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Examples of good practice  
The following text gives examples of good practice as an inspiration for the possible use of 
communication tools for implementing communication tools of RDI OP. These 
are general examples and possibilities of using promotion and awareness tools, which 
however must always act in accordance with the approved communications plan of RDI 
OP, or its approved annual updates. 
 
 
 

1.1 Internet press releases 
• Press reports currently do not serve as distribution only for journalists, but also to 

publish on websites. These press releases can be considerably longer than those 
released via news media and do not have to only concern announcements and 
closing of calls.  

• Press releases published on websites should be targeted at the general public and 
journalists who want to find extra information about the programme – it 
should therefore not only be directed to applicants and beneficiaries.  

• This means that press releases do not have to be limited only to call announcements 
and projects approvals. Greater attention should also be paid to more general topics - 
such as the situation in Czech science, the success of Czech scientists abroad, 
history of science, etc. 

• The choice of topics should be focused on current issues that are much discussed in 
the media. Thus the general public often enters them into search engines, which will 
guarantee a few times higher readership than only reports on RDI OP (the issue of 
RDI OP should be incorporated in reports, however, they should not act primarily on 
it).  

• Thus conceived press releases, which are primarily intended for internet users should 
also use links to other websites and other media, to a much greater extent - such 
as YouTube, blogs, etc.   

• This also relates to creating a high-quality "media room" or area where press releases 
are located. This part of the web server, in addition to press releases should 
also include a photo gallery, videos promoting a given issue and links to other 
information channels. It will be much easier for journalists to work 
on finding information and contacting the relevant people. Below is an example of 
the media room Smithsonian research organization (www.si.edu), which includes a 
video gallery, photo gallery, press releases, invitations to events, etc. 
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Picture 1: Examples of the Smithsonian media room  

 
Source: http://newsdesk.si.edu/ 
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1.2 Commercial Annex  
The commercial inserts of daily papers are among effective tools of marketing and 
promotion. Some newspapers now have commercial inserts graphically unified with the 
overall look of a newspaper and readers often consider a notification as a complete column. 

The commercial inserts of daily papers are intended for the general public and thus should 
contain texts which readers commonly encounter in newspapers, interviews, comments 
(essays) and articles that mainly focus on specific social projects and their contribution 

1. Column of the Minister or Director of a department 

• The column should be devoted to comments on the current state of the 
operational program - a summary of the state of drawing funds, a closer look 
at specific projects, views on the future etc.    

2. Specific projects of RDI OP  

• Description of specific projects. 

• Projects should be processed in a simple, comprehensible form and should 
contain quote implementers.  

• Photos will also accompany the description of a project. 

3. Interview with the project implementer  

• A short interview with the beneficiary of a fund about why he decided 
to implement the project, what is the situation in science and research 
according to him, how important are EU funds according to him, etc.  

4. Interview with an expert on education 

• An interview with an expert on science and research (science promoter, 
employee of a research institution, etc.) that would give an idea of the 
benefits of European funding from a professional perspective.  

• This would especially deal with the current situation in the field of science and 
research (funding problems, how Czech science manages in comparison with 
the world, etc.) and how European subsidies help solve this problem. 

5. Column / feuilleton / commentary 

• A short article could be located under the description of a project  that 
would reflect on the evaluation of projects, problems in implementation, the 
current program status, etc. in an interesting way.   

6. Reports and news related to the OP  
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• The attachment would also be complimented with news and information about 
announced calls, the number of approved projects, invitations to events, etc.  

Picture 2: Visualization of inserts 
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1.3 Online advertising  

1.3.1 Web pages 
Well-prepared content of a website is a vital precondition for successful marketing activities 
on the internet. 

The content is important not only for the web, but any other internet environments 
connected with it - blogs, news, social networking, encyclopedia and discussion forums. 
Not even graphically made banner advertising helps without a well-prepared text for the 
target. 

Web Content  
For a communication program to be effective  is to necessary to design web content to be 
interesting to all target groups that need to be addressed. The overall online 
presentation needs to be unique and offer something different than competition does so 
that visitors would not have the urge to leave the site. A variety of interactive elements 
can serve this purpose, such as images, videos, interviews with popular scientific 
personalities, etc. 

Websites should also maintain an information service for applicants and beneficiaries in its 
current form, however, they should also include generally conceived topics of science, 
research and development processed in an accessible form for users from the 
general public. This means that websites should offer users: 

 

• Current news about the advertised program and institution. 
• Sections for different types of users (professional community, general public, 

journalists, registered users, etc.). 

