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1 Executive Summary 
 
This deliverable is describing part of the work carried out in the context of CLARIN-
PLUS Task 3.4: “CLARIN Web Presence: improving navigation, content and integration of 
national content.” It consists of the CLARIN Online Communications Plan, which states 
the technical and procedural measures for ensuring coordination and consistency across 
the use of the various sites which make up the CLARIN web presence. It complements 
the work on the redesign of the CLARIN central website and the work on the CLARIN 
Human Interface Guidelines and the redevelopment of the CLARIN house style that has 
taken place in the context of Task 3.1. and Task 3.3. 

 

2 Introduction 
As more countries join CLARIN ERIC, and the websites of the separate CLARIN national 
initiatives develop and evolve, with an increasing amount of content and a growing 
number of interfaces to data, tools and services, the task of coordinating the national 
and central ERIC websites becomes more complex, and this coordination becomes more 
important to the user experience.  
 
The purpose of this document is to outline the technical and procedural measures for 
ensuring coordination and optimizing consistency across the various sites which make 
up the CLARIN external web presence. The Online Communication Plan also serves as a 
guidance for the CLARIN online communication initiatives.  
 
First an overview is presented of the current online presence through the central 
website (Section 3) and the online presence of the national consortia (Section 4). The 
overviews address the instruments for the online presence of CLARIN ERIC and CLARIN 
national consortia respectively, as well as some facts and figures for the way in which 
the instruments have been used to date. 
In addition, this deliverable describes the CLARIN online communication strategy 
(Section 5) and outlines a plan for the implementation of this strategy (Section 6).  
 

 

3 CLARIN online presence 
This section presents an overview of the current CLARIN online presence1. At the 
forefront of the online presence is the CLARIN website. It is the main channel for 
dissemination and communication with CLARIN audiences and communities, and one of 
the main up-to-date sources of information about CLARIN. The website is in English to 
ensure a wide accessibility across CLARIN communities. While the central CLARIN 
website is the public side of the project, the internal CLARIN website can be considered 
as its ‘behind the scenes’ version, where the maintenance, updates and developments 
are taking place. As an internal tool and platform with limited accessibility, this internal 
website is only briefly discussed in Section 3.1.2 

                                                 
1 Unless otherwise stated, CLARIN website refers to the external (public) CLARIN 
website:  www.clarin.eu 
2 A substantial amount of work has been carried out for enhancing the web presence of 
CLARIN through gateway services. For more information see the following CLARIN PLUS 
deliverables:  

• D 2.9 Federated Content Search Engine v2 (software) (May 2017) 

https://office.clarin.eu/v/CE-2017-1035-CLARINPLUS-D2_9.pdf
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Social Media is the second most important instrument for CLARIN dissemination and 

communication with its various audiences. CLARIN uses Twitter as a platform to 

reach out to the communities in which Twitter is widely used, such as the digital 

humanities as well as most of EU funded infrastructural initiatives. Although 

Facebook has different dynamics and user base to Twitter, it is used in parallel with 

Twitter for CLARIN dissemination via social media. The CLARIN monthly 

Newsflash is another important platform for web presence and an instrument that has 

been a news dissemination tool since the beginning of the project.  

 
The other two elements of CLARIN online presence discussed in this section are the 
channels for distributing image and video materials, as these play immense role in 
online communications. 

3.1  Website - internal 
CLARIN’s internal website (https://www.clarin.eu/user) is accessible to registered 
users across the CLARIN community, such as the CLARIN Office, Board of Directors 
(BoD), National Coordinators’ Forum (NCF), various CLARIN committees, and those 

who work on H2020 projects on behalf of CLARIN (Fig. 1).     
 
The internal website menu, displayed on the black background in the top line of the 
browser window, consists of a number of tabs with drop-down menus and reflect the 
thematic structure of the internal website: 

• My Workbench - a link to user’s workbench and a drop-down menu with an 
option to create content (e.g. page, news, blog post, event, etc.) and an access to 
the Files uploaded to the website such as images. 

• Content - a drop-down menu with the links to other type of content, such as 
Comments, Files, Messages, Webforms. 

• Structure - a sub-page and a drop-down menu related to the structure of the 
website, including sections such as: Menus, Path Breadcrumbs, RedHen CRM, 
Registration, Taxonomy and Views. 

• People - an option to add and find users. 
• RedHen - a Customer Relationship Management (CRM) system for efficient 

management and organisation of users and contacts for CLARIN internal users. 
• Configuration - a drop-down menu with more advanced options, such as Content 

Authoring, Organic groups, People and Search and Metadata.  
• Help - a page with a list of Help topics and instructions related to configuration, 

additional functionality, website design and content creation. 
 

 
Figure 1. CLARIN’s internal website - menu visible to logged-in users. 

                                                                                                                                            
• D 2.10 Virtual Language Observatory v2 (software) (June 2017) 
• D 2.11 Virtual Collection Registry v2 (software) (July 2017) 
• D 2.12 Robust SPF 2: Identity Provider and Discovery Service (July 2017) 

 
 

https://office.clarin.eu/v/CE-2017-1057-CLARINPLUS-D2_10.pdf
https://office.clarin.eu/v/CE-2017-1067-CLARINPLUS-D2_11.pdf
https://office.clarin.eu/v/CE-2017-1068-CLARINPLUS-D2_12.pdf
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3.2 Website - external 
 
CLARIN’s website (https://www.clarin.eu/) is the main channel for dissemination and 
communication, and the central point of information about the CLARIN infrastructure, 
its activities, services and events (Fig. 2). The website was launched in 2006 and has 
undergone a number of structural, functional and stylistic changes since. A major 
overhaul was prepared as part of the CLARIN-PLUS WP3 activities, and a new version of 
the website went live in 2016. Appendix 1 consists of snapshots of the CLARIN home 
page from 2006-2017.   

3.2.1 Structure and content 
From the communication perspective, the CLARIN website’s content can be divided into 
two categories: 

• content that provides information about the CLARIN infrastructure, participants, 
services, etc. This content is accessible via the main menu, its multiple pages and 
links, and is regularly updated. 

• content such as News, Blog posts and Events, which communicate the most 
recent initiatives, developments and events. This content is accessible via the 
main menu and is highlighted in the sidebar. This new content is added 
regularly. 

 
Although the structure of the website is in many respects dynamic in order to 
incorporate the changing user needs and technical requirements, at the same time the 
top-level structure for navigation distinguishes seven menu-elements that are assumed 
to adequately support the various communities of use and that are meant to be stable: 

• About 
• Participants 
• Services 
• Knowledge Base 
• Events 
• News  
• Contact 
• Applications 
• Intranet login 

 
CLARIN-PLUS deliverable: D3.1 CLARIN Human Interface Guidelines3 outlines the 
generic interface design for CLARIN-related websites and a set of guidelines and 
recommendations. Another CLARIN-PLUS deliverable: D3.2 Usability Report, provides 
further insights into the usability of the central elements of the CLARIN website.4 Both 
deliverables are crucial for the future developments of CLARIN web presence and are in 
tandem with the Online Communications Plan provided in this document.   
 

 

                                                 
3 CLARIN-PLUS deliverable: D 3.1 CLARIN Human Interface Guidelines (April 2017) 
4 CLARIN-PLUS deliverable: D 3.2 Usability Report (December 2017) 

https://office.clarin.eu/v/CE-2016-0794-CLARINPLUS-D3_1.pdf
https://office.clarin.eu/v/CE-2016-0939-CLARINPLUS-D3_2.pdf
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Figure 2. Screenshot: CLARIN home page, 8 November 2017. 

3.2.2 Website look-and-feel 
The CLARIN website’s look-and-feel follows the design guidelines for the CLARIN 
infrastructure described in D3.1. The guidelines are essential for ensuring a user 
experience that matches the requirements described in D3.1, for optimal user 
friendliness, and for building a recognizable CLARIN brand. The main branding elements 
include: CLARIN logo, typography and colour palette. The web page dedicated to the 
CLARIN Styleguide provides detailed recommendations and guidelines to be used by all 
who have permission to edit webpages under the CLARIN brand.5 

3.2.3 Website Analytics 
Google Analytics has been used to monitor CLARIN website usage since September 
2013.6 Since then, CLARIN website was visited 182629 times by 99951 visitors from all 
countries in the world (195). The Audience Overview shows a steady growth of the 
website visits across the years (Fig. 3).7 As identified in the graph and further analysis of 
the CLARIN website visits, there has been a number of peaks each year, which link to 
significant events and news published on the website as key contributions to increased 
website traffic (Tables 1-5). The top ten peaks for each year show a growing number of 
visits to the website year by year, as well as the growth of visits to content other than 
related to CLARIN annual conference, which naturally creates the most traffic to the 
website each year. 

                                                 
5 CLARIN Styleguide: https://www.clarin.eu/content/styleguide 
6 Many of the CLARIN services and applications were developed by different centres and 
are hosted in different locations, thus Google Analytics is only applicable to the main 
external CLARIN website and its pages. 
7 This and all the remaining stats based on Google Analytics exclude data from 
February-March 2016 (unless otherwise stated) due to technical restrictions.  

https://www.clarin.eu/content/styleguide
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Figure 3. CLARIN Google Analytics: Audience Overview 1 October 2013 - 31 October 2017. 

