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1. WHY IS COMMUNICATION IMPORTANT?

Nothing in science has any 
value to society if it is not 

communicated, and scientists are 
beginning to learn their social 

obligations  

    Anne Roe. The making of a scientist (1953) 

 To reach audiences from research community, opinion formers, policy makers, funders, students 

to people (End users) AND make your content relevant to them.  

 To give visibility to your Action and increase it during the lifetime of your Action. 

 To stimulate and justify funding. It may lead to new funding opportunities.  

 To demonstrate the value of Universities, research institutes & organisations and the added value 

belonging to a multidisciplinary network involving numerous countries, helping young 

researchers. 

 To spark new collaborations and spread networks and excellence. 

 To inspire the next generation of researchers. 

2. DISSEMINATION VS. COMMUNICATION

Dissemination targets specific audiences to bring knowledge and expertise on a topic.  

Communication is to engage with a wider audience via articles in mainstream newspapers and 

magazines or TV and radio channels. Successful communication requires a clear language and 

attractive scientific subject with results that can catch the media’s attention. Thus, it is important to 

adapt the message to the audience. 

DISSEMINATION COMMUNICATION 

Objectives 

Public disclosure of results, 
enabling the take-up and use of 

those.  

Promotion of the project and its results.  
Informing and engaging with society, to 
show how it can benefit from research. 

Timing 
Only when results are available 

or found.  Starts at the outset of the project. 

Audience 
Specialist audiences: target 
groups, such as scientific 

Multiple audiences: general public, 
including EU citizens, civil society and 

mass media 
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communities, industry 
stakeholders, policymakers, etc. 

Language 
Scientific language Non-specialised language 

Channels 

Peer-review journals, scientific 
conferences, online repository of 

results, etc. 
TV channels, radio, newspapers, 

generalist website, newsletters, etc. 

Table 1. Differences between dissemination and communication. Source: H2020 programme – Guidance social 
media guide for EU funded R&I projects (6 April 2018).  

You don’t really understand something unless 
you can explain it to your grandmother. 

This quote, attributed to Albert Einstein, should help when you want to communicate about science 
and science is everywhere in our daily life. It should then reflect accordingly. 

3. HOW TO WRITE A PRESS RELEASE

What: A release aims to inform about something new that will 
shortly happen.  

Novelty: Is there something new to release about your activity or 
the study?   

Timeliness: Always try to link your story to a current event – what makes the story timely or 
newsworthy now: climate changes, epidemic flue…Think of the UN days calendar. International days 
of Cancer, Diabetes etc. It could be the right moment to release your story in the context of 
International Day of Human Space Flight, World Health Day, World Wildlife Day…  

Identify a human interest: How the network or research affect people’s everyday life. 

Importance of the impact: Story important for the public and how it will affect them.  

Fascination or surprise factor: The wow factor. People are always fascinated by space, planets… 

Controversy and arguments: Provide an alternate position with a scientific knowledge. Open a 
debate on a topic. 

Local factor helps as media will use it to set the context.  

Short and clear: average 350 – 500 words. Higher for scientific releases in specialised magazines. 

3.1 The 5 W 

Use the 5 W when you communicate:  WHAT, WHO, WHEN, WHERE and WHY.  

What is the actual news? Your Action is releasing new information on a topic, a book, organising a 

conference, participating in a workshop, about a new scientific network and research field?  

• Who is involved in the Action?

• When will this happen? On 12 December the Action will meet at the Riga’s Conference
…(Where) does this even take place? Centre for …. 

Keep it clear 
and short
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• Why this is news? The Chair of the Action will reveal, will give his insight, will provide new
information data…

• How is this happening? The main event is a conference leading to a common approach… A
Study release & outcome

Write in a simple manner, use simple wording, layman’s language, avoid jargon, if acronym used, 
explain and specify what it is referring to or add the definition. Example ESA could be: European Space 
agency?  Euratom Supply Agency? Eastern and Southern Africa? Avoid COST Action number or add 
the definition and what it is about. Get to the point, what’s your pitch about and try to grab the attention. 
Explain what it stands for. 

