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 Executive summary 

 
The After-LIFE Communication Plan for the LIFE NECOVERY project aims to deliver a 
strategy ensuring effective continuity of communication and dissemination activities once 
the project is finished. In other words, this document provides potential communication 
and dissemination actions to be carried out in order to obtain the maximum impact for the 
LIFE NECOVERY now when all the project results are achieved.  
First, in order to better define the future actions to be implemented, the activities already 
completed during the lifetime of the project were analysed with the aim of finding out 
which of them were the most successful ones in terms of impact and engagement. The 
analysis was also useful for identifying possible improvements to be applied in future 
occasions. Secondly, based on the information obtained, a strategy for project’s future 
promotion and dissemination.  
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1. Context: the LIFE NECOVERY project  

 
Conventional Wastewater Treatment Plants (WWTP) are spending large amounts of 
energy (40 kWh/(PE·year)) to remove carbon and nutrients from water, while the 
inherent value of this compounds is lost. The largest plants count on anaerobic digestion 
processes and cogeneration units that allow part of the energy consumed to be recovered. 
However, it is estimated that today only 20-30% of the energy used in western European 
WWTPs is recovered. At the same time, the consumption of mineral fertilizers in Europe 
exceeds 10 million tons of nitrogen (N) per year and it is estimated that the nutrients 
world's demand will grow by 1.6% per year until 2019. It is necessary to change the 
paradigm of wastewater treatment to evolve toward a more sustainable scenario. Thus, 
project LIFE NECOVERY aimed to demonstrate that a new WWTP concept based on energy 
and nutrients recovery is possible. 

1.1 Project objectives  

 
The main goal of the LIFE NECOVERY project was to demonstrate the technical, 
environmental and economic feasibility of an innovative WWTP flowsheet based on a C 
redirection step (biosorption) at the inlet of the WWTP, followed by a nitrogen recovery 
unit. 
 
The specific objectives were: 
- To proof of concept of an innovative wastewater treatment plant (WWTP) flowsheet 
based on C redirection and N recovery. 
- To demonstrate that biosorption is a suitable technology for C redirection and 
contributes to the improvement of the overall energy balance. 
- To demonstrate the affinity of zeolites for N adsorption, producing a high-quality 
effluent, while concentrating the N in the eluate of the ion-exchange columns. 
- To quantify the environmental benefits of the LIFE NECOVERY process using a Life Cycle 
Analysis approach. 
- To do a preliminary economic assessment of the LIFE NECOVERY process. 
- To define the applicability of the LIFE NECOVERY process on new and existing WWTPs. 
 

1.2 Final conclusions  

 
 The Life NECOVERY project has demonstrated that a new concept of wastewater 

treatment based on resources recovery may be feasible from a technical, economic 
and environmental point of view. 

 Two different technologies have been evaluated at pilot-scale: carbon redirection 
or biosorption (A-stage) and nitrogen recovery through ion-exchange process with 
zeolites (B-stage). The combination of both technologies may represent a 
promising alternative to the conventional plants based on activated sludge 
processes with carbon and nitrogen removal. 

 The Necovery treatment train is today more expensive than conventional 
treatments, mainly due to higher CAPEX and high OPEX of the nutrient recovery 
step, especially zeolites and chemical consumption. 

 Carbon redirection improves the overall energy balance of the WWTP.  
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 The Necovery WWTP presents a reduction around the 85% of the impact on 
climate changed, compared to a conventional plant. 
 

2. Communication and dissemination strategy  

 
At the very beginning of the project, a communication and dissemination strategy for the 
LIFE NECOVERY project was developed and presented in the Communication Plan. The 
strategy was built upon three core components:  

 Objectives: WHAT are the goals of communication and dissemination activities? 
 Target groups: WHO is the audience of the project? 
 Strategic approach: HOW to promote engagement with the audience identified?  

 
Finally, based on these three points, an action plan (WHAT) containing various activities to 
be carried out was developed.  
 

2.1. Objectives 

 
The activities carried out in the framework of communication and dissemination of the 
LIFE NECOVERY project aimed to achieve the following objectives: 

 To make possible the global understanding of the project by target groups and its 

impact in the environment. 

 To promote the widest possible application of project methodologies and 

outcomes beyond the lifetime of the project. 

 To raise awareness among the different agents of waste water sector 

(municipalities, operators, etc.) of the importance and benefits of changing the 

current concept of the WWTPs from being energy consumers to resource recovery 

sites.  

