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THE ADAPT COMMUNITY INITIATIVE OF THE EUROPEAN SOCIAL FUND
ADAPT is designed to help European employers and workers anticipate industrial change and deal with its effects. It will operate until the end of 1999.

Actual and potential promoters of ADAPT projects

· companies, groups of companies, sectoral organisations, chambers of commerce, crafts and agriculture;

· trade unions and other workers’ organisations;

· public and private training organisations and universities;

· local and regional authorities;

· local development agencies;

· non-governmental and voluntary organisations;

· organisations concerned with equal opportunities.

THE EMPLOYMENT COMMUNITY INITIATIVE OF THE EUROPEAN SOCIAL FUND

EMPLOYMENT targets groups which face special difficulties in the employment market through its four strands : women in NOW, young people without qualifications in YOUTHSTART, disabled people in HORIZON and, from 1997, people excluded or at risk of exclusion from the labour market in INTEGRA. It will also operate until the end of 1999.

Actual and potential promoters of EMPLOYMENT projects
General






INTEGRA specific

•
local and regional authorities



•
NGOs for/of disadvantaged groups

•
trade unions and other working organisations

•
solidarity organisations/centres for

•
firms and employer’s associations



migrants, refugees and ethnic minorities

•
technical colleges




•
functional and social rehabilitation

•
local development agencies




centres for disadvantaged groups

•
universities or research centres

•
training, guidance and employment centres

YOUTHSTART specific

•
non governmental organisations (NGOs)

•
youth organisations and agencies









•
youth information and counselling

NOW specific






services

•
women’s group




•
schools

•
organisations promoting equal opportunities

HORIZON specific






•
NGOs for/of handicapped people




•
functional rehabilitation centres

FURTHER INFORMATION

The management of the Initiatives is largely decentralised to the European Social Fund (ESF) Missions of the Member States. They have designated National Support Structures (NSSs) to assist them in the implementation of the Initiatives. Further information, application forms and other publications for both Initiatives, are available from the ESF National Administrations and the ADAPT Support Structures in your Member State. 

A Glossary of Terms used in this Guide

Ideas and processes

Innovation

The development and/or introduction of new concepts and/or practices.

Evaluation
The analysis and interpretation of data with a view to assessing the effectiveness and wider applicability of the outcomes of a project. Once the outcomes have been tested and evaluated, the dissemination process can start.

Dissemination
The planned process of providing, to organisations and individuals who can benefit from it, information on the activities, the quality, the effectiveness and the outcomes of ADAPT projects and transnational partnerships. The ultimate objective of disseminating information and good practice is that ADAPT’s investment should have the widest possible impact.

Mainstreaming
Finding ways of ensuring that experience or the results of research are passed on from the pilot or experimental setting of a project or partnership so that they influence the mainstream of relevant policy and practice.

Impact
Impact is achieved when lessons learned and techniques developed in projects and partnerships are applied either by policy makers, or by practitioners.

People and organisations
Supporters and interested parties
This group includes those who have the greatest interest in seeing your ideas and products accepted by decision-makers. They will include your project partners, and may also include organisations whose views are valued by decision-makers, like chambers of commerce and trade, equal opportunity groups and organisations, trade unions, or employers’ organisations.

Decision-makers
These include national ministries and training and economic development bodies, and they may also include directors of local and regional training organisations, local and regional authorities, owners of large and small companies, and individual trainers. Some of them may also be users of your products, though in many cases policy decision-makers in organisations will not be the same people who purchase and use training and other products.

Distributors, marketers and agencies
SMEs are a difficult market to which to distribute. It is well worthwhile reflecting on involving professional assistance , both to help plan your distribution and position your products in the market, and also because distributors and training and business service agencies and suppliers often constitute the one-stop shops which SMEs like to use. 

End-users

Depending on the kind of product you have, and the field in which you are operating, these may be human resources managers, trainers, SME owners, guidance counsellors, employment office staff, staff of development agencies or labour market observatories, and employees and trainees. These key people may also be working in mainstream training organisations, national, local or regional employment development bodies; many projects produce outcomes and products of interest to bodies of this sort and they can be distributed directly to them.
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Introduction
Who is this guide for?
It is designed for ADAPT project promoters, their project teams, and other members of their partnerships. 

