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Summary 
WET HORIZONS aims to provide the critical “flying start” for the challenge of enhancing wetlands 
restoration, with a holistic approach. It boosted crucial wetland knowledge but at the same time, 
developed sound workable tools and approaches for large scale restoration action. 
 
In line with the challenge of combating climate change while preserving biodiversity, WET HORIZONS 
updated and improved the current data available from pristine, drained and restored wetlands, 
floodplains, and coastal wetlands, modelled the effects of distinctive restoration measures under 
variable conditions, and analysed the potential economical and societal impacts. With this improved 
data and knowledge, WET HORIZONS developed a series of guidelines and tools to assess the best 
possible restoration measures, from a technical, ecological, and socio-economic side, adapted to the 
conditions of different regions. 
 
The results of the project were used to promote feasible and more ambitious legislation towards 
protecting and restoring European wetlands to increase benefits regarding climate and biodiversity. 
 
This report, Best Practices of Communication and Dissemination Actions – Final version (D7.9), 
describes communication and dissemination activities performed during the project and identifies best 
practices and lessons learnt. As such, this deliverable also acts as a document to inform and inspire 
others for future communication of research projects.  
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Disclaimer 
Funded by the European Union. Views and opinions expressed are however those of the author(s) 
only and do not necessarily reflect those of the European Union or European Commission. Neither the 
European Union nor the granting authority can be held responsible for them. 
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1 Introduction 
The aim of communication and dissemination actions in the WET HORIZONS project was to boost 
crucial wetland knowledge and to contribute to awareness about the tools developed in the project and 
their acceptance by end-users. In the long run, the actions of WP7 aimed to help facilitate the adoption 
of the WET HORIZONS tools and the uptake of the developed app for the visualization of wetland 
status and a decision support system for policy makers.  

Dissemination refers to the sharing of knowledge and results by any appropriate means, free of 
charge, for others to use (e.g., by peers, professional organisations, and policy makers). 

Communication refers to taking a strategic approach towards promoting the project and its results to a 
multitude of audiences, including the media and the public, and possibly engaging in a two-way 
exchange. 

Throughout its lifetime, the relevance and results of the WET HORIZONS project were communicated 
and disseminated to municipalities, farmers, citizens and other relevant target audiences. To reach 
these groups, the actions carried out during the first two and a half years of the project included: 

 

• Communication and dissemination strategy 
• Branding 
• Online content 
• Promotional content 
• Journalistic content 
• Publications 
• Events 
• Collaboration with other initiatives/sister projects 

 

This deliverable reviews the general communication and dissemination best practices and how they 
applied in the EU-funded WET HORIZONS project. It provides key examples of WET HORIZONS 
successes, along with tips and recommendations for anyone conducting similar work. 

The activities described were carried out within WET HORIZONS work package 7 by all project 
partners, coordinated by ESCI, and in accord with the strategic ‘Dissemination, Exploitation, and 
Communication Master Plan (DECMP)’ (Deliverable D7.1) produced in project M6. 

 

 

2 Communication and Dissemination Strategy 
Today, people are inundated with and overflow of competing information. To grab peoples’ interest, it 
is advisable to get to the point as fast as possible and to address the target audience from a 
perspective that is relevant to them. Therefore, it is important to conceive a communication and 
dissemination strategy at the beginning of the project that identifies appropriate targets, goals and 
means. To ensure effective communication and dissemination, the strategy should answer 5 main 
questions: 
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Figure 1: Communication and Dissemination Strategy 

 

Various communication channels and materials were used to ensure that the widest possible audience 
is reached with the available resources. For each material, the key message, language, and channel 
was chosen based on the needs of the target audience. The main language used for WET 
HORIZONS is English. Articles were written in the language of the trade magazine they are published 
in.  

This strategy combined a structured approach to outreach with flexibility to adapt to evolving project 
goals and audience needs. Further details can be found in D7.1. Dissemination, Exploitation and 
Communication Master Plan. 

