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Acronyms and Definitions 

Acronym Defined as 

CCU Carbon Capture and Utilisation 

ESI Electronic Supplemental Information 

EU European Union 

GA Grant Agreement 

KPI Key Performance Indicator 

LCA Life Cycle Assessment 

ORDP Open Research Data Pilot 

PUR Polyurethane 

tbd To be determined 
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conferences and fairs. Further, the project has created several videos and a set of standard 

communication materials, e.g., a project poster, flyers, roll-up banners, presentation and poster 

templates and a logo, to have a consistent visual identity. 

While DECHEMA was in the lead of the strategy, the effective dissemination of project results 

to target audiences inherently relied on the engagement of the entire consortium in the 

individual activities, and all partners have reserved budget and personnel to perform these 

activities. The dissemination strategy has been divided in three consecutive phases reflecting 

the project progress and availability of project results, as shown in Figure 1. However, the 

success of communication activities relied on the close and coordinated cooperation among 

all partners. 

 

Figure 1: Envisaged phases of communication and dissemination with objectives and methods.  

The following section will describe the implementation of the envisaged methods and assess 

their outcomes. 
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as a short summary about the final stakeholder event and the information that the project 

concluded at the end of March 2021. 

The website will persist for at least 2 years after the end of the project. However, further content 

updates are not planned to be posted after the end of the project. 

 

4.2 Newsletter 

4.2.1 Strategic purpose and implementation of the newsletter 

The newsletter is a state-of-the-art tool to provide purposeful information to a rather small but 

highly engaged audience, since the newsletter recipients must actively subscribe to the 

newsletter list. In order to not loose already subscribed recipients by overburdening them with 

frequent emails, it was decided to send newsletters only for relevant updates like the 

achievement of milestones or as invitation to events prepared by the Carbon4PUR consortium. 

The envisioned newsletter frequency was twice a year. The project newsletter was intended 

to:  

- provide a flexible structure with short key messages in the first 1-2 pages, with 

interactive links to the more detailed information, 

- use a pdf format which allows to place it on the project website as downloadable pdf 

files and for direct mailing,  

- ensure a professional level of quality in terms of design. 

To meet these specifications a newsletter plugin2 was connected to the backend of the 

Carbon4PUR website. Thus, newsletters could be drafted and tested in terms of content, 

design and appearance directly from the used plugin. Further, this method allowed to include 

a newsletter archive to the website (https://www.carbon4pur.eu/newsletter/), thus making it 

possible for new visitors and non-subscribers to view past newsletters. 

Before publishing content updates via newsletter, the draft was circulated for approval with the 

publication board members. All partners were involved in the curation of content. 

 

 
2 https://www.thenewsletterplugin.com/  
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Further, this newsletter compiled a flashback to own events and activities showcasing the 

successful stakeholder engagement and dissemination. 

The 6th newsletter (https://www.carbon4pur.eu/newsletter/?email_id=11) distributed in January 

2021 served again as a tool for inviting the subscribers to our final stakeholder event, which 

was held online. 

In the course of the project the number of newsletter subscribers has constantly increased 

proving the general success of the global communication strategy and the strong interest of 

individuals from different target audiences in the project. Figure 4 shows that the number of 

newsletter recipients (blue bars) has increased over time and reached 170 subscribers in 

January 2021. The orange bars indicate that neither newsletter has been opened by all 

recipients. The open rate was at about 70% for the first newsletter and decreased to 40% for 

event postponement and the content newsletter, number 4 and 5, respectively. The invitation 

to the final event (6th newsletter) has been opened by 50% of the recipients. 

On the other hand, the click rate remained generally rather constant at 40% to 50% of 

individuals who opened/viewed the newsletter. However, the postponement newsletter 

counted a lower click rate since the message has been provided clearly and the reader 

apparently did not seek any further information. Likewise, the content update email had a fairly 

low click rate of only 22% based on the total opens, which is attributed to the fact that most of 

the information was contained within the email itself. 

 

Figure 4: Carbon4PUR newsletter statistics. 
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4.2.3 Conclusions and outlook with respect to the newsletter 

In conclusion, the steadily increasing subscription numbers indicate the constant stakeholder 

interest and the success in raising awareness and interest through the continuous 

communication and dissemination actions.  