Its purpose
It is intended to encourage ADAPT projects to consider the value of their work from the point of view of others who may be able to use its products or its experience. It provides suggestions for planning a strategy to disseminate outcomes and products, and for ensuring that their existence and nature is known to potential users.

The wider use of your project’s outcomes - why?
The purpose of ADAPT, and of the 3,700 projects co-funded within it, is to develop and test new ideas and solutions. Mainstreaming their outcomes, and ensuring that successful techniques and products are widely applied, gives a return on the European Social Fund’s ECU 1.7 billion investment in the Initiative. It also justifies the innovative value of the projects and the transnational partnerships. 

The wider use of your project’s outcomes - how?
This transfer of knowledge and expertise is a complex process. It involves targeting a wide range of organisations and individuals. It demands well-targeted marketing, and the provision of specifically designed information. Those who seek to make use of your project’s experience or products will themselves face the complexities of introducing change. The more help you can give them by planning  the way in which you pass on information and materials, the easier it will be for them.

Four steps to creating  an impact strategy
Four clear steps will help your project and your partnership decide on and plan a clear strategy for disseminating its experience and its products. 

1.  Decide WHAT you  think is worth disseminating.

2.  Research and decide WHO is likely to benefit from it.

3.  Plan and decide HOW you will target or involve them.

4. Plan a timetable, and decide WHEN you will pass them information or products.

The guide follows these four steps, and suggests ideas and techniques for achieving impact cost-effectively and quickly.

Step 1: Decide WHAT you want to disseminate
The first step in developing a strategy is to identify the outcomes and products of your project which you think can be used by others, and which you feel able to transfer to them.
Your project or partnership’s projects may include:

· innovative approaches or models designed to solve problems or respond to needs ( for instance, models for reorganising  training or small business support bodies,  new approaches to organising and delivering training in SMEs, strategies for identifying business and training needs, strategies for joining companies, social partners, trainers and other organisations to form local and regional networks and learning regions); all of these involve not just the models themselves, but major change strategies to accompany them;

· project documentation (for instance, good practice case studies, illustrating and analysing situations encountered, problems faced, and solutions found); in these descriptions, users will need to have fully explained to them the background and supporting factors which have helped or hindered success in each case - these may be the key to their ability to adapt and use them in their own circumstances;  

· new practical tools to help practitioners in their daily work (for example, CD-ROMs of training or other support information and materials, managerial guidelines for establishing quality standards in SMEs, guidelines for trainers, anticipation methodologies).

What products? 

In your original project application you will have set out your intended objectives and outcomes, but this list may have had to be revised in the light of subsequent developments, or decisions about funding or operational priorities. You may also have adapted your list of outcomes in the light of discussions with potential users of what you intend to produce. 

· Have you agreed with your transnational partners to prioritise some activities or to undertake joint work with them to translate and customise joint products?

· Start from an up-to-date list of everything you are producing. Go through the exercise of producing a short draft catalogue of everything you think might be disseminated or distributed. It might be a piece of research, an account of an experiment, a software tool, a management tool, a training product. List everything in an organised format (name of product, one-sentence description, its medium or format, date of availability, target audience, languages, price).

· Don’t just rely on your own assessment of what is most significant and most interesting about your project: 

· consult possible end-users of the products of your work; 

· talk to policy makers;  

· find out what it is that they are likely to find interesting in your work.

Who owns them?
Note: A fuller discussion of intellectual property rights can be found in the guide Intellectual Property - Guidelines for Promoters of Training Projects produced by DGXXII. ADAPT projects should be able to get copies from their National Support Structures.

The answer to this question may not be as simple as you think. Bear in mind four things. 

· There have been many cases in the past when project promoters were surprised to find that they were not the sole owners of the rights to the products they produced. In some cases the sources of their finance restricted their rights. In others, their national or transnational partnerships involved the use and adaptation of materials to which others retained partial or whole rights. 

· If you do own the rights to your final product, you can react flexibly to opportunities as they occur. Full ownership will give you the right to use your products as you wish. You will have the economic rights to authorise reproduction, adaptation, marketing, sales and distribution and transfer to third parties. You will also have moral rights, the rights of an author over the content of the product. You must be aware that your national laws may qualify these rights, and may separate economic and moral rights.

· If you are in any doubt about who owns what, you should settle the issue as quickly as possible. Make sure that you have specifically taken into account the possible rights of your public and private co-funders, your national and transnational partners, your sub-contractors and any owners of existing materials which you have used or adapted. 

