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DISCLAIMER
This document provides some information on a number of dissemination materials generated
during the first 18 months of the Smart Exploration project. Due to IPRs and confidentiality
matters, certain parts of the document are not detailed. We have undertaken a series of measures
to comply with the EU General Data Protection Regulation (GDPR), which has been effective since
May 25-18; however, please notify us immediately if you observe any non-compliance with the
GDPR and IPRs listed in the Consortium Agreement. The content of this document is also the sole
responsibility of the Smart Exploration Consortium and does not commit the European
Commission nor reflect its views.
The information contained herein may be subject to review and change in the future. The Smart
Exploration Consortium as neither a whole nor the individual partners that implicitly or explicitly
participated in the creation of this document holds any liability that might occur from the use of
its content.
Smart Exploration has received funding form the European Union’s Horizon 2020 Research and
Innovation Programme under grant agreement No. 775971.
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1.

INTRODUCTION

The Smart Exploration project responded to the H2020 call SC5-13c-2016-2017 on “New solutions
for sustainable production of raw materials – New sensitive exploration technologies”. The project
addresses some of the challenges surrounding the exploration of mineral resources that are vital
to the economy and technological advancement within the EU. It officially started on the 1st of
December 2017 with a runtime of 36 months.
1.1. Project Objectives
The project primarily focuses on developing cost-effective, environmentally friendly tools and
methods for deep exploration in highly challenging brownfield areas to address the community
(social acceptance) and environmental issues. At the same time, long-term greenfield exploration
is essential and reducing exploration costs in these regions can have great consequences for
discovery rates and a sustainable supply of raw materials at the same rate as whole world growth.
Therefore, new innovative ideas will also be tested for greenfield exploration to increase the
potential of finding new major deposits of relevance to the EU. The aim is not only to generate
new technological advances for the EU but, to create results that will also allow more effective
exploration in the EU countries and beyond.
1.2. Project Structure
1.2.1. Partners

The consortium involves different SMEs from consultants to high-tech manufacturers, to allow a
smooth transition from the research to innovation from innovation to development stages and
eventually to marketing and competitive growth. Participation of academic institutions provides
in-depth scientific review of the developments by the SMEs and guarantees that they are sound
and sensitive for the deposits targeted in the project (Figure 1).

Figure 1. Smart Exploration and how different-type partners are complementing each other for ResearchInnovation-Action aspects of the project. The three pillars of the project deal with New Instruments,
Generating New Data and Targets and Validation of results and prototypes.
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The project consortium consists of 27 partners from nine EU countries. The project is strongly
industry-SME driven. It includes 10 SMEs, 11 academic and research institutes, 6 mining
stakeholders, and one civil society organization (Table 1).
Table 1. Beneficiaries of the Smart Exploration project and their country origin.
1.

Sweden (8)

2.

Finland (3)

Uppsala University, Geological Survey of Sweden, Nordic Iron Ore, Ludvika
Kommun, GeoVista, MIC Nordic, BitSim, Amkvo
Yara, University of Helsinki, University of Turku

3.

Denmark (2)

SkyTEM Surveys, Aarhus University

4.

Netherlands (3)

5.

Italy (1)

6.

Portugal (2)

7.

Germany (1)

Technical University Bergakademie Freiberg

Poland (3)

Institute of Geophysics Polish Academy of Sciences, Geopartner, Proxis

Greece (4)

National Technical University of Athens, Helas Gold, Seismotech, Delfi Distomon

8.
9.

Delft University of Technology, Seismic Mechatronics, EAGE
Polytechnic University of Turin
Somincor, National Laboratory of Energy and Geology

1.2.2. Work packages

Smart Exploration has seven work packages to manage its activities. Dissemination, exploitation
and civil society engagement for the project lie within WP6 with strong interaction with WP1 and
external stakeholders for higher acceptance of mining/exploration projects. Most tasks involve
multiple partners and there is a connection from one WP to another to ensure good continuity
within the planned activities and interaction among the partners. Figure 2 shows the structure of
the work packages and how they meet the project pillars (Research-Innovation-Action).

