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The content of the publication herein is the sole responsibility of the publishers, and it
does not necessarily represent the views expressed by the European Commission or its
services.

While the information contained in the documents is believed to be accurate, the
authors(s) or any other participant in the SpaceVantage consortium make no warranty of
any kind with regard to this material including but not limited to the implied warranties of
merchantability and fitness for a particular purpose.

Neither the SpaceVantage Consortium nor any of its members, their officers, employees
or agents shall be responsible or liable in negligence or otherwise howsoever in respect
of any inaccuracy or omission herein.

Without derogating from the generality of the foregoing neither the SpaceVantage
Consortium nor any of its members, their officers, employees or agents shall be liable for
any direct or indirect or consequential loss or damage caused by or arising from any
information advice or inaccuracy or omission herein.

©SpaceVantage Consortium, 2025-2028. This deliverable contains original unpublished
work except where clearly indicated otherwise. Acknowledgement of previously published
material and of the work of others has been made through appropriate citation, quotation
or both. Reproduction is authorised provided the source is acknowledged.

This document is a deliverable for the SpaceVantage project. This project has received
funding from the European Union under Grant Agreement 101246589.
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D6.1 outlines the Communication, Dissemination, and Outreach Strategy for
SpaceVantage, a 36-month Erasmus+ project (November 2025-October 2028) aimed at
aligning education with European space sector needs by developing future-ready digital,
green, and deep-tech skills through education-enterprise synergies.

Led by ReMedia (WP6), the strategy differentiates communication (raising awareness of
activities and results) from dissemination (transferring results to external stakeholders),
leveraging channels such as a project website (launched by M3), social media (LinkedIn,
Instagram, YouTube), promotional materials, events, and KPIs to track reach, engagement,
and impact across targets including students, early-career professionals, education
providers, NewSpace industry, policymakers, and the general public. Key goals include
maximizing EU visibility, promoting diversity/inclusion, and ensuring post-project
sustainability via Erasmus-compliant visual identity, stakeholder engagement (at least 150
organizations), and structured partner reporting.

Planned deliverables ensure monitoring and evaluation: a Mid-Term Communication and
Dissemination Report at Month 18, detailing implementation of activities (English, digital);
and a Final Communication, Dissemination, and Policy Impact Report at Month 36,
summarizing the project's communication, dissemination, and policy outreach efforts
(English, digital).
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The purpose of this deliverable is to define the action plan that will guide the partners of
the SpaceVantage project, under the coordination of REMEDIA as leader of WP6, in
carrying out all the activities necessary to disseminate and communicate the project
activities and results, with the ultimate aim of maximising the impact of the project on its
target communities. To achieve this objective, the document describes the
communication, dissemination and outreach activities foreseen in the project and defines
a set of Key Performance Indicators (KPIs) that will be used to monitor progress towards
the predefined objectives. The strategy has been designed considering the different target
groups of SpaceVantage, including students and early-career professionals, education and
training providers, space industry and New Space companies, policymakers, research and
innovation actors, underrepresented groups and the general public.

To ensure effective coordination of all communication, outreach, and dissemination
activities, as well as to build strong awareness and engagement among SpaceVantage's
diverse stakeholder groups, a comprehensive Dissemination, Communication, and
Exploitation Plan has been developed under Work Package 6 (WP6). This plan serves as a
practical tool for all consortium partners to support both individual and collective
communication efforts in line with the overarching goals of the project.

The plan is a dynamic, living document that will be regularly reviewed and updated
throughout the project’s lifetime. It outlines clear procedures for managing external
communication with target stakeholders, including researchers, higher education
institutions, industry actors, policymakers, and civil society organizations, as well as
internal communication among project partners.

The main objectives of SpaceVantage are to address emerging skills needs in the space
sector by integrating digital, green, and deep-tech competencies into education and
training systems across Europe. More specifically, the project aims to:

e Align education with real space industry needs

e Develop future-ready skills for the Space Economy

e Modernise curricula and training methods

e Create cooperation models between education and enterprises

e Promote diversity, inclusion, and equal opportunities in space-related careers
e Strengthen Europe’s competitiveness in the space ecosystem
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The communication and dissemination objectives are aligned to these project goals,
ensuring that all activities contribute to raising awareness, fostering engagement, and
supporting the long-term impact of SpaceVantage.

Project Objectives Communication Objectives
Align education with real Comprehensive project website launched by M3 and
space industry needs maintained throughout the project duration

Active social media presence (LinkedIn, Instagram,
YouTube) with targeted content for different
stakeholder groups

Modernise curricula and Video and promotional materials showcasing innovative
training methods curricula, work-based learning, and practical challenges
Create cooperation models
between education and
enterprises

Promote diversity, inclusion, Communicate activities promoting participation of

and equal opportunitiesin  women and underrepresented groups in space-related
space-related careers learning and careers

Disseminate key results, policy insights, and
recommendations to raise awareness of SpaceVantage's
contribution to European skills and innovation
strategies

Develop future-ready skills
for the Space Economy

Highlight collaboration initiatives between universities,
training providers, and industry stakeholders

Strengthen Europe’s
competitiveness in the
space ecosystem

The fundamental objectives of the Dissemination, Communication, and Sustainability plan
are to:

e Raise awareness about SpaceVantage, its purpose, activities, and expected
outcomes among key stakeholder groups across Europe

e Support knowledge sharing and collaboration by promoting project outputs and
facilitating engagement across sectors, disciplines, and geographies

e Enhance visibility of training, learning pathways, and industry collaboration
opportunities provided by the project

e Promote stakeholder engagement and community building, fostering a long-lasting
network of research-performing organizations, industry actors, public institutions,
and civil society

e Disseminate results, lessons learned, and policy recommendations throughout the
project in a timely, targeted, and audience-tailored manner
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The goal of the Dissemination and Communication Strategy is to reach the widest possible
audience of individuals and stakeholders relevant to the European space sector. The
strategy aims, first, to raise awareness about the existence, objectives and activities of the
SpaceVantage project (communication component) and, second, to disseminate the
project results to external actors who may benefit from using them or integrating them
into their practices (dissemination component).

The strategy is fully compliant with the SpaceVantage Grant Agreement and with the
obligations concerning confidentiality, open access and visibility of EU funding. Based on
these principles, the strategy will be developed according to the following guidelines:

1. All communication and dissemination actions must be tailored to the different
categories of stakeholders addressed by the project, to adapt messages, formats
and channels to each audience, recognising that the language used for students or
the general public differs from that used for policymakers, industry representatives
or the research community.

2. The most appropriate communication and dissemination channels will be selected
and implemented. In the subsequent sections of this document, a clear distinction
between communication and dissemination is provided, together with the specific
channels associated with each activity.

3. For each channel, the most effective implementation path must be designed,
considering the rapid evolution of web-based tools and social media, and their
interaction with the project website.

4. All channels and activities will be monitored through a dedicated set of KPIs,
allowing partners to assess the level of achievement of objectives and to take
corrective actions whenever necessary.

5. Finally, all communication and dissemination activities must be properly
documented and reported to ensure transparency, accountability and continuity of
actions throughout the project lifecycle.

This strategy builds upon previous experience of the consortium in European projects and
has been refined to maximise the visibility, uptake and long-term impact of the
SpaceVantage results.

SpaceVantage Grant Agreement and Description of Work.
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Communication on projects is a strategically planned process that
starts at the outset of the action and continues throughout its entire
lifetime, aimed at promoting the action and its results.

The public disclosure of the results by any appropriate means
(other than resulting from protecting or exploiting the results.
Generic themes and results obtained through the project’s
activities, and they will address most stakeholders.

More specific and addressed to a stakeholder’s category (for
Secondary result example: the results of a data analysis of the maritime industrial
and private sector will be shown during a specific workshop area.

Outreach and
communication

Dissemination

Primary result

The Dissemination, Communication and Sustainability Strategy of SpaceVantage is led
by ReMedia and will be developed through a co-design process with contributions from
all partners, using consultations, surveys and continuous exchanges. The present plan
serves as a guiding framework for all partners, ensuring a coherent and coordinated
approach to maximising the visibility, uptake and long-term impact of project results.

The strategy has been designed in line with the principles and requirements of
the Erasmus+ Programme, with particular attention to visibility of EU funding, accessibility
of results and engagement of relevant stakeholder communities in education and
training. Communication activities follow the European Commission’s guidance
on communicating and raising EU visibility, including correct acknowledgement of EU
support and use of visual identity elements:
https://commission.europa.eu/funding-tenders/managing-your-project/communicating-
and-raising-eu-visibility en.