· Both the European Commission and national authorities must be taken into account. They may both have interests in money which you generate from any commercialisation of what you produce. The Commission wants to see your work exploited as widely as possible, and will not exercise any ownership rights. But if you generate income from sales of your products, you must be clear what rules apply to European Social Fund grants in your own Member State. You may be liable to use income from sales generated to repay the Social Fund element of your grant. Your national authority may also have specific rules regarding matching public funding. 

Note: All promoters must observe the conditions set out in ESF Regulation 2084/93, Art. 2.(1) and the explanatory notes Eligible expenditure for the Structural Funds, Note No 9.  

Tip

Be sure you know who owns the rights over your products, and do it quickly.

RESULT: Following Step 1, you will have identified the outcomes of your project which are likely to be of most interest and value to others, and you will have clarified your rights of ownership over them, and the terms and conditions on which you will be able to pass them on to others.

Step 2:
Decide WHO needs to know what your project has achieved and produced
Your second step is to define your public. Of course, you will have thought about this from the start.  But this is the time to review your ideas and make them specific. Who are they? What groupings and networks are they likely to be part of? How do they receive their information?
Small firms - direct approach
Small companies (SMEs) are the main target audience for ADAPT and its outcomes. They are difficult to get to, and hard to convince, especially if you want them to commit time or money. 

· Entrepreneurs and SME managers will invest time and money only on ideas and products which  seem likely to solve problems, or to enhance products or processes. Their priority is value for money, so they must be convinced that whatever they acquire has the potential to provide an immediate benefit.

· People at the top of small companies have limited time available in which to shop around for external solutions to their problems. They cannot afford the time to visit, or be visited by, large numbers of single product suppliers.

· Above all, they need easy access to multiple product providers, or preferably to one-stop shops where their problems can be put into perspective, and where they can get professional advice about possible alternative solutions. They need to be able to match their own needs against remedies of demonstrated and evaluated quality. 

Entrepreneurs are always - at least to some degree - in unique situations. Providers and sellers of solutions must cater to this. The ideal product is one which is delivered just-in-time and is tailor-made to the customer’s requirements.

At a purely local level, many projects may be in a position to develop direct relationships with SMEs. In some Member States a significant proportion of ADAPT projects are themselves led by intermediary organisations responsible for providing training, services or information to small firms.

But at regional, national and transnational levels, even large training and business service providers and public bodies lack the direct access  to wider networks that is essential to full dissemination.

Almost all ADAPT projects need fresh networks before they can achieve the widest possible dissemination of their information and products.

Small firms - via intermediaries and networks

The secret of getting information about your project or partnership’s work and products to as many potentially interested users as possible is to exploit the intermediary organisations they depend on, and the networks they are part of. 

· Intermediary organisations
Intermediary organisations are those through which small firms receive services or assistance, or through which they make their views known to others. Sometimes intermediary organisations are both providers of services, and networks for their members (like chambers of commerce and trade and trade unions). Sometimes they are simply appointed or authorised by government, or established privately, to pass on services (local development agencies, training bodies, business services providers).

Good intermediary organisations are the ideal route for dissemination because, as well as extending your range of local contacts, they should give you access to regional, national and international networks of which they are part.

· Networks
The following rough illustration indicates how the complex mixture of formal and informal groups and intermediary organisations divide into local, regional, national and international networks.
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It goes without saying that in such a rough guide there will be significant differences between Member States, and in all Member States, a great deal of fluidity and mixing between networks at different levels, and with shared or crossing interests.

Questions for your project team 

Who are the key people?  Who is likely to want to use your products? Who is likely to take the decisions to use them or not? Who can be helpful in convincing both potential users and decision-makers of your products’ usefulness?

How will you convince them to make use of your products? Your product team will need to think carefully about who may use each product, and how each is likely to be convinced that the product is of quality and value. If they do not feel that the new organisational structure, methodology, or training package is better than whatever they currently use, they will not transfer to yours.  One way to secure their acceptance is to get them involved in your product at a very early date in its development. The more they feel that they have participated in its design and development, the more likely they are to accept it. (See ADAPT guide on project self-evaluation).

TIP: Disseminate as far as possible through networks - yours and other peoples. It saves time and money, and gets your message to more people.

How wide a geographical distribution do you have in mind? 
Do you intend to distribute at international and national levels, as well as locally, regionally or sectorally? The decisions you take will have an impact on the groups you need to approach for approval or assistance.

