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EXECUTIVE SUMMARY
This deliverable presents the updated communication and dissemination strategy of theFLUTE project, which leverages artificial intelligence (AI) and federated learningtechnologies to improve prostate cancer diagnosis. Over the past 24 months, the consortiumhas made significant strides in raising awareness and promoting engagement across keytarget audiences: urologists and medical professionals, prostate cancer patients and thewider population, and stakeholders from the AI industry.
The digital communication strategy has been central to our outreach efforts. Through atailored mix of digital tools—such as a dedicated website, social media (mainly LinkedIn),newsletters, and video content—we have built a cohesive ecosystem for promoting theproject’s goals, outcomes, and partnerships. The FLUTE website (www.fluteproject.eu) hasgrown into a comprehensive communication hub, providing up-to-date information aboutthe project’s activities, research findings, and relevant events. Notably, the website includesa section dedicated to FLUTE’s involvement in European initiatives, enhancing its visibilitywithin broader AI and cybersecurity networks.
Our editorial strategy involves regular monthly updates, made possible by active partnercontributions. Content ranges from blog posts and scientific highlights to interviews andproject news. Website metrics have shown steady growth in user engagement, with asubstantial international reach—particularly in the US and key European countries such asSpain, Italy, and the Netherlands.
One of the primary challenges has been the complexity of communicating FLUTE’stechnological solutions in a clear and accessible manner. Although AI is increasinglyintegrated into various sectors, its use in healthcare remains unfamiliar and, at times,controversial for both physicians and patients. Task 7.3 is currently investigating this issueby analyzing the acceptance of AI in clinical settings and exploring how trust can be fostered.Further efforts are needed to develop patient-specific content and involve associations moredirectly. Despite success with technical audiences, engaging the patient community hasproven more difficult. While patients express strong interest in improved diagnostic tools,the challenge lies in presenting FLUTE’s AI solutions realistically—highlighting benefitswithout overpromising.
Lastly, dissemination through peer-reviewed publications and events has been an importantcomponent of the strategy, especially in the scientific domain. Looking ahead, theconsortium will increase its presence in events focused on stakeholders, companies, andinvestors to support the exploitation and long-term impact of the FLUTE platform. The next

http://www.fluteproject.eu/
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phase of the project will prioritize translating research outcomes into accessible messagesand practical opportunities for collaboration.



5

DOCUMENT INFORMATION
Grant agreement No. 101095382 Acronym FLUTE
Full title Federate Learning and mUlti-party computationTechniques for prostatE cancer
Call HORIZON-HLTH-2022-IND-13-02
Project URL https://cordis.europa.eu/project/id/101095382
EU project officer Nihal YILDIRIM
Deliverable Number D7.2 Title Update CDP, CDEPestablishment
Work package Number WP7 Title Collaboration, Disseminationand Exploitation
Task Number T7.1andT7.2 Title Communication andDissemination plan (CDP) andCDEP

Date of delivery Contractual M24 Actual M24
Status version 0.1 ☐ Final version
Nature ☒ R ☐ DEM ☐ DMP ☒ DEC ☐ ETHICS ☐ OTHER
Dissemination level ☒ Public ☐ Sensitive

Authors (partners) Francesco Ghini, Luc Chatty, Patrick Duflot, Nicolas Gillain,Aurelie Matagne
Responsible author Francesco Ghini

Francesco.ghini@irst.emr.it
Summary (for dissemination) This deliverable contains and update about communicationand dissemination strategy of FLUTE project
Keywords Prostate Cancer, Artificial Intelligence, Federated Learning,Cybersecurity

VERSION LONG
Issue Date Rev. No. Author Change
20/03/2025 0.0 Francesco Ghini ToC
18/04/2025 0.1 Francesco Ghini, , Patrick 1st Draft



6

Duflot, Nicolas Gillain, Zeev
24/04/2025 0.2 Thuy Linh Nguyen 1st revision
24/04/2025 0,3 Berta Miro Cau, OlgaMendez 2nd revision
28/04/2025 0,4 Francesco Ghini Final version



7

TABLE OF CONTENTS

1. Introduction...........................................................................................................................11
Challenges and technicalities encountered ............................................................................11

1 Digital communication and outreach.................................................................................12
Dissemination and communication activities ..........................................................................12
Challenges and areas of improvement.......................................................................................17

2 FLUTE dissemination and stakeholder engagement .....................................................19
Dissemination through international scientific conferences..................................................19
Peer-reviewed publications .......................................................................................................20
Open Science approach ............................................................................................................21
Future event planning and stakeholder engagement strategies..........................................22

3 Network and cluster activities ..........................................................................................23
EASiNet and HEALTHDATA4EU .............................................................................................23
Cluster Events.............................................................................................................................24
Booster activity............................................................................................................................28