The methodology explicitly considers the different education and training ecosystems
addressed by SpaceVantage, including Higher Education Institutions (HEIs), Vocational
Education and Training (VET) providers, lifelong learning organisations, and actors in
the NewSpace industry. For a project whose objective is to modernise curricula,
strengthen cooperation between education and enterprises, and develop future-oriented
digital, green and deep-tech skills for the space sector, effective communication and
stakeholder engagement are essential to ensure wide adoption and sustainability of
results.

ReMedia, as leader of WP6, coordinates the implementation of all dissemination,
communication and sustainability activities. Nonetheless, all partners are actively involved
and share responsibility for outreach to their respective target groups, including students
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and early-career professionals, educators and trainers, industry representatives,
policymakers and research communities. Activities are discussed on an ongoing basis
through project meetings, email exchanges and shared digital platforms, ensuring regular
updates and collaborative planning.

Partners commit to disseminating SpaceVantage results as soon as they become public
and relevant to engaging stakeholders in an effective manner, and to providing
continuous feedback to the WP6 leader to support coordination, monitoring and
progressive refinement of the strategy throughout the project lifecycle.
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In the context of the SpaceVantage project, stakeholder engagement is a cornerstone for
ensuring effective dissemination, outreach, and long-term sustainability. While the project
does not include a formal stakeholder mapping exercise, targeted engagement activities
are implemented by FORTH within WP6, covering both practical stakeholder collaboration
and alignment with European policy frameworks. FORTH will establish direct relationships
with at least 150 organizations across education, industry, and policy domains, prioritising
active collaboration with existing initiatives such as Copernicus Academy and Relays,
UNIVERSEH Alliance, and the Large-Scale Partnership on Aerospace & Defence.
Engagement includes joint events, content sharing, cross-promotion of activities, and the
establishment of at least 10 formal collaboration agreements throughout the project. At
the EU level, FORTH will connect with major initiatives such as the Pact for Skills, the Digital
Education Action Plan (DEAP), the European Skills Agenda, and the EU Space Policy
framework. Participation in policy events, consultations, and working groups will ensure
that project outcomes contribute to European discussions on space-tech and deep-tech
skills development. Policy insights will be translated into concise briefs disseminated to
relevant stakeholders, while EVTA will organize a high-level policy event in Brussels to
further increase visibility and impact. These activities provide critical input for ReMedia’s
dissemination and communication efforts within WP6. By leveraging the contacts and
relationships developed by FORTH, ReMedia can:

« Enhance the visibility of SpaceVantage activities among key communities.

o Tailor communication materials to the needs and interests of stakeholders.

» Facilitate co-creation and cross-promotion of content with partners.

o Support the adoption and uptake of project results through established networks.

o Ensure that project findings and recommendations are aligned with relevant EU
policy frameworks and strategies.

This integrated approach ensures that stakeholder engagement is both practical and
strategic. It creates immediate value for participants while laying the foundation for long-
term project impact and sustainability, ensuring that all communication and
dissemination activities are grounded in real relationships and informed by European
strategic priorities.
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2.1.1 Target Audience Matrix

SpaceVantage addresses a diverse ecosystem of stakeholders across education,
industry, policy, and society. To ensure communication and dissemination activities are
relevant, targeted, and impactful, the project adopts an audience-centred approach.
The matrix below links each key target group with their needs and interests, core
messages, preferred channels, and suitable content formats, ensuring that
communication is strategically tailored rather than one-size-fits-all.

Key Messages

Target Grou Needs & from Preferred Main Content
5 P Interests e Channels Formats
Modernisin
. 8 SpaceVantage Methodology
curricula, . ) . .
slienin provides industry- | Website, briefs,
rg raimes informed curricula, | LinkedIn, curriculum
Higher Education Progr modular learning | academic guides,
with industry .
Institutions (HEIs) needs pathways, and events, webinars, case
inte r,atin innovative teaching | newsletters, studies,
di itgal anj’) approaches for the | webinars conference
grien <kills space sector presentations
SpaceVantage
Practical develops hands-on, | . . .
Vocational training models, | work-based t\;;r:;:z < ;rjaclcn;gsgstzjor:zlsts’
Education & industry learning models - o . '
.. . . training short videos,
Training (VET) partnerships, and short certified o
i employability of | training pathways networks, practitioner
Providers ploy Y &P y project events | guides
learners for space-related
careers
SpaceVantage
opens new career
Career . . .
opportunities pathways in the Instagram, Testimonials,
' European space YouTube, short videos,
Students & VET | practical skills, . { .
L internships economy through | Linkedin, learner stories,
earners future oriper'1ted real-world project career guides,
careers challenges, digital | website infographics
skills, and
entrepreneurship
Upskilling, SpaceVantage LinkedIn, Explainer
Early-Career flexible learning, | offers flexible newsletters, articles, course
Professionals & certification, micro-credentials professional announcements,
Lifelong Learners | career and upskilling networks, success stories,
progression opportunities in Al, | webinars expert talks
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Space Industry &
SMEs (New Space)

Large Space &
Aerospace
Companies

Policymakers &
Public Authorities

Sector
Associations &
Skills Alliances

Researchers &
Academic
Community

Entrepreneurs &
Start-up Teams

praxi» @aFORTH
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Access to skilled
talent,
collaboration
with education,
innovation
pipelines

Workforce
development,
strategic skills
planning,
ecosystem
partnerships

Evidence for
skills policies,
alignment with
EU priorities,
ecosystem
impact

Sector
coordination,
best practices,
skills
intelligence

Innovative
methodologies,
interdisciplinary
collaboration,
future research
directions

Business
support,
innovation
opportunities,

O

Earth observation,
and sustainable
space applications
SpaceVantage
connects
companies with
future-ready talent
and enables
industry to co-
shape education
and innovation
SpaceVantage
contributes to
long-term
workforce
readiness and
strengthens
Europe’s space
talent ecosystem
SpaceVantage
supports European
digital, green, and
industrial priorities
through a
coordinated skills
development
model
SpaceVantage
generates skills
intelligence and
cooperation
models that can be
scaled across
Europe
SpaceVantage
introduces new
approaches to
education-industry
cooperation and
skills foresight in
the space sector
SpaceVantage
fosters
entrepreneurial
skills and
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LinkedIn,
industry
events, direct
outreach,
newsletters

LinkedlIn,
policy/industry
forums,
conferences

Policy events,
LinkedIn,
reports, direct
briefings

LinkedIn,
newsletters,
conferences,
workshops

Conferences,
academic
networks,
LinkedIn

LinkedIn,
startup
events,
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Case studies,
partner
spotlights,
collaboration
stories,
innovation
challenge
coverage

Impact briefs,
collaboration
features, panel
participation,
strategic reports

Policy briefs,
executive
summaries,
impact reports,
infographics

Reports, joint
events,
collaborative
publications

Research-
oriented articles,
conference
papers,
methodology
presentations

Startup stories,
challenge
announcements,
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access to
networks

Inclusive access

Underrepresented 1o

Groups (incl.
women)

General Public

opportunities,
role models,
visibility

Awareness of
space
innovation,
societal
relevance,
European
initiatives

This matrix ensures that:
— Communication is needs-driven and audience-specific
= Messages are adapted in tone, depth, and format depending on the

stakeholder group
= Channels are used strategically rather than uniformly
= Content planning remains aligned with both the Content Pillars and the
project's impact objectives

All partners should refer to this matrix when planning communication and

dissemination actions, ensuring that SpaceVantage maintains a clear, relevant, and

differentiated voice across stakeholder communities

innovation
pathways in the
space data and
applications
domain
SpaceVantage
promotes diversity
and inclusion in
space careers,
showcasing role
models and
accessible
pathways
SpaceVantage
contributes to
Europe’s space
innovation and
sustainability goals
through education
and skills

innovation
challenges

Social media,
website
stories,
outreach
campaigns

Website, social
media, public
events

mentor
interviews

Testimonials,
campaign
visuals,
interviews,
storytelling
posts

Short videos,
infographics,
human-interest
stories

SpaceVantage adopts a graduated stakeholder engagement model to ensure that
different actors in the space skills ecosystem are involved at appropriate levels
throughout the project lifecycle. Rather than treating engagement as a single activity, the
project distinguishes between varying degrees of participation — from simple awareness
to active co-creation and long-term ownership.
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This structured approach strengthens relevance, increases uptake of results, and
ensures that SpaceVantage evolves in continuous dialogue with its ecosystem.