Figure 2. Smart Exploration work packages and how they are connected.
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2.

THE SCOPE OF THE PEDR

The Plan for the Exploitation and Dissemination of Results (PEDR) is the main tool to ensure that
the results of the Smart Exploration project are communicated at a wide scale among all partners,
relevant stakeholders, potential end-users and the public.
The PEDR represents the strategic vision on communication and is the principal means to define
and measure the impact of the project on various stakeholders. As such, the consortium gives
great importance to dissemination, and the PEDR that facilitates and optimizes this goal.
The main objectives of the PEDR are to:
1. Establish and maintain mechanisms for effective exploitation,
2. Inform stakeholders, policy-makers and in general targeted user communities of the
project development and encourage interactions/ networking,
3. Coordinate all levels and types of exploitation of the knowledge produced by the project,
4. Ensure that information is shared with target audiences on a timely basis and by the most
effective means,
5. Channel the project’s results to a wide audience in the EU countries and beyond.
In order to achieve the above-listed objectives, this document details:
1. Objectives of the dissemination and exploitation activities,
2. Strategies for, and management of, the dissemination and exploitation activities,
3. Target audience and stakeholders,
4. Methods and tools for dissemination and exploitation,
5. Project activities and results that are to be disseminated,
6. Project outcomes and (commercial) developments for exploitation.
WP6 aims to highlight the results of the project and deliver information in a targeted and tailormade manner to relevant audiences in an integrated setting. Relevant documents such as Plan for
Data Protection, and a Business and Exploitation Plan are prepared separately and are linked to
the PEDR given the connections among them.
Since the project expects commercializing several new prototypes, parts of this document are
treated as confidential and/or minimal in content. The following labels are used to mark different
sections and/or documents, but all types are available to the European Commission services.
• PUB Public
• RES
Restricted to a group specified by the Consortium
• CON Confidential (for Consortium only)
During the project, the PEDR is regularly assessed and updated to fit the current needs and
requirements of the project and its partners.
The first draft of the PEDR is confidential since it is a working document, however, this updated
version of the PEDR document (D6.3-D25), which is a shorter version of original PEDR is a public
document for general distribution.
2.1. PEDR Workshops
In order to ensure a tailor-made PEDR for the project rather than a standard document, PEDR
workshops were held on various dates since the project’s inception to discuss the strategy and
methods considering the specifics of the project and the most effective means to achieve its goals.
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2.1.1. Innovation workshop by UU-Innovation (January 2018, Sweden)

A workshop on awareness level was organized by UU Innovation-Uppsala University during the
project kick-off meeting in January 2018. The workshop covered some aspects of the PEDR with a
specific focus on branding and forming business models. The primary audiences for this PEDR
workshop were the project partners.
2.1.2. PEDR workshop – towards a co-design approach (May 2018, Online meeting)

The second PEDR workshop with strategic approach was split into two sessions on May 25 and 29,
2018. The Smart Exploration Executive Board (EB) was the primary audience of the workshop.
The themes for the workshop were:
• Communication and dissemination,
• Innovation and exploitation.
An 8-step communications model was presented as a way of working and answering a set of
questions to ensure that Smart Exploration will be communicating its results in the most effective
manner. D6.2/D24 (public document) explicitly reported on the PEDR workshops while workshop
outcomes formed the base for this updated version of the PEDR document (D6.3/D25).
2.2. Dissemination Strategy
The main purposes of the dissemination strategy are:
• To communicate the generated knowledge and project results to relevant stakeholders and
potential end-users
• To inform and engage the wider public, and
• To ensure the sustainability of the project outcomes beyond the project runtime.
The dissemination strategy aims to touch the following objectives:
• Knowledge sharing, networking, and events,
• Increase impact potential,
• Encourage an integrated approach for new knowledge, methods and techniques,
• Bring new and innovative solutions to the market via a business plan,
• Policy,
• Civil society, acceptance, more environmentally friendly, inclusive and co-design.