• Link to calendar events. 

• The possibility to register on the website to receive newsletters. 
• Interviews with experts in education and implementers of projects or with their 

participants (school children). 
• Links with social media (twitter, blogs, facebook, youtube, flitr, etc.). 

• Invitations to events. 

• Attractive images that immediately captivate the reader.  

 

Below is an example of  the website of the Smithsonian research organization, which 
contains news concerning the institution, sections for different types, links with social media, 
the possibility of subscribing for a magazine, etc.  
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Picture 3: Example of the website of the Smithsonian research organization  

 

Source: http://www.si.edu/ 
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1.4 Social media 
Social media has recently recorded a big rise. The interest of people is gradually beginning 
to shift from conventional searching for information to sparing information. It plays in favour 
of social media, whose goal is to transform the one-sided form of traditional media to social 
dialogue. Social media has the ability to reach a mass number of users, but their impact on 
the other party may be absolutely minimal (for example, a blog can be attended by hundreds 
of thousands of users or, conversely, may appeal to no-one). 

Rules of propagation in social media  

• If you decide to advertise in social media, you must first have quality propagation on 
websites. Presentations in social media should direct a user to the web or website 
that may inspire them to visit blogs and social networks. 

• Social media requires time investment in particular. Keep in mind that you may have 
to dedicate yourself every day to the presentation in social networks and continually 
evaluate published comments and contributions (or their absence). In the case of 
social networks it is also necessary to constantly communicate with users. 

• Remember that blogging irregularly or lacking in communication with users is much 
worse than not advertising in social media at all.   

• Social media is primarily used for interaction. If you will have the feeling that you only 
prefer propagation, where the expected reaction of users is not too big, be sure 
to avoid a presentation on social networks and concerning propagation in social 
media, restrict your efforts only to blogs (there the reaction of users may be limited). 

1.4.1 Blogs  
• Blogs serve to give expert information or professional opinion that the reader would 

not get any other way.  
• In addition to separately existing blogs, this form of social media is also part of the 

official websites of private companies and public institutions. It provides the possibility 
of setting up blogs and news sites. 

• The forms of blogs can vary, from personal diaries, commenting topical issues, world 
events to creating specialized texts.  

• In addition to classically written texts, there are also video blogs, photo blogs or audio 
blogs (MP3 blogs). 

• Blogs are usually interactive and visitors can leave comments or even sand 
messages to authors.    

• Most bloggers also combine their texts with links to other blogs, web pages with links 
to other blogs, websites, videos, pictures, etc.  

• Influential bloggers tend to have a broad base of readers and are often quoted in the 
media. 

 



 

 

„"Evaluation of communication strategies and publicity of the RDI OP" - Annex 
 
 

10/19

 

Proposed activities  

• For the purposes of RDI OP, the best founded blog is directly on the program 
website. Employees of the MEY&S would regularly comment on the latest 
developments in science and research, the state of the operational program, 
interesting projects and publish scholarly articles for applicants and beneficiaries, etc  

• Another option is to focus a blog on projects supported by the RDI OP and 
science and research in general - for example, there may be alternating posts from 
project implementers who comment on the status of a project, specifically how to help 
improve the quality of Czech science and research.  

• It should be borne in mind that some user comments can be very critical and 
aggressive. A blog must have clearly defined rules for discussion where it is 
possible to delete such comments. It is not advisable to start a discussion under an 
article, which serves rather as a survey of opinions. 

Below is an example of a blog of the Smithsonian organization – it contains articles 
and links to other social media 
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Picture 4: Example of a blog focused on the field of science and research  

 

Source: http:// blogs.smithsonianmag.com/science/ 
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1.4.2 Microblogs 
 

• Microblogs are usually shorter than traditional blogs and may consist of only 
one sentence, video or mp3 file.  

• On social networks, this form is used in statuses – a short contribution of a current 
status or opinion on a particular topic (sports, film, art, etc.).   

• A typical microblog (with the most users in the world), which is at the same time 
a social network, Twitter.  

Proposed activities  

• A short piece of information on science and research. In the channel (Twitter) the 
customer may be interested in the issue of RDI OP – whatever is addressed, 
albeit marginally. 
 

• It's also good to use retweet (sharing foreign "status") on interesting information on a 
topic.  