Engagement Levels Framework

Engagement  Purpose Typical SpaceVantage Examples of |
Level Stakeholders Activities

Provide .
_ General public,
stakeholders with , . , . .
ccessible broad education | Project website updates, social media
community, osts, newsletters, explainer videos,
INFORM information about Y P ) L p
_ . students, early- | public event participation, press
the project, its
career releases
progress, and .
professionals
results
Gather feedback, | HEls, VET
insights, and providers, Skills needs surveys, consultation
needs from indust workshops, feedback forms after
CONSULT Yo Orienop - o
stakeholders to representatives, | pilots, stakeholder interviews,
inform project learners, conference discussions
development researchers
Space
Actively involve P _ Co-design of curricula with industry,
, companies, . .
stakeholders in SMEs. education Industry-Academia Space Advisory
COLLABORATE | co-creation and rovi;jers Board (IASAB) meetings, joint learning
joint development Sector ' challenge design, pilot testing with
of project outputs I partner institutions
associations
Enable Trainin . .
_ & , Adoption of SpaceVantage learning
stakeholders to providers, policy . ,
_ modules, use of micro-credentials by
take ownership, AT institutions, integration of polic
EMPOWER apply, and extend | innovation L & , .p y )
_ _ . recommendations into skills strategies,
project results intermediaries, . . , _
continuation of industry-education
beyond the ecosystem _ .
_ alliances after the project
consortium networks

Application of Engagement Levels Across the Project

Inform-level engagement ensures broad visibility and awareness of SpaceVantage
activities and opportunities. This is particularly important for attracting learners,
professionals, and new stakeholders to the ecosystem.
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Consult-level engagement guarantees that SpaceVantage remains responsive to real
needs. Input from industry, educators, and learners directly influences the development
of curricula, learning formats, and skills intelligence outputs.

Collaborate-level engagement represents the core operational model of
SpaceVantage. Industry partners, HEIs, and VET providers are not passive recipients but
co-creators of learning pathways, innovation challenges, and training methodologies.
Empower-level engagement supports sustainability and long-term impact. By enabling
institutions, companies, and policymakers to adopt and scale SpaceVantage outputs, the
project extends its influence beyond its formal duration.

Strategic Value of the Structured Approach

This tiered model ensures that stakeholder engagement is inclusive, allowing different
actors to participate at levels appropriate to their capacity, progressive, encouraging
deeper involvement over time, Impact-oriented, moving from awareness to adoption
and long-term ownership. By embedding these engagement levels across
communication, dissemination, and co-creation activities, SpaceVantage positions itself
as a living ecosystem initiative rather than a closed consortium project

2.1.3 Stakeholder Journey Model — From Awareness to Ownership

To complement the structured engagement levels, SpaceVantage adopts a Stakeholder
Journey Model that illustrates how different actors can progressively deepen their
involvement in the project — moving from initial awareness to active ownership and
long-term adoption of results.

This journey-based logic ensures that engagement is not one-off, but developmental and
impact-oriented.

Stages of the Stakeholder Journey

Stakeholder SpaceVantage Example Touchpoints &
Journey Stage : S S
Experience Objectives Activities
Build visibility and
The stakeholder . Y , , .
recognition of Social media posts, website
becomes aware .
1. Aware SpaceVantage as a articles, newsletters, conference
of SpaceVantage o .
key initiative in presentations, press releases

and its mission ,
European space skills

The stakeholder Spark curiosity and
2. Interested explores how demonstrate
SpaceVantage is relevance to their

Thematic webinars, explainer
content on future space skills,

y * —— ;
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3. Engaged

4. Involved

5. Advocate

6. Owner/
Adopter

relevant to their
needs

The stakeholder
interacts with the
project and
provides input

The stakeholder
actively
contributes to
project activities

The stakeholder
promotes
SpaceVantage
and its results
within their
networks

The stakeholder
adopts, applies,
or scales
SpaceVantage
outputs beyond
the project

professional or
institutional goals
Gather insights,
feedback, and need to
improve project
outputs

Enable co-creation
and shared
ownership of results

Amplify reach and
credibility through
ecosystem
ambassadors

Ensure sustainability
and long-term
systemic impact

This journey model ensures that SpaceVantage:
= Moves stakeholders from passive awareness to active participation
= Encourages long-term behavioural and institutional change, not just short-
term engagement
= Builds a network of advocates and adopters who extend project impact
beyond its lifetime
= Aligns communication, consultation, and co-creation into a single
continuous engagement pathway
Different stakeholders may enter the journey at different stages depending on their role
(e.g. industry may start at Involved, while students may start at Aware), but the model
provides a shared framework for designing targeted engagement actions across the

learner stories, industry case
studies

Surveys on skills needs,
consultation workshops,
stakeholder interviews, pilot
feedback sessions
Curriculum co-design with
industry, participation in the
industry-Academia Space
Advisory Board, hosting pilots,
mentoring learners

Testimonials, speaking at events
about SpaceVantage, sharing
results via partner networks

Integration of SpaceVantage
modules into institutional
programmes, use of micro-
credentials, uptake of policy
recommendations, continuation
of alliances

project lifecycle.
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The SpaceVantage project adopts a unique tone of voice that combines professionalism
with infotainment, all while keeping the project's objectives at the forefront of
communication. It presents the facts in a clear way while ensuring that messaging is
accessible and engaging to a diverse audience., by holding the highest standards of
integrity, transparency, and credibility. The professionalism ensures that the potential
stakeholders and partners can rely on the project for accurate, data-driven information
and expert insights. The importance of engaging and informing a broad audience is a
priority: SpaceVantage embraces the concept of "infotainment" to make complex topics
accessible and captivating. It strives to turn data into stories, to entertain as educate, and
to inspire action through compelling narratives and visuals.

Example 1 - Infotainment Instagram Post/Reel
Visual: short dynamic reel with students, satellites imagery, labs, space startups

Text / Voice-over: “Did you know that Europe’s space sector is one of the fastest-growing
job markets—but many roles remain unfilled due to skills gaps?

SpaceVantage is working to connect education and industry, developing future-ready
digital, green and deep-tech skills for the next generation of space professionals.

From classrooms to orbit—skills matter”.
#SpaceVantage #SpaceCareers #FutureSkills #ErasmusPlus

Why infotainment?

- Fact-based (skills gap)

- Simple language

- Short, visual, curiosity-driven
- Educational but engaging

Example 2 - Infotainment Video Content (YouTube / Social)

Format: 60-90 sec explainer video
Concept: “What does it take to work in space today?”

Narration/On-screen text: “Space is no longer just about rockets.

Today's space professionals work with Al, data, sustainability, and advanced technologies.
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SpaceVantage brings together universities, VET providers and industry to build the skills
Europe needs to stay competitive in space.

Learning meets real-world challenges. Education meets industry. This is how Europe
prepares its space workforce”.

Why infotainment?

- Turns complex topics into a story
- Mixes education with inspiration
- Uses visuals + short statements
- Encourages curiosity and action

SpaceVantage will seek to perform messaging especially supporting the goals of the
project. That means messaging can be/will be undertaken when certain events occur, like:

- milestone accomplishment

- public project deliverable or dissemination item publishment

- advertisement of communication or dissemination activity undertaken by
SpaceVantage (e.g. presentation at a conference or workshop).

- noteworthy news/results communication.

- Sharing of any initiatives that the project may participate in.
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The content disseminated throughout the SpaceVantage project will predominantly be of
a strategic, educational, and technical nature, reflecting the project’s objectives of skills
development, innovation, and alignment between education and the space industry.
Dissemination activities will address conceptual, methodological, and practical aspects
arising from project work, particularly those supporting curriculum modernisation,
industry-academia cooperation, and the development of digital, green, and deep-tech
skills for the Space Economy.

Thematic content areas for dissemination will correspond to the core innovations
developed within SpaceVantage, such as:

e Modernised curricula and learning pathways for space-related disciplines

« Cooperation models between higher education institutions, training providers, and
space industry actors

o Future-oriented skills needs in the space sector and emerging occupational profiles

e Policy recommendations, tools, and evidence supporting skills strategies and
ecosystem development

o Best practices, pilot activities, and case studies from industry-education
collaboration

All content intended for dissemination will undergo internal quality control procedures to
ensure consistency, technical accuracy, and alignment with the project’'s communication
and dissemination strategy. The WP6 leader will keep the Project Coordinator informed
about communication activities and content on a regular basis Once approved, the
content will be adapted to formats appropriate for specific target audiences, including
educators, students, industry representatives, policymakers, and civil society.

Typical dissemination formats will include:

« Presentations at conferences, sectoral events, and expert panels

o Stakeholder reports and case studies

e Workshops, webinars, and training events showcasing project outcomes and
methodologies

o Technical briefs directed at regional, national, and European-level decision-makers

Dissemination content will often be supported by communication measures designed to
increase reach and visibility. Examples include advance promotion of dissemination
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activities on the project website, social media announcements, newsletters, and targeted
invitations to stakeholder groups. SpaceVantage will also leverage existing European and
national networks of consortium partners to amplify dissemination actions and maximise
their impact.