RESULT : At the end of step 2, you will have established a list of the groups of actors which should be approached by the project or partnership, categorised under the four headings: supporter, decision-maker, distributor and user, and you will have indicated the links between your products and these groups.

Step 3:
Decide HOW you will get your information to the people who matter
Step 3 helps you convert the strategy you have developed in Steps 1 and 2 into a practical, tactical approach. 

Before you make choices about how you will get your ideas and your products to decision-makers, potential users and others who may be interested in your products:

· consider what the nature of your product tells you about the resources and the work you will have to put into supporting the dissemination;

· choose the methods likely to be most appropriate to the message or the products you want to communicate;

· research the support and help you can get from your partners and networks of collaborators, especially those who operate within umbrella organisations or networks (chambers of commerce, trade unions, employer associations) which can themselves be used as channels of communication.
Supporting your products

Are you about to disseminate?

· Information or reports on your activities or findings produced for general dissemination? If so, you will need to plan carefully the media you will use, and you may very well need expert advice or assistance, both in making that choice, and in preparing your materials for the options you choose.

· Completed products or publications to be generally distributed, sold or used in consultancy? If so, you will still need to allocate significant time and resources to see to it that the quality is sufficiently high. If the dissemination is to be at all successful, resources will need to be put into promotion, marketing , sales, distribution, and possibly into on-site just-in-time after-sales services.

· Products or consultancy which need to be tailor-made or customised for specific users? If so, you will need to budget and plan for identifying an audience or a specific client, and probably for time spent  working with them both before and after the transfer of information or experience has taken place; your clients may well want to have access to your project team; they will certainly want to feel assured that the product has been created for their needs, and that it derives from the specific experience of your project and its team.

Whichever is the case, you will need professional and specialised skills, resources, distribution channels, and commercial market place know-how. Some project promoters have all these facilities and skills in-house, especially those which are already actively engaged in providing services for SMEs. Others will need additional skills and resources, and may need the help of some established intermediate organisation capable of arranging commercial deals, able and keen to market and distribute products, and willing to take the responsibility of maintaining quality.

Choices: general dissemination of information - media notes
The notes which follow are intended to give you some help in selecting the media you want to use, and some ideas based on the good (and the bad) experience of others who have used them in the past.
Short workshops and seminars  
When you organise your own short workshops and seminars, bear in mind the following ground rules - others have found them helpful:

· keep numbers manageable - everyone must be comfortable, should be able to take notes and use papers with ease, and should feel able to participate on an equal basis;

· keep the event relatively short - remembering that SME managers will rarely leave their companies for more than a few hours at a time (half a day at most), and that your priority guests will always have pressures on their time;

· engage and involve your guests from the beginning - asking them what they want from the event, checking their reaction during it, and asking for their comments and further requests at the end;

· allow them informal time to talk to each other and to you - and plenty of hands-on time if you are showing them products or tools;

TIP: 

Make workshop / seminar programmes engaging and lively.  Involve everyone individually and get them to introduce themselves to each other. Involve everyone directly , giving them access to hands-on  demonstrations. Allocate sufficient time for in depth discussions.

· allow follow-up immediately after the event -  thanking them for their time, summarising what has happened, and repeating information about further events or opportunities for contact.

Short workshops and seminars provide useful opportunities to review your project’s work and outcomes. As relatively small-scale self-contained events, or perhaps as parts of larger events or conferences, they allow for real interaction between decision-makers, potential users, representatives of organisations which may be involved in wider dissemination, and your own project staff. They can both inform wider audiences about your project, and can enable you to obtain additional views on the relevance and quality of what you are doing.

Publishing 

TIP: 

Remember to speak to your target groups in their ‘own’ language relating your project’s approaches and tools to their needs, culture and working methods. Avoid jargon, and if you have to use it, provide a glossary. Avoid long, complex sentences. Think carefully about the graphic presentation of these materials.

a) Written materials

Consider producing special reports - targeted articles - newsletters - press releases - information leaflets, and folders
The choice of the types of publications to produce depends on their purpose (“why do we produce this publication?”) as well as on the target groups (“who needs to be informed?”). The various types of publications mentioned above range from those aimed at specific groups (special reports), to those for the public at large (leaflets).
In special reports, the positive aspects of new approaches and tools should be explained and illustrated. This does not mean that problems faced in the test phase should be hidden. 