 

 

Date Sessions Key traffic contributions 

18 September 
2017 

681 • Event: CLARIN Annual Conference 2017, Budapest, 
Hungary  

19 September 
2017 

653 • Event: CLARIN Annual Conference 2017, Budapest, 
Hungary  

20 September 
2017 

472 • Event: CLARIN Annual Conference 2017, Budapest, 
Hungary  

5 September 
2017 

394 • Blog post: Tour de CLARIN blog post (Resource from 
Austria: ABaC:us Corpus); 

• Event: TransTech17 Summer School, Ljubljana, 
Slovenia - Darja Fišer presenting CLARIN Resources; 

• Tweet: Tweet related to CORLI event (CORLI stands for 
Consortium “CORpus, Langues, Interactions”) 

21 September 
2017 

385 • News: Paul Meurer awarded the 2017 Steven Krauwer 
Award for CLARIN Achievements 

4 September 
2017 

365 • Event: TransTech17 Summer School, Ljubljana, 
Slovenia 

24 August 2017 359 • News: Maria Eskevich new Central Office Coordinator 
CLARIN ERIC 

• CLARIN Annual Conference 2017, Budapest, Hungary  

6 September 
2017 

343 • Not identified 

7 September 
2017 

335 • Not identified 

21 November 
2017 

328 • Not identified 

Table 1. CLARIN website visits (sessions) in 2017: top 10 peaks and key website traffic 
contributions. 

 

Date  Sessions Key traffic contributions 

26 October 371 • Event: CLARIN Annual Conference 2016, Aix-en-

https://www.clarin.eu/event/2017/clarin-annual-conference-2017-budapest-hungary
https://www.clarin.eu/event/2017/clarin-annual-conference-2017-budapest-hungary
https://www.clarin.eu/event/2017/clarin-annual-conference-2017-budapest-hungary
https://www.clarin.eu/blog/resource-austria-abacus-corpus
https://www.clarin.eu/blog/resource-austria-abacus-corpus
http://www.prevajalstvo.net/schedule
https://twitter.com/Loopy63/status/905055303443591168
https://www.clarin.eu/news/paul-meurer-awarded-2017-steven-krauwer-award-clarin-achievements
https://www.clarin.eu/news/paul-meurer-awarded-2017-steven-krauwer-award-clarin-achievements
http://www.prevajalstvo.net/schedule
http://www.prevajalstvo.net/schedule
https://www.clarin.eu/news/maria-eskevich-new-office-coordinator-clarin-eric
https://www.clarin.eu/news/maria-eskevich-new-office-coordinator-clarin-eric
https://www.clarin.eu/event/2017/clarin-annual-conference-2017-budapest-hungary
https://www.clarin.eu/event/2016/clarin-annual-conference-2016-aix-en-provence-france


CLARIN-PLUS D3.3 Online Communications Plan 

 7 

2016 Provence, France 

25 October 
2016 

287 • Event: CLARIN Annual Conference 2016, Aix-en-
Provence, France 

24 October 
2016 

287 • Event: CLARIN Annual Conference 2016, Aix-en-
Provence, France 

27 October 
2016 

279 • Event: CLARIN Annual Conference 2016, Aix-en-
Provence, France 

29 September 
2016 

254 • Event: CLARIN Annual Conference 2016, Aix-en-
Provence, France 

• News: Darja Fišer new Director of User Involvement 

20 September 
2016 

245 • Event: CLARIN-PLUS workshop: "Working with Digital 
Collections of Newspapers" 

26 April 2016 243 • Call for Papers: CLARIN Annual Conference 2016 

22 June 2016  237 • Content: Component Metadata 

28 October 
2016 

235 • Event: CLARIN Annual Conference 2016, Aix-en-
Provence, France 

13 October 
2016 

230 • Event: CLARIN Annual Conference 2016, Aix-en-
Provence, France 

Table 2. CLARIN website visits (sessions) in 2016: top 10 peaks and key website traffic 
contributions. 

 

Date  Sessions Key traffic contributions 

15 October 2015 371 • Event: CLARIN Annual Conference 2015, Wroclaw, 
Poland 

16 October 2015 352 • Event: CLARIN Annual Conference 2015, Wroclaw, 
Poland 

26 June 2015 295 • News: Franciska de Jong new Executive Director 

CLARIN ERIC 
• Call for Papers: CLARIN Annual Conference 2015 

17 October 2015 288 • Event: CLARIN Annual Conference 2015, Wroclaw, 
Poland 

• News: Maarten van Gompel awarded the CLARIN 

Young Scientist Award 

13 October 2015 247 • Event: CLARIN Annual Conference 2015, Wroclaw, 
Poland 

• Content: CLARIN Bazaar 

https://www.clarin.eu/event/2016/clarin-annual-conference-2016-aix-en-provence-france
https://www.clarin.eu/event/2016/clarin-annual-conference-2016-aix-en-provence-france
https://www.clarin.eu/event/2016/clarin-annual-conference-2016-aix-en-provence-france
https://www.clarin.eu/event/2016/clarin-annual-conference-2016-aix-en-provence-france
https://www.clarin.eu/news/darja-fi%C5%A1er-new-director-user-involvement
https://www.clarin.eu/event/2016/clarin-plus-workshop-working-digital-collections-newspapers
https://www.clarin.eu/event/2016/clarin-plus-workshop-working-digital-collections-newspapers
https://www.clarin.eu/news/call-papers-clarin-annual-conference-2016
https://www.clarin.eu/content/component-metadata
https://www.clarin.eu/event/2016/clarin-annual-conference-2016-aix-en-provence-france
https://www.clarin.eu/event/2016/clarin-annual-conference-2016-aix-en-provence-france
https://www.clarin.eu/event/2015/clarin-annual-conference-2015-wroclaw-poland
https://www.clarin.eu/event/2015/clarin-annual-conference-2015-wroclaw-poland
https://www.clarin.eu/news/franciska-de-jong-executive-director-clarin-eric
https://www.clarin.eu/news/franciska-de-jong-executive-director-clarin-eric
https://www.clarin.eu/news/call-papers-clarin-annual-conference-2015
https://www.clarin.eu/event/2015/clarin-annual-conference-2015-wroclaw-poland
https://www.clarin.eu/news/maarten-van-gompel-awarded-clarin-young-scientist-award
https://www.clarin.eu/news/maarten-van-gompel-awarded-clarin-young-scientist-award
https://www.clarin.eu/event/2015/clarin-annual-conference-2015-wroclaw-poland
https://www.clarin.eu/bazaar2015
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8 January 2015 245 • News: We're hiring: Drupal and Java developers 

19 November 
2015 

243 • News: Finland joins CLARIN ERIC 

21 September 
2015 

232 • Event: CLARIN Annual Conference 2015, Wroclaw, 
Poland 

14 October 2015 219 • Event: CLARIN Annual Conference 2015, Wroclaw, 
Poland 

13 April 2015 208 • Call for Papers: CLARIN Annual Conference 2015 

Table 3. CLARIN website visits (sessions) in 2015: top 10 peaks and key website traffic 
contributions. 

 

Date  Sessions Key traffic contributions 

6 June 2014 503 • News: Vacancy Advertisement: Executive Director 

8 December 
2014 

346 • Event: Exploring Historical Sources with Language 
Technology: Results and Perspectives. An 
interdisciplinary workshop jointly supported by 
CLARIN, NeDIMAH and Huygens ING. 

24 October 2014 321 • Event: CLARIN Annual Conference 2014, Soesterberg, 
The Netherlands 

22 October 2014 248 • Event: CLARIN Annual Conference 2014, Soesterberg, 
The Netherlands 

20 June 2014 238 • Event: User Involvement Meeting, Utrecht, the 
Netherlands 

23 October 2014 238 • Event: CLARIN Annual Conference 2014, Soesterberg, 
The Netherlands 

20 October 2014 234 • Event: CLARIN Annual Conference 2014, Soesterberg, 
The Netherlands 

30 June 2014 229 • Call for Papers: CLARIN Annual Conference Call for 

Papers 

1 July 2014 216 • Call for Papers: CLARIN Annual Conference Call for 

Papers 

25 October 2014 215 • Event: CLARIN Annual Conference 2014, Soesterberg, 
The Netherlands 

Table 4. CLARIN website visits (sessions) in 2014: top 10 peaks and key website traffic 
contributions. 