3.1.1 Content Strategy — Thematic Pillars

To ensure coherence, consistency, and strategic focus across all communication and
dissemination activities, SpaceVantage adopts a pillar-based content strategy. These
thematic pillars define the core narratives that will guide storytelling, messaging, and
visibility actions throughout the project lifecycle. They ensure that all outputs — from
social media posts and videos to events and policy materials — contribute to a unified
project identity and long-term impact. This approach strengthens message clarity and
reinforces SpaceVantage's positioning within the European space skills ecosystem.
The SpaceVantage content strategy is structured around the following five thematic
pillars:

i Future Space Skills & Workforce Readiness

This pillar highlights the project’s core mission: preparing learners and professionals with
the digital, green, and deep-tech skills required by the evolving European space sector.
Content under this pillar will focus on:

= Emerging skills needs in the downstream space economy

= Al, data analytics, Earth observation, and sustainability competencies

= Micro-credentials and modular learning pathways

= Lifelong learning opportunities for space professionals
This pillar positions SpaceVantage as a forward-looking skills initiative aligned with
Europe’s technological and industrial priorities.

ii Education-Industry Collaboration in Action

A central narrative of SpaceVantage is the co-creation model between education
providers and space industry actors. This pillar showcases how the project bridges
academia, VET, and enterprises to build relevant and future-proof training systems.
Content themes include:

= Industry participation in curriculum design

= Work-based learning models (internships, simulations, challenges)

= The Industry-Academia Space Advisory Board (IASAB)

= Success stories of collaboration between learners and companies
This pillar reinforces SpaceVantage as a living alliance between education and the space
ecosystem.

’ * N
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iii Learner Journeys & Human Stories
SpaceVantage is ultimately about people. This pillar focuses on real participants,
showcasing the human dimension of the project and making communication more
relatable and engaging.
Content will highlight:
— Student and VET learner experiences
= Testimonials from professionals upskilling through SpaceVantage
= Women and underrepresented groups entering space-related careers
= Entrepreneurial teams and startup journeys emerging from the project
This storytelling approach increases emotional connection, visibility, and social media
engagement while supporting the project’s inclusion goals.

iv Innovation in Learning & Training Methods

This pillar presents SpaceVantage as an educational innovator, modernising how space-
related skills are developed and delivered.
Key themes include:

= Problem-based and challenge-driven learning

= Digital learning tools and simulations

= Micro-credentialing and certification approaches

= Hybrid and flexible learning models
By communicating pedagogical innovation, this pillar supports uptake by education
providers and reinforces the project’s role in shaping the future of space education in
Europe.

v Policy Insights & European Impact
SpaceVantage contributes not only to training but also to European skills policy and
ecosystem development. This pillar ensures visibility among policymakers, networks, and
strategic stakeholders.
Content will include:
= Skills intelligence findings and occupational profiles
= Recommendations for aligning space education with labour market needs
= Contributions to European skills, digital, and green transition agendas
= Synergies with EU initiatives and space ecosystem strategies
This pillar strengthens the project’s policy relevance and long-term sustainability
narrative.

Strategic Function of the Pillars
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Together, these thematic pillars:

- Ensure message consistency across partners and channels

- Help avoid fragmented or purely activity-based communication

- Support audience targeting (learners, industry, policymakers, educators)

- Enable structured editorial planning for website, social media, newsletters,

and events

All partners are encouraged to align their communication outputs with at least one of
these pillars when planning content, ensuring SpaceVantage maintains a strong,
recognisable narrative identity throughout its implementation.

3.1.1.1 Editorial Application of the Content Pillars

To support partners in translating the thematic pillars into concrete communication
outputs, the table below links each pillar to its primary audiences, recommended
formats, and example message angles. This ensures consistency in tone and positioning
while allowing flexibility in storytelling across channels

. . Recommended
Thematic Main Target
Pillar Audiences Formats & Example Message Angles
Channels
Students, VET Website articles “What skills will the European space
Future Space  |earners, early- " | sector need in 2030?" * “From Al to
. earty explainer videos, _ .
Skills & career Linkedin posts Earth Observation: the new skillset for
Workforce professionals, infographﬁcs ! space careers” * “Micro-credentials
Readiness HEls, training ' opening new career paths in the space
. newsletters
providers economy”
Space companies, : N . .
Education- SMESs, Case studlesi' ) SHow |\;1dustry Iexperts co-d(;es;gned
rtner n rning m
Industry universities, VET | Partner spotight  spacevantage fearning modules
Collaborati roviders posts, interviews, Inside the Industry-Academia Space
) olfa _ora fon iﬁmovatio;w event coverage, Advisory Board” « “Bringing real space
In Action ecosystems short videos challenges into the classroom”
Learner Students, young | Testimonials, “Meet the future space data analyst
Journeys & professionals, short social trained through SpaceVantage” *
H underrepresented | videos, photo “Women shaping Europe’s space
uman groups, general stories, , future” « “From learner to space-tech
Stories public Instagram posts | entrepreneur”
Webinars,
Innovation in | Educators, HEls, methodology “Learning space through real-world
Learning & VET institutions, briefs, demo challenges” « “How digital simulations
Traini education videos, are transforming space education” ¢
raining policymakers, conference “Flexible learning models for deep-tech
Methods EdTech actors presentations, skills”
toolkit highlights
. *
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. Policymakers, EU | Policy briefs, “Aligning space education with Europe's
Policy networks, sector | reports, LinkedIn | digital and green transition” » “New
Insights & associations, skills | articles, occupational profiles for the
European alliances, conference downstream space economy” * “How
Impact research interventions, SpaceVantage supports Europe’s space

community newsletters competitiveness”

How the table will support the consortium in their communication activities

This table serves as a content planning tool. When preparing communication materials,
partners should:
= ldentify which pillar their activity or result contributes to
= Adapt the message angle to the intended audience
= Select formats that match both the pillar narrative and the channel strategy
described in this deliverable
= Ensure that over time, communication remains balanced across pillars,
avoiding over-focus on events and under-communication of impact,
innovation, or learner stories

This structured approach supports a coherent storytelling ecosystem where every
communication action reinforces SpaceVantage's identity as a forward-looking,
collaborative, and impact-driven initiative in European space skills development

External communication tools play a key role in ensuring visibility, engagement and
uptake of SpaceVantage activities and results. All tools will be used in a coordinated
manner and in line with the Erasmus+ communication and visibility requirements. The
objective is to reach different stakeholder groups — including students, education and
training providers, space industry actors, policymakers and the general public — using
appropriate formats, language and channels. All external communication materials will
clearly acknowledge EU funding and will follow the agreed SpaceVantage visual identity
and messaging guidelines.

Internal communication between all partners and institutes involved in the project is
essential for the optimal planning and coordination of all activities. Similarly, external
communication and dissemination to external parties and stakeholders is a must for
translating research results into practical messages. The participants must promote the
action and its results by providing targeted information to multiple audiences (including
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the media and the public) in a strategic and effective manner. We have divided various
communication activities into external and internal, as mentioned below.

Any communication activity related to the action (including in electronic form, via social
media, etc.) and major results funded by the grant must:

i display the EU emblem and
ii include the following text for communication activities:

This document may contain material that is the copyright of certain SpaceVantage
consortium parties and may not be reproduced or copied without permission. Neither the
SpaceVantage consortium, nor any individual party, warrants that the information
contained hereiniis fit for purpose or free of risk; no liability is accepted for loss or damage
suffered by any person using it.

iii Disclaimer

Co-funded by spaceVantage has received funding from the European Education and Culture Executive Agency (EACEA) under the Grant Agreement 101246588, Views and opinions expressed are
the European Union however those of the author(s) only and do not necessarily reflect those of the European Union or the European Education and Culture Executive Agency (EACEA). Neither the
European Union nor EACEA can be held responsible for them

Grant Agreement No 101246583

©SpaceVantage Consortium, 2025.

This deliverable contains original unpublished work except where clearly indicated
otherwise. Acknowledgement of previously published material and of the work of others
has been made through appropriate citation, quotation or both. Reproduction is
authorized provided the source is acknowledged.

This document is a deliverable for the SpaceVantage project. This project is co-funded By
European Union under the Grant Agreement 101246589.

For this purpose, we elaborate below the internal and external communication tools and
channels to be used in the SpaceVantage project.