At the end of the project, after the final event, a final newsletter will be delivered concluding 

the major results and outcomes.  

 

4.3 Social media 

4.3.1 Strategic purpose and implementation of social media activity 

In contrast to other channels like the website, which require an active part of the stakeholder 

(information pull), social media posts are pushed to the profile followers and other interested 

individuals, rather than requiring a pull from the audience. Therefore, these channels offer a 

tremendous potential if the working principles are well understood und good use is made of 

them. Consequently, social media allows to receive a worldwide attention. Networks, experts, 

professionals, the general public and authorities can be actively engaged and can help raising 

awareness by interacting with the posts. Especially liking and sharing of own posts by others 

enhances the own visibility, since the followers of the other (interacting) account may get 

notified about the interaction, thus generating leads to the own profile. Consequently, 

interactions can leverage the own visibility and lead to an expansion of the own stakeholder 

group. To trigger a high awareness and interaction it is worthwhile to use meaningful hashtags 

and mention profiles of stakeholders in the own posts. 

Each social media platform has its own specific dynamics, profiling algorithms and audiences. 

Notwithstanding, Twitter and LinkedIn are the most common channels for business news and 

networking. Hence, Carbon4PUR has created its own presence on these two platforms and 

followed a dynamic engagement and interaction strategy. 
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website, which started a new wave of awareness leading to the second increase in numbers 

of impressions and followers. Until the end of the project, the Twitter account has reached a 

total of 300 followers. 

The success on Twitter was, amongst others, also largely due to the fast and efficient 

connection with the accounts of SusChem ETP and SPIRE, which started following 

Carbon4PUR already in the first two months. Several mentions of Carbon4PUR as well as 

retweets of Carbon4PUR posts by @SusChem (3,800 Follower), @SPIRE2030 (1,800 

Follower), @EU_H2020 (134,000 Follower) and @CORDIS_EU (38,000 Follower) have 

helped in increasing visibility just as much as being followed, by e.g., Jean Eric Paquet 

(Director-General for Research & Innovation; 12,000 Follower) or Philippe Moseley (Policy 

Officer at European Commission DG GROW; 3,200 Follower). 

 
Figure 6: The number of followers on Twitter has constantly increased. 

 
Figure 7: The average number of tweet impressions per month was between 1,000 and 5,000, whereas 

three months spiked out indicating the outstandingly high engagement with the tweets about the 

stakeholder events. 
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Figure 9: Conversion statistics broken down by month. The higher the number of post impressions was 

the higher was the number of page views and new followers.  

These statistics prove the importance of relevant posts coupled with the engagement of 

followers as well as followed accounts. Particularly, for example, the CORDIS video has been 

shared by a multitude of accounts of members and employees of the European Commission. 

The general conversion rate of impressions to page views was in the range of 10% to 20% 

and the conversion rate from page views to followers ranged between 20% to 35%.  

 

4.3.4 Conclusions and outlook with respect to social media 

Regarding the social media it was generally found that posts always have to include a visual 

element to trigger interest. Text-only messages do not obtain much engagement (impressions 

and interactions), whereas pictures and videos of, e.g., project meetings as well as event 

announcement are of high relevance to the audience. Engagement can and must be fostered 

by using meaningful hashtags and mention individual or company/organisation accounts 

whenever it is purposeful. This triggers both interaction and impressions, finally resulting in 

building a strong community of followers.  

In accordance with the website and newsletter activities, at the end of the project, after March 

2021, the social media channels will be used to announce the successful finalisation of the 

project and spread the latest news related to the final event and the latest website update. The 

social media channels will also persist after the end of the project. However, further content 

updates are not planned to be posted after the end of the project. 
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4.4 Printed communication materials 

Initially, i.e., within the first 6 months, the following materials have been provided:  

�x A project logo and templates for Word documents and PowerPoint presentations in 

uniform easily recognisable design, 

�x A project overview presentation prepared by Covestro for the kick-off event and shared 

with all partners for their individual dissemination activities throughout the project 

lifetime, 

�x A project overview poster, 

�x A project flyer describing the project objectives, ambitions, structure, and partners,  

�x An e-brochure providing more detailed information about the project and 

�x two roll-up banners to display the project at events. 