 

 

3 Communication Strategy, Actions and Materials 
3.1 Branding 

A visual identity was developed for 
WET HORIZONS (Figure 1; more 
details can be found in D7.1. 
Dissemination, Exploitation and 
Communication Master Plan) in the first 
month to create a recognition value. For 
maximum effect, all materials follow the 
visual identity, which includes:

 

Figure 2. WET HORIZONS visual identity. Logos, 
fonts and colours. 
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• Logo (in colour, all-white  
and all-black so it is visible  
on different backgrounds) 

• Colour palette 
• Font 
• Standardised templates (e.g., for presentations or reports) 

 

 
 

3.2 Online Content 
3.2.1 Website 
The official website for WET HORIZONS (https://www.wethorizons.eu/) served as the general 
information hub for all stakeholder groups throughout the project’s lifetime. It explains the relevance, 
objectives and scope of the project, in infographics, text and video. It also lists technical information, 
such as scientific publications, policy briefs, and datasets. The website thus addresses experts and 
non-experts alike. 

 

The website was regularly updated with non-confidential 
content such as journalistic articles and interviews, OA 
papers, infographics, policy briefs, files of the print 
material, and videos. Search engine optimisation (SEO) 
was performed to appear higher in search engine 
rankings, and the website URL was shared on social 
media, as QR code on print materials and in 
presentations. Additionally, project partners included 
information about the project and the WET HORIZONS 
URL on their websites. These are four important 
measures to create website traffic. The share of these 
traffic generators in the overall website acquisition of 
the WET HORIZONS website is displayed in Figure 2. From 17.627 visits, 62% of visitors were 
generated by offline marketing (direct entries), 24% came from search engines, 7% from other 
websites, 7% from social networks and under 1% from internal mailing campaigns or AI assistance. 

Web-analytics is important to generate acquisition data and understand how visitors enter the website, 
but also how many pages they explore and how long they stay on the site. For instance, the average 
visit duration for new visitors at the WET HORIZONS website visitors is 1 min 47 sec, showing that 
visitors browsed more than one page, and that communication and dissemination activities target 
people interested in the project.  

 

A consistent visual identity from the beginning enables clear distinctiveness, allowing 
target audiences to quickly recognise any project content and engage with it. 

Figure 3. Website acquisition. 

 

https://www.wethorizons.eu/
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3.2.2 Social Media Communication 
Due to the scientific nature of the project, an X (formerly Twitter) account (@wethorizons) and a 
LinkedIn company page (WET HORIZONS) were created. The X account was discontinued in M31 by 
decision of the consortium for various reasons, outlined in D7.8. Bluesky (@wethorizons.eu), which 
works similarly to X but is decentralised, was used instead. 

For a good performance of the LinkedIn and X or later Bluesky accounts and to create an interested 
community, content was shared regularly; on average one to two posts per week. Thereby, the focus 
was on quality over quantity. Content shared was highly relevant for the target audience, including 
information about the project like publications and events. 

LinkedIn was the best performing social media account of the project. It has reached 1.814 followers 
and 165.083 impressions for all posts together, at the end of the project. Sharing highly relevant 
information regularly and the interaction of project partners with the posts contributed to the growth of 
the LinkedIn account and its ongoing steady growth (Figure 4).  

Based on impressions, the most successful posts at LinkedIn were about the National Impact Plan 
Workshops (8.11.2025, 6.097 Impressions) and about the scientific publications “A food system 
transformation pathway reconciles 1.5 °C global warming with improved health, environment and 
social inclusion” (22.12.2025, 3.308 impressions) and “Issues of Peatland Restoration Across Scales: 
A Review and Meta-Analysis” (16.10.2025, 2584 impressions). Posts about WET HORIZONS 
activities, journalistic publications and our faces campaign also earned high impressions and 
engagement. 

