, and the inaccuracy of data is verified. 

Restriction of processing (Art. 18) 

You have the right to obtain the restriction of processing, where:  

- the accuracy of your personal data is contested;  
- the processing is lawful, but you oppose the erasure of personal data and request the restriction of 

processing instead;  
- we as the controller no longer need your personal data, but you require the data to establish, exercise 

or defend legal claims;  
- you have objected to processing pursuant to GDPR Article 21.1 pending the verification of whether 

the legitimate grounds of ours (as the controller) override those of yours.  

The exercise of this right may require provision of further information to allow your identification as described 
in the right to access. 

Right to object (Art. 21) 

A legal basis for the processing of your personal data in connection with the operation of the OptiPEx website 
is Art. 6.1(f) of the GDPR (our legitimate interest) or 6.1(a) (your consent). At any time, you shall have the right 
to object to the processing of your data, on grounds relating to your particular situation, unless we can 
demonstrate compelling legitimate grounds for the processing that override your interests, rights, and 
freedoms, or for the establishment, exercise, or defence of legal claims.  

The exercise of this right may require provision of further information to allow your identification. 

Right to erasure (‘Right to be forgotten’) (Art. 17) 

You have the right to obtain erasure of your personal data, if: 

- you object to the processing pursuant to Art. 21.1 and there are no overriding legitimate grounds;  
- your personal data has been unlawfully processed;  
- your personal data must be erased for compliance with a legal obligation in Union or Member State 

law to which we as the controller are subject. 

Right to data portability (Art. 20) 

If you have provided us with data based on your consent, and as long as there are legal grounds, you can 
request that we send you the data you gave us in a structured, commonly used, and machine-readable format, 
or you can request for us to send your data to a different controller. 

To exercise any of the aforementioned rights, please contact us at info@carrcommunications.ie. When you 
do so, please make sure that we can clearly identify you. 
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Right to lodge a complaint with a supervisory authority (Art. 77) 

You have the right to lodge a complaint with a data protection supervisory authority in the Member State of 
your habitual residence, place of work, or place of the alleged infringement if you believe that the processing 
of your personal data infringes the GDPR. 

A list of national supervisory authorities can be found here (this links to a third-party website – official website 
of the European Commission). 

Disclaimer and Limitations of Liability 

We aim to keep the information that appears on the OptiPEx website as accurate, complete, and up to date 
as possible. If errors are brought to our attention, we will take all reasonable steps to make any necessary 
corrections within a reasonable timeframe. 

Please be aware that the information published on our website is for informational purposes only. None of 
the information contained on the website constitutes legal or professional advice, nor can we accept 

responsibility for how it might be used, and we are not responsible or liable for any errors or omissions in 
any of the information provided on the website. We cannot be held liable for any direct or indirect damage 
that may result from use of this site. Links to other websites are provided in good faith and for informational 
purposes only. A link to another website does not mean that we endorse or accept any responsibility for the 
content or use of such website. 

While we take all possible steps to minimise disruption caused by technical errors, we cannot guarantee that 
our website will not be interrupted or otherwise affected by such problems. Please note that access may be 
suspended temporarily and without notice in the case of system failure, website maintenance, or repair for 
reasons beyond our control. 

The use of our website is governed by the law of the Republic of Ireland. Any dispute arising from or related 
to the use of this website shall be subject to the non-exclusive jurisdiction of the Irish courts.  

Do We Link to Other Websites? 

Our websites may contain links to other sites, including the sites of the consortium partners, which are not 
governed by this privacy policy. Please review the destination websites’ privacy policies before submitting 
personal data on those sites.  

Whilst we try to link only to sites that share our standards and respect for privacy, we are not responsible for 
the content, security, or privacy practices employed by other sites. 

How We Use Social Media 

We use social media to communicate information about the project through widely used channels, such as X 
(Twitter), LinkedIn, and YouTube. You can access OptiPEx’s accounts on social media platforms directly from 
our website. In order to protect your privacy, our social media buttons or components to connect to those 
services do not set cookies when our web pages are loaded on your device. 

Each social media channel has their own policy on the way they process your personal data when you access 
their sites. If you would like to watch one of the OptiPEx videos on our YouTube channel, you will be asked to 
accept YouTube cookies; if you look at our activity on X, you will be asked to accept X’s cookies; the same 
applies for LinkedIn. 

https://ec.europa.eu/newsroom/article29/items/612080/en
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If you have any concerns or questions about their use of your personal data, please carefully read their 
respective privacy policies before using them. The use of social media by OptiPEx, including X and LinkedIn, 
does not in any way imply an endorsement of X, LinkedIn, YouTube, and their privacy policies. 

The ideas and views expressed by OptiPEx on social media are for informational purposes only. Views and 
opinions expressed do not necessarily reflect those of the European Union or CINEA or any other affiliated 
body. Neither the European Union nor the granting authority can be held responsible for them. 

Do We Review the Privacy Policy? 

We regularly review our website’s privacy policy and will post any updates to it on this webpage. This privacy 
policy was last updated on 11th of June 2024. 

Contact Us  

Should you have any further questions or concerns as to how your data is processed, you can contact us by e-
mail at info@carrcommunications.ie or by post: 24 Fitzwilliam Place, Dublin 2, D02 T296, Ireland.  

We will respond to your queries within 30 days from when we receive them. 

 