Decision-makers and users will appreciate an open account of your learning process and the solutions found in the course of project.

TIP: 

Offer commercial and ‘in-house’ journals, articles about the project’s work, preferably in combination with (colour) illustrations and photos.

In articles for papers, journals and magazines you have to be aware of your audience. Trainers in continuing training institutions will be more interested in the new ways in which a training course is structured and its contents delivered, while SME managers, whose staff may be the target group of the course, will want to know more about cost,  time investment and effects on qualifications.

TIP:

Members of your advisory committee could provide suggestions for the mailing list. Discuss with your NSS the possibility of producing a list in cooperation with other projects which are working on the same issue.

A newsletter can inform a wide audience. But, before deciding to produce one, the implications of its regular production and mailing, in staff and financial terms, should be considered. If you decide to produce a newsletter, or reports which will be distributed on a wider scale, start developing a mailing list as soon as possible.

TIP:

See the Guide on Public Relations for more information about press releases. This Guide is available from your NSS.

A press release is a one-page document giving all the important details of the ‘message’ you want to convey to the press. The release should be attractive, as editors and journalists get dozens of such texts every day. To stimulate the media’s interest, it is worth taking time to devise both an interesting text and an eye-catching lay out. Even though the text of the release itself should be short, you can attach longer documents or brochures. Always say who the release is from. It is usually worthwhile including a quote from your project leader, and a head and shoulders photograph.

Folders provide basic information about your project or partnership, and should be presented in such a way as to whet the appetite of the reader who will then want to know more about your project and its activities, and should find in the folder all the necessary information for making further contact.
b) 
Audio-visual materials

Prepare for radio interviews - TV programmes - INTERNET
Radio and television can be powerful methods of informing groups about what you have to offer. Whoever is acting as spokesperson for your project should be rehearsed so that he or she can get your basic message across quickly and efficiently.  This means that in three or four sentences he or she should be able to say what the project is called, what its main object is, who is working on, what it will produce, which countries it is in partnership with, and that that it is co-financed through the European and Social Fund and whatever national sources are involved.  Even if the interviewer does not ask directly about the project, you can get this information in (Question: Can we create new jobs? Answer: I work in the ADAPT project… we’re training new entrepreneurs, and producing a report on training needs. Because we’re co-financed through the ESF, and have partners in France and Greece we get an international perspective, and my answer to the question is…). For TV interviews, take the trouble to rehearse briefly in front of a video, and get colleagues to look out for distracting verbal or physical mannerisms (repeating certain words or phrases, looking away from the camera, fiddling with hair…).
TIP: 

Include the Site address in all your other dissemination materials and inform your NSS, so that it can also include the address in its documentation. 

The INTERNET is becoming increasingly popular as a means of exchanging and spreading information. In the development phase of your products, E-mail can be used to contact your transnational partners. Bulletin boards can be used to inform potentially interested groups and to exchange ideas. You might consider setting up a Web Site with information about the outcomes of your project or partnership. In taking a decision, you have a strike a balance between the costs involved in producing and updating the Site and the size of the audience you will be able to serve, remembering that not everyone has access to INTERNET facilities. 
Participation in 
public events

Look for opportunities to participate in fairs - exhibitions - large conferences
TIP: 

Case studies are an effective method of supporting the presentation of the project’s approaches and tools.

Fairs, exhibitions and large conferences can be an effective means of contacting large audiences, but only if they are used properly. 

In fairs and exhibitions, visitors often have relatively little time to spend on each stand.  This means that your stand must be as attractive as possible. The practical success of the project can be demonstrated in a number of ways. For example, by using photographs and quotations from employers and beneficiaries; by displaying certificates, endorsements and artefacts made by trainees; by the use of video; by displaying training materials and other products. Exhibition stands seem like an effective way of getting to a lot of people, but manning them is an expensive activity. If the event is worth being at, then your stand should have someone on it to talk to visitors all the time. If it is an expert event, it must be someone who can provide high-level information about your project.  Make sure you have enough copies of your own written materials, and make sure you collect a visiting card from everyone who stops at the stand. You can then communicate with the interesting ones afterwards.
TIP: 

Do not forget the actual project participants; they might be the best ambassadors of a project.  
Larger conferences may be organised by either the NSS or a cluster of projects, or may be run by a commercial conference organiser, a large agency or representative body, or by a sectoral or regional organisation. The first important rule is to find out exactly what you are being asked to speak about, how long you will have, what equipment and facilities will be provided, and who, and how large, the audience will be. You also need to know who any other presenters will be, so that you can arrange to make your message both relevant, and distinct from theirs.