2.2.1. Eight-steps Model

As stated earlier, the 8-step communications model was introduced during the May 2018
workshop and discussed in detail with the Executive Board and implemented as the project
progresses.
To achieve the main objectives of the Smart Exploration project and to ensure a successful
exploitation and dissemination program that has the desired effects, a communications model
using the 8-step approach is being utilized when we are preparing for various types of
communication. This is a pragmatic methodology that enables the project to ensure that when
communicating, it is communicated with a purpose, versus communicating to make noise and
hope or message gets to the intended audience.
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There is a set of eight questions that should be considered before communication actions:
1. Is what we need to communicate aligned with the Smart Exploration’s needs and desired
outcome?
2. What is the goal and/or purpose of communicating to an audience and what happens ‘if we
do not communicate”?
3. What are the key messages of the communication and are they aligned with Smart
Exploration’s “story”
4. Who is the audience that we need to communicate to and the level of engagement we are
seeking?
5. Are we using the proper communication channel to reach the intended audience and the
desired outcomes and level of engagement that we expect after reading/viewing the
communication?
6. What is the timeline for the communication and the steps needed to ensure the
communication and its components is ready by the expected execution date?
7. Is the intended communication aligned with the project calendar, and will all components that
are needed (audio, video, images, etc.) ready before intended execution date?
8. Are we able to measure if our communication reached its intended audience? What metrics
are we using to determine the communication outcomes (likes, comments, reposts,
attendance at event, etc.)?

Figure 3. The concept of the 8-steps model.
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2.2.2. Key Factors in 8-step Model

Key factors of the 8-steps model are summarized in Table 2 with element described in the
following up Table 3.

Table 2. The strategy for dissemination and exploitation clearly identifies following key factors. Numbers
are connected to Figure 1.
What
Who
How
When
Rules

The project activities and outcomes (1-2-3)
Target audience and stakeholders (4)
Methods and tools (5)
Timeline (6)
Procedures and guidelines (7-8)

Table 3. Description of the key elements of the 8-steps model.
What (Key message):
The project activities and the outcome are carefully identified and what needs to be communicated in close
cooperation with all the other work packages. During PEDR workshops, project meetings and monthly Executive
board meetings, this section has been evaluated with the need, value, level of communication and dissemination
for each item with its reasons. It may be that some of the project outcomes shall be kept confidential due to the
business concern and those are tackled in the separate Business Plan.
Who (Stakeholder matrix):
Early identification and engagement with the groups listed below are considered as crucial success factors in terms of
increasing the impact of the project results and demonstrating project’s commitment for dissemination and
exploitation action. Therefore, a stakeholder mapping exercise has been conducted and a Stakeholder Mapping has
been created as a living document. Each project activity and project outcome will be carefully evaluated to whom
addressed and communicated and at which level.
•
Policymakers (including geological surveys, relevant EU institutions, national bodies, and
the EIP on Raw Materials),
•
Industry, exploration and mining companies,
•
Service/consultancy companies,
•
High-tech and instrumentation companies,
•
Expert geologists, geophysicists, geochemists, ore and economic geologists,
•
Academia and related research and development sectors,
•
Civil societies
How (Tools):
Realizing that one suit does not fit everyone, different methods and tools are defined and each communication and
dissemination exercise reflects the principle of picking the right tool and method for each item and target audience.
When (Timeline):
The PEDR timeline is in parallel to the project timeline. In order to ensure wide outreach, three different phases
“before, during and after” approach will be the key, especially while communicating the project activities and engaging
with the public. For instance, a project activity to be communicated, is announced before undertaking or at the start,
and progress is communicated during the course of the activity through social media, a report and/or news are
published on relevant channels.
Rules (Processes and procedures):
A coherent and clear communication approach, procedures, guidelines and templates are prepared and used by all the
project partners.