 
 

https://www.clarin.eu/news/were-hiring-drupal-and-java-developers
https://www.clarin.eu/news/finland-joins-clarin-eric
https://www.clarin.eu/event/2015/clarin-annual-conference-2015-wroclaw-poland
https://www.clarin.eu/event/2015/clarin-annual-conference-2015-wroclaw-poland
https://www.clarin.eu/news/call-papers-clarin-annual-conference-2015
https://www.clarin.eu/news/vacancy-advertisement-executive-director
https://www.clarin.eu/event/2014/exploring-historical-sources-language-technology-results-and-perspectives
https://www.clarin.eu/event/2014/exploring-historical-sources-language-technology-results-and-perspectives
https://www.clarin.eu/event/2014/clarin-annual-conference-2014-soesterberg-netherlands
https://www.clarin.eu/event/2014/clarin-annual-conference-2014-soesterberg-netherlands
https://www.clarin.eu/event/2014/user-involvement-meeting
https://www.clarin.eu/event/2014/clarin-annual-conference-2014-soesterberg-netherlands
https://www.clarin.eu/event/2014/clarin-annual-conference-2014-soesterberg-netherlands
https://www.clarin.eu/news/clarin-annual-conference-call-papers
https://www.clarin.eu/news/clarin-annual-conference-call-papers
https://www.clarin.eu/news/clarin-annual-conference-call-papers
https://www.clarin.eu/news/clarin-annual-conference-call-papers
https://www.clarin.eu/event/2014/clarin-annual-conference-2014-soesterberg-netherlands
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Date  Sessions Key traffic contributions 

21 October 
2013 

330 • Event:  Annual CLARIN meeting 2013, Prague, Czech 
Republic  

22 October 
2013 

215 • Event:  Annual CLARIN meeting 2013, Prague, Czech 
Republic  

16 October 
2013 

193 • Event: CMDI Future Workshop, Utrecht, The 
Netherlands 

15 October 
2013 

188 • Event:  Annual CLARIN meeting 2013, Prague, Czech 
Republic  

20 October 
2013 

185 • Event:  Annual CLARIN meeting 2013, Prague, Czech 
Republic  

24 October 
2013 

180 • Event:  Annual CLARIN meeting 2013, Prague, Czech 
Republic  

23 October 
2013 

171 • Event:  Annual CLARIN meeting 2013, Prague, Czech 
Republic  

4 November 
2013 

162 • Not identified 

18 November 
2013 

162 • Content: Virtual Language Observatory (VLO) 

10 October 
2013 

161 • Not identified 

Table 5. CLARIN website visits (sessions) in 2013: top 10 peaks and key website traffic 
contributions. 

 
One fifth of all website visits was from the Netherlands, which most probably relates to a 
higher frequency of access by the CLARIN Office. The top 20 countries align with the 
CLARIN membership audience, however there are few exceptions, such as the United 
States in the third place and Indonesia in the fourth (Table 6). 8  The CLARIN 
communications efforts increased in 2017, which is reflected in the overall growing 
traffic to the CLARIN website in 2017, significantly exceeding the results from previous 
years based on the data from January-November 2017 (Table 7). 

 

 

 

                                                 
8 In the case of high number of visits from Indonesia, this is more likely caused by traffic 
bots. This type of traffic is usually close to 100% new visitors, view one to two pages on 
average and is of a low average duration, which is in the case of the traffic to CLARIN 
website from Indonesia. 
 
 

https://www.clarin.eu/event/2013/annual-clarin-meeting-2013-prague
https://www.clarin.eu/event/2013/annual-clarin-meeting-2013-prague
https://www.clarin.eu/event/2013/cmdi-future-workshop
https://www.clarin.eu/event/2013/annual-clarin-meeting-2013-prague
https://www.clarin.eu/event/2013/annual-clarin-meeting-2013-prague
https://www.clarin.eu/event/2013/annual-clarin-meeting-2013-prague
https://www.clarin.eu/event/2013/annual-clarin-meeting-2013-prague
https://www.clarin.eu/content/virtual-language-observatory-vlo
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2013 (Oct-Dec) 2014 2015 2016 2017 (Jan-Nov) 

Website visits 9095 37312 39376 41247a 52606c  

Users 5026 19841 21499 18740b 367396d  

Pageviews 27947 120660 122656 126782b 193389d 

Page/session 3.07 3.23 3.11 3.56b 3.1 6d 

Avg. Session 
Duration 3:19 3:25 3:21 3:43b 4:04d 

New visitors 55.30% 52.10% 53.30% 51.50%b 59.1%d 

Returning visitors 44.70% 47.90% 46.70% 48.50%b 40.90%d 
a A sum of two figures: 5609 visits in February and March 2016 recorded by Piwik Analytics and 
35638 for the rest of the year recorded by Google Analytics 
b Google Analytics stats excluding February and March 2016. 
c The total excludes 8602 visits from Indonesia identified as caused by traffic bots (see footnote 
6).  
d Google Analytics stats including 8602 visits from Indonesia (see above). 

 
Table 6. CLARIN Google Analytics: Overall traffic for years 2013-2017. 

# Country Website sessions 

1 Netherlands 37,874 (20.74%) 

2 Germany 23,677(12.96%) 

3 United States 9,844 (5.39%) 

4 Indonesiaa 8,820 (4.83%)a 

5 United Kingdom 7,251 (3.97%) 

6 France 6,746 (3.69%) 

7 Italy 6,329 (3.47%) 

8 Austria 5,932 (3.25%) 

9 Poland 4,692 (2.57%) 

10 Norway 4,313 (2.36%) 

11 Spain 3,908 (2.14%) 

12 Denmark 3,772 (2.07%) 

13 Sweden 3,723 (2.04%) 

14 Belgium 3,609 (1.98%) 

15 Finland 3,577 (1.96%) 

16 Greece 3,352 (1.84%) 

17 Estonia 3,239 (1.77%) 

18 Slovenia 3,163 (1.73%) 

19 Czechia 3,138 (1.72%) 

20 India 2,355 (1.29%) 
a See footnote 6. 
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Table 7. CLARIN Google Analytics: Top 20 locations of website visits, totals for 2013-2017. 

3.3 Social media 

3.3.1 Twitter 
A CLARIN Twitter account (@CLARINERIC) was set up in February 2013 and has been 
regularly used to support CLARIN communication activities since. In November 2017 
CLARIN Twitter account reached 889 followers, half of which started following CLARIN 
only since March 2017. Overall CLARIN tweeted 1245 times with a ratio of retweets by 
others of 37.84% and tweets favorited by others of 31.16% (Table 8). The engagement 
on Twitter has been growing steadily and it is expected to grow further if the CLARIN 
activity on Twitter is maintained (Fig. 4). 
 

 Total  
(Feb 2013 - Nov 2017) 

Tweets by CLARIN  1245 

Followers (other accounts following CLARIN account) 889 

Following (other accounts followed by CLARIN account) 794 

 
Table 8. CLARIN Twitter Account: 2013-2017. 

 

 
Figure 4. CLARIN Twitter Account: 2013-2017. 

3.3.2 Facebook 
A CLARIN Facebook (https://www.facebook.com/ClarinEric/) was set up in October 
2012 and has been regularly used to support CLARIN communication activities since. In 
October 2017 CLARIN Facebook account reached 138 likes and 139 follows (Figure 5). 
The engagement on Facebook has been growing steadily, yet slowly as it is not as widely 
used for research-related activities as Twitter is for example. 
 

https://www.facebook.com/ClarinEric/
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Figure 5. CLARIN Facebook Account: 2012-2017. 

 

3.3.3 Storyfy 
In 2017 CLARIN started using a social media platform called Storify 
(https://storify.com/CLARINERIC), in order to create collections of tweets around 
events, a kind of bookmarking tool to save a feed of selected tweets, for example from 
the CLARIN Annual Conference 2017. In total five collections were created by CLARIN 
using Storify with a total number of 254 views as of November 2017. The platform has 
recently announced it will no longer be available after 16 May 2018. 

3.4 Newsflash 
The CLARIN monthly newsflash was initiated in May 2008. The newsflash is the 
successor of the monthly CLARIN newsletters from the preparatory phase (May 2008 - 
June 2011), followed by emails to the all list (September 2013 - October 2016). Since 
January 2016 the CLARIN newsflash has been published monthly using the Mailchimp 
platform. As of November 2017, the CLARIN newsflash had a total of 682 subscribed 
recipients. Its average open rate for the period January 2016 - October 2017 was 
32.86% (Industry average open rate according to Mailchimp is 18.21%) and an average 
click rate for the same period: 8.5% (Fig. 6). 
 
Each month the CLARIN Office sends out a reminder about an upcoming newsflash to 
the National Consortia and asks for submissions, so the newsflash is not only a digest of 
current news and upcoming events, but also a platform for the CLARIN members to 
share their content. The publication of each newsflash is further publicized via CLARIN 
website and social media accounts.  

 
Figure 6. Number of CLARIN Mailchimp Newsflash subscribers August 2015 (446) - 

November 2017 (682). 

https://storify.com/CLARINERIC
https://www.clarin.eu/content/newsletter
https://lists.clarin.eu/pipermail/all/
https://www.clarin.eu/content/clarin-newsflash-archive
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3.5 Images 
Integrating visual content across all online communication platforms is pivotal. Blog 
posts, news items, tweets and Facebook posts perform better if they are accompanied by 
an image and images help to make messages more visible and engaging. The CLARIN 
communication activities use images where applicable and the aim is to build a library 
of images for reuse in current and future materials. Google Photos platform has been 
used in order to collect and organise relevant images, which consists of 835 images 
across 25 albums to date (Fig. 7). 
 

 
 

Figure 7. CLARIN Google Photos Albums. 
 

3.6 Videos 
Similar to images, video content is hugely important in online communications. CLARIN 
set up a YouTube channel in December 2013 and its content, 83 videos in total, was 
viewed 3599 times since (Fig. 8). As of October 2017, the CLARIN YouTube account had 
42 subscribers. In 2017 CLARIN set up an account on VideoLectures platform that 
provides additional services such as editing, subtitles and slide presentation 
synchronisation, which are particularly important for the type of content published by 
CLARIN - mostly video recordings from conferences, workshops and lectures with slide 
presentations (Fig. 9). Currently the CLARIN VideoLectures channel consists of 7 
playlists from different events in 2016 and 2017 with a total of 82 videos viewed 1323 
times. 

https://photos.google.com/b/105957393375143037553/albums
https://www.youtube.com/channel/UCJPks1mzisqsS4NrBFKIWag
http://videolectures.net/clarin/
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Figure 8. CLARIN YouTube videos views December 2013 - October 2017. 