 

The X account on the other hand did not have a performance similar to the LinkedIn page (Figure 4). 
The profile gained a maximum of 315 followers by the end of M26 and posts generated 16.318 
impressions. This might have different reasons. For a good performance, interaction with posts by 
partners proves important. Less partners are active on X compared to LinkedIn. Additionally, changes 
in the algorithm of the platform since Elon Musk took over X may have affected the performance 
negatively. Many science institutions and initiatives for nature have left the platform or stopped using it 
due to ethical concerns. This is seen for other research accounts as well. For new projects, it could be 
hard to build a community on X in the future without opting for paid features.  

Starting in M32, Bluesky gained fewer followers (201) than LinkedIn, which was no surprise as it is a 
new platform with overall fewer participants. The lack of an algorithm also meant a more active 
approach was needed in finding an audience. Once found, however, it was a very tight-knit community 
of interested researchers.  

Search engine optimisation, social media activity, QR codes on print material, articles 
with links in online magazines and info on partner websites support website traffic.  

Websites should be treated as dynamic communication tools rather than static 
repositories of information. Regular updates should be planned throughout the project 
lifetime to ensure that content remains relevant and attractive to visitors.  

https://x.com/WetHorizons
https://www.linkedin.com/company/wet-horizons/
https://bsky.app/profile/wethorizons.eu
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Figure 4: WET HORIZONS social media fan growth M1-M48 

 

An Instagram account was set up at the beginning of the project as well, but not the focus of the 
project’s online communication. Instagram has another community that is not necessarily found on 
LinkedIn or Bluesky. It is a visual platform, where non-experts can be addressed with tailored 
information but importantly nice visuals and plain language. The platform was useful for encouraging 
citizens to participate in citizen science activities, as it is easier to reach local citizen there. 

By the project end Instagram counted 176 followers.  

          
Figure 5. Examples of posts at Instagram 

 

 
 

There is no perfect social media channel for research projects in general.  
The right channel for the right audience can and will change  

and use of channels needs to be adapted accordingly.  
Different target groups should be addressed based on their background knowledge on 

different platforms. 
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3.2.3 YouTube 
Developing a successful channel on YouTube is generally more challenging than on other social 
media platforms. The YouTube algorithm prefers weekly publications, but the production of video 
content consumes more time and financial resources than other material. Therefore, the video content 
for WET HORIZONS was published on the already existing channel of ESCI (6.9K subscribers), where 
videos about different research projects are published regularly. That way, the WET HORIZONS 
content could benefit from the existing community (Introductory video: 1.895 views, Final Video: 1.758 
views), receiving more views as compared to starting a new channel.  

The Introductory Video and Final Video were embedded into the WET HORIZONS website. Creating 
engagement is important to generate an initial boost for the algorithm to suggest the video to more 
YouTube users. So, they were promoted by sharing the YouTube link on Bluesky, Instagram and with 
project partners. On LinkedIn, the videos were uploaded directly to the platform rather than sharing 
external links, as native video uploads are prioritised by the LinkedIn algorithm and help retain user 
engagement. Partners were encouraged to watch the videos in full and share them within their 
networks. Adding the number of views for the Final Video at LinkedIn to the YouTube views, they 
result in 3.653 total views on 31.8.2026. 

The final video is expected to gain more followers after this project report is written and is intended as 
a lasting record of what WET HORIZONS has achieved. 

 

  

Figure 6. Screenshot of the Introductory Video and Final Video at YouTube 

 

 
 

Sharing the video link and encouraging project partners  
to watch and share the video, creates a good initial boost that can increase  

the videos’ performance in the long run.  

https://www.youtube.com/channel/UChiT4w-ba0LJ9KT-vhTBjQQ
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3.3 Promotional Content 
3.3.1 Print Materials 
A roll-up, an A1 poster, a flyer1, 
postcards and factsheets were created 
for display and distribution at events. All 
material includes the website URL or a 
QR code linking to the website as well as 
the social media handles. This offers a 
way to gain more information and helps 
to create website traffic.  

The roll-up, flyer and the factsheets were 
among the topmost downloaded items on 
the website. The factsheets alone 
accounted for 26% of all downloads. 