3.1 Hey-you-see-so pyramid 

You can use the Hey-you-see-so pyramid to help you structure your idea and check: 

Hey→ Teaser to catch the reader’s eye to bring the attention on the content and present the story, 
(headline). 
You→ Information that makes the article relevant to the reader (relevance and identification). 
See→ Explain in a few paragraphs the background, the context. Writing about a new a research 
finding, describe the study and provide some key elements, figures or results.  
So→ New findings in the end of the article, say something about the impact of the information you are 
sharing, or you have presented. Outline the prospect of further research in the area. 

3.2 Structure - What should be in your press release? 

1. A catchy headline + Picture or illustration.
2. Date and place.
3. Body - content of the story.
4. A final leading to a conclusion or further perspectives.
5. Note to the Editor.

CATCHY HEADLINE. Reflect your main message, keep it simple and short and it should be 

written in bold.   

European researchers set out priorities for dealing with problem internet use 

Frontiers research topic on tinnitus shows broad public appeal 

BSC leads the InDust-International Network to encourage the use of monitoring and forecasting dust 

products 

Hey – Catch the attention 

You – Identification 

See – Explain 

So – Perspective 

https://www.cost.eu/wp-content/uploads/2019/08/research_on_problem_internet_use.pdf
https://blog.frontiersin.org/2017/10/24/frontiers-research-topic-tinnitus/
https://www.bsc.es/news/bsc-news/bsc-leads-the-indust-international-network-encourage-the-use-monitoring-and-forecasting-dust
https://www.bsc.es/news/bsc-news/bsc-leads-the-indust-international-network-encourage-the-use-monitoring-and-forecasting-dust
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 DATE and PLACE. Indicate when and where the press release was written. Here are some 

examples:  

Brussels, Monday 21 March 2019. COST Action X is organising a conference at the International 

Center for… The aim of the meeting will focus on studying …Researchers and scientists from 25 

countries will share their insights on …. 

The COST network will …. 

Or 

On Thursday 21 March 2019, COST Action X will participate in an international consortium of 

researchers organised by the … at the Radisson Hotel. The Chair of the Action, Prof. … will give her 

insight on new development of biology and medicine… 

BODY. 

 First paragraph: the main message, what is it about in a simple and concise manner, straight to the 

point. Think who you address the message to: journalist and the wider audience. Max 70 words.  

 Second paragraph: background info about the issue; results or benefits to people, context, the added 

value and if possible add figures or data to support your release. Who you trying to reach who is 

concerned about the topic? Explain the issue with facts and figures with a context. More complex 
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info can be added via background or links. Quotes from people involved in the news are always a 

good idea. 

Easy to find references according to your field of research. You can check the official figures to link 

them to your research field.   

According to the latest European Commission Report on Migrations, 2.4 million immigrants have 

entered the EU from non-European countries in 2017.  

Energy demand in building can be reduce by up to 13% by 2020 and up to 70% by 2050 if we 

want to meet the energy sustainability targets for 2020.  

Every sixth death in the world is due to cancer, making it the second leading cause of death 

according to The Union for International Cancer Control's (UICC). 

 Conclusion: where does this take you?  the next step in your research? Add informative content 

journalist can use or a quote.  

The network activities will enable to harmonise future legislations by setting up standards… 

This new guideline will help industry to identify areas where regulation is needed. 

FINAL.  

Picture or visual to go with your article. One picture – 1000 words.  

Additional information can be found on … (background or reference link). 

Contact person details (e-mail & phone) for press enquiries.  

Location details (address or link to google map) if conference or workshop. 

Action’s website.  

Add the COST logo (and EU emblem) or the logo of your Action if you have 

one.  

NOTE FOR EDITORS. 

Always add a note for Editors at the bottom of your release. It allows journalists to better understand 
what COST is and in what context your Action was created. If you are interviewed, ask the journalist to 
add a line about COST or about your COST Action. Please, use the text below:  

Note for Editors 

COST is an EU funding programme that enables researchers to set up their interdisciplinary research 
networks in Europe and beyond. We provide funds for organising conferences, meetings, training 
schools, short scientific exchanges or other networking activities in a wide range of scientific topics. By 
creating open spaces where people and ideas can grow, we unlock the full potential of science. 
www.cost.eu   

http://www.cost.eu/
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COST Action Genomic BIodiversity 
Knowledge for Resilient Ecosystems 
(CA18134) 

News in a Serbian national newspaper. 