 

 
Figure 9. CLARIN VideoLectures channel, screenshot of the homepage. 

4 CLARIN national consortia online presence 
 

In order to create a fuller overview of CLARIN online presence it is important to 
consider the national consortia and their CLARIN related online communication 
platforms and activities. In this section, the following element of CLARIN national 
consortia online presence is discussed: websites, social media, newsletter and videos. 
The overview of these elements will create a baseline for further developments of 
CLARIN online communication plan as indicated in Section 6.5 in this document.  
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4.1 Website 
Currently the CLARIN participants consist of nineteen members, two observers and one 
third party organisation. As Table 9 indicates seventeen members, one observer and one 
third party have some kind of CLARIN website presence (Fig. 10).9 Thirteen participants, 
such as Denmark, Dutch Language Union (DLU), Finland, Germany, Greece, Italy, Latvia, 
Lithuania, the Netherlands, Norway, Poland, Slovenia, Sweden and the United Kingdom, 
have a standalone website fully dedicated to its CLARIN activities. The other five 
participants, Austria, Czech Republic, Estonia, Hungary and the United States of America 
have a web page that indicates the link with the CLARIN infrastructure in some ways, 
e.g. description, logo, link to CLARIN ERIC. Three participants, Bulgaria, Portugal and 
France do have a dedicated standalone website nor web page. This can be explained by 
the fact that for various reasons the national consortia lack the resources or are still to 
be formed. In all cases, plans for a website are being developed. 
 
 

Country Name (source)  Link 
Leading NC 

partner Status 

Austria CLARIN Austria https://clarin.oeaw.ac.at/ccv/  

CLARIN Centre 
Vienna member 

Bulgaria 
CLARIN 
Bulgaria n/a 

Bulgarian 
Academy of 

Sciences  member 

Czech 
Republic 

LINDAT/CLARI
N https://lindat.mff.cuni.cz/en  

Charles 
University 

Prague  member 

Denmark DK-CLARIN 
https://clarin.dk/clarindk/for

side.jsp  

University of 
Copenhagen  member 

Dutch 
Language 

Union 

Dutch 
Language 

Union 
http://over.taalunie.org/dutc

h-language-union  

Dutch 
Language 

Union member 

Estonia CLARIN Estonia https://keeleressursid.ee  

Center of 
Estonian 
Language 
Resources  member 

Finland FIN-CLARIN https://www.kielipankki.fi  

University of 
Helsinki  member 

Germany CLARIN-D https://www.clarin-d.de  

University of 
Tuebingen  member 

Greece clarin:el http://www.clarin.gr  

ILSP-ATHENA 
Research 

Center member 

Hungary HunCLARIN 
http://corpus.nytud.hu/huncl

arin/  

Research 
Institute for 
Linguistics, 
Hungarian 

Academy of member 

                                                 
9 For a basic visual comparison of snapshots of the CLARIN participants’ websites and 
pages (home pages), see Appendix 2. 

https://www.clarin.eu/node/3754
https://clarin.oeaw.ac.at/ccv/
https://clarin.oeaw.ac.at/ccv/
https://clarin.oeaw.ac.at/ccv/
http://bas.bg/bulgarian-academy-of-science
http://bas.bg/bulgarian-academy-of-science
http://bas.bg/bulgarian-academy-of-science
https://lindat.mff.cuni.cz/en
http://www.cuni.cz/UKEN-1.html
http://www.cuni.cz/UKEN-1.html
http://www.cuni.cz/UKEN-1.html
https://clarin.dk/clarindk/forside.jsp
https://clarin.dk/clarindk/forside.jsp
http://www.ku.dk/english/
http://www.ku.dk/english/
http://over.taalunie.org/dutch-language-union
http://over.taalunie.org/dutch-language-union
http://over.taalunie.org/dutch-language-union
http://over.taalunie.org/dutch-language-union
http://over.taalunie.org/dutch-language-union
https://keeleressursid.ee/
https://keeleressursid.ee/
https://keeleressursid.ee/
https://keeleressursid.ee/
https://keeleressursid.ee/
https://www.kielipankki.fi/
https://www.helsinki.fi/en
https://www.helsinki.fi/en
https://www.clarin-d.de/
https://www.uni-tuebingen.de/en/university.html
https://www.uni-tuebingen.de/en/university.html
http://www.clarin.gr/
http://www.ilsp.gr/en
http://www.ilsp.gr/en
http://www.ilsp.gr/en
http://corpus.nytud.hu/hunclarin/
http://corpus.nytud.hu/hunclarin/
http://www.nytud.hu/eng/
http://www.nytud.hu/eng/
http://www.nytud.hu/eng/
http://www.nytud.hu/eng/
http://www.nytud.hu/eng/
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Sciences  

Italy CLARIN-IT http://www.clarin-it.it 

Institute for 
Computational 
Linguistics A. 

Zampolli, 
Italian National 

Research 
Council  member 

Latvia CLARIN-LV http://www.clarin.lv  

Institute of 
Mathematics 

and Computer 
Science, 

University of 
Latvia  member 

Lithuania CLARIN-LT http://clarin-lt.lt/ 

Vytautas 
Magnus 

University member 

The 
Netherland

s CLARIAH NL https://www.clariah.nl  

Utrecht 
University 

member 

Norway CLARINO http://clarin.b.uib.no/  

University of 
Bergen  member 

Poland CLARIN-PL http://clarin-pl.eu  

Wroclaw 
University of 
Technology  member 

Portugal 
CLARIN 
Portugal n/a 

University of 
Lisbon  member 

Slovenia CLARIN.SI http://www.clarin.si  

Jožef Stefan 
Institute member 

Sweden SWE-CLARIN https://sweclarin.se/  Språkbanken  member 

France CLARIN France n/a 

National Center 
for Scientific 

Research 
(CNRS)  observer 

United 
Kingdom CLARIN-UK http://www.clarin.ac.uk/  

Oxford 
University observer 

United 
States of 
America TalkBank http://talkbank.org/  

Carnegie 
Mellon 

University third party 

Table 9. CLARIN Participants’ websites. 
 

 
 
 
 
 

http://www.nytud.hu/eng/
http://www.clarin-it.it/
http://www.ilc.cnr.it/en/content/welcome
http://www.ilc.cnr.it/en/content/welcome
http://www.ilc.cnr.it/en/content/welcome
http://www.ilc.cnr.it/en/content/welcome
http://www.ilc.cnr.it/en/content/welcome
http://www.ilc.cnr.it/en/content/welcome
http://www.ilc.cnr.it/en/content/welcome
http://www.clarin.lv/
http://www.lumii.lv/?lang=en
http://www.lumii.lv/?lang=en
http://www.lumii.lv/?lang=en
http://www.lumii.lv/?lang=en
http://www.lumii.lv/?lang=en
http://www.lumii.lv/?lang=en
http://clarin-lt.lt/
http://www.vdu.lt/en/
http://www.vdu.lt/en/
http://www.vdu.lt/en/
https://www.clariah.nl/
https://www.uu.nl/
https://www.uu.nl/
http://clarin.b.uib.no/
http://www.uib.no/en
http://www.uib.no/en
http://clarin-pl.eu/
https://pwr.edu.pl/en/
https://pwr.edu.pl/en/
https://pwr.edu.pl/en/
https://www.ulisboa.pt/en
https://www.ulisboa.pt/en
http://www.clarin.si/
https://www.ijs.si/ijsw/JSI
https://www.ijs.si/ijsw/JSI
https://sweclarin.se/
https://spraakbanken.gu.se/
http://www.cnrs.fr/index.php
http://www.cnrs.fr/index.php
http://www.cnrs.fr/index.php
http://www.cnrs.fr/index.php
http://www.clarin.ac.uk/
http://www.ox.ac.uk/
http://www.ox.ac.uk/
http://talkbank.org/
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The structure, content and look-and-feel of the participants’ websites vary significantly 
as a result of a number of factors including:  
 
A. Unequal resources and skill sets among the participants 
Only a few participants have a full-time dedicated coordinator that is in charge of the 
overall CLARIN membership and its activities and communications, including the web 
presence. Most of the participants have a combination of roles and resources, often 
scarce and distributed across institutions and departments. Technical skills and 
approaches to the participants’ online presence are also diverse and contribute to the 
overall situation. 
 
B. Participant-specific agenda(s) 
The CLARIN members vary in terms of the type of the institution, governance and level 
of independence. These factors create specific agendas and needs, thus cannot be 
compared like for like. The participants are often a part of larger institution, for example 
an university, thus their online communications strategies are more or less dependent 
on the mainstream decisions and directions. 
 
C. Lack of clear strategy and guidelines at the time of the creation of the sites 
The CLARIN related websites were created at different times and without following any 
formal recommendations from the CLARIN Office. Furthermore, the participant’s own 
strategies might have changed over time, which contributed to further changes.  
 