Deliverable D25
(D6.3)

Page 9 of 21
23

2.3. Exploitation Plan
The exploitation plan is divided into three phases:
1. Further testing activities,
2. Commercialization of the prototypes, and
3. Further research developments and validations (upscaling towards higher TRLs).
The business and marketing aspect of the exploitation activities will be captured in a separate
Business Plan as result of the project progress. Given the nature of dissemination and exploitation
activities going hand-in-hand, the PEDR and Business Plan will complement each other and be
linked where needed.
The Project and Innovation Manger, based at Uppsala University (UU), monitors the technological
and methodological developments of the project, capital required for instrumentations or the
technology to be marketed and business running; also actively supporting the project not only for
communication purposes, but also in generating markets, checking for IPRs and risks that may
endanger reaching the project objectives.

3.

DISSEMINATION AND EXPLOITATION ACTIVITIES

To make the project results readily available, and foster their impacts, a communication toolbox
for dissemination and exploitation has been developed. A wide audience is targeted through
public communication efforts, and an effective dissemination platform is established to keep our
target audience informed and facilitate knowledge exchange.
The progress and outcomes of the project are directly delivered to relevant stakeholders via
additional tools such as articles, scientific papers, online learning and events. Depending on the
project progress or result, and the identified target audience, an event or tool will be selected.
3.1. Communication Toolbox
The Communication Toolbox was developed to implement the dissemination strategy effectively
in a tailor-made manner. The choice of these tools is based on the impact factor. For each activity
a measure is selected from this toolbox suited for the content and target audience. All the tools
are designed within the project concept, and all 27 partners are asked to disseminate relevant
news, videos, social media campaign via their own channels to increase the impact and reach to
wider audiences.
3.1.1. Visual project identity (branding), and communication items

A project brand and design was created at the inception of the project to ensure recognizability
and a visual project identity throughout the project. All communication items (e.g., poster, flyer,
banner) and platforms are designed in accordance with the established branding. Thanks to the
professional branding, Smart Exploration has a recognizable branding and the project logo is
subject to a trademark application given the prospect of future business opportunities.
Another way of promoting the project is through logo-pins (of the project brand) that are
distributed to the partners when attending conference and networking events. Furthermore,
project partners are supported with the use and creation of communication materials (e.g., flyers)
where needed. A project brochure based on the progress of the project is in the planning.
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3.1.2. Project website

The dedicated project website, www.smartexploration.eu, serves as an information platform and
went live at the early stages of the project. The website enables the dissemination of information
to the targeted audience, and makes relevant information, such as the project partners’
background, objectives, outreach activities, publications and media kit, easily accessible.
3.1.3. Social media

To increase our online reach, a twitter account (@SmartExplore), LinkedIn page and YouTube
channel have been created. Via these media channels, the viewers access news of the activities
including fieldwork, events, participation in conferences, publications and accomplishments.
3.1.4. Promotional videos

Promotional videos are an attractive and efficient way to disseminate relevant information. An
introductory video and fieldwork videos are created, and several technical talks during project
meetings are released (e.g. Young Professional) on regular basis. The project will continue to
produce additional videos to share and highlight important progress and outcomes. We expect to
make a final video on the outcomes of the project.
3.1.5. Publications

Where data protection and IPRs allow, the project aims for open access publications of both
technical articles and presentations given by the partners. Following the data management plan
(by WP1), we strive to make documents always available via EAGE’s EarthDoc online database and
the project website for sharing. The project strives to deliver articles for publications in highimpact journals, EU platforms and relevant technical and peer-reviewed publications.
A number of journals have been identified among, given the EAGE participation in the project,
which are:
• First Break, published monthly by EAGE is the leading publication in Europe serving the
geoscience and engineering community, reaching a diverse and large audience of over
25,000 readers, of which over half are midcareer/senior level professionals. An introduction,
and regular updates and articles about the project are published in this journal. Two special
dedicated edition supplements will be published and circulated in August 2019 (on legacy
exploration data) and in June-August 2020.
•