 To disseminate the progress of the project and the expected transfer results. 

 To disseminate the project to public connected with environmentalists and the 

scientific world. 

 To identify potential partners and customers in these fields. 

 

2.2. Target groups  

1. TARGET GROUP 

In order to assure that that the most relevant information about the LIFE ENRICH project 
reaches all the interested groups, the audience was segmented into five targets: 
  

1. PROJECT PARTNERS. The LIFE NECOVERY project consortium was formed by 
Cetaqua and Avecom. Both project partners promoted the project amongst their 
colleagues within their respective organizations. 
 

2. STAKEHOLDERS AND COLLABORATORS. The stakeholders involved in the 
project were: 
 Administration and public entities:  
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 Àrea Metropolitana de Barcelona (AMB) is a Catalan public entity and its 
competencies are municipal waste management, drinking water supply, 
wastewater treatment, sewage systems and the inspection and control of 
landfills. 
Waterschap Brabantse Delta (WBD) is a Dutch district water board which is 
responsible for flood protection, wastewater treatment and for maintaining the 
quality and level of the surface water.  
 The Mancomunitat of Municipalities of the Penedès-Garraf is an association of 
33 municipalities offering the collection of municipal solid waste, treatment of 
municipal solid waste and sanitation. 

 Water supply companies and potential end users of the technology  
 SUEZ is a private global brand of integrated water solutions and its four 
main areas of activity are: Environment, Infrastructures, Solutions and 
Knowledge.  
Degrémont also is a private entity focused on providing water treatment 
solutions and services to the local authorities and industries. 

 Zeolite  supply companies 

 Zeocem, a.s. Bystré is a company working with natural materials. The main 
production program is the mining and processing of natural zeolite and 
manufacture products based on natural zeolite.  
 ZeoCat Soluciones ecológicas is the only independent supplier of natural 
zeolite in Spain. ZeoCat supplies zeolite for all possible application areas. Its 
aim is to bring zeolite technology and high quality zeolite products to the 
Iberian Peninsula.  
 Rota Mining Corporation is one of the world’s leading natural zeolite – 
clinoptilolite mineral producer. Rota Mining produces a wide range of natural 
zeolite products at the mining and processing plant in Manisa / Turkey.  

 
3. SCIENTIFIC COMMUNITY. It was highly important not to overlap research efforts 

within the European research community and also to identify synergies that could 
lead to fruitful collaborations. Different networking activities as well as wide-
reaching dissemination in conferences and congresses were achieved.  
 

4. GENERAL PUBLIC. Sinse the principal beneficiary of policies and practices is the 

society, during the lifetime of the project it was crucial to provide an easy-to-

understand information about LIFE NECOVERY to the society at its broadest sense.  

 
5. POTENTIAL END- USERS. Some potential end users of LIFE NECOVERY project’s 

results are: 

 Private companies of wastewater and waste sector, such as SUEZ or similar. 

 Administrations in charge of urban or industrial WWTPs.  

2. S 

2.3. Strategic approach for targets engagement  

 
Once the target groups were identified, a three-stage strategic approach for the LIFE 
NECOVERY project was delivered. First of all, the project developed a visual identity and 
dissemination materials, with the aim of having unity and coherence to offer the basic 
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information of the project and to be used in all the communication actions. Next, the 
communication of the project concept (context, objectives, etc) and awareness raising-
oriented phase was carried out. Finally, when the project presented significant 
achievements, the main efforts were  focused on the dissemination of the results. 
 

Figure 1 A three-stage strategic approach  

 
 

 

 

 

 

 

 
 
 
 
 
 
 
 
  



 
 
 

10 
 
 
 

E3. After-LIFE Communication Plan Plan 

3. Impact evaluation of communication and dissemination 
activities  

 
 
During the lifetime of the LIFE NECOVERY project different communication and dissemination 

activities were carried out in order to meet the objectives set in the Communication plan. To 

be able to evaluate the impact achieved, the final assessment was conducted.  

3.1. Stage 1: Creation of visual identity 

 
Table 1 Impact evaluation of the first stage 

Action Description Objective 

Indicators set in 

the 

Communication 

Plan 

Final evaluation 

Logotype 

and 

applications 

The logotype is the 

image that 

identifies the 

project. It always 

appear with the 

LIFE logotype. 