While the factors A and B are outside the CLARIN span of control, factor C is one of the 
key motivations for both this deliverable and deliverable D3.1. Furthermore, the Online 
Communications Plan will support and reinforce the collaboration between CLARIN and 
the national consortia towards an optimal experience for national websites’ visitors.  
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Figure 10. CLARIN Participants’ websites, snapshots of homepages, 13 November 2017. 
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4.2 Social media 

4.2.1 Twitter 
Only eight out of 22 participants have an active CLARIN dedicated Twitter account 
(Table 10). The statistics show that the overall Twitter activity is rather low considering 
the age of the accounts and the tweets sent, with only a few tweets a month on average 
with an exception for Germany (9.3 tweets per month) and Finland (14.8 tweets per 
month). The comparison with the CLARIN ERIC Twitter account shows that there is a 
significant gap between its account’s activity and the participants’ use of Twitter. The 
limited use of Twitter by the CLARIN participants is perhaps linked to the resources 
available to manage the accounts. 
 
Using Twitter for communications among academia and research communities is on the 
rise for a number of years now and it is important for the CLARIN community to utilise 
this tool for online communication and dissemination activities. From the web presence 
perspective, the use of Twitter is also important as a traffic source to the main website 
and further information acquisition.  

 

 

Participant 
Twitter 
account Joined Tweets Followers 

Tweets per month 
on average 

CLARIN ERIC @CLARINERIC 

February 
2013 1251 897 22.3 

Germany @ CLARIN_D 

September 
2014 356 291 9.3 

The 
Netherlands @CLARIAH_NL  July 2013 187 310 3.5 

Greece @clarin_el  May 2015 98 61 3.2 

Italy @CLARIN_IT  

November 
2015 26 45 1 

United 
Kingdom @clarin_uk  January 2015 35 50 1 

Slovenia @ClarinSlovenia  

September 
2014 40 41 1 

Finland @FinClarin  

September 
2014 504 343 14.8 

Czech 
Republic @LindatClarin  May 2015 48 50 1.6 

Table 10. CLARIN Participants’ Twitter account as of 14 November 2017. 

4.2.2 Facebook 
Out of 22 CLARIN participants, only five have a dedicated Facebook account (page): 
Estonia, Finland, Greece, Italy and The Netherlands (Table 11). 
 
In terms of likes10 generated by the Facebook pages, two stand out: Estonia with 356 
likes and Finland with 253 likes. The third page, CLARIN Greece has 144 likes, which is 

                                                 
10 Likes of the Facebook page correspond to the number of followers. 
 

https://twitter.com/CLARINERIC
https://twitter.com/CLARIN_D
https://twitter.com/CLARIAH_NL
https://twitter.com/clarin_el
https://twitter.com/CLARIN_IT
https://twitter.com/clarin_uk
https://twitter.com/ClarinSlovenia
https://twitter.com/FinClarin
https://twitter.com/LindatClarin
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similar to the CLARIN ERIC count of 146. The last two pages, Italy and the Netherlands 
have 41 and 34 likes respectively. As the Facebook Insights (Facebook’s analytics) are 
not possible to access by external accounts and visitors to each page, the activity of each 
page and levels of engagement are difficult to calculate and compare.  
 
It is clear that Facebook is a secondary social media platform for dissemination among 
CLARIN participants and for CLARIN ERIC itself. The even more limited use of Facebook 
by CLARIN participants as compared with Twitter, can also be linked to the resources 
available to manage the accounts. Although Facebook user base is growing, so as its 
advertising efforts, the use of Facebook pages and the user engagement with pages do 
not follow.11 Furthermore, Facebook might be seen less ‘professional’ by CLARIN 
community than Twitter for example. 
 

 

Participant Facebook account Joined Likes 

CLARIN ERIC https://www.facebook.com/ClarinEric/ October 2012 146 

Estonia https://www.facebook.com/eestikeeleressursid/  

November 
2014 356 

Finland https://www.facebook.com/kielipankki  

September 
2014 253 

Greece https://www.facebook.com/clarin.gr  May 2015 144 

Italy https://www.facebook.com/ClarinIT/  March 2017 41 

The 
Netherlands https://www.facebook.com/clariahinfra  March 2015 34 

Table 11. CLARIN Participants’ Facebook account as of 14 November 2017. 

4.3 Newsletter 
A newsletter as a form of online dissemination and communication is used by four 
CLARIN members: Finland, Germany, The Netherlands and Sweden.12 However, only the 
CLARIAH Newsletter is currently being used: The Netherlands published five 
newsletters between 2016-2017, while the other do not seem to be currently used: 
Finland published in total eighteen newsletters online between 2011-2016, Germany 
nine between 2011-2015, and Sweden 10 between 2015-2016.  
 

4.4 Videos 
Four CLARIN participants have a YouTube channel: Germany, the Netherlands, Finland 
and Lithuania (Table 12). Among them, the most recently set up channel from CLARIN 
DE is the most active and its number of subscribers is growing fast. 
 

                                                 
11 Osman, Maddy, ‘28+ Powerful Facebook Stats Your Brand Can’t Ignore in 2017’, 21 
September 2017, Sprout Social  
https://sproutsocial.com/insights/facebook-stats-for-marketers/  
12 FIN-CLARIN Newsletter:   
https://kitwiki.csc.fi/twiki/bin/view/FinCLARIN/KielipankkiUutiskirjeenTilausEng;  
CLARIN-D Newsletter: https://www.clarin-d.de/en/news/newsletter; 
CLARIAH Newslettter: https://www.clariah.nl/en/new/newsletters - archive;  
SWE-CLARIN Newsletter: https://sweclarin.se/eng/documents/swe-clarin-newsletter 
 

https://www.facebook.com/eestikeeleressursid/
https://www.facebook.com/kielipankki
https://www.facebook.com/clarin.gr
https://www.facebook.com/ClarinIT/
https://www.facebook.com/clariahinfra
https://sproutsocial.com/insights/facebook-stats-for-marketers/
https://kitwiki.csc.fi/twiki/bin/view/FinCLARIN/KielipankkiUutiskirjeenTilausEng
https://www.clarin-d.de/en/news/newsletter
https://www.clariah.nl/en/new/newsletters#archive
https://sweclarin.se/eng/documents/swe-clarin-newsletter
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Participant YouTube account Joined* Subscribers Videos 

CLARIN ERIC 
https://www.youtube.com/channel

/UCJPks1mzisqsS4NrBFKIWag  

December 
2013 42 83 

Germany 
https://www.youtube.com/channel/

UCSXAFB9S3tkR8XCDSNFz12A  

September 
2017 47 33 

The 
Netherlands 

https://www.youtube.com/channel/
UCcyiTzbvt2vXna9DwwIjFkQ  

August 
2012 22 17 

Finland 
https://www.youtube.com/channel/

UCRR0U2jeYMuUXSDkjNBckLA  March 2016 10 6 

Lithuania 
https://www.youtube.com/channel/

UCRR0U2jeYMuUXSDkjNBckLA  

February 
2016 9 13 

 
* First video uploaded to YouTube. 
 

Table 12. CLARIN participants’ YouTube channels. 

5 CLARIN online communication strategy 
 
CLARIN aims to offer a central entry point for researchers interested in language 
resources and technologies and stimulate CLARIN-wide uptake activities. In addition, 
the members stimulate uptake in their countries and through their centres. One of the 
CLARIN’s strategic priorities is uptake by researchers. 
 
The CLARIN online communication strategy aims to support and facilitate this strategic 
priority in order to raise the awareness of the CLARIN infrastructure and CLARIN 
communities. This will potentially increase the uptake by researchers and extend the 
membership in the long term. Furthermore, CLARIN online communication strategy will 
serve as a foundation for online dissemination and communication of CLARIN 
community activities and research results efficiently to key audiences, including 
scientific communities across (digital) humanities, social sciences, industry and other 
stakeholders.  
 

5.1 Objectives 
 
The objectives of the CLARIN online communication strategy are as follows: 
 

• general 
o reflect CLARIN’s vision and mission throughout all communication 
o promote CLARIN’s goals and achievements   

• visibility within CLARIN 
o foster CLARIN’s community engagement and communication with each 

other as well as wider audiences  
• visibility of CLARIN (inside consortium and to the outside world) 

o enhance the visibility of all CLARIN nodes, including the various types of 
centres 

o communicate CLARIN and its participants’ wide spectrum of activities, 
such as calls, events, workshops, training and networking opportunities  

o keep CLARIN’s stakeholders informed about its developments and 
progress  

https://www.youtube.com/channel/UCJPks1mzisqsS4NrBFKIWag
https://www.youtube.com/channel/UCJPks1mzisqsS4NrBFKIWag
https://www.youtube.com/channel/UCSXAFB9S3tkR8XCDSNFz12A
https://www.youtube.com/channel/UCSXAFB9S3tkR8XCDSNFz12A
https://www.youtube.com/channel/UCcyiTzbvt2vXna9DwwIjFkQ
https://www.youtube.com/channel/UCcyiTzbvt2vXna9DwwIjFkQ
https://www.youtube.com/channel/UCRR0U2jeYMuUXSDkjNBckLA
https://www.youtube.com/channel/UCRR0U2jeYMuUXSDkjNBckLA
https://www.youtube.com/channel/UCRR0U2jeYMuUXSDkjNBckLA
https://www.youtube.com/channel/UCRR0U2jeYMuUXSDkjNBckLA
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• future expansion 
o disseminate CLARIN’s outputs and support their exploitation in future 
o stimulate the uptake of the CLARIN infrastructure in the various relevant 

domains 
o extend CLARIN membership 

 

5.2 Key messages 
 
The key messages of the CLARIN online communication strategy are derived from the 
current CLARIN vision and mission as defined in the CLARIN Value Proposition13:  
 

Vision: “All digital language resources and tools from all over Europe and 
beyond are accessible through a single sign-on environment for the support of 
researchers in the humanities and social sciences”.  