Geophysical Prospecting is an international journal for the publication of research and
development in geophysics exploration of natural resources. The scope of the journal covers
potential fields, electromagnetic and seismic methods applied to exploration and
monitoring. A special issue dedicated to “Cost-effective and innovative mineral exploration
solutions is planned to be published in the issue of December 2019 with several
contributions from the Smart Exploration project.

•

Project book will be published based on the project outcomes. The Smart Exploration Book
will be promoted and sold in EAGE’s online bookshop and during international conferences.
Furthermore, reviews of books and interviews with authors are published in EAGE’s flagship
magazine First Break. In order to increase the impact of the book, the book shall serve as a
handout of the exploitation tour and will be further distributed to key stakeholders and endusers to promote the exploitation of results. During the PEDR workshop in May 2018, the
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procedures, processes and timeline to publish the book have been discussed based on the
available practices of EAGE on how to publish a book. The project is currently identifying the
concept of the book and the authors.
3.2. On-going Dissemination Activities
Several project partners have conducted various dissemination activities within the last 18 months
of the project.
3.2.1. Events

Events contribute to dissemination and exploitation activity. Activities in the form of presentations
and workshops during project meetings are organized for the project partners to assist them in
delivering or disseminating relevant information for maximizing the project impacts towards the
exploitation route.
Moreover, the industry and other end-users are targeted for the exploitation and marketing of
new instruments, prototypes and methods. The Project and Innovation Manager of the project
(supported by UU Innovation) assists EAGE in these aspects of the task, identifying the
opportunities and forming the concepts. A number of face-to-face gatherings with stakeholders
are organized during the events, in the form of small-scale workshops and larger seminars,
depending on the target audience and identified goals. To reduce cost and facilitate participation,
EAGE events are primarily used as a meeting point for these events.
3.2.2. Newspaper articles

The project engages with (local) media on regular basis. As result of these efforts, a number of
articles have been published in different countries (Annex 7.5). As the project progresses more
news items are planned to communicate project results to wider audiences.
3.2.3. Social media campaigns

It is evident that Social Media are one of the most effective communication tools to reach a target
audience. Social media campaigns for Smart Exploration have proven to be successful considering
the statistics of the social media accounts of the project (Annexes 7.1-7.4). Before and during each
fieldwork, participation in major events and specific project achievements have been
communicated with supporting images and videos. Through this effort, the project has received
significant exposure and interaction with relevant end-users.
3.2.4. Dedicated boot camps and field day visits

To ensure the dissemination and exploitation of project activities through hands-on experience,
boot camps and high school trips are organized to showcase the applications of the new
technology and techniques. The first boot camp and school trips were organized in Blötberget,
Sweden during the 3D Seismic Survey. Nearly 60 high school students and 40 university students
participated in these activities on Mary 8–10, 2019. The anonymous survey results were
encouraging to repeat the concept in other locations.
Some of the project sites will be opened for a VIP field visit by key target stakeholders, civil society
representatives, and other interested parties. The need for such VIP visits is evaluated for each
site and planned accordingly.
3.2.5. Presentations, networking and speaking opportunities

EAGE and other 26 partners attend several conferences, workshops and events where the Smart
Exploration project is being promoted. EAGE provides an exhibition booth at its major events and
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uses its capacity to make exchange deals with relevant events in order to have space to promote
the project.
3.3. Future Dissemination Activities
Besides the ongoing dissemination activities, a number of other communication activities listed
below are planned to take place in year 2 and year 3.
3.3.1. Exploitation tour (technical and non-technical)

The