4 Public relation and media engagement ...........................................................................29
Press releases and media outreach (successes and limitations)........................................29

5 Patient empowerment ........................................................................................................30
Objectives ....................................................................................................................................30
Methods........................................................................................................................................30
Ethical concerns of the quantitative phase .......................................................................38
Ethical concerns of the qualitative phase..........................................................................39
Results..........................................................................................................................................39

6 Educational activities on STEM and gender gap strategy.............................................41
Hackathon AI-DEA......................................................................................................................41
Lesson learned and next steps.................................................................................................42

7 Exploitation strategy and sustainability ...........................................................................44
8 Conclusions..........................................................................................................................46



8

LIST OF FIGURES
Figure 1 – Active users/Country.......................................................................................................13Figure 2 - Traffic sources ................................................................................................................14Figure 3 - Example of graphic for digital communication ...............................................................15Figure 4 - An example of a video format ........................................................................................16Figure 5 - Healthdata4EU Logo .....................................................................................................24Figure 6 Cartoon for the promotion of the meeting .........................................................................26Figure 7 - Digital graphic for the promotion of the event .................................................................27Figure 8 - Study design for Task 7.3 ...............................................................................................31Figure 9 - Theoretical model of the acceptability of people with prostate cancer regarding theimplementation of AI as a support to healthcare providers in the diagnosis of prostate cancer 32Figure 10 - Theoretical model of people's willingness to provide their health data for the developmentof clinical AI. .............................................................................................................................33Figure 11 - Leaflet for the promotion of the survey .........................................................................36Figure 12 - The event with 100 students .........................................................................................41Figure 13 - Example of digital graphic promoting women in health activities .................................43Figure 14 - Gartner technology hype curve .....................................................................................44



9

LIST OF TABLES
Table 1 - List of Dissemination and Communication activitities ......................................................12Table 2 - Linkedin KPIs ...................................................................................................................15Table 3 - Events attended per target audience ...............................................................................20Table 4 - List of Peer-reviewed publications ...................................................................................21Table 5 - List of Press Releases .....................................................................................................29Table 6 - Index about survey collection .......................................................................................... 39



10

ABBREVIATIONS AND ACRONYMS
Abbreviation Meaning
AI Artificial Intelligence
CDP Communication Dissemination Plan
CDEP Communication Dissemination and Exploitation Plan
CSP Communication Strategic Plan
ECCC European Cybersecurity Competence Centre
ECSO European Cyber Security Organisation
ENISA European Union Agency for Cybersecurity
EU European Union
FGD Focus Group discussion
FL Federated Learning
GAP Gender Action Plan
GDPR General Data Protection Regulation
HIMSS Healthcare Information, Management Systems Society
IAPP International Association Of Privacy Professionals
ICT Information and Communication Technologies
ISACA Information Systems Audit and Control Association
PCa Prostate Cancer
PR Public relations
SME Small medium enterprises
SoA Strategy of Action
STEM Science, Technology, Engineering and Mathematics



11

1. Introduction
A clear communication and dissemination plan (CDP) is key to the success of healthcareinnovation projects. For FLUTE, which leverages AI to transform prostate cancer diagnosis,effective outreach ensures that its advancements reach patients, researchers, clinicians, AIcompanies, and policymakers. A well-structured plan maximizes awareness, fosterscollaboration, and drives adoption. Looking at the global scenario, with prostate cancercases expected to nearly double by 2040, FLUTE plays a crucial role in advancing earlydetection strategies. For this reason, a targeted communication plan to maximize outreach,ensuring that project results are widely shared and effectively integrated into healthcarepractices is important.
Challenges and technicalities encountered
This deliverable shows the updates of the FLUTE communication strategy, focusing ontechnicalities, lessons learned and next steps. A major challenge in communication hasbeen effectively engaging the different target groups identified in Deliverable D7.1: medicaldoctors (urologists), society (prostate cancer patients and men over 40), and AI softwarecompanies. Explaining FLUTE’s ambitious solutions has been particularly difficult. DespiteAI’s growing presence across industries, its application in healthcare remains complex andoften misunderstood by both physicians and patients. Many stakeholders still perceive AIas an abstract or even controversial tool, making it crucial to address misconceptions andbuild trust.
In patient outreach, we have observed an urgent demand for improved diagnostic tools.While this highlights the relevance of FLUTE’s work, it also underscores the need forresponsible communication. Presenting AI advancements in prostate cancer diagnosis mustbe done carefully to avoid creating false expectations. Our strategy must ensure that whilewe promote innovation, we also provide clear, realistic insights into AI’s current capabilitiesand its future potential in healthcare.
Task 7.3 is actively investigating the reasons behind this hesitancy, exploring barriers to AIacceptance in clinical practice and patient decision-making. However, this challenge alsoaffects our communication efforts through the website and social media, where we mustbalance technical accuracy with accessibility.
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1 Digital communication and outreach
Dissemination and communication activities
The digital platforms we are utilizing since the beginning of the project, enable effectivedissemination of project achievements, fostering collaboration and awareness amongdiverse stakeholders. The project's digital communication strategy leverages various tools—including a dedicated website (www.fluteproject.eu), social media channels (Linkedin),videos, and newsletters—to ensure impactful and consistent outreach to the researchcommunity, medical professionals, AI industry stakeholders, patient associations, andpolicymakers. After two years from the start of the project we created 20 dissemination and50 communications activities as listed below (Table 1).