 
Mission: “Create, and maintain an infrastructure to support the sharing, use and 
sustainability of language data and tools for research in the humanities and 
social sciences.” 

 
It is crucial that the communication strategy reflects the CLARIN Vision and Mission and 
also helps to articulate the role of the disciplinary fields involved in advancing the 
technologies that CLARIN has on offer, including more technical fields such as digital 
humanities, language and speech processing, computer science, cognitive science and 
artificial intelligence. 
 

5.3 Audiences and specific messages 
 
CLARIN online communication strategy needs to target multiple audiences by using 
different messages and styles of communication. While some information disseminated 
and communicated by CLARIN can address multiple audiences at once, for example: 
CLARIN in a nutshell, success stories and achievements to name only a few; other types 
of information require a targeted approach in order to adapt these messages in order to 
reach specific audiences. Table 13 provides an analysis of each audience consisting a 
short description and indicating the most relevant messages to communicate. 

Audience Description Relevant messages & topics to 
communicate 

Researchers Scholars working in the 
humanities and social 
sciences; researchers and 
developers from domains 
that contribute to the 
advancement of the 
technical basis of CLARIN.  

• Access to data and resources 
• New tools and services 
• Developments in relevant RIs 
• Relevant events and workshops 
• Training and funding opportunities 
• CLARIN network and community  
• Career opportunities 
• Uptake by researchers - 

opportunities and outcomes 
• Possibilities to facilitate cross-

lingual and cross-cultural research 

                                                 
13 CLARIN PLUS deliverable: D 5.4 CLARIN Value Proposition (August 2016) 

https://office.clarin.eu/v/CE-2016-0847-CLARINPLUS-D5_4.pdf
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Stakeholders  People that represent the 
official organisations that a) 
initiated the CLARIN-ERIC 
and b) pay the annual 
contribution 

• CLARIN developments and progress 
• Information to support political and 

policy decision making 
• Socio-economic impact of CLARIN 
• Innovation potential 
• Benefits offered to stakeholders 
• Strategy and plans for future 

Members and 
partners 

National CLARIN centres, 
organisations and 
institutional partners14 
 

• Developments of the shared 
infrastructure and projects 

• Collaboration opportunities  
• Relevant events  
• CLARIN Office organisational and 

technical support and guidance 
• Communication and dissemination 

activities and support 
• Possibilities to facilitate cross-

lingual and cross-cultural research 

Countries that are not 
CLARIN partners. National 
centres and organisations of 
member countries that are 
not CLARIN partners15 

• Advantages of being CLARIN 
member 

• Advantages of becoming a CLARIN 
centre 

• Publicity to date 
• Innovation potential 
• Possibilities to facilitate cross-

lingual and cross-cultural research 

Non-
academic 
professionals 
and 
organisations 

Non-academic professionals 
and organisations in fields 
such as data/information 
industry and GLAMs 
institutions and industry 
(Galleries, Libraries, 
Archives, and Museums). 

• CLARIN mission and vision 
• Relevant activities and events 
• Potential collaboration 

opportunities  
• Overview of data, resources, tools 

and services 
• Development of the shared 

infrastructure 
• Details about innovations, new 

tools and methods 
• Best practice, guidelines and 

training opportunities 
• Conferences and other PARTHENOS 

events  

Media Newspapers, broadcasters, • History of CLARIN ERIC 

                                                 
14 For further insights into this audience and its needs, the CLARIN-PLUS deliverable 5.3 
will be consulted. D 5.3 Best practice documents (bundled in a single document) (June 
2017) 
15 For targeting potential CLARIN members, the CLARIN-PLUS deliverable 5.1 will be 
used as a key indicator and source of information.  
D 5.1 Analysis of the situation in non-CLARIN countries (August 2016) 
 

https://office.clarin.eu/v/CE-2016-0879-CLARINPLUS-D5_3.pdf
https://office.clarin.eu/v/CE-2016-0846-CLARINPLUS-D5_1.pdf
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any form of journalism that 
might come to CLARIN for 
various reasons: working on 
new technologies in the 
humanities, language 
technology, research 
funding, European 
institutions, etc.  

• Structure of CLARIN ERIC 
• Highlights, milestones and success 

stories 
• Socio-economic impact of CLARIN 
• Uptake by researchers 
 

General 
public 

Everybody outside of the 
groups defined elsewhere  

• CLARIN in a nutshell 
•  “Jargon-free” information 
• DH Course Registry 

Table 13. CLARIN Audiences and specific messages. 

6 CLARIN online communication plan 
 
The purpose of the CLARIN online communication plan outlined below is to determine 
all planned communication and dissemination actions foreseen for the forthcoming year 
2018 and beyond following evaluation of the effectiveness of the plan at the end of the 
year. This plan builds on CLAIRN online communication activities already undertaken 
with a focus on strategic planning and development outlined in this document and in 
tandem with CLARIN Value Proposition and strategy for 2018-2020. 
 
Online communication activities, tools, platforms and evaluation processes are 
described below reflecting the list of components analysed in the first part of this 
document, such as CLARIN website, social media and videos. A number of other 
components of the plan are also discussed, such as implementation, measurement and 
evaluation. We expect that additional activities, events and communication tools will be 
added, as the plan develops over the first year. 

 

6.1 Key objectives 
 
The objectives of CLARIN’s online communication plan follow from the overall strategic 
objectives as outlined in 5.1.  
 
Additionally, the plan is determined by specific objectives: 

• Create a more unified look and feel of CLARIN online in order to strengthen the 
brand 

• Improve the consistency and harmonisation of CLARIN activities and make 
CLARIN services easier to access and use for researchers  

• Communicate better and engage more effectively with all CLARIN audiences  
• Utilise online tools and resources to reach new audiences 
• Share CLARIN success stories, uptake by researchers and socio-economic impact 

online 
• Showcase the relevance of ‘hidden’ / ‘behind the scenes’ work, developments 

and achievements of the infrastructure that are otherwise only known to limited 
audiences 

6.2 CLARIN external website 
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The activities outlined below follow the key messages tailored to specific audiences as 
outlined in Section 5.3 of this documents (Table 14). Additionally, a number of other 
activities is planned to address all audiences and overall improve CLARIN external 
website.  
 
The monitoring and evaluation of the planned tasks will consist of: 

• Tracking detailed tasks within each activity using Google docs in order to 
document the process and allow for a collaborative approach among the Lead 
and main assistance. 

• Surveys (where applicable) to gather feedback on changes and improvements to 
the website (audience specific). 

• Summarising implemented changes for documentation and further planning. 
 
For the overall statistics of the use of CLARIN external website, Google Analytics tools 
will be used and a summary for each quarter (Q1, Q2, Q3, Q4) will be written for internal 
use (CLARIN Office), following by an end-of-year analysis and report compiled by the 
Communications Officer. The latter will form a part of this plan’s evaluation and further 
developments beyond 2018.  
 

 

Item Task Audience(s) By 
(month 

in 
2018) 

Monitoring 
and 

evaluation 

Lead and 
main 

assistance
16 
 

CLARIN 
Homepage 

Re-design 
CLARIN 
homepage to 
make it more 
visually 
appealing and 
make it easier for 
specific 
audiences to 
navigate further 

All M1 
M6 

Gather 
feedback via 
survey in 
M2 and 
revisit in M6 

KB 
CLARIN 
Office 

Improve 
CLARIN for 
researchers 
page 

Extend 
information for 
researchers 
accordingly to 
key messages as 
outlined in 5.3; 
make Open Calls 
and Information 
about funding 
and grants more 
visible and easier 
to find  

Researchers M1 
 

Tracking in 
Google docs; 
summary in 
M1 

KB 
DF 

                                                 
16 Abbreviations used: Karolina Badzmierowska (KB), Darja Fišer (DF), Dieter Van 
Uytvanck (DvU), Franciska de Jong (FdJ), Steven Krauwer (SK), Board of Directors (BoD)  

https://www.clarin.eu/content/clarin-for-researchers
https://www.clarin.eu/content/clarin-for-researchers
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DH Course 
Registry  

Increase 
visibility of the 
DH Course 
Registry across 
CLARIN 
website17 

All M1 
M7 

Tracking in 
Google; 
revisit in M7 

KB 

CLARIN in a 
nutshell 

Revise ‘CLARIN 
in a nutshell’ 
page, improve its 
content to 
address key 
messages as 
outlined in 5.3; 
add visual 
element, e.g. 
infographic, 
video 

General 
public, All 

M2 Monitor the 
use of the 
content and 
gather 
feedback via 
survey in 
M2 

KB 
CLARIN 
Office 

New icons 
for CLARIN 
services 

Develop a set of 
new icons for 
CLARIN services 
to match the 
styleguide, 
simplify the look 
and improve 
visual identity of 
the services18 