Based on it, 

templates for 

documents, 

reports and 

presentations 

were created. 

To achieve fast 

identification of 

the project through 

visual identity 

elements (logo and 

applications). To 

give the project its 

unity, coherence 

and identity. 

Creation of 1 

logotype and 1 

template per 

type of 

communication 

tool (documents, 

communications, 

e-mail headers, 

presentations, 

posters, etc.). 

Action 

completed 

successfully. 

Brand identity 

was created on 

the early stage 

of the project 

and was the core 

element during 

its evolution. 

Website 

It is the public 

image of the 

project and the 

meeting place for 

the participants. 

To provide updated 

information on the 

project and to 

boost engagement. 

Creation of 1 

website. 

Maintenance for 

a minimum of up 

to 5 years after 

the project’s 

end. 

An amount of 

200 visits per 

month was set. 

Action 

completed 

successfully. 

During the 

lifetime of the 

project the 

website received 

over 6.200 visits, 

which means an 

average of over 

150 visits per 

month. 

Leaflet 
A printed 

document that 

introduces the 

To contribute to 

the communication 

and dissemination 

Production and 

distribution of 

750 copies. 

Action slightly 

modified and 

completed 
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project and brings 

the audience 

closer to the site. 

of the project’s 

objectives and 

actions. 

successfully. The 

leaflet was 

designed and 

printed in 

September 2014. 

Only 200 copies 

were printed as 

that was 

considered that 

it was the 

amount 

necessary for 

events. A digital 

leaflet version is 

available on the 

project website.   

 

3.2. Stage 2: Communication of the project’s evolution 

 
Table 2 Impact evaluation of the second stage 

Action Description Objective 

Indicators set in 

the 

Communication 

Plan 

Final evaluation 

Notice 

board and 

stickers 

An information 

panel displayed in a 

strategic place, 

accessible to the 

public. Stickers are 

aimed at 

identifying 

equipment. 

To give identity to 

the project at the 

demonstration 

sites. 

Creation of 2 

notice boards: 1 

technical and 1 

divulgative. 

Production of 

needed amount  

of stickers to 

mark the 

equipment. 

Action completed 

successfully. 2 

notice boards 

have been 

designed and 

displayed in 

Vilanova WWTP 

in April 2015: 1 

technical and 1 

informative. The 

stickers were put 

on all the project 

equipment. 

Brochure A printed 

document 

containing a 

To get high 

visibility and give 

usability to the 

Production and 

distribution of 

750 copies. 

Action slightly 

modified and 

completed 
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description of the 

project, its 

objectives, 

evolution and 

results. 

information 

provided. 

successfully. The 

technical 

brochure was 

designed and 

printed in 

November 2017. 

Only 200 copies 

were printed as it 

was considered 

that it was the 

amount 

necessary for 

events. A digital 

leaflet version is 

available at 

project website. 

Visits Technical and 

demonstration 

visits with the aim 

of showing the 

implementation of 

the project. 

To promote the 

networking and the 

diffusion of the 

project. 

150 of 

secondary 

students and 

150 of higher 

education 

students 

Action completed 

partly. 

Approximately 30 

persons outside 

the project 

visited the 

project pilot.  

Confe-

rences 

Events where it 

would be possible 

to disseminate the 

project. 

To disseminate 

project activities, 

validate the 

implemented 

technologies and 

gain expertise.  

 

 

Presentation of 

the project in 

various events 

and conferences 

related to the 

project. 

Action completed 

successfully. 9 

Oral and poster 

presentations at 

conferences. 

 
 



 
 
 

13 
 
 
 

E3. After-LIFE Communication Plan Plan 

3.3. Stage 3: Promotion of the diffusion of the results 

Table 3 Impact evaluation of the third stage 

Action Description Objective 

Indicators set in 

the 

Communication 

Plan 

Final evaluation 

Video The video is an 

audiovisual 

resource of 

communication. 

To disseminate the 

results and raise 

awareness. 

Production of 1 

video. 

Action completed 

successfully. 1 

video was 

produced by the 

end of the 

project in 3 

languages: 

English, Spanish 

and Catalan. 

Workshops Organisation of 

networking 

events and the 

final workshop. 

Diffusion and 

assessment of the final 

scope. To encourage 

discussion and 

exchange of ideas. 

Organization of 

1 final 

workshop, with 

a target of 100 

attendees in 

total. 