It is often valuable to try to ensure that speakers and presenters at conferences represent the same professional groups as those in the audience they will address. Civil servants will respect and understand a civil servant, and educators will respect and understand an educator. There are other occasions when audiences only want to hear from the project leader, precisely because he or she provides them with a completely different perspective to their own. In any case, make it a rule as far as possible to use only speakers with direct experience of the operation and outcomes of your project. If you do not feel that the speaker who is available is likely to be able to deal with an audience’s questions, don’t send anyone. It is better to miss an opportunity to get your message across than to give an inadequate account of your project.
Choices: distributing or selling completed products or publications

Commercial distribution, including provision of consultancy, is one of the potentially most effective means of passing ADAPT’s lessons and benefits into the mainstream. 

Many ADAPT projects are likely to develop products or approaches which they think are capable of being commercialised. 

· The first question to be resolved is that of ownership (see Step 1). 

· The second (also mentioned in Step 1) is the policy on commercialisation of the European Social Fund, and of the Member States involved in your project partnership.

· A third vital question is whether your products are of real commercial quality in terms of their structure, range of content, standard of presentation and editing. Having a good idea and interesting experience is a valid result from a project, but that does not mean that the materials produced by project staff will be acceptable as commercial products. Before you proceed to prepare or plan any commercial distribution, present your product to at least one commercial publisher or consultant - he or she does not have to have specialist prior knowledge of the field in which you are working, just good experience of the type of publishing or commercialisation you have in mind. Ask him or her to react both to the ideas you are presenting, and to the presentation, standard of writing and editing, structure and packaging. 

If the reaction is positive, it may be worth producing a business plan for commercialisation. 

If the reaction is negative, either ask a second opinion, or reconsider commercialisation.

If these three issues are resolved, there are three main ways in which commercialisation may take place:

· the project produces printed or audio-visual materials itself, and sells them in the market;

· the project contracts with a commercial publisher or distributor to provide materials which will be published and distributed by them;

· the project  (with or without other partners) incorporates materials into training programmes or consultancy packages (for instance in the case of new models and techniques for work organisation, or in the case of anticipation methodologies), and then markets the consultancy as a commercial service.

The project as publisher and distributor. You must begin with a fully costed business plan, including sales estimates and realistic costs of marketing and distribution. You may decide to produce and publish the product yourself, but to find a distribution agreement with a commercial publisher. You may decide to approach a professional body or a network which already publishes similar materials (sectoral associations, chambers of commerce, trade unions, professional bodies).

Contracting with a publisher. Unless you are already expert on publishing contracts, seek advice from someone who is. You will have to put in a great deal of work in preparing texts and materials for publication. This may affect your other work. You could also find yourself in a position where publication does not take place for up to a year after you have completed the materials. Will they be out of date by then?  How long will you have to wait for royalty payments?

Note:

Commercialisation is a different business from that of most project promoters; it is a specialised and expert business. if you plan to go into it, you must prepare very professionally, and you are unlikely to be successful unless you secure the detailed advice, and possibly the active collaboration, of real experts.
Choices: tailor-made and customised products

Products in the form of written materials, CD-ROMs, videos or consultancy packages, may all need to be customised to the needs and the style of particular clients. Once your work is widely known and its quality acknowledged you may be asked to adapt it for others to use, or to bring your experience to provide solutions to their problems. This will involve you in a direct relationship with them 

TIP: 

Involve transnational partners whenever you can. Their contribution will add credibility to what you do. Give them the chance to disseminate your materials in their countries, and vice-versa.

Of course, opportunities to disseminate your experience and products in this way will never arise unless you and others are clear about where your strengths and your expertise lie.
Knowing what you have to offer, frequently requires some technical advice, possibly from an expert or experts specifically briefed to review your work and comment on its potential application, possibly from an expert or representative group with knowledge of the markets you might serve. 
Understanding what the market needs from you, can be greatly assisted and enhanced if you are part of local and regional networks, which can serve you:
TIP:

Use members of your advisory group to help identify, and convince, institutions to host dissemination events. At such events, they can also help by endorsing the outcomes of the project or by giving keynote speeches. 