They were printed on 100% cardboard 
(roll-ups) or recycled paper to be in line 
with the demands of the end-users of the 
products. All print materials are available 
for download at the project website. 

The roll-ups and flyer were designed as 
general informative pieces that can be 
used by all project partners. As such, 
they have to attract different target 
groups and are written in non-technical 
writing, presenting the project in a 
nutshell.  

 

It is important to have the target group in mind when creating print materials. Aspects that resonate 
with them should drive the decisions on what information to display. This worked particularly well with 
the three postcards that were designed for the project. The statement/question on the front draws 
attention to people involved in wetlands generally, while the back site informs about WET HORIZONS 
specifically. The aim is to motivate the target groups to support the rewetting of wetlands. 

 

 
1 https://www.wethorizons.eu/wp-content/uploads/2023/09/230919_Wethorizons_Brochure.pdf  

Figure 7. Print Material: Roll-up (left) and A1 poster (right) 

https://www.wethorizons.eu/wp-content/uploads/2023/09/230919_Wethorizons_Brochure.pdf
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Factsheets2 were created to explain the project in depth. They included information, about land use of 
rewetted wetlands (paludiculture), the structure of the project, sister projects and the tools and 
datasets developed by WET HORIZONS. They are each two pages long and address mainly potential 
adopters of the WET HORIZONS results.  

 

 

 

 

 

 

 

 

 

Figure 9: Factsheet “Wetlands 
Datasets and Tools for Restoration” 

 

 

 
2 End User Factsheet: https://www.wethorizons.eu/wp-
content/uploads/2022/12/221123_WetHorizons_FactSheet1_WP1.pdf, Joint Introductory Spreadsheet: 
https://www.wethorizons.eu/wp-content/uploads/2024/08/Factsheet_SisterProjects.pdf, Paludiculture Factsheet: 
https://www.wethorizons.eu/wp-content/uploads/2024/10/WetHorizons_Factsheet_Paludiculture-3.pdf, Joint 
Factsheet “Restoring Wetlands for a Resilient Europe”: https://www.wethorizons.eu/wp-
content/uploads/2025/06/Sister-Projects-Joint-Factsheet-2.pdf, WET HORIZONS Datasets and Tools Factsheet: 
https://www.wethorizons.eu/wp-content/uploads/2026/08/WetHorizons_Factsheet_Tools_PREVIEW08.pdf  

Figure 8. Three postcard designs 

Print material should be designed with the target group(s) in mind to ensure that  
the displayed information attracts and resonates with them. 

https://www.wethorizons.eu/wp-content/uploads/2022/12/221123_WetHorizons_FactSheet1_WP1.pdf
https://www.wethorizons.eu/wp-content/uploads/2022/12/221123_WetHorizons_FactSheet1_WP1.pdf
https://www.wethorizons.eu/wp-content/uploads/2024/08/Factsheet_SisterProjects.pdf
https://www.wethorizons.eu/wp-content/uploads/2024/10/WetHorizons_Factsheet_Paludiculture-3.pdf
https://www.wethorizons.eu/wp-content/uploads/2025/06/Sister-Projects-Joint-Factsheet-2.pdf
https://www.wethorizons.eu/wp-content/uploads/2025/06/Sister-Projects-Joint-Factsheet-2.pdf
https://www.wethorizons.eu/wp-content/uploads/2026/08/WetHorizons_Factsheet_Tools_PREVIEW08.pdf
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3.3.2 Infographics 
Infographics offer a diverse range of usage including print material, articles, scientific publications, and 
social media. They can depict the project in general but are also a good tool to explain more specific 
aspects of the project.  

For WET HORIZONS, two main aspects were: 1) finding potential adopters of the WET HORIZONS 
results, and 2) resolve the advantages of rewetting of wetlands. The aspects were addressed in 
separate infographics (used e.g. in the print material above). This way, each aspect is explained 
separately making it easier to understand for people unfamiliar with the WET HORIZONS project.  