3.3 Examples of COST Actions in the media 

COST Action Increasing understanding of 

alien species through citizen science 

(CA17122) 

https://www.cost.eu/actions/CA18134/#tabs|Name:overview
https://www.cost.eu/actions/CA18134/#tabs|Name:overview
https://www.cost.eu/actions/CA18134/#tabs|Name:overview
https://www.cost.eu/actions/CA17122/#tabs|Name:overview
https://www.cost.eu/actions/CA17122/#tabs|Name:overview
https://www.cost.eu/actions/CA17122/#tabs|Name:overview
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COST Action European network on invasive parakeets: Understanding invasion dynamics and risks to 
agriculture and society – ParrotNet (ES1304)  

https://www.cost.eu/actions/ES1304/#tabs|Name:overview
https://www.cost.eu/actions/ES1304/#tabs|Name:overview
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COST Action Advancing knowledge on 

seaweed growth and development 

(FA1406) released a new guideline on 

sustainable European seaweeds.  

This release was reported in several 

outlets, in The Hindu Business Line from 

India including the EU Science Hub.  

 

 

 

https://www.cost.eu/actions/FA1406/#tabs|Name:parties
https://www.cost.eu/actions/FA1406/#tabs|Name:parties
https://www.cost.eu/actions/FA1406/#tabs|Name:parties
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4. MONITORING THE IMPACT

Remember, whenever you contribute to an outlet scientific or not, please make sure COST or your 
Action is well acknowledged. This way, our monitoring system feeding the press review will pick it up. 

Your article will appear in the monthly Press Review which we share with all Action Science 
Communication Managers. 
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We would also like to help you promote your events or news by sharing them on the COST social media 

channels and website. Therefore, the information listed below should be provided by e-mail to 

karima.bensalah@cost.eu   

 Type of event/news? A conference, a workshop, a training school… 

 When? Date, schedule, deadlines if any: in case registrations in advance is needed with the link. 

 Where? Place with the full address and link to the location/venue.   

 What? A short description, a pdf programme or link to be included.  

 Who? Contact person for further information.  

Add a picture or a graphic element related to the event, the Action or the place where it will take place. 
Remember, visuals are good to attract attention. 

Here are some examples of events on the COST website organised by COST Actions  

https://www.cost.eu/events/page/1/#tabs|Name:overview 

mailto:karima.bensalah@cost.eu
https://www.cost.eu/events/page/1/#tabs|Name:overview
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5. ACKNOWLEDGING THE COST PROGRAMME

Find more 
guidelines in the 

COST brand book

https://www.cost.eu/wp-content/uploads/2018/08/COST_brand_book.pdf
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6. THE ACTION’S WEBSITE AND THE SOCIAL
NETWORKS

6.1 The website

Before you approach any agency or individual, make sure you define the information that needs to be 

included on the Action website, such as:  

 What the Action is trying to do 

 Who is involved in the Action? 

 Why the Action exists 

 Where people can find out how to 

join the Action or more information 

about COST 

 When the Action started, when it 

will finish, when events are running  

 How to get in touch with the Action 

 Think about the content that you 

would like to include such as, 

photos, videos, news stories, 

events  

Talk to at least 3 different agencies, tell 

them the information that needs to be on the website. For that: 

 Ensure that they understand the website needs to be easy to update and use for non-technical 

users.  

 Ask them which platforms they build on and which they would recommend for your requirements. 

 Ask for a demonstration to ensure you are happy with the platform. As a rule, most people who 

can operate a computer, can operate common CMS systems such as WordPress.  

 Ask for confirmation that the site will be responsive (will change size and design to fit desktops, 

laptops, tablets and phones) 

 Ask for previous examples of work they have completed.  

 Ask for a quote for the work to be completed and a time estimate. 

 Ask if anything else is included, such as training, or support during the website launch. 

Don’t forget to include links to the COST website and/or 

the COST social networks or the ones of the Action.  