3.3.1 Internal Communication activities

To guarantee the effectiveness of the internal communication and foster a regular
interaction between all the project partners, we will use internal communication platforms
(proposed and managed by the coordinator) and project management tools. Some of the
internal communication tools are mentioned below.
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3.3.3.1 Mailing lists and communication platform

A project mailing list has been created to guarantee that all the project partners are
included in all internal communication issues. SharePoint will allow all the project partners
to share information and discuss it, share documents, develop new documents in a
simultaneous collaborative way and schedule tasks and to-do lists.

3.3.3.2 Face-to-face and online meetings

The kick-off meeting was virtually held at the beginning of the project (M1) in the wait to
attend the physical KOM that will be held in Thessaloniki on February 17t and 18™". The
kick-off meeting aimed to bring together all the project partners and detail and plan the
defined project activities. Project meetings for all partners will be held on a regular basis
to discuss the project progress and implementation and plan the strategy for the
remaining period of the project; partners are also expected to meet during the project in
internal and external conferences and events. The final meeting will be held in M36 to
assess the overall development and implementation of the project and discuss issues
related to exploitation. During events, photos or videos may be taken and later used in
our communication materials. Stakeholders will be asked to formally give their content,
preferably to be included in event registration forms, ensuring that we collect consent
from participants in advance

The partners fix dates for regular monthly online project meetings via a doodle. In the
project, there are planned six physical meetings - the above-mentioned kick-off in
Thessaloniki and the rest of the meetings that will take place in Spain, Denmark, Norway,
Lithuania, Italy and Belgium.

3.3.3.3 SharePoint Webtool

The Webtool is a secure webspace dedicated to SpaceVantage and only accessible to its
members. We are using SharePoint programme for this. The Webtool is designed to share
and archive information, to enable collaboration between partners and to ensure
traceability during the construction of SpaceVantage deliverables.

The responsibility for performing dissemination activities lies with the entire consortium.
Each SpaceVantage partner is expected to identify results suitable for dissemination and
propose appropriate channels for publication and presentation. The general policy for
dissemination includes the following principles:

= Each partner is encouraged to propose project results for dissemination.
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= Proposals will be discussed with the task leader, the relevant Work Package leader,
and the project coordinator, who will jointly decide on the publication or
dissemination action.

= Partners should actively seek synergies with other consortium members and
promote joint dissemination activities where relevant.

= Partners are encouraged to inform the dissemination task leader and the
consortium about dissemination opportunities, even when they do not intend to
publish their own results.

= The consortium will be informed of planned dissemination activities sufficiently in
advance and retain the right to object, in line with the Consortium Agreement.

= Drafts of dissemination contributions (e.g., articles, presentations, demonstrators)
will be shared internally for review at least at a conceptual level before external
submission.

This structured approach ensures that all dissemination activities are coherent, high-
quality, and fully aligned with the strategic objectives of SpaceVantage, while protecting
the interests of all consortium members.

This section addresses different dissemination materials & communication tools and
channels that will be used by SpaceVantage partners for communication & dissemination
activities.
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Dissemination/
Communication
Tools and
Channels

Target Stakeholder
Group

All stakeholders,

Expected impact

Increased awareness
of SpaceVantage, its
objectives, results,

¥ Space ';w

v Vantage

Type of Support
Dissemination/Communication

Both:
Presents the

Website particularly the . project/partner/news while
. : mobility . .
wider public . hosting deliverables, results
opportunities, and . .
and education materials
events.
Real-time updates,
increased visibility, Mainly communication
) ) All stakeholders, y y
Social Media . and stakeholder support, to create
particularly younger
Channels engagement awareness,
. researchers, .
(LinkedIn, research reinforces engagement and
Instagram, o SpaceVantage's promotion. They can
institutions, and the . o
YouTube) . presence in the also (indirectly) convey
general public .
research and policy results.
ecosystem.
Clear and accessible I
. . : Pure communication tool, to
Promotional information on o i
. All stakeholders, create visibility, recognizability
Materials (flyers, . . SpaceVantage.
particularly policy and awareness, as well as
roll up, : Promotes . .
makers, academia, e Attract attention, explain the
brochures, participation and : . .
. . and the general project, involve the public)
infographics, supports

factsheets, video)

public

dissemination at
external events.

Workshops and
Participation in
External Events
(conferences, EU

Representatives
from academia,
industry, research-
performing

Interactive discussion
on key topics (e.g.
mobility, R&I capacity
building), fostering
collaboration and

Primarily dissemination tool:
Present results, talk to
qualifies stakeholders, boost
project uptake. Presentation of
SpaceVantage outputs to

days, policy institutions, policy mutual broader audiences.
forums) makers . Strengthens synergies,
understanding. e
amplifies reach.
. x
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The project's official website, accessible via www.spacevantage.eu (URL provisional), will
serve as the primary online communication platform for presenting SpaceVantage to the
public. The website will introduce the project's objectives and methodology, highlight key
activities and milestones, promote project results and deliverables, and showcase partner
roles and contributions across Europe. The first version of the website will be published
by Month 3 (M3).

The SpaceVantage website will include:

« A project overview and presentation of objectives on the Home page.

o Adescription of the project's mission, vision and approach on the About page.

« Anoverview of the SpaceVantage skills development framework, learning pathways
and education-industry collaboration activities.

o Dedicated pages profiling the project partners, their roles and contributions.

« ANews & Eventssection highlighting workshops, innovation challenges and
dissemination activities.

e AResources section providing access to public deliverables, reports and
communication materials.

Visually, the website will be fully aligned with the SpaceVantage visual identity and
Erasmus+ branding guidelines. It will be designed to be clear, accessible and easy to
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navigate, with particular attention to inclusiveness, usability and accessibility for different
user groups.

The overarching aim of the website is to establish a strong and engaging online presence
that supports the project's communication, dissemination and sustainability objectives.
The website will act as the central reference point for external stakeholders, providing key
contact information and encouraging interaction with education providers, VET
institutions, industry stakeholders, policymakers and the wider public.

The website is designed to fulfil two main functions:

« To serve as the central information hub for SpaceVantage, offering comprehensive
information on project objectives, news and updates, downloadable materials and
links to social media channels.

o To function as a broader dissemination platform for initiatives, policies and
developments relevant to skills development, education and training in the
European space and NewSpace sectors.

The SpaceVantage newsletter will be used to provide periodic updates on project
progress, key results, upcoming events and opportunities for engagement. It will target
education and training providers, industry stakeholders, policymakers and other
interested actors. The newsletter will be distributed through mailing lists, thanks to the
mail chimp tool, and promoted via social media channels, ensuring compliance with data
protection and privacy regulations.

All social media activities will follow a set of best practices to maximise impact and
engagement:

« Content will be concise, clear and visually appealing.

e Messages will be tailored to each platform and target audience.

o Posts will be published regularly and aligned with key project milestones.

« Hashtags related to space, education, skills, Erasmus+ and NewSpace will be used
strategically.

e Interaction with followers (likes, comments, shares) will be encouraged to foster
dialogue and community building.

Partners will be encouraged to amplify project content through their own institutional
channels.
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3.7.1 Types of Content and Target Audience Groups
SpaceVantage social media content will include:

e Project updates and milestones

o Promotion of events, workshops and webinars

« Highlights of educational resources and results

e Success stories from students, educators and industry partners
o Policy-relevant messages and key findings

Each content type will be aligned with specific target groups (HEls, VETs, Space industries
and SMEs, Policy Makers and Public Authorities, Researchers & Academic Community, etc.)
ensuring that messages are relevant and appropriately framed for students, educators,
industry stakeholders, policymakers or the general public.

3.7.2 Social Media Statistics

Social media performance will be monitored through platform analytics, including:

o Number of followers and growth over time
o Reach and impressions

« Engagement rates (likes, shares, comments)
o Click-through rates to the project website

These statistics will support continuous improvement of the communication strategy and
inform adjustments where needed.

3.7.3 Measuring and Evaluating — KPIs

The effectiveness of communication activities will be assessed using quantitative and
qualitative KPIs defined in the SpaceVantage Description of Action. KPIs will cover reach,
engagement, participation in events, website traffic and stakeholder involvement.
Monitoring will be carried out on a regular basis to ensure alignment with project
objectives and Erasmus+ requirements. The table indicates the global KPIs to reach, while
the report will show a deeper detail of the data displayed by the statistics tools.

