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TEDDINET – Communication Strategy (January 2014) 
 

1. Introduction 
Given that the aim of our network is to bring people together and facilitate the exchange of knowledge, 

extensive, comprehensive and effective communications are a prerequisite to the success of TEDDINET. 

This strategy document describes and guides all our communication efforts; those internal to the network 

as well as to external audiences. Whilst the rationale for TEDDINET and our 14 types of activities have 

been established for the 4 years that the network is funded (see our website for more details: 

www.teddinet.org), our communications strategy is subject to periodic review and will be shared with the 

whole of TEDDINET as a working ‘live’ document for comment and updates.  

 

As a general approach, TEDDINET seeks to work effectively with (Build)TEDDI projects and their members, 

so that as a group we can achieve more than the sum of parts. TEDDINET will seek to promote the sharing 

of knowledge, expertise and insights, and aim to avoid or reduce duplication. TEDDINET will recognise its 

position amongst existing organisations, networks and projects, so that it works in conjunction with these 

and provides complementarity. In particular, we note that each (Build)TEDDI project has an existing 

programme of work regarding external communications (its IMPACT plan). 

 

Our planned network activities consist of a mixture of events (meetings, workshops, demonstrations) and 

communication outputs (website, reports, newsletters etc.). These activities are targeted at different 

audiences (Table 1), communicated through different channels (Table 2) and are designed to fulfil the six 

objectives of our communication strategy (Table 3). The last section of this strategy document describes 

our approach to monitoring and evaluation. 

 

2. Objectives of the TEDDINET Communication Strategy 
1. Ultimately, to contribute to reducing greenhouse gas emissions and ameliorate climate change by 

transforming energy demand through digital innovation. 

2. To inform and influence policy-makers, industry and others involved in the strategy and practice 

of energy demand. 

3. To facilitate the sharing and building of knowledge and capacity amongst the (Build)TEDDI 

community in all aspects of their research. 

4. To engage with the wider body of academics in the UK and internationally researching energy 

demand, digital innovation and social practices. 

5. To support (Build)TEDDI projects in their own communication strategies and activities, and to 

promote an awareness amongst them of the needs of industry and policy. 

6. To ensure the core TEDDINET team communicate and engage with others effectively. 

 

 

3. TEDDINET community and audience 
A diverse group of academic researchers make up the ‘internal’ TEDDINET community (‘a’ below). 

TEDDINET also has a wide audience, including both its internal community and a range of ‘external’ 

stakeholders (‘b’ below). 

 

 

http://www.teddinet.org/
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a) The TEDDINET community comprises two elements: 

i. Core team – TEDDINET PIs and CIs, plus TEDDINET Coordinator(s) based at the University of 

Edinburgh and Loughborough University 

ii. (Build)TEDDI projects – 22 projects have been funded under the EPSRC-funded TEDDI and 

BuildTEDDI calls, involving more than 200 researchers across the UK 

 

b) The TEDDINET audience is envisaged as in Table 1. 

 

Table 1. TEDDINET audiences and the desired impact of TEDDINET for them  

Groupings Details Desired impact 

‘INTERNAL’ 
(Build)TEDDI 
projects 

 
Those project members making up the 
TEDDINET community 

 
To share and build upon their combined 
knowledge and expertise & to be aware of 
industry and policy-needs in relation to their 
research and its outcomes 

‘EXTERNAL’  
Academics 
 

 
Those working on TEDDI-related research 

 
To build upon the knowledge generated 
through TEDDINET projects,  expanding 
current horizons and avoiding duplication 

Policy-makers 
 

Those involved in smart meters, energy 
demand management, energy efficiency at the 
national and local level – domestic and non-
domestic sectors. 

To adopt key lessons and insights from 
TEDDINET projects in policy and planning 

Industry 
 

Utilities, SMEs, manufacturers, installers, IT 
(smart meter) companies 

To have an awareness of the technology 
generated through TEDDINET, along with an 
appreciation of the social practices and 
governance issues associated with it 

Civil society & 
householders 
 

Civil society organisations supporting energy 
reduction, members of the public, individual 
householders  

To directly benefit if involved in (Build)TEDDI 
projects, and more widely to benefit in terms 
of awareness raising and practical tips on 
controlling energy use 

 

 

4. Tactics & tools 
The activities which TEDDINET is committed to deliver (for the full list, see www.teddinet.org) consist of a 

mixture of events (incl. workshops, meetings), tools (incl. website, email bulletin) and outputs (incl. 

reports, special issues in academic journals). Specific measures are needed however to ensure that the 

outcomes and insights of TEDDINET events are communicated effectively to all concerned. For example, 

although TEDDINET workshops aim to promote communication and the sharing of knowledge between 

participants (amongst other more specific targets e.g. developing effective data management systems in 

energy research), the key discussions and lessons must be communicated to those unable to attend the 

workshop, and to ensure a secure repository of this information for all to access in the future. 

