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1. INTRODUCTION

Dubrovnik-Neretva Region (PP6) was in charge of the WP2 and ensured both external and 

internal communication. 

Communication activities were focused in relation to the project. Indeed, communication 

strategy ensured that WATERCARE project has disseminated achievements on development of 

Adriatic basin’s Water Management. For this purpose, several different outputs and results 

were planned within this Work Package. 

The plan was to build a Communication strategy around few main concepts: 

-Start-up activities involving adaptation and implementation of the Project logo, other 

dissemination materials and organization of the kick-off meeting; 

-Media relation and publications on different media instruments and channels (printed and 

video) such as TV, social media, conferences and well-respected journals; 

-Digital activities through the project web platform and the project Facebook page;

-Public events will be organized aiming to involve the identified stakeholders and on the base of

specific target groups engaged, events will consist on meetings, ad-hoc seminars, conferences, 

focus groups and press releases. Public events have also the scope to raise awareness on 

sustainable and innovative technologies and approaches to improve the environmental quality 

conditions of the sea and coastal areas and transfer knowledge or share lessons learnt from 

multi-project collaboration. 

PP6 gathered information electronically on project updates from designated PPs 

Communication responsible and then upload content on the dedicated project website on IT-

HR web platform. PPs had access to the Facebook WATERCARE page where the content on 

project implementation was be generated by PP6 after receiving updates from PPs 
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Communication responsible. 

All PPs published on their institutional websites short articles informing on WATERCARE 

financial support from the EU and on project activities, outputs and achievements. 

WP expected outputs 

WP2 main output is the definition of framework, set of measures and actions to promote the 

project outputs and results, the identification of local, regional, national and EU communication 

channels, the description of focused and customized dissemination strategies for local usage. 

This set of measures will consist of: 

•Tools for publications like event invitations, letterhead, watermark, leaflets (in English, Italian

and Croatian language), roll-up. WATERCARE logo adapted and implemented according to the 

IT-HR Programme common image. 

Poster designed to be placed at PPs headquarters’ location. Project gadgets to be distributed to 

target groups during public events and for publicity purposes. 

•Dissemination of project outputs and results at international level through participation,

presentation and publication in well-respected journals and conferences (at national, IT-HR and 

EU level) and trough distribution of newsletters. 

•Initiatives promoted through local, regional and national media, mainly TV, press agencies and

specialised web portals. 

•WATERCARE website on IT-HR web platform and WATERCARE social media tool (WATERCARE

Facebook page with video or interviews recorded during public events). PPs institutional 

websites WATERCARE for publicity. The project results will be disseminated also trough: 

•Public Events in Italy and Croatia where 500 attendees are expected. A Final Event where 250

attendees are expected. 

•Participation to IT-HR/European Union Institution public events where project representatives

will present WATERCARE results and achievements. 

Durability of WP outputs 



 D 2.2.1. – Campaign on media 

3 

WATERCARE communication strategy contributes to the Programme Communication Strategy 

and is a key element to ensure the durability of project outputs itself. 

A well-structured Communication Management Structure and a solid Communication Strategy 

can be exploited again in future projects. 

Transferability of WP outputs 

WATERCARE communication strategy takes into account the Programme Communication 

Strategy and consists on a fundamental component to ensure the transferability of project 

outputs itself. 

A well-structured Communication Management Structure and a solid Communication Strategy 

can be transferred to other organisations/regions/countries outside of the current partnership 

and be re-used in other future project experiences. 

D 2.2.1 – WATERCARE Campaign on media. Initiatives will be promoted by PPs through media, 

mainly TV, press agencies and specialised web portals. (T.V.: 10; DATE: 31.12.2021). 

All partners from WATERCARE project participated this activity and gave their best to share 

project news with media throughout the project lifetime. 
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2. ANNEXES
FIRST PROJECT PERIOD 

FANO INFORMA 

Vasca di prima pioggia e abbattimento 
dell’inquinamento dell’Arzilla 
Partito il progetto che entro il 2021 porterà un sistema di monitoraggio innovativo che 
eviterà i continui divieti di balneazione  
FANO - E’ partito il progetto che, entro l’estate 2020 vedrà la realizzazione di una vasca di prima pioggia, nei 
pressi del torrente Arzilla e entro il 2021 fornirà i mezzi necessari per abbattere l’inquinamento delle acque del 
torrente sopracitato, andando a limitare anche i divieti di balneazione che, fino ad oggi, hanno martoriato le 
attività degli stabilimenti balneari fanesi. La vasca, prevista da Aset Spa, è una soluzione pilota nella ricerca di 
interventi che preservino la qualità dell’ambiente marino dall’impatto delle acque reflue. La futura opera fa 
infatti parte di “Watercare”, un progetto europeo che interessa il bacino dell’Adriatico e che ha, nel Cnr di 
Ancona, il suo ente capofila. Hanno inoltre aderito al progetto le regioni Marche e Abruzzo, università di Urbi-
no, contee di Spalato e Dubrovnik, università di Spalato, agenzia nazionale Croatian Waters e centro di ricerca 
Metris. Watercare assegna un contributo di 493mila euro al progetto, sul totale dei costi pari a circa 2 milioni. 
L’opera potrà trattenere 1600 metri cubi di acque miste, prima di reimmetterle nel sistema fognario e portarle 
al depuratore, evitando che finiscano in mare con il loro carico inquinante. Di fondamentale importanza anche 
un’attività di controllo sistematico sulla qualità delle acque apportate dal torrente Arzilla, con punti di prelievo 
a monte e a valle dell’area individuata per la costruzione. “L’obiettivo – afferma il presidente Aset, Paolo 
Reginelli – è di fare in modo che nel 2020 le stesse verifiche siano effettuate a monte e a valle 
dell’infrastruttura già completata. Ancora una volta la nostra progettualità si conferma all’avanguardia, molto 