Tool/Channel Metrics target at M36

Website 4. 000 visits

LinkedIn

Instagram 5.000 Social media impressions
YouTube
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Communication & Dissemination KPIs Breakdown- Website Monitoring Table
Monitoring Target

Categor Indicator - Frequenc Responsible
gory Tool (Indicative) 9 y P
Website Traffic = Total visits ~ Matomo 4,000 total visits Quarterly WP6 Leader

User A,V_erage _
. visit Matomo > 1 min Quarterly WP6 Leader
T duration
Geographic i
grap Countries Matomo 10-20 countries Quarterly WP6 Leader
Reach reached
s Traffic from
Acquisition -209
9 social Matomo 10 Z.OA) of total Quarterly WP6 Leader
Channels media traffic

Social Media KPIs (Indicative & Non-binding)

. Target .
Channel Indicator o Frequency Responsible
(Indicative)
Linkedin Followers Natlve. 500 followers Quarterly WP6 Leader
growth analytics
q . . . Nati 2,500
Linkedin Post impressions ative : . Quarterly WP6 Leader
analytics impressions
Engagement rate Native
Linkedin (likes, comments, . 2% Quarterly WP6 Leader
analytics
shares)
Reach & Nati
Instagram . each & ative 2,500 reach Quarterly WP6 Leader
impressions analytics
Engagement . o
N I
Instagram | (likes, saves, ative Qualitative Quarterly WP6 Leader
analytics trend-based
shares)
YouT i
YouTube Video views s?uudigbe >00 views Quarterly WP6 Leader

Engagement and Outreach KPIs Breakdown

Target Monitorin .
Category . Responsible
by ProjectEnd Frequenc

300 After each

Event TechTour + WP
out h Space Career Days participants students/jobseek | event + ngd our 6
utreac ers/40 employers | biannual
Event - After each Envolve + WP6
Industry Challenge participants event +
Outreach 80 students each biannual Lead

Organizations’ actively engaged
Stakeholder | 2€0SS education, industry, and
policy domains 150 organisations | Biannual
(HEls, VETs, companies,
policymakers)

(FORTH) + WP

Engagement Leaders
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Stakeholder
Engagement
Policy
Outreach
Policy
Outreach
Policy
Outreach

Publications

Educational
Awareness

Use of KPIs

Virtual Space Education
Community members

Policymakers & decision-makers
engaged

Policy briefs produced

EU-level policy
roundtables/events

Publications (2) in high-impact
journals and magazines or
presentations in conferences (4)

120 educational institutions
become aware about the new
space curricula; 60 of which
participate in project events and
activities

The listed indicators are used to:

200 members

15 stakeholders

4 briefs

2 roundtables + 1
event in Brussels
2
research/scientifi
C papers. Four
articles

120 institutions

Quarterly

Annual

Annual

Annual

Biannual

Biannual

« monitor visibility and audience reach of SpaceVantage activities.
» assess engagement with project content across channels.
« support internal decision-making and optimisation of communication actions.

https://www.linkedin.com/company/spacevantage-eu

EVTA + WP6
Lead

FORTH + WP6
Lead

FORTH

FORTH/EVTA

FORTH + WP6
Lead

WP6 Lead

LinkedIn posts for SpaceVantage will focus on professional audiences and stakeholders in
education, training, industry and policy. Effective posts should:

o Clearly highlight the relevance of the content (e.g. skills development, curriculum

innovation, industry collaboration).
e Use a concise headline followed by short, structured text.
o Include visuals such as banners, photos from events or infographics.

o Carousels.

o Tagrelevant organisations, partners and EU initiatives where appropriate.
e Include a clear call to action (e.g. read more, register, join the event).
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SpaceVantage EU
Building Future-Ready Space Innovation through Education-Enterprise Synergies

Ricerca spaziale e tecnologia - 42 follower - 11-50 dipendenti

@ Marco e altri 27 collegamenti seguono questa pagina

———
<7 Invia messaggio v Gia segui @

3.7.5 How to Craft an Engaging Post for Instagram

https://www.instagram.com/spacevantageeu

o spacevantageeu O
F~ SpaceVantage EU
%, Space 1post 16 followers 0 following

v Vantage

Building Future-Ready Space Innovation Through Education-Enterprise
Synergies.

Funding from the European Education and... more

2 spacevantage.eu

Edit Profile View archive

Instagram content will aim to be visually engaging and accessible, targeting students,
early-career professionals and the wider public. Posts should:

o Use strong visuals or short videos.

o Tell short stories about people, activities, or outcomes of SpaceVantage.

e Use simple language and minimal text.

o Include relevant hashtags and mentions (#Education #Innovation #SpaceVantage

#Skills #ErasmusPlus #SpaceCareers)
« Promote diversity, inclusion and the human dimension of space education.

3.7.6 YouTube Channel
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https://www.linkedin.com/search/results/all/?keywords=%23spacevantage&origin=HASH_TAG_FROM_FEED
https://www.linkedin.com/search/results/all/?keywords=%23skills&origin=HASH_TAG_FROM_FEED
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https://www.youtube.com/@spacevantageEU

SpaceVantage EU

@spacevantageEU - 7 iscritti - 2 video

Y. Space

"Building Future-Ready Space Innovation Through Education-Enterprise Synergies" ...altro
v Vantage

spacevantage.eu

Personalizza canale Gestire i video

The SpaceVantage YouTube channel will be used to host and disseminate audiovisual
content related to the project. The channel will feature short videos, trailers, interviews,
recordings from events and workshops, and visual storytelling materials highlighting
project activities, results and impact.

Video content will be designed to be accessible and engaging, targeting students,
educators, industry stakeholders and the general public. The YouTube channel will
support dissemination of key messages, promote events and resources, and enhance the
overall visibility of the project, in line with Erasmus+ communication and visibility
requirements. All videos will clearly acknowledge EU funding and will be promoted
through the project website and social media channels.

To ensure that SpaceVantage results remain visible, accessible, and usable beyond the
project’s formal duration, the consortium adopts a post-project communication
sustainability approach. This guarantees that the knowledge, tools, and networks
developed during the project continue to benefit the European space skills ecosystem in
the long term

The SpaceVantage website will remain online for at least five years after project
completion. It will transition from a news-oriented platform to a long-term knowledge
repository, hosting:

i Final project results and reports

i Learning materials and curricula frameworks
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iii Micro-credential descriptions and methodological guides
iv Policy briefs and executive summaries
v Public deliverables and dissemination materials

Responsibility for maintaining the website infrastructure will be transferred to the project
coordinator, who will ensure hosting, domain continuity, and basic technical
maintenance. Content updates after the project may be limited, but core resources will
remain downloadable and accessible.

SpaceVantage's LinkedIn and YouTube channels will remain active as legacy channels;
they will continue to host project videos, testimonials, and recorded webinars. Channels
may be used to share follow-up initiatives, related projects, or ecosystem news led by
consortium partners. Even with reduced posting frequency, the channels will serve as a
long-term visibility archive, ensuring discoverability of project content

The LinkedIn page, in particular, will support continued networking among learners,
educators, and industry actors connected through the project.

All major communication and dissemination outputs will remain openly accessible
through the project website repository, partners’ institutional repositories or websites,
relevant European platforms (where applicable), such as Erasmus+ or sectoral
knowledge hubs. Materials to remain available include toolkits and training guides,
policy briefs and skills intelligence summaries, recorded webinars and explainer videos,
Infographics and visual resources. Where possible, materials will be published under
open licenses, encouraging reuse by education providers and ecosystem stakeholders.

Beyond digital channels, sustainability is reinforced through integration of SpaceVantage
results into partner curricula and training programmes, continued use of developed
materials by HEIs and VET providers, ongoing industry-education collaborations initiated
during the project, presentation of results in future events and initiatives by consortium
partners. This ensures that SpaceVantage communication does not end with the project
but becomes embedded within the ongoing activities of the European space skills
community.
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By maintaining access to platforms, materials, and networks, SpaceVantage:

i Extends the lifespan of its impact

i Supports replication and adoption of its approaches

iii Strengthens Europe’s long-term capacity in space-related skills
development

This approach ensures that SpaceVantage leaves behind not only project outputs, but
also a sustained communication and knowledge ecosystem.

SpaceVantage will produce targeted graphic materials to support event participation and
stakeholder engagement. A compact flyer will be printed for physical distribution at
conferences, workshops, and networking events, featuring essential project information,
key objectives, target audiences, and a prominent QR code linking to the project website's
contact page and partner directory. Complementing this, adynamic digital
brochure (interactive PDF) will be developed as a living document, featuring embedded
hyperlinks, video thumbnails, expandable sections for deliverables, and real-time
updatable content via cloud integration, ensuring stakeholders always access the latest
information across all dissemination channels.

Video content will drive engagement across social platforms, particularly Instagram. Pre-
event trailers (15-30 seconds) will be produced for major project milestones, hackathons,
and workshops, featuring dynamic footage of event venues, partner logos, teaser
countdowns, and calls-to-action optimised for Instagram Stories and Reels to maximise
reach and registrations. A comprehensive project presentation video (2-3 minutes) will
serve as the flagship audiovisual asset, showcasing the SpaceVantage value proposition,
consortium expertise, and expected impact, suitable for website embedding, stakeholder
pitches, LinkedIn posts, with multilingual subtitles (if needed for pan-European
accessibility).