• A microblog also informs a consumers of a channel´s current articles published on 
websites.  

Below is a profile of the website  of the Smithsonian  organization  on the 
social network Twitter (twitter.com) using the principle of microblogging – it contains 
current information regarding the organization and science in general as well as information 
taken from other users (retweet) 
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Picture 5: a profile of a web presentation on the social network Twitter 
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1.4.3 Discussion forums  
• Users of forums usually share a common interest, which is then discussed with other 

users.  
• It may be about a particular activity (horse riding, fishing, Hollywood movies, 

racing wheels, etc.), but also political interest or affiliation to a minority group.  
• Discussion forums are now widely used not only as supplements to the official 

websites of various organizations and private companies, but also in online media 
through discussions under individual articles. 

• Another type of discussion forums can also be so-called Q & A portals (Questions 
and Answers), where for example, specific technical problems (difficulties with the 
internet, multimedia, etc.) are discussed.  

Proposed activities  

• Discussion forums allow establishing of one´s own sections, so it is possible (usually 
after registration) to regularly contribute to these groups. However, they are 
usually created independently and the participation of some bodies (eg ministries) 
can be expressly prohibited.  

• For the purpose of RDI OP, it would be best to set up a forum or Q & A section within 
the websites and topics to focus not only on advice to potential applicants and 
beneficiaries, but also to the general public - for example, lead a discussion of 
individual implemented projects, the situation in Czech science, etc. 

• For the MEY&S it may also be interesting to survey opinions, which can also be 
obtained  purposefully, such as by selecting topics. 

• Responses to contributions may not be immediate, but longer intervals are also 
recommended since users might lose interest in attending a forum. 

Below is an example of a discussion forum of the Electrical Engineering Faculty CVUT 
regarding science, which includes topics from the world of science and education. 
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Picture 6: Example of a discussion forum 

 

Source: https://forum.feld.cvut.cz/topic/3131/veda-versus-vyuka-kvalita-versus-kvantita/ 
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1.4.4 Social networks  
• Social networks allow users to create a profile and use it to communicate with existing 

friends, find lost acquaintances or create entirely new social ties. 
• Users also express their interests through membership in various groups or 

monitoring certain topics.  
• Social networks also tend to be linked with discussion forums and shared multimedia 

(YouTube, Flickr, etc.), it is therefore appropriate to promote the program with all 
these channels   

Proposed activities  

• Establishment a profile of RDI OP on one of the social networks where active 
communication with users (fans / friends / random contributors) will be possible.  

• It is advisable to choose very specialized topics, it is better to focus on engaging 
content - interesting events concerning education, current information, commenting 
on events, planned events, etc. 

• Establishing a profile, for example, on the social network site Facebook requires 
prompt and timely response to questions, suggestions or comments, it is therefore 
necessary to count on a large time investment. 

• Communication with users should not be aggressive, even when users propagate 
false or unsubstantiated opinions. It is better to communicate calmly with them, and if 
user aggression escalates, rather end the discussion.  

 

Below is an example of a profile of the Smithsonian organization on the social network 
Facebook – it includes news from the world of science, which can also be found on the 
website of the organization, on which, however, users can directly cement. 
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Picture 7: Example of a Facebook profile 

 

Source: http://www.facebook.com/SmithsonianInstitution 

News from the Word 
of education 

User comments 
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1.4.5 Shared multimedia 
• Various servers offer storage of multimedia on a website, which can then be publicly 

shared. The advantage is relatively quick uploading of photos or videos, as well 
as the possibility of immediate evaluation on the impact on users – multimedia 
typically displays the number of views and users also have the opportunity to 
discuss given contributions. 
 

• Using social media for propagation, however, works best in connection with other 
social media, especially with social networks which can be stored on a multimedia 
link. Publicly accessible multimedia is also displayed on top of search engines results.  

Proposed activities  

• Setting up own channel on YouTube where there may be a recorded video promoting 
selected projects of RDI OP.   

• Within the services of YouTube, it is also possible to record user responses 
(comments). Videos can also be gradually published on a website, social network 
or blog.  

Below is an example of the profile of the Smithsonian organization on YouTube – it 
includes videos with leading scientists, nature spots, etc., and users have the opportunity 
to comment on posts.  
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Picture 8: Example of a profile on YouTube 

 

Source: http://www.youtube.com/user/ SmithsonianVideos 
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