attenta alla salvaguardia dell’ambiente e meritevole di studio, come anche nel caso dei prolungamenti ai due 

scolmatori a Sassonia Sud”. Le risorse a disposizione dell’intero progetto Waterare, sia per la vasca di prima 

pioggia sia per il lavoro di monitoraggio, ammontano a 2 milioni e 833mila euro e sono erogate dal progetto di 
Cooperazione territoriale Europea Italia Croazia. “La regione Marche – ha spiegato il vicepresidente Renato 
Claudio Minardi – ha sviluppato una forte attenzione alla tutela e alla valorizzazione delle risorse ambientali. 
Lo dimostra anche questo progetto innovativo per la gestione delle acque reflue e per la tutela delle acque 
balneari”. “L’ufficio Europa – ha aggiunto il primo cittadino Massimo Seri – ha portato al Comune 
finanziamenti per oltre 7 milioni di euro e anche in questo caso, presentando all’Ue il progetto sulla vasca di 
prima pioggia, ha fruttato quasi mezzo milione per un nuovo intervento di grande attenzione verso 
l’ambiente”. “Il progetto Watercare – Ha concluso il coordinatore Mauro Marini -, rappresenta un’occasione 

molto importante per mettere a punto un sistema altamente innovativo di controllo delle acque di depurazione 
per migliorare la qualità delle acque di balneazione durante il periodo estivo”.  
Stefano Orciani 
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https://www.youtube.com/watch?v=oZSx5n-

7Jnw&feature=youtu.be&fbclid=IwAR3OzuLNWfCSsaSfi85UVROtDS72LOmy4sfzr4adzce7RnagYlLPO3s12

pQ 

https://www.youtube.com/watch?v=oZSx5n-7Jnw&feature=youtu.be&fbclid=IwAR3OzuLNWfCSsaSfi85UVROtDS72LOmy4sfzr4adzce7RnagYlLPO3s12pQ
https://www.youtube.com/watch?v=oZSx5n-7Jnw&feature=youtu.be&fbclid=IwAR3OzuLNWfCSsaSfi85UVROtDS72LOmy4sfzr4adzce7RnagYlLPO3s12pQ
https://www.youtube.com/watch?v=oZSx5n-7Jnw&feature=youtu.be&fbclid=IwAR3OzuLNWfCSsaSfi85UVROtDS72LOmy4sfzr4adzce7RnagYlLPO3s12pQ
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https://www.youtube.com/watch?v=oR2ayPlANDE&fbclid=IwAR3VB1V55jcutD8wzhQ3piGgu8alE3Y6k7a

oQZBl0Zszix-pHHB5koZeQjg 

https://www.youtube.com/watch?v=oR2ayPlANDE&fbclid=IwAR3VB1V55jcutD8wzhQ3piGgu8alE3Y6k7aoQZBl0Zszix-pHHB5koZeQjg
https://www.youtube.com/watch?v=oR2ayPlANDE&fbclid=IwAR3VB1V55jcutD8wzhQ3piGgu8alE3Y6k7aoQZBl0Zszix-pHHB5koZeQjg
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https://youtu.be/vAy7qXb02b0 

https://youtu.be/vAy7qXb02b0
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https://www.youtube.com/watch?v=GlzvMlYLbf8 

https://www.youtube.com/watch?v=GlzvMlYLbf8
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https://www.youtube.com/watch?v=YKHJx1NcmG8 

https://www.youtube.com/watch?v=YKHJx1NcmG8
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https://www.youtube.com/watch?v=Iqw8gS13iVI 

https://www.youtube.com/watch?v=Iqw8gS13iVI
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https://www.youtube.com/watch?v=X26YzxXFdwo 

https://www.youtube.com/watch?v=X26YzxXFdwo


 D 2.2.1. – Campaign on media 

93 

https://www.youtube.com/watch?v=Z9a46yxmPH0 

https://www.youtube.com/watch?v=Z9a46yxmPH0
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https://www.youtube.com/watch?v=6xJXiMV2f2s 

https://www.youtube.com/watch?v=6xJXiMV2f2s
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https://www.youtube.com/watch?v=oDAxHc5KYME 

https://www.youtube.com/watch?v=oDAxHc5KYME