Researchers M3 Tracking in 
Google docs; 
gather 
feedback 
from users if 
possible 

KB 
CLARIN 
Office 

Media kit  Create a section 
for media with 
relevant content 
according to key 
messages as 
outlined in 5.3 

Media M3 Monitor use 
of the 
content and 
gather 
feedback 
from media 
if possible 

KB 
FdJ 

CLARIN for 
non-
academic 
audience 

Create a section 
for non-academic 
audience  with 
relevant content 
according to key 
messages as 
outlined in 5.3 

Non-academic 
professionals 
and 
organisations 

M4 Monitor use 
of the 
content and 
gather 
feedback 
from non-
academic 
audience if 

KB 
CLARIN 
Office 

                                                 
17 The DH Course Registry is a sustainable registry of courses and other educational 
material related to the use of digital language resources and tools in Humanities and 
Social Science research. 
D 5.2 Operational course and education material registry (February 2017) 
18 This task will also include improvements of the information communicated on the 
web services pages. The key document here will be: D 2.3 Newly integrated webservices 
(August 2016) 

https://registries.clarin-dariah.eu/courses/
https://registries.clarin-dariah.eu/courses/
https://www.clarin.eu/content/services
https://www.clarin.eu/content/services
https://office.clarin.eu/v/CE-2017-0986-CLARINPLUS-D5_2.pdf
https://office.clarin.eu/v/CE-2016-0840-CLARINPLUS-D2_3.pdf
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possible 

Improve 
CLARIN 
centres’ 
visibility 

Revise  informati
on about CLARIN 
centres across 
the site and 
improve their 
visibility 
according to  key 
messages as 
outlined in 5.3 

Members, All M4 Tracking in 
Google docs; 
launch of 
new page in 
M4 

KB 
DvU 
SK 

Re-design 
CLARIN 
Portal 

Re-design and 
update CLARIN 
Portal; enhance 
the visual  

Researchers M5 Tracking in 
Google docs; 
launch of 
new page in 
M5 

KB 
DvU 

Broken 
links 

Monitor, identify 
and fix broken 
links across the 
site regularly 

All M12 
(Ongoin
g) 

Tracking in 
Google docs; 
summary in 
M12 

KB 
CLARIN 
Office 

CLARIN for 
Stakeholder
s 

Create a section 
for stakeholders 
with relevant 
content 
according to key 
messages as 
outlined in 5.3 

Stakeholders M5 Monitor use 
of the 
content and 
gather 
feedback 
from 
stakeholders 
if possible 

KB 
BoD 

Styleguide 
implementa
tion across 
the site 

Identify the gaps 
in the Stylyguide 
implementation 
across CLARIN 
web pages and 
fix accordingly 

All M12 Tracking in 
Google docs; 
summary in 
M12 

KB 
CLARIN 
Office 

Table 14. CLARIN external website - activities and actions planned. 
 
CLARIN will continue its ongoing online communication via website including: 
 

• Updating CLARIN website regularly 
• News, blog posts, calls, etc. - posting items regularly and taking into 

considerations specific audiences 
• Newsflash - publishing CLARIN Newsflash monthly and linking it to the website 

via news item and newsflash archive accordingly   
• Events - posting information about relevant events in the Events section 
• Displaying Twitter feed on the News page in order to share CLARIN activity on 

Twitter 
 

https://www.clarin.eu/content/clarin-centres
https://www.clarin.eu/content/clarin-centres
https://www.clarin.eu/portal
https://www.clarin.eu/content/styleguide
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6.3 Social media 
CLARIN use of social media, particularly Twitter and Facebook will continue and will be 
monitored and evaluated on a quarterly basis (Q1, Q2, Q3, Q4). Twitter Analytics and 
Facebook Insights will be used to obtain the statistics, which will be analysed quarterly 
followed by an end-of-the-year analysis and report compiled by the Communications 
Officer. These will form a part of this plan’s evaluation and further developments 
beyond 2018 in parallel with a similar analysis of CLARIN website use.  
 

6.3.1 Twitter 
Twitter requires a regular use and monitoring (daily and weekly) in order to optimise 
its reach of existing and new audiences. Scheduling tweets will continue on a monthly 
basis in order to remain a consistent activity on Twitter and share generic messages and 
links, such as information about the monthly Newsflash or keeping an eye on the 
CLARIN Events page. Similarly, all news items, blog posts and calls published on CLARIN 
website will be instantly shared on Twitter. Furthermore, a regular (daily) monitoring of 
CLARIN Twitter account will continue in order retweet relevant material and respond to 
tweets and messages sent to CLARIN directly. The highest priority for tweets retweeted 
by CLARIN will be maintained: tweets relevant to CLARIN, its services, community, 
members, etc. In terms of following others on Twitter, CLARIN will continue to follow 
relevant accounts and regularly add new accounts to lists (if applicable).  
 
In order to address specific audiences and share key messages accordingly, CLARIN will 
implement the following improvements to its activity on Twitter by the end of January 
2018: 

• Creating and using Twitter lists, e.g. Stakeholders, CLARIN Members, CLARIN 
centres, CLARIN potential centres, Researchers, Industry, GLAMs, Digital 
Humanities, Social Sciences, Universities and Media, which will allow for 
following audience specific and relevant to CLARIN topics 

• Creating a list of hashtags to use for communicating specific messages and make 
CLARIN tweets easier to find by those searching for specific content, e.g. 

o #linguistics #science #research #digitalhumanities 
o #CfP #funding #grants 
o #opendata #openaccess #datascience  
o #CLARIN2018 #DH2018  

• Collecting tweets for further communication, for example including success 
stories, feedback and comments about CLARIN activities. These tweets will be 
tracked using a Google doc and additionally saved using screenshot option. 

• Taking part in relevant events via Twitter in order to share introduce CLARIN to 
new audiences and engage with specific audiences  

• Increasing the use of visual content in tweets, e.g., images, videos, in order to 
increase the reach of the messages tweeted and address the importance of visual 
content in social media communications  

 

6.3.2 Facebook 
 
CLARIN will continue to use Facebook to instantly share similar content to its Twitter 
counterpart, e.g. news and blog posts published on CLARIN website. This will also 
include tailoring the messages to Facebook specific style of communication, for example 
by adding longer descriptions, more images and linking to relevant Facebook account 
appearing in the messages shared. Although Facebook activity is not as fast-paced as 
Twitter one, thus does not require the same amount of monitoring, it is important to 
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continue CLARIN activity on Facebook and remain consistent in terms of regular 
engagement with Facebook followers, e.g. by responding to comments and private 
messages.  
 
In terms of new approaches to CLARIN use of Facebook it is planned to: 

• engage with relevant Facebook pages more often by commenting and sharing 
content where applicable 

• create CLARIN events on Facebook to allow event participants to link to CLARIN 
page, meet other participants and get updates about events in parallel to CLARIN 
event updates on its website  

• increase liking and following other relevant pages in order to increase CLARIN 
exposure and introduce CLARIN to new audiences 

 

6.4 Video channels 
 
In order to improve CLARIN use of video channels such as YouTube and VideoLectures, 
it is planned that in the first six months of 2018 a detailed evaluation of the two 
channels will take place. This will allow to better understand the differences between 
the two in terms of communication objectives and their implementation, as well as 
different audiences reached. The outcome of this exercise will help to outline future 
communication plans regarding CLARIN video content and provide a clearer distinction 
of the extent of the two platforms used in order to fully utilise their functionality in 
online communication. 
 
The CLARIN YouTube channel will be updated in the first quarter of the year with a 
content that does not require the functionality offered by VideoLectures, e.g. video, 
audio and slide synchronization. This will also include adding detailed descriptions, 
links and metadata in order to reach wider audiences and improve CLARIN search 
engine results online (since Google acquired YouTube in 2006, it is known that Google 
continues to give YouTube more preference than other videos, which can increase traffic 
to the website as a result.19) 
 
The CLARIN VideoLectures channel is planned to remain the main platform for 
dissemination of CLARIN video recording from events, workshops and conferences. In 
the long term, it is important to cross-link to VideoLectures content, where relevant. 
 

6.5 CLARIN national consortia online presence 
 
As a part of the overall plan to improve CLARIN presence online and its online 
communication, it is imperative to include the CLARIN community and the CLARIN 
members in this process. As analysed in Section 4, there is a number of online 
communication elements among the CLARIN national consortia that need attention and 
support from CLARIN. For that reason, this plan also includes CLARIN activities directly 
related to CLARIN national consortia, which are outlined below (Table 15). All the 
activities implemented as part of this plan will be tracked using Google docs for the 
plan’s documentation, reporting and further evaluation and planning. Any NC specific 
work will also be recorded in order to evaluate ‘before and after’ state and measure the 
effectiveness of the actions undertaken. 