· by pooling available expertise in order to enhance the quality of the products and approaches of your ADAPT project, as well as those of the other members;

· and by creating a firm local / regional basis for the long term, integrated use of the outcomes of your project.
Both technical advice and market understanding can often be derived from:

· user groups -  drawn from individuals who use, or who may eventually use your project’s or partnership’s methods or products; they may be invited as individual experts,  and do not necessarily need to represent the views of their organisations; 
· they can provide: 
· direct feed back on the appropriateness, feasibility and effectiveness of particular approaches and methods; 
· an independent view of the suitability of ideas for promoting your products at dissemination events; 
· direct contact with experts and practitioners with first hand experience of using your project’s products, and who are potential speakers or work group leaders at dissemination and continuing training events; 

· local/ regional networks -  groups of organisations and other projects with an interest in both methodology and products, possibly including local / regional bodies working on employment, training, guidance, support to firms, equal opportunities, social exclusion or rehabilitation; once the project is over, they are likely to be keen to exploit its results; they are likely to be a mixture of both users and decision-makers; 
· other relevant projects (ADAPT and other initiatives and programmes) working locally and regionally on the similar issues and  target groups as your own should be invited to take part in such a network.

Notes:

· If you are setting out to provide consultancy, take expert advice on the fees being charged in the marketplace before you set yours. 

· Also be clear with your clients exactly what it is you will provide for them - what kinds of supporting materials, how many reports, and in what form, and what kind of follow-up and after-care they can expect. You may easily find that your performance and your products are being judged by professional standards that are unfamiliar to you.

· Finally, be brave enough to say no if you are asked to provide something that is either outside your knowledge or competence, or that may take up so much of your time that it will damage your core work, or will be financially non-viable.
Questions for your project team
Who are your most important collaborators, funders, policymaking targets, commercial and business contacts? 
Make sure you know who are the key targets for products or ideas. Look for the widest possible range, and see that all levels of interest and influence are represented.
What means could you use to get to these key people and organisations? 
Make sure you have considered all the possibilities before you decide on the most appropriate methods and media for your dissemination activities. 
TIP:

Discuss the presentation of the products with representatives of the experts and organisations you are trying to reach, and use professional help for the final production of the products.

What expertise is already in your team, and what expertise will you have to seek from elsewhere? Be realistic. Good results come from genuine expertise, not from enthusiastic amateurism.
What professional bodies or organisations could collaborate with you, or provide expertise and services, which you do not have?
What roles can your NSS, other networks, transnational partners and other events play? 
Assess what contributions can be made by existing networks / organisations of actors in distributing information about your products. Would their magazines carry your articles? Would the networks be interested in coming into contact with your transnational partners to review the quality of your products? Would it be possible to take part in events, such as fairs or exhibitions, organised by other organisations? 
What resources do you have available? Do you have a 
realistic budget available for the dissemination activities you have in mind? 

Note: 

When you are applying any of these methods, always look for opportunities to link your dissemination efforts to activities organised by others; try to get articles published in the journals of relevant professional organisations,  or offer yourselves as presenters in conferences run by bodies who are working in related fields.
WARNING:  

Quality and detail matter in every piece of work you communicate to others. Months of work can be undermined through bad writing and bad editing. Mistakes can and do appear at some time in almost all texts.

· Spellchecks do not understand what you are trying to say. They are only one aid to accuracy.

· When a piece of work has been finished by its author, it should always be read by at least two other people before its is sent outside your organisation or project - one who knows the project and the subject, and if possible another who is not a specialist, and can tell you if what has been written makes sense to a non-expert.

Never compromise on quality or accuracy. Written communications have long lives. 
	RESULT: At the end of Step 3 you will have produced a list of means or media which you can use to contact various groups of actors.



Step 4:
Decide WHEN you will involve and/or inform your key targets (professional collaborators, policymakers, customers or clients)
Your final decisions involve timing and tactics. They depend on two sets of considerations:

· your project’s timetable and production schedule;

· opportunities and needs of others.
Your project’s timetable

Although your products may not be available until the latter stages of your project, or at the very end, you need to plan and work on dissemination from the beginning. Make this a part of both the structure of your project, and its timetable.