Logos are important! Ensure you have the Action logo, 

the COST logo and the EU acknowledgement.  

6.2 Getting social 

There are many different social media platforms available and new ones are being created all the time. 

It can be confusing to know which one will be right for your Action. We would like you to consider:  

 Twitter – Most Actions create a Twitter account. It is a useful tool to share information about your 

Action with followers, COST, policy makers and interested parties through #s. 

 YouTube – Creating videos is a fantastic way to document and share the work of your Action in 

an interesting and digestible format. Many Actions choose to make short videos for YouTube, 

which they embed on their websites and which COST can embed on the main COST site. It is 

very easy to make short, high quality films using a mobile phone. The COST Academy offers 

training for Action participants (more about it on page 17).  
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 Facebook - Several Actions choose to also make a Facebook page. Facebook pages are easy to 

manage and share information about events, photos, videos and longer posts.  

 Instagram – If your Action will involve holding lots of events or involves a very visual topic such 

as the sea, trees, bugs etc, then Instagram may prove to be a useful tool for you to consider. It is 

easy to use, has #s to connect people to topics, and it is possible to share to other social media 

platforms from the Instagram platform.  

Quality is better than quantity when it comes to managing your social media accounts. If you are 

limited for time, choose only one or two platforms to disseminate your Action information. And 

remember: 

 Before you set up an account think about who you are trying to reach with your social media 

accounts. Policy makers are unlikely to search Instagram for material about your Action topic on 

Instagram, however young researchers are much more likely to do so.  

 Think – If your Action was a person, how would it speak? Would it be purely professional in tone 

or perhaps friendly and informative?  

 Schedule posts – look at your Action calendar to make sure you are telling the world about what 

your Action is doing, look at world celebration days etc, think about how they might be able to tie 

in with your Action. 

 Post content regularly  

 Look at your analytics – Twitter, Facebook and YouTube have analytical data, which will tell you 

more about your audience and how they interact with your content.  

 Try free tools such as Canva to make visually interesting posts and infographics. 

 Don’t be afraid to ask for help if you need it!    

The power for digital 
and social media to 

spread the word about 
your Action is enormous! 
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7. THE COST ACADEMY

The COST Academy is an initiative to support the management of the COST Actions. It organises 
trainings, workshops and mentoring for COST Action participants.  

Science Communication Managers are invited to participate in the different COST Academy trainings 
on science communication:  

 Using social media to communicate your research (basic)  

In this training you will learn the basics of using social media to communicate your research; 

why you should use social media, what platforms are available, what they are used for and 

which ones you should choose to promote your Action. You will also learn how to create your 

profiles and get started with using social media tools.  

 Using social media to communicate your research (advanced) 

This course will dive deeper into the different social media tools in promoting research and train 

the participants on e.g. social media community management and tools, including social media 

monitoring and analytics.   

 Shooting and editing a mobile video for your Action 

Here you will learn to shoot and edit a video with your mobile 

phone, which can be used to promote your Action.  The 

training course will cover the basics of shooting a mobile 

video, different shooting techniques (for e.g. conferences and 

interviews) and how to easily edit the videos using simple tools 

available for different mobile phones.  

 Working with the media. Mastering media interviews 

The working with media training focuses on the basics of 

public engagement, identify their key audiences and 

messages and how to deliver them effectively to the media. 

The training also includes fundamentals and tips on ways to 

reach and engage with the EU and national media to promote 

their research and results and how to prepare for a media 

interview. 

 Storytelling: spotting and writing a good story. Getting people to listen 

The training on storytelling focuses on building a story for communicating the key messages of 

the COST Action research. It focuses on how to write a story in a way that the journalists are 

interested in it and the specific challenges of science communication based on examples across 

different media. 

The COST Academy will send an email to all the Science Communication Managers every time new 

trainings are announced. If you are newly elected as Science Communication Manager, you can also 

send an email to costacademy@cost.eu ask about the trainings. All the available trainings and dates 

are published in the calendar on the COST Academy website. 

Further 
information on 

costacademy.eu 

mailto:costacademy@cost.eu
costacademy.eu