 

Figure 9: A selection of the infographics from the project 

 

 
 

3.3.3 Audio-visual materials 
A short introductory video (length 2 min 41 sec) in professional HD broadcast standard was produced 
in the first six months of the project to present and promote the importance, need, ambitions and 
objectives of WET HORIZONS. The video was embedded into the project website and promoted via 
the project’s social media channels. Partners were encouraged to show the video during 
dissemination activities, for instance when they gave a talk about the project. 

The final video “The Wetland Comeback: Europe’s Race to Save Its Wetlands” was published in the 
last month of the project. It explains and highlights the advantages the new WET HORIZONS tool 
offers to end-users. Three experts (project coordinator, tool development manager and policy expert) 
from the project plus one external expert, managing a wetland restoration project, were interviewed.  

The final video is intended as a lasting record of what WET HORIZONS has achieved. The promotion 
will be embedded in a package as the video will come along with a press release including links to 

Displaying only one aspect of a research project on an infographic can  
facilitate a better understanding by the viewers. 
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extra material as B-Roll footage, full interviews and photos. This media package will help journalists to 
use the video material and enables them to create an own video clip about WET HORIZONS, 
matching the criteria of their channel.  

 

 

 

3.4 Journalistic Content 
3.4.1 Press Releases 
Press releases are a good way to make journalists aware of the project on the one hand and get 
information about the project published in newspapers and magazines. Thereby, the press release 
should not only share information. If possible, the angle and content of the press release should 
address topics relevant to the targeted journalists.  

During the project 15 press releases were published. The press release about the European Wetland 
Map (EWM) (joint output of WET HORIZONS and ALFAWetlands) was the most successful, taken up 
35 times by journalistic publications. The press release titled “Launch of the most comprehensive, and 
up to date European Wetland Map (EWM)”, published on 1.2.2025, targeted researchers and decision 
makers with an output of both projects. It also targeted general interest publications, as the EWM 
shows potential areas at risk of flooding, a topic that does affect and has affected in the last time 
several areas in Europe. 

  

 
 

3.4.2 Journalistic Articles and Interviews 
12 journalistic articles were written and offered to magazines to reach a greater audience. For an 
article to be of interest to them, it must report the news neutrally and critically and cover a topic that is 
specific to the magazine. It must be journalistic and not take a marketing approach. Stories were also 
pitched to editors. Even though these criteria are upheld, getting self-written articles published in 
magazines as non-advertorials is normally not easy, as magazines follow journalistic independence. 
But every article or interview produced by ESCI was also published in at least one other journalistic 
magazine. To appear in magazines when no trusted relationship has been established with editors 
yet, pitching stories or writing press releases could be a good alternative.  

Articles and interviews with experts from the project were also posted on the project’s website as news 
articles which allows website visitors to delve deeper into a certain topic. Notably, fewer people will 
read the articles published on project’s website as compared to magazines.  

 

A short, concise and creative introductory video serves as a  
vital introduction for a project’s audience. 

A longer, in depth video functions as lasting record for the achievements of a project. 

Finding a hook that relates to current discussions  
can increase the take-up of a press release. 
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4 Dissemination Actions 
4.1 Scientific Publications 
WET HORIZONS partners published 60 original, peer-reviewed and open-access research articles.  

Outlinks to all publications were included on the website, to have all publications listed in one location. 
To comply with the European Commission’s requirement to self-archive all publications open-access, 
a Zenodo community was created: WET HORIZONS. This is a good alternative to the “project pages” 
that ResearchGate discontinued. All WET HORIZONS publications were uploaded to Zenodo and 
linked to the community in Open Access and are thus accessible to everyone free of charge.  

The dissemination of all publications was done on the social media channels, including a post for 
LinkedIn and Bluesky, as well as short picture reels for Instagram. To encourage engagement, the 
paper's partner institutions and relevant individuals were tagged to encourage them to share it with 
their networks. 

So far, we counted 6.187 downloads of the publications and 30.310* downloads of the datasets 
available in the WET HORIZONS community Zenodo.  

 

*The European Wetlands Map counted on 31.8.2026 a total of 28,498 downloads. 