 

TEDDINET will strive to achieve effective communication of its activities and work through various outputs 

and tools given in Table 2 and 3. 

 

 

 

 

http://www.teddinet.org/
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Table 2. TEDDINET communication outputs  

Communication 
Outputs 

Details Active targeting Frequency 

Website & blog Will contain all our written 
outputs 

Digital promotion (search 
engines) 

Updated weekly 

Email bulletin  Academic mailing list 
(extended) 

Monthly 

Newsletter  Long mailing list (all audiences) Quarterly 

Event reports  All events will yield reports Relevant mailing list (tailored) As required 

Special reports Summarising academic findings ‘all channels’  As required 

Press releases & 
trade journal 
articles 

 Media  (general,  sectoral, 
regional) 

As required 

Special issues Academic journals Special summary reports (see 
above) 

As required 
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Table 3. Tools to achieve effective communication of TEDDINET activities and work, for various audiences 

TEDDINET Activity Key Audiences Communication Tools Objective 
achieved* 

Meetings & Events 
1. Advisory Panel 
Meetings 

TEDDINET core team, to pass 
on to (Build)TEDDI projects 
 

Standard communications package for ALL meetings & events (except AP meetings): 
Pre-event: 
- Request key information from participants 
- Press release (if appropriate) 
During event:  
- Gather feedback on the event through standard form and informal discussion 
- Video keynote presentations 
- Encourage and participate in media opportunities: radio, TV, press  
Post-event:  
- Produce write-up of the event & circulate to participants & post on website 
- Post presentations, videos of talks etc. on website 
- Promote awareness of events through Bulletin, Newsletter & Blog 

1, 2, 4, 5, 6 

2. Annual Meeting & 4. 
Final Meeting 
 

Policy-makers, industry, other 
academics, plus (Build)TEDDI 
projects 

1, 2, 3, 4 

3. Thematic 
workshops 

(Build)TEDDI projects, plus 
other academics 
 

1, 3, 4 

5. Technical 
Commercialisation 
Event 

Industry 1, 2 

Themes & Reporting 
6. High-Level Theme 
(HLT) Development 
and Reporting 
 

Policy-makers and industry - To publish HLT Reports, with EPSRC & DECC  approval 
- Provide access to the Reports on the website 
- Press release and short pieces in industry & policy-makers press  
- Promote awareness of them through Bulletin, Newsletter & Blog 

1, 2 

7. Data legacy (Build)TEDDI projects and 
other academics 
 

- Provide access to data through repository – either on website or in conjunction with 
others 
- Promote awareness of repository through Bulletin, Newsletter & Blog 

1, 3, 4 

Academic Network 
8. Developing Leaders 
Research Fund 

Research CIs on the 
(Build)TEDDI projects 
 

- Recipients to provide a summary of their funded activity on its completion, for inclusion 
on the website 
- Recipients to do a weekly blog during their funded activity 
- Promote awareness of these through Bulletin, Newsletter & Blog 

1, 3 

9. Engagement with 
EERA Activities 

Other academics – Direct contact with key academics via email, Skype 
- Promote awareness of activities through Bulletin, Newsletter & Blog 

1, 3, 4 

10. Academic papers & 
Special Journal Issues 

(Build)TEDDI researchers and 
other academics 

- Provide open access to published papers and journals on the website 
- Promote awareness of them through Bulletin, Newsletter & Blog  

1, 3, 4 

11. Conference series 
and sessions 

(Build)TEDDI researchers and 
other academics 

- Provide access to conference papers on the website 
- Promote awareness of them through Bulletin, Newsletter & Blog 

1, 3, 4 
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TEDDINET Activity Key Audiences Communication Tools Objective 
achieved* 