ReMedia will provide comprehensive support to partners organising or participating in
SpaceVantage-related events. Pre-event promotion includes dedicated social media
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posts, email blasts to stakeholder databases, and website event calendars with
registration links, ensuring maximum attendance and visibility. Partners receive on-site
support through live social media coverage (#SpaceVantageEvents), post-event reporting
templates, and impact metrics collection to feed into Mid-Term (M18) and Final (M36)
Communication Reports.
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SpaceVantage branding is designed to comply with the European Commission's rules on
communicating and raising EU visibility and with the official guide on the use of the EU
emblem in 2021-2027 programmes. The visual identity establishes a coherent,
recognisable, and accessible look and feel that all partners can apply consistently across
media and formats. Its primary objectives are to:

= strengthen project visibility and recognisability among target audiences

= streamline high-quality production through ready-to-use templates and shared
asset libraries

= ensure full alignment with Erasmus+ visibility obligations by supporting correct and
prominent display of the EU emblem together with the funding statement.

Accessibility principles are embedded throughout: typographic choices, hierarchy, and
colour usage are defined to meet WCAG 2.1 Level AA contrast thresholds (4.5:1 for normal
text; 3:1 for large text). The branding rules apply to all SpaceVantage communication
touchpoints, including the core asset system (logo and its variants, colour palette,
typography, iconography, imagery style, and layout conventions) as well as operational
templates for deliverables and reports, presentations, factsheets, press materials, event
collateral, social media cards and headers, email signatures, and letterheads.
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Why SpaceVantage needs a strong and coherent Brand? SpaceVantage exists to address
a fundamental challenge facing the European space sector: the misalignment between
educational investment and industry demand for highly skilled, forward-ready
professionals. The space economy is transforming rapidly driven by NewSpace disruption,
Al integration, quantum technologies, and the imperative to build sustainable space
infrastructure. Yet education-enterprise collaboration remains fragmented across Europe,
with knowledge providers and industry actors working in isolation rather than co-creating
the talent solutions they urgently need.

The central purpose of SpaceVantage branding is therefore not merely aesthetic—it is
strategic and instrumental. The brand must communicate, at a glance, why this project
matters for the European education and innovation landscape: to forge structured, deep
partnerships between education providers, industry leaders, and entrepreneurs so they
can collectively build adaptive learning pathways aligned with emerging sectoral needs. In
doing this, SpaceVantage positions itself as a catalyst for systemic change in how space
professionals are trained and deployed across Europe.

4.2.1 Strategic Objectives of the Brand

A coherent SpaceVantage brand serves five strategic purposes:

1. Visibility and Recognition - The brand creates a distinctive, memorable identity that
allows stakeholders (students, educators, industry partners, policymakers, investors) to
immediately recognise SpaceVantage materials, understand project affiliation, and
engage with SpaceVantage initiatives across all channels.

2. Messaging Clarity - The brand translates complex education-enterprise partnership
objectives into accessible, compelling visual and verbal narratives. It positions learning
innovation and industry collaboration as tangible, achievable, and European-scaled.

3. Partner Alignment and Consistency - The brand provides shared visual and verbal rules
that allow diverse consortium partners (from academic institutions to industry actors to
innovation hubs) to communicate with a unified voice while maintaining individual
institutional identities. This consistency reinforces the ecosystem-level collaboration that
SpaceVantage embodies.

4. Stakeholder Trust and Credibility - The brand signals professional excellence, and
genuine commitment to European space innovation. Consistent, high-quality visual
communication builds confidence with academic partners, industry leaders, and EU

’ * N
envQlive praxi» @FoRTH ﬁncclou "1 vILNIUS ‘TechTour E'/TA* PeMedjg /v . 'm." Pltow  (38) UIT The Arctic

................. University of Norway



¥ %, Space ‘ Co-funded by
? Ak vv VG ntcge the European Union

funders that SpaceVantage is a serious, credible initiative worthy of collaboration and
investment.

5. Dissemination Impact and Legacy - The brand supports SpaceVantage's reach and
influence across the 36-month project duration and beyond. A strong, coherent identity
ensures that project outputs (curricula, partnerships, training frameworks, policy
recommendations) retain visibility and credibility long after formal funding concludes.

The values guiding SpaceVantage are rooted in contemporary European space innovation
reality.

= Innovation is not an abstract concept but daily practice: the continuous integration
of cutting-edge technologies—artificial intelligence, quantum communications,
advanced materials—into educational frameworks.

= Collaboration forms the connective tissue of the project, with structured, deep
partnerships among ecosystem actors.

= Sustainability reflects Europe's Green Deal commitment, integrating green skills
into sustainable space operations.

= Resilience represents the capacity to adapt to technological and market disruptions,
while

= Inclusivity ensures equitable access to space sector pathways across diverse
professional backgrounds.

SpaceVantage's voice is naturally forward-thinking, focused on emerging technologies and
evolving industry needs. It is evidence-based, grounded in real skills intelligence and
genuine industry feedback. It is practical, translating complex space sector challenges into
actionable learning solutions. Above all, it is collaborative and empowering, positioning
learners and professionals as architects of the future space economy.

4.2.3 Colour Strategy

SpaceVantage's visual identity reflects project ambition through cohesive, modern
aesthetics signaling technological advancement, connectivity, and sustainability. The
design system is not casual but deliberately constructed to communicate specific concepts
through color and form.

Orbital Mint (#05F2AF) represents energy and innovation, forward momentum in space
technology development. It is the color of acceleration, dynamism, positive disruption. It
highlights critical elements, calls-to-action, and emerging curriculum innovations.
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Deep Oceanic (#09716F) anchors identity in stability and institutional depth. It suggests
trust, solid foundation, and structured knowledge. It is the color of lasting partnerships
and long-term vision, perfect for framing foundational content and research frameworks.

Stratos Blue (#253C78) communicates strategic credibility and professional authority. It
dominates primary text, logos, formal documentation headers, and main Ul elements. It
reflects rigorous academic standards and policy alignment. It is the natural choice for
primary brand mark and official communications.

Midnight Cosmos (#0F0947) connects the brand to space exploration narrative and
boundary-pushing ambition. It is used for dark backgrounds, typography on light fields,
and header/footer blocks. The psychology links to space exploration vision and radical
innovation, appearing in video backgrounds, immersive visuals, and inspirational
campaign graphics.

Lunar Mist (#B7B7CC) ensures accessibility, contemporary clarity, and neutrality. It
facilitates readability on large text surfaces and supports inclusive design, reflecting
SpaceVantage's commitment toward diverse audiences.

4.2.4 Typography System

SpaceVantage's typographic strategy balances two opposing needs: distinctive brand
visual identity and universal accessibility.

Poppins serves as primary typeface for branding and prominence. Poppins Bold (weight
700) for titles and headers communicates modernity, approachability, and confident
clarity. Poppins Medium (weight 500) for subtitles maintains typeface family coherence
while differentiating hierarchy levels. The emotional tone transmitted is modern,
approachable, and confident clarity resonating with both academic and commercial
audiences.

Open Sans serves as secondary typeface for body text and long-form content. Open Sans
Regular (weight 400) for body text and Open Sans Light Italic (weight 300) for captions and
details maintain cleanliness, maximum legibility, and universal accessibility. This is the
typeface the reader encounters most—it must be flawless in legibility.

For web compatibility and email rendering where custom fonts cannot be guaranteed,
Arial remains optional digital/web choice.
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4.2.5 Logo Usage Integrity

Correct logo use is not preference matter but brand protection. Partners must use only
approved artwork files, maintaining original proportions and composition. The logo must
always be positioned on contrasting backgrounds with adequate white space.

What must not be done is equally important: the logo must never be altered, distorted,
rotated, compressed, or cropped. Effects like shadows, gradients, strokes, or 3D effects
compromise visual integrity. Colors must never be modified outside approved palette.
Text within the mark must never be re-typeset or translated. The logo must never be
confined inside other shapes (boxes, circles, banners) and unofficial variations or redrawn
versions must never be used.