Figure 10 shows some examples of these dissemination materials. 

 
Figure 10: Examples of printed dissemination materials, which can be downloaded from the website. 
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4.5 Press releases and press coverage 

Press releases were aimed to inform journalists and newspapers about the start and goals of 

the project as well as the achievement of major milestones and the publication of content 

relevant to the general public and expert audiences.  

At the beginning of the project all project partners have issued a kick-off press release which 

was published on the company/organisation website. Table 1 summarizes some examples 

providing the links to the websites and Figure 11 visualises the Covestro press release. 

 

 

Figure 11: Press release published by Covestro at the kick-off of Carbon4PUR. 
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Table 1: Press releases and project-related websites of the Carbon4PUR partners 

Partner Title / Description Link  

Covestro Europeans join forces on CO2 
https://www.covestro.com/press/europ
eans-join-forces-on-co2/  

DECHEMA 
Carbon4PUR - Low-carbon plastic from 
steel industry flue gases 

https://dechema.de/carbon4purprojekt.
html  

South Pole The Carbon4PUR project: Low-carbon 
plastic from steel industry flue gases 

https://www.southpole.com/de/news/th
e-carbon4pur-project  

RWTH 
Aachen 

University 
Carbon4PUR 

https://www.rwth-
aachen.de/cms/root/Forschung/Projekt
e/EU-Projekte/EU-Projekte-in-
Horizon/~cjnfc/Carbon4Pur/?lidx=1  

 

https://www.comm.rwth-
aachen.de/cms/COMM/Forschung/Pro
jekte/~fzywv/Carbon4PUR/  

PNO Kick-off for Carbon4PUR project 
https://www.pnoconsultants.com/news
/kick-off-carbon4pur-project/  

Megara 
Resins Carbon4PUR Kick-off meeting 

https://www.megararesins.com/news-
media/carbon4pur-kick-meeting  

Gent 
University 

Leadership in enabling and industrial 
technologies - SPIRE - Carbon4PUR 

https://www.ugent.be/en/research/rese
arch-ugent/eu-
trackrecord/h2020/collaborative-
h2020/leit/leit-spire-corbon4pur.htm  

Port of 
Marseille 

Fos 

An European industrial fumes recovery 
project 

https://www.marseille-
port.fr/en/projets/carbon4pur  

TU Berlin 

Carbon4PUR - Turning industrial waste 
gases (mixed CO/CO2 steams) into 
intermediates for polyurethane plastics 
for rigid foams/building insulation and 
coatings 

https://www.reaction-engineering.tu-
berlin.de/menue/forschung/aktuelle_pr
ojekte/carbon4pur/  

Recticel Sustainability & Innovation 
https://www.recticel.com/sustainability-
innovation/innovation/sustainable-
innovation-programmes.html  

Leiden 
University 

Carbon4PUR | Turning industrial waste 
gases (mixed CO/CO2 streams) into 
intermediates for polyurethane plastics 
for rigid foams/building insulation and 
coatings 

https://www.universiteitleiden.nl/en/res
earch/research-projects/science/cml-
carbon4pur  
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Over time the project has received a high amount of press and media attention from 

newspapers and expert journals, including PROCESS3, The Chemical Engineer4, 

PortsEurope5 or Materials Today6 (Springer) to name just a few. 

 

                         

 

                            

Figure 12: Selected examples of press coverage after the publication of the kick-off press release. 

 
3 https://www.process.vogel.de/bringt-carbon4pur-den-durchbruch-fuer-chemikalien-aus-abgas-a-654178/  
4 https://www.thechemicalengineer.com/news/14-partners-join-co2-to-plastic-consortium/ 
5 https://www.portseurope.com/carbon4pur-project-14-partners-experiment-with-industrial-co2-recovery/ 
6 https://www.springerprofessional.de/materials-technology/manufacturing/europeans-join-forces-on-co2-use-/15169964 






























