Network coordination & Communications 
12. Website and 
Secretariat 

(Build)TEDDI projects, other 
academics, policy-makers, 
industry and wider society 
 

- Provide access to all TEDDINET activities – details and outputs 
- Generate project summaries for all (Build)TEDDI projects using a common TEDDINET 
template and provide access to these on the website (along with links to project 
websites) 
- Provide database of expertise within the (Build)TEDDI project teams 
- Provide database of outputs from (Build)TEDDI projects 
- Promote awareness of them through Bulletin, Newsletter & Blog 

1, 2, 3, 4, 6 

13. Newsletter, Email 
Bulletin, Forum & Blog 

Newsletter: Other academics, 
policy-makers and industry 
Email Bulletin: (Build)TEDDI 
projects 
 

- Provide email list for all TEDDINET members (BuildTEDDI projects and others), and one 
specifically for Research CIs,  to facilitate communication 
- Provide forum to facilitate communication amongst all interested parties 
- Regularly update website Blog with relevant news and events for all interested parties 
- Produce monthly email bulletins to all TEDDINET members † 
- Produce quarterly Newsletter for all interested parties (provide an archive these on the 
website) ‡  

1, 2, 3, 4, 6 

14. Dissemination 
Activities 

Policy-makers, industry, wider 
society 

- Access communications support to refine and further development our 
Communications Strategy from University of Edinburgh Press Office, RCUK Knowledge 
Transfer Portal and other similar projects 
- Provide training and support to (Build)TEDDI projects to develop their own 
communications and dissemination plans – to build upon their own impact strategies 
(e.g. via a targeted training workshop, provided by e.g. RCUK Knowledge Transfer Portal) 
- Coordinate/facilitate (shared) dissemination events for (Build)TEDDI projects e.g. DECC 
lunchtime seminars, Science festivals 
- Promote awareness of all dissemination activities through Bulletin, Newsletter & Blog 

1, 2, 5 

* Objectives: 

1. Ultimately, to contribute to reducing greenhouse gas emissions and ameliorate climate change by transforming energy demand through digital innovation 

2. To influence policy-makers, industry and others involved in the strategy and practice of energy demand 

3. To facilitate the sharing and building of knowledge and capacity within the (Build)TEDDI community 

4. To engage with the wider body of academics researching energy demand, digital innovation and social practices 

5. To support (Build)TEDDI projects in their own communication strategies and activities 

6. To ensure the core TEDDINET team communicate and engage with others effectively 

† Email bulletins to include: TEDDINET news and updates; selected external news and events; links to website and Blog 

‡ Newsletter to include: TEDDINET news and updates; ‘Conference Insights’ (short and snappy conference reviews); ‘(Build)TEDDI in Focus’ (review of one or two projects); 

opportunities for jobs, secondments or collaboration; upcoming conferences, workshops and training events; publishing outlets e.g. Journal Special Issues 
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5. Monitoring and Evaluation 
If TEDDINET does its job well, success will look like this: 

 Policy-makers will know of the work of TEDDINET, and of the combined findings of (Build)TEDDI 

projects - and will utilise these insights in their decision-making and policy processes. 

 Industry will know of the work of TEDDINET, and of the combined findings of (Build)TEDDI 

projects - and will utilise  these in the design and installation of digital technology to alter energy 

demand. 

 The (Build)TEDDI projects will be aware of policy and industry requirements in relation to their 

work - enabling them to integrate these into the design and dissemination of their work, making 

their findings highly relevant and practicable. 

 There will be widespread knowledge of the work of TEDDINET, and of the combined findings of 

(Build)TEDDI projects, amongst the wider academic network (nationally and internationally) 

engaged in related research. 

 

The extent to which  TEDDINET has achieved these successes will be assessed through ongoing 

conversations  with key stakeholders, dedicated discussions during workshops and meetings, structured  

feedback (feedback forms, online questionnaires), website analytics, monitoring of communications 

initiated by stakeholders and the assessment of impacts. These activities and the information which they 

produce will be logged in a communications database. 

 

This communications strategy is an active document and will be reviewed on a 6 monthly basis. It will be 

shared with the whole of TEDDINET for comment and updates. Things that are found to work well will be 

built upon and areas for improvement will be identified.  

 

Figure 1. TEDDINET activities (centre), communication strategy and audiences 

 

 