Dissemination & Communicationcategory Number of activities
Press release 4Blogpost 5Participation to an Event 13Organization of a conference 2Non-scientific publication 6Participation to a Conference 5Social media 28Communication campaign 1Participation to a Workshop 4Peer-reviewed scientific publication 3
Table 1 - List of Dissemination and Communication activities

Website
The FLUTE website serves as the central hub for communication, hosting key projectupdates, research findings, and upcoming events. Developed as outlined in DeliverableD7.5, the website offers a comprehensive resource for stakeholders, facilitating easy accessto FLUTE’s objectives, methodologies, and milestones. A dedicated section highlightsFLUTE’s engagement in broader European AI and cybersecurity initiatives, reinforcingtransparency and collaboration within the research and innovation ecosystem. To maintainrelevance and engagement, content updates are scheduled monthly, with partnerscontributing blog posts, articles, and key announcements aligned with the communicationstrategy.
The Flute Project website demonstrates a fluctuating yet overall positive trend in userengagement. Initially, the site reported 143 active users, and this number increased to
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1,448 after approximately 24 months from the project's beginning. The project's goal isto reach 2,500 active users by its conclusion. Notably, the United States consistentlyleads in user activity, suggesting that the project's technology and solutions hold a particularappeal for the US audience (Figure 1). While the site's reach has expanded to include astronger presence in European countries like Spain, Italy, and the Netherlands, thesustained interest from the US underscores the potential global relevance of the FluteProject.

Figure 1 – Active users/Country
Analysis of the traffic sources for the Flute Project website reveals that direct traffic andorganic search are the primary drivers of user engagement. Direct traffic accounts for thehighest number of sessions (1,100), indicating strong brand awareness or directnavigation by users. Organic search is also a significant contributor, with 934 sessions,highlighting the effectiveness of search engine visibility. Other sources include referrals(274 sessions), which suggests that external links drive a notable portion of traffic, andunassigned traffic (139 sessions) (Figure 2). Organic social media contributes 78 sessions,while organic video has a minimal impact with only 1 session.
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Figure 2 - Traffic sources
LinkedIn
LinkedIn has been strategically chosen as the primary social media platform to engageprofessional audiences, including medical practitioners, patient advocacy groups, AIexperts, and policymakers. The FLUTE consortium maintains an active LinkedIn presence,ensuring a steady stream of informative content tailored to these audiences. Custom graphictemplates and branded materials have been created to maintain a cohesive visual identityacross all posts. The editorial strategy ensures at least four content pieces per month,covering major project milestones, research insights, and industry collaborations.
Over the past year and a half, the FLUTE Project's LinkedIn activity demonstrates asubstantial level of engagement (Table 2). The total impressions reached 18,677,indicating a broad reach of the project's content to LinkedIn users. This suggests agood level of visibility and potential awareness generated within the professional network.User interaction is further evidenced by a total of 2,653 clicks, reflecting active interest inthe shared content. Additionally, the 704 total reactions (likes, comments, shares) pointto a significant level of audience engagement and positive response to the project's updates.With an organic engagement rate of 49.69%, nearly half of the users are activelyconsuming the content without paid promotion, showcasing the relevance of the content forthe audience.



15

KPIs Expected Reached
Followers 250 307Impressions NA 18,677Click NA 2,653Reaction NA 704Interest (%) NA 49,68%

Table 2 - Linkedin KPIs
To effectively communicate various messages to distinct target audiences, the Flute Projectemploys diverse social media formats. Dedicated graphic designs are developed toenhance awareness among the general public and encourage them to explore the projectfurther (Figure 3). Additionally, publications such as paper previews and video interviewsare utilized to engage a technical audience, including physicians and software developers,with the aim of fostering their interest.

Figure 3 - Example of graphic for digital communicationYouTube Channel
The FLUTE YouTube channel, titled FLUTE Project – AI and Prostate Cancer, serves as arepository for video content, including project-related reports, expert interviews, and