Involve your long-term collaborators and contacts from the start,  from the planning phase onwards. They may not need to see all the information all the time, but they should always know what your aims, methods, targets and achievements are. The most effective way to ensure that these key people are constantly involved and informed about your work is to include them in an advisory committee. Advisory committees have both an input, and an output function. They bring ideas and advice into a project. They carry information about it into other settings and networks.

Investing time and effort in briefing and consulting key contacts benefits your project at every stage of its life.

· In t
· he planning phase:
· involving decision-makers, in particular representatives of potential user organisations, in the design phase will help to ensure a close link between these organisations’ needs and the planned products of the project.
· In 
· the implementation phase:
· an advisory committee can help ensure the political embedding of the project and a panel of users can help to enhance the feasibility and effectiveness of the final products. These groups, as well as the supporters, should be informed about the progress made by your project.
· In 
the dissemination phase: an 
· advisory committee can play a crucial role in informing and convincing colleagues from other organisations of the relevance of the outcomes of your project. Users, who have taken part in the testing of the products, can inform other potential users and supporters.

Make good use of landmark occasions to disseminate essential information about your project, and encourage discussion about its work: 

· ensure that the press and media are invited to your project launch, to any annual meetings, and to any seminars or final conferences; provide them with brief, high quality, understandable information; always give credit to your supporters and co-funders (including the European Social Fund); provide photographs of key staff, and other illustrations;

· if you have annual meeting of your advisory group, why not attach a short seminar to it, and invite some key interested outsiders, including journalists, representatives of employers and unions, and other important networks?

Tip:

Active involvement throughout your project of representatives of key target groups and likely customers will help get its ideas accepted, create active multipliers and help you make your products user-friendly (see Guide for Self Assessment).

Opportunities and needs of others

Once you have defined the networks relevant to you and your project (See suggestions in Step 2), pick out the organisations and groups most important to you, and find out basic information about:

· their structure, and the key people to contact;

· their work programmes and schedules of events;

· their policies on collaborating with others.
On this basis you can plan your campaign to ensure that your information, products or participation become part of their key events and publications.

This may include a plan to ensure that you are invited to take part in major public events like fairs and exhibitions. These are time consuming, but they expose what you do to large numbers of specialist and generalist contacts. This kind of thing needs to be planned a long time in advance. The best and largest events begin to plan at least a year in advance. If you want to exhibit or speak about your final products, you may need to start negotiating your invitation as soon as you know when they will be available. 
Other events are organised by the European Commission and the Member States. They usually want projects to take part. Those that are selected are normally the ones which combine quality of work with a known ability to explain and illustrate what they have done. These can be wonderful showcases both for individual projects, and for partnership groups. 

Questions for your project team
When would the people you want to contact and influence find it most useful to hear from you, and in what form? 
The general rule is that it is important to involve the decision-makers as early as possible, so that they know what you are likely to produce, and take it into account, and ask for information when they want it. 

When will important products be ready? 
Dissemination events should be linked to the production dates of these products. 
What is the planning schedule for transnational meetings within the partnership? 
Dissemination activity should, as far as possible, be organised in combination with these ‘media interesting’ events.
TIP:

Get your NSS to inform you about events planned at national and/or European level, and about other projects working on the same theme.

Result:
At the end of step 4, the team will have developed a calendar for the activities selected in Step 3. 

REMINDER
Five Key Ideas
Always have brief, updated information (including photographs) about your project available for the press and others

· its name and origins

· what it does

· what it is producing

· why it is innovative

· who its transnational partners are

· who its funders and supporters are (including the European Social Fund)

Disseminate through networks
· involve others in your advisory and expert groups

· involve yourselves in local, regional and professional networks

Make use of other people’s events and publications
· suggest yourselves to speak at conferences and seminars

· offer articles to newspapers, journals and newsletters

Seek professional advice before selling products or consultancy on the market
· check that you own the materials

· check what else is already available

· understand the quality standards required

· get help with pricing

· check your liability for follow-up work and servicing

Only disseminate materials, which have been produced to high standards of quality and accuracy
· avoid jargon

· get others to check for mistakes and clarity.

TIP:

The Guide on Public Relations provides a series of suggestions on how to organise specific PR activities. The Guide is available from your NSS.

Even though you have followed all the steps in this Guide to Achieving Impact, your work does not stop here. While implementing your dissemination plan, you should constantly adjust your activities in the light of your experience and try to make sure that your project will have the best possible chance of achieving maximum impact.