 

 
 

4.2 Events 
By the project end, the consortium attended 55 different international events, participated in 78 
presentations of which 8 were keynote presentations, 6 workshops, 3 field labs/trips, 14 poster 
presentations, hold 1 lecture, co-hosted 1 session and 2 webinar series (with 5 + 6 sessions) and hold 
1 session at SERE Conference as final event. Taken together, this amounts to 103 interventions 
ensuring broad dissemination of the project’s scientific findings and methodologies. 

Event participation, posters and talks are an important part of sharing scientific information, while 
research is still in progress, whereas scientific papers are often published months after their results 
were produced. 

For these activities, presentation templates in PowerPoint were created for partners to use. The 
templates support the recognition value of the project and include social media handles and the 
website URL, so people can find more information about the project. This is an important part of offline 
marketing.  

Appearing in magazines communicates the project to a wider audience. It is  
however challenging to get articles published as non-advertorials. Press releases are  

a more resource-saving option to potentially appear in a magazine. 

Creating a community on Zenodo and linking all uploaded project publications to it,  
creates a freely accessible overview of the project’s results. 

https://zenodo.org/communities/horizon-cl5-2021-d1-01-08/records?q=&l=list&p=1&s=10&sort=newest
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4.3 Collaboration with other initiatives 
Collaborations with European and national initiatives were built through the exchange of information 
and results, as well as cooperation on workshops and conferences, and the mutual promotion of 
project activities. The following collaborations with other wetland initiatives were established: 

Sister project collaboration: Through monthly online meetings with the communication managers of 
the sister projects ALFAwetlands, REWET and RESTORE4Cs synergies with these European 
initiatives were created and next collaborative actions were planned and prepared.  

These included, but are not limited to:  

• Continuous cross-promotion of each other's projects, events, and activities through 
websites, social media channels, newsletters, emails and at meetings. 

• Joint LinkedIn Group “Wetlands Restoration”  
• Joint press releases, fact sheets, webinars and a LinkedIn group. 
• Joint booth, rollup, presentations and presence at SERE Conference 2024 and INTECOL 

Conference 2025 

Among these collaborations, a handful stand out as best-practice examples.The biggest outreach was 
achieved with the launch of the joint European Wetlands Map from WET HORIZONS and 
ALFAwetlands. The combination of dissemination activities and public and scientific interest resulted 
in high engagement for all content. 

Two joint online webinars were held: the first, an internal webinar for all project partners, gave young 
researchers a voice. The second was public and brought all project experts together. This one was 
recorded and shared across all projects communication platforms before, during and after the event. A 
total of 319 people joined the webinars, and the uploaded recordings received 841 views in total 
through the social media campaigns.  

For a lasting community that extends beyond our individual projects a joint LinkedIn group called 
'Wetland Restoration' was created. This group, suggested by WET HORIZONS, brings together 
already 486 wetland experts and enthusiasts as well as new EU wetland projects.  

This collaboration, led by all of the project's dedicated communication managers, was very successful 
and formed the basis for future collaboration activities. It provided further reach and made it easier for 
bigger organisations to notice the project, like Ramsar Convention who featured news releases from 
the collaboration. 

Other European projects: We have also engaged in cross-promotional activities, particularly through 
social media, with the fellow European projects GO-GRASS, NBS4Drought and ForPeat. 

For the creation of the joint White Paper 'Prioritising Wetland Conservation and Restoration in Europe', 
WET HORIZONS collaborated with five European wetlands projects (ALFAwetlands, REWET, 
RESTORE4Cs, ForPeat, Palus Demos, Wetland4Change). The paper was systematically promoted 
through all social media channels. A press release and article were also part of the dissemination 
strategy.  

Creating presentation templates in the visual identity of the project and including 
the website URL is a good option for offline marketing to technical stakeholders. 
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Global non-profit organisation: Four meetings with the global non-profit organisation Society of 
Wetland Scientists (SWS) were arranged through the sister project meeting. These resulted in mutual 
updates, with SWS joining two sessions of the webinar series and cross-promoting each other's 
events, as well as being featuring several times in the SWS newsletter.  