                                                 
19 Henry, Casey, ‘Where Did My Video Snippets Go?’, Wistia, 17 July 2014 
[https://wistia.com/blog/where-did-my-video-snippets-go]  

https://wistia.com/blog/where-did-my-video-snippets-go
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Activity / item Task Frequency Date 
(month 

in 2018) 

Lead and 
main 

assistance 
 

CLARIN online 
communication 
page 

Create a page dedicated to 
CLARIN online 
communication targeting 
CLARIN national consortia 
including: 
• Information about 

CLARIN online 
communication strategy 
and planning 

• FAQ - a section for NCs 
questions submitted via 
web form and answered 
by CLARIN Office 

• CLARIN online 
communication 
initiatives - information 
about planned activities 
and events, e.g. webinars, 
workshops 

• Resources, e.g. CLARIN 
styleguide, logos, 
templates 

• Guidance, instructions 
and tutorials, e.g. How to 
tweet, How to create an 
infographic, How to share 
success stories, How to 
start a newsletter 

• Contact information for 
CLARIN Communication 
Officer 

Once 
(regular 
updates 
thereafter) 

M2 KB, 
CLARIN 
Office 

Webinar  A monthly 1,5hr webinar 
organised by the CLARIN 
Communication Officer for 
interested CLARIN national 
consortia to generate ideas 
for online communication, 
get feedback and advice.  In 
January 2018 the NCs will be 
informed about the initiative 
and the schedule will be 
planned according to 
availability of the NC 
representatives. 

Monthly February 
- August 
2018 

KB 
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CLARIN2018 
workshop 

Organise a hands-on 
workshop at the CLARIN 
2018 Annual Conference. 
Content will depend on the 
needs of the participants - 
these will be identified 
beforehand via a survey). 
This initiative will be 
coordinated with the NC 
representatives involved in 
User Involvement, based on 
shared interests and goals. 

Once October 
2018 
 

KB 
DF 

Table 15. CLARIN activities and actions related to CLARIN national consortia planned in 
2018. 
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Appendix 1: evolution of clarin.eu 
 

CLARIN website 2006 – 2017 
 
The following screenshots demonstrate the evolution of CLARIN website home page 
over the years 2006-2017.  
 

2006  

 
Snapshot: CLARIN home page, 31 December 2006, source: Internet 
Archive  https://web.archive.org/web/20061231092937/https://www.clarin.eu 
 
  

https://web.archive.org/web/20061231092937/https:/www.clarin.eu
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2007 

 
Snapshot: CLARIN home page, 9 September 2007, source: Internet 
Archive  https://web.archive.org/web/20070909195856/http://www.clarin.eu:80/ 
 

  

https://web.archive.org/web/20070909195856/http:/www.clarin.eu:80/
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2008 
 

 
Snapshot: CLARIN home page, 21 February 2008, source: Internet 
Archive  https://web.archive.org/web/20080221210301/http://www.clarin.eu:80/ 

 

2009 
 
Not available 
  

https://web.archive.org/web/20080221210301/http:/www.clarin.eu:80/
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2010 
 

 
 
Snapshot: CLARIN home page, 27 December 2010, source: Internet Archive  
https://web.archive.org/web/20101227183446/http://www.clarin.eu/external/ 
 

  

https://web.archive.org/web/20101227183446/http:/www.clarin.eu/external/
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2011 
 

 
 
Snapshot: CLARIN home page, 20 July 2011, source: Internet Archive  
https://web.archive.org/web/20110720000941/http://www.clarin.eu/external/ 

 

 

 

 

 

  

https://web.archive.org/web/20110720000941/http:/www.clarin.eu/external/
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2012 
 

 
 
Snapshot: CLARIN home page, 13 March 2012, source: Internet Archive  
https://web.archive.org/web/20120313144352/http://www.clarin.eu/external/ 

 

  

https://web.archive.org/web/20120313144352/http:/www.clarin.eu/external/
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2013 

 
 
Snapshot: CLARIN home page, 30 October 2013, source: Internet Archive 
https://web.archive.org/web/20131030030511/http://www.clarin.eu/ 

  

https://web.archive.org/web/20131030030511/http:/www.clarin.eu/
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2014 
 

 
Snapshot: CLARIN home page, 22 October 2014, source: Internet Archive  
https://web.archive.org/web/20141022115447/http://www.clarin.eu/ 

  

https://web.archive.org/web/20141022115447/http:/www.clarin.eu/
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2015 
 

 
 
Snapshot: CLARIN home page, 20 December 2015, source: Internet Archive  
https://web.archive.org/web/20151220110716/http://www.clarin.eu:80/ 

  

https://web.archive.org/web/20151220110716/http:/www.clarin.eu:80/
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2016 
 

 
 
Snapshot: CLARIN home page, 27 May 2016, source: Internet Archive  
https://web.archive.org/web/20160527023240/https://www.clarin.eu/ 

  

https://web.archive.org/web/20160527023240/https:/www.clarin.eu/
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2017 
 

 
 
Snapshot: CLARIN home page, 3 June 2017, source: Internet Archive  
https://web.archive.org/web/20170603211733/https://www.clarin.eu/ 
 

  

https://web.archive.org/web/20170603211733/https:/www.clarin.eu/
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Appendix 2: national consortia websites 
 

In this Appendix, we enlist the screenshots of the websites / web page of CLARIN 
participants in alphabetic order, downloaded 13 November 2017. 
 

Austria 
 

Austria CLARIN Austria https://clarin.oeaw.ac.at/ccv/  CLARIN Centre Vienna 

 

 
  

https://clarin.oeaw.ac.at/ccv/
https://clarin.oeaw.ac.at/ccv/
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Czech Republic 
 

Czech 
Republic 

LINDAT/CLARIN https://lindat.mff.cuni.cz/en  Charles University Prague  

 

 
 

  

https://lindat.mff.cuni.cz/en
http://www.cuni.cz/UKEN-1.html
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Denmark 
Denmark DK-CLARIN https://clarin.dk/clarindk/forside.jsp  University of 

Copenhagen  

 

 
 

  

https://clarin.dk/clarindk/forside.jsp
http://www.ku.dk/english/
http://www.ku.dk/english/
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Dutch Language Union 
Dutch 

Language 
Union 

Dutch Language 
Union 

http://over.taalunie.org/dutch-
language-union  

Dutch Language 
Union 

 

 
  

http://over.taalunie.org/dutch-language-union
http://over.taalunie.org/dutch-language-union
http://over.taalunie.org/dutch-language-union
http://over.taalunie.org/dutch-language-union
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Estonia 
 

Estonia CLARIN Estonia https://keeleressursid.ee  Center of Estonian Language 
Resources  

 

 
 

  

https://keeleressursid.ee/
https://keeleressursid.ee/
https://keeleressursid.ee/
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Finland 
 

Finland FIN-CLARIN https://www.kielipankki.fi  University of Helsinki  

 

 
 

  

https://www.kielipankki.fi/
https://www.helsinki.fi/en
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Germany 
 

Germany CLARIN-D https://www.clarin-d.de  University of Tuebingen  

 

 
  

https://www.clarin-d.de/
https://www.uni-tuebingen.de/en/university.html
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Greece 
 

Greece clarin:el http://www.clarin.gr  ILSP-ATHENA Research Center  

 

 
  

http://www.clarin.gr/
http://www.ilsp.gr/en
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Hungary 
 

Hungary HunCLARIN http://corpus.nytud.hu/hunclarin/  Research Institute for 
Linguistics, Hungarian 
Academy of Sciences  

 

 
 

 

  

http://corpus.nytud.hu/hunclarin/
http://www.nytud.hu/eng/
http://www.nytud.hu/eng/
http://www.nytud.hu/eng/
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Italy 
 

Italy CLARIN-
IT 

http://www.clarin-it.it Institute for Computational Linguistics A. 
Zampolli, Italian National Research Council  

 

 
 

  

http://www.clarin-it.it/
http://www.ilc.cnr.it/en/content/welcome
http://www.ilc.cnr.it/en/content/welcome
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Latvia 
 

Latvia CLARIN-LV http://www.clarin.lv  Institute of Mathematics and Computer 
Science, University of Latvia  

 

 
 

  

http://www.clarin.lv/
http://www.lumii.lv/?lang=en
http://www.lumii.lv/?lang=en
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Lithuania 
 

Lithuania CLARIN-LT http://clarin-lt.lt/ Vytautas Magnus University  

 

 
 

 

 

  

http://clarin-lt.lt/
http://www.vdu.lt/en/
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The Netherlands 
 

The Netherlands CLARIAH NL https://www.clariah.nl  Utrecht University  

 

 
 

  

https://www.clariah.nl/
https://www.uu.nl/
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Norway 
 

Norway CLARINO http://clarin.b.uib.no/  University of Bergen  

 

 
 

 

  

http://clarin.b.uib.no/
http://www.uib.no/en
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Poland 
 

Poland CLARIN-PL http://clarin-pl.eu  Wroclaw University of Technology  

 

 
 

  

http://clarin-pl.eu/
https://pwr.edu.pl/en/
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Slovenia 
 

Slovenia CLARIN.SI http://www.clarin.si  Jožef Stefan Institute  

 

 
 

 

 

 

  

http://www.clarin.si/
https://www.ijs.si/ijsw/JSI
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Sweden 
 

Sweden SWE-CLARIN https://sweclarin.se/  Språkbanken  

 

 
  

https://sweclarin.se/
https://spraakbanken.gu.se/
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United Kingdom 
 

United Kingdom CLARIN-UK http://www.clarin.ac.uk/  Oxford University  

 

 
 

  

http://www.clarin.ac.uk/
http://www.ox.ac.uk/
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United States of America  
 

United States of America TalkBank http://talkbank.org/  Carnegie Mellon University 

 

 
 

 

 

http://talkbank.org/
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