SpaceVantage is co-funded by the European Union under the Grant Agreement No.
101246589. All public communication materials must prominently display:
o EU Emblem together with "Co-funded by the European Union" statement

« Grant Agreement number in document headers/footers
e Mandatory visibility on all project outputs

Essential Rules:
o EU emblem must be equally prominent as the SpaceVantage logo

« Never alter, disproportionately resize, or merge with other graphic elements
o Position on high-contrast background with adequate clear space

« Required on: report covers, title slides, websites, event materials, social media

4.2.6 Accessibility and WCAG Compliance

SpaceVantage commits to WCAG 2.1 Level AA compliance not as compromise but as
ethical imperative. Normal text must maintain minimum 4.5:1 contrast ratio. Large text
(18pt+ or 14pt bold+) and graphic and Ul components require minimum 3:1.
Recommended color combinations position Stratos Blue or Midnight Cosmos on
white/Lunar Mist for text. Orbital Mint accents naturally appear on Deep Oceanic or
Stratos Blue. Inverted white text appears on Midnight Cosmos or Deep Oceanic with high
contrast. These are not decorative suggestions—they are functional requirements
ensuring SpaceVantage's visual identity remains accessible to professionals with diverse
visual abilities.
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SpaceVantage presentations provide a cohesive visual framework to communicate the
project's value across conferences, stakeholder briefings, training sessions, and
dissemination events. A master template ensures consistency and clarity, adaptable to
different content needs.

« Title Slide: Introduces the project with branding, presenter details, and date.
« Content Layouts: Include Text + Icons for key concepts,
« Utility Slides: Agenda, Break, and Thank You slides ensure smooth transitions.

%, Space
v Vantage

Typical Use Cases

« Scientific and technical presentations

o Stakeholder workshops and webinars

e Policy and training briefings

o Evidence-based showcases of curricula, skills development, and collaboration
models

Communication measures support dissemination, such as promoting events via the
project website, social media channels (LinkedIn, Twitter, YouTube), and targeted
invitations to stakeholder groups. Existing networks of consortium partners are leveraged
to amplify outreach.

Standardized document templates ensure consistent, accessible, and professional
reporting across SpaceVantage deliverables. They communicate rigor and allow
stakeholders to quickly understand context, results, and implications.
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Key Elements

o Cover Page with project branding, tagline, deliverable title and code, WP and Task

o Footer showing all partners’ logos

e Project and Document Information, history and authors page including project
name, full title, call, duration, coordinator, funding acknowledgment, grant number,
project website, Start Date/End Date, Tracks version, issue date, Lead Beneficiaries,
contributors, reviewers, approval, submission date, due date: WP and Task number,
dissemination level.

o Disclaimer, Copyright notice and Acknowledgement page

Content Styling

o Hierarchical headings for clarity

o Structured lists, quotes, and callout boxes for emphasis

e Tables standardized for deliverable metadata, milestones/timelines, and
impact/KPIs

Accessibility & Compliance

Documents comply with WCAG 2.1 Level AA, including heading hierarchy, alt text for
images, color contrast, and tagged PDF structure. PDFs embed fonts and preserve
bookmarks for navigation.

Page Layout

Standard margins, headers with logo/project ID, and footers with page number and
funding acknowledgment. Front matter uses Roman numerals; main content Arabic;
appendices A-1, A-2, etc.
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5. Communication Risk Management

Effective communication requires not only strategic planning but also proactive risk
anticipation. SpaceVantage recognizes that communication and dissemination activities
may face operational, engagement, or coordination challenges.

To ensure continuity, consistency, and impact, the project adopts a preventive and
responsive risk management approach. The table below outlines the main
communication-related risks and corresponding mitigation measures

envQlve

Impact on
Potential Risk  Description Project Mitigation Measures
Communication
Diversify content formats (video,
Target groups show Reduced visibilit visuals, stories), use targeted
Low audience limited interaction and limited u ta)lie messaging per audience,
engagement with content or of results P leverage partners’ networks,
events monitor KPIs and adjust
channels accordingly
<ome partners do Establish a shared editorial
Irregular ot coitribute Gaps in storytelling | calendar, assign clear partner
content cesularly to and uneven responsibilities, send periodic
production by co%nmuzication visibility across the | reminders, provide content
partners N consortium temp!ate§ to simplify
contributions
Limited Develop simplified versions of
Overly Communication understanding and o outp Ute szse <torvtelling and
technical or materials are too reduced ViS)l/Ja|S prlly fone ofy\t/oiceg
inaccessible complex for non- engagement from - .
o . uidelines, include short
language specialist audiences | learners and the 8 o .
guag general public summaries in plain language
Use shared key messages,
I . Different partners Fragmented ) y : &
nconsistent . 2 content pillars, and visual
messagi communicate the identity and _ _ o
ging project in different | confusion among identity guidelines; conduct
internal briefings and provide
across partners ways stakeholders rieting P
communication toolkits
Limited reach Communication Reduced Engage external networks, sector
mainly circulates associations, and multipliers;
beyond ainty red European-level P
. within existing Visibility and encourage partners to tag
consortium partner im acty relevant stakeholders;
networks communities P participate in third-party events
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Low Reduced Promote events early, use

. . . . Stakeholders do stakeholder partner mailing lists, collaborate
part|C|pat|on In . .

. not attend planned | engagement and with networks for co-promotion,
everr S outreach activities feedback record sessions for later
webinars opportunities dissemination

Misinteroretation Monitor online discussions,
Negative or " .p Reputational risk respond with factual and clear
. . or criticism of . . -
misleading and message information, escalate sensitive

issues to WP6 lead and
coordinator before replying

Diluted attention
and reduced
effectiveness of
individual
messages

Communication
overload during
peak project
phases

Prioritise key milestones, stagger
announcements, use a content
calendar to balance
communication intensity

Too many activities
or messages in a
short period

Communication risks will be reviewed regularly during WP6 coordination meetings. KPI
monitoring (engagement rates, reach, participation levels) will serve as an early warning
system, allowing the consortium to adapt formats, channels, or timing when necessary.
This proactive approach ensures that SpaceVantage communication remains agile,
audience-focused, and resilient, supporting sustained visibility and impact throughout

the project lifecycle
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All communication, dissemination, and outreach activities within SpaceVantage will be
implemented in full respect of ethical principles, data protection legislation, and the EU
General Data Protection Regulation (GDPR). While this deliverable focuses on
communication strategy, several planned activities involve the collection or use of
personal data (e.g., event registrations, newsletters, testimonials, photos, and videos),
making ethical and legal compliance essential.

GDPR Compliance

SpaceVantage partners will ensure that any personal data processed for communication
purposes is handled lawfully, transparently, and securely. In practice, this means:

= Lawful basis for processing: Personal data (e.g., names, emails, professional
roles) will only be collected where necessary and based on explicit consent
or legitimate interest related to project communication.

= Informed consent: Participants featured in testimonials, interviews, photos,
or videos will provide written or recorded consent for the use of their image
and statements.

= Purpose limitation: Data collected for communication purposes (e.g.,
newsletter subscriptions or event registrations) will not be reused for
unrelated purposes.

= Data minimisation: Only data strictly necessary for the specific
communication activity will be collected.

= Right to withdraw: Individuals will be able to unsubscribe from mailing lists
or withdraw consent for the use of their personal data at any time.

= Secure storage: Personal data will be stored using secure platforms
managed by consortium partners, with access limited to authorised
personnel.

Each partner remains responsible for ensuring compliance with national data protection
regulations in addition to GDPR.

Ethical Communication Practices

Beyond legal compliance, SpaceVantage commits to responsible and inclusive
communication practices:
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= Respect and dignity: All individuals featured in communication materials
(students, professionals, learners) will be represented respectfully and
accurately.

= Inclusion and diversity: Communication content will actively support the
project’'s commitment to gender equality and inclusion in the space sector,
avoiding stereotypes and ensuring balanced representation.

= Accuracy and transparency: Project results and impacts will be
communicated truthfully, without exaggeration or misleading claims.

= Special care with minors: If activities involve participants under 18 (e.g.,
outreach events), additional parental/guardian consent procedures will be
followed.

Alignment with Project-Level Ethics Framework

This communication approach is aligned with the broader ethical and legal
commitments of the SpaceVantage project as described in the project’s official
documentation, including its provisions on ethics and data protection
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The SpaceVantage Communication, Dissemination, and Outreach Strategy document
provides a robust, dynamic framework to maximize the project's impact across European
education and space sector stakeholders. By aligning tailored communication channels,
visual identity compliant with Erasmus+ guidelines, and targeted stakeholder engagement
with clear KPIs, the strategy ensures high visibility of EU funding, effective transfer of
results, and long-term sustainability beyond October 2028. Regular monitoring through
mid-term (M18) and final (M36) reports, combined with partner coordination under
ReMedia's WP6 leadership, will drive continuous refinement and measurable outcomes.
This living document positions SpaceVantage as a catalyst for future-ready skills
development, fostering lasting education-enterprise synergies in the evolving Space
Economy.
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