 

 
 

4.4 Final Event 
In the final three months of the project, a high-level closing conference was organised to showcase 
key results and achievements. A special session entitled “Policy-ready evidence and tools for 
Europe’s wetland restoration” at SERE Conference presented the key findings and final outputs of the 
project. This brought together leading European researchers, biogeochemical modelers, and policy 
analysts advancing knowledge, tools and governance for wetland restoration. The session highlighted 
how the project’s results support climate-smart, cost-effective and policy-relevant decision-making at 
regional, national and EU levels.  

New evidence was showcased on improved emission factors for restored peatlands, capturing 
complex carbon flux dynamics at site and national scales. The session also presented the online tool 
ServiPeat, with its multifunctionality and trade-offs, alongside insights into cost-effective GHG 
abatement potentials and socio-economic implications of restoration. The WET HORIZONS open-
access decision tool was also presented. Finally, policy and consolidated recommendations were 
discussed to support the implementation of the EU Nature Restoration Law and broader climate 
objectives. 

A booth in the entry hall of the conference location, Brest University's Faculty of Sciences, was passed 
by a high number of the 600+ participants, enabling to present WET HORIZONS by streaming the 
video on a laptop, having a poster and printed postcards, brochures and the final fact sheet to take 
information about the project along.  

 

Three poster presentations and two more presentations outside the special session from WET 
HORIZONS partners gave another opportunity to learn more about the project’s outcomes. 

 
To increase interest and participation the final conference was promoted on the project’s website with 
a banner and press release and with a campaign on the social media channels.  

 

 

 

Organising events, meetings, webinars and more with other projects and promoting them 
together creates a bigger outreach and increases the participant numbers.  

https://sere2026.sciencesconf.org/
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Figure 10: Impressions from the Final Event at SERE Conference 2026 in Brest 

 

 
 

  

Significant project events allow you to invite and engage directly with stakeholders from 
specific target groups and increase opportunities for further collaboration.  
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5 Key takeaways 
WET HORIZONS has diverse target audiences ranging from academics, municipalities to farmers and 
the public. Each target group must be addressed according to their needs using a different language 
and different communication materials: technical talks at conferences to reach scientists, and articles 
in trade or general interest magazines to inform farmers and the public. 

Each output must have a clear message derived from what is relevant to the target audience. This 
also applies for social media. A main target group should be selected and addressed to build a 
community and keep the followers interested. Often specific aspects must be selected rather than 
sharing all information about the project at once. For the latter, the website is a central information 
point that can host all relevant information.  

Communication involves effort from everyone in a project and tasks should not be seen as being the 
exclusive responsibility of certain people only. For instance, communication managers can help 
scientists spread information about their results, while they in turn can help communication managers 
boost social media performance by liking, commenting, and sharing posts.  

The wetland community, especially on LinkedIn and Bluesky, is a very open and enthusiastic 
community that is interested in seeing and sharing wetland content. Collaborating with sister projects 
or other wetland-related projects is a great way for a project to interact with this community. This has 
helped to attract more people to jointly organised events and raise awareness of interesting results.  

Implementing a final event in an existing conference is a lot of work to organise. However, it is a great 
opportunity to pull together all the final results and key messages about exploitable results and deliver 
them in a concise and appealing way while engaging directly with target audiences. Enabling users to 
interactively explore a developed tool can further cement understanding and interest in the project 
solutions, as well as supporting networking with relevant stakeholders. 

 

5.1 Next steps 
As the WET HORIZONS project is now at end, no further communication and dissemination activities 
are planned, beyond lightweight maintenance of the project website and social media channels. 
However, with the success of the only just-held Final Event and the update of the website as a ‘shop 
window’ for all the materials created and the messages they contain about the project activities, 
partners, results and benefits, it is anticipated that interest and impact may continue, as a longer-term 
legacy of the project. 
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