Action completed 

successfully. 2 

networking 

events and 1 final 

workshop (with 

almost 100 

attendees) were 

organized. 

Layman’s 

Report 

A printed 

material that 

provides a 

general 

overview of the 

project and its 

outcomes. 

It is an effective 

material for the 

project promotion 

beyond its end.  

Production of 1 

Layman’s 

Report. 

Action completed 

successfully. The 

Layman’s Reoprt 

was designed and 

printed (100 

copies) in March 

2018.  

Media Various media 

channels aimed 

to spread the 

message to a 

wider audience. 

Aimed to increase the 

awareness on the 

project thematic and 

its  implementation. 

6 

communications 

to non-technical 

media. 

Action completed 

successfully. In 

total, 12 articles 

on the project 

were published 

in general media.  

 



 
 
 

14 
 
 
 

E3. After-LIFE Communication Plan Plan 

4. Potential communication and dissemination activities after the 
lifetime of the project  

 
As was seen in the impact analysis provided previously, the majority of tactics used during 
the lifetime of the project were successful and thus when possible will be continued once 
the project is closed. In addition, the LIFE NECOVERY project has an important advantage 
in terms on communication and dissemination, as Cetaqua, project´s coordinator, is 
currently leading another topic-related project called LIFE ENRICH. The synergies 
between these two project as well as potential dissemination opportunities (both joint and 
individual) are provided bellow.  
 

4.1. Synergies with the LIFE ENRICH project: a great dissemination 
opportunity  

 
The recently started LIFE ENRICH project partially continues the work carried out in the 
framework of LIFE NECOVERY, concretely, it is also focused on the nitrogen recovery and 
this, without a doubt, represents an important benefit for LIFE NECOVERY when talking 
about visibility and dissemination possibilities. Specifically, Cetaqua being the leader of 
communication and dissemination tasks of both of these projects, whenever possible will 
try to promote LIFE NECOVERY together with LIFE ENRICH in activities such as: 
 

 Joint articles, in both general and specific media   
 
A clear example is an article recently published in RETEMA entitled La recuperación de 
nutrients del agua residual: una necesidad para la depuradora del futuro, which 
represents a collaborative efforts among the entities participating in the both ENRICH 
and NECOVERY projects. It is expected to publish more similar articles during the 
lifetime of the LIFE ENRICH project.  
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Figure 2 Joint article on LIFE NECOVERY and LIFE ENRICH projects 

 
 
 Visibility in LIFE ENRICH website and materials 
 
Cetaqua, being in charge of the LIFE ENRICH content for both online activities and 
printer materials, will include information on the LIFE NECOVERY project when 
possible.   

 
 

 Joint dissemination in conferences and workshops 
 

When attending conferences and other events with the purpose of presenting the LIFE 
ENRICH project, Ceatqua will also disseminate the LIFE NECOVERY project when 
circumstances so permit.  
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4.2 Other dissemination possibilities  

 
 Promotion of short video interviews 
During the final workshop, the key speakers were video interviewed with the aim of 
spreading the core messages all around the internet and increase this way  the impact 
of the event and the LIFE NECOVERY project per se. During the 2018 those videos will 
be published on Cetaqua’s Youtube channel and then replicated on Twitter and 
LinkedIn accounts with the hashtag #LIFENECOVERY. 
 
 Local press releases  

 
The objective is to continue communicating the benefits of the LIFE NECOVERY project 
at the local level of Vilanova i la Geltrú, thus, at least one press release will be prepared 
and sent to the local media.  

 
 Knowledge transfer to the SUEZ group 

 
Cetaqua forms part of the SUEZ group and this enables a constant knowledge transfer 
among organizational units. In this context, some seminars and courses on LIFE 
NECOVERY may be carried out in the next years with the aim of explaining the 
conceptual pathway of the project, its outputs and possible future applications.  
 
 Social media 

 
The material related to the project (video, pictures, Layman’s Report…) will be 
available in the online communication channels of both Cetaqua and Avecom (Twitter, 
Youtube, and LinkedIn). These tools are intended to inform general public through 
graphic, visual and easy understanding material. 
 
 Presentations to students 

 
In order to raise the importance of technology and environment among the general 
public, some presentations of the LIFE NECOVERY project may be carried out in 
schools. At the same time, some presentations may be performed also in universities, 
focused on technical details to show the students the main outcome of this project and 
how the project results could be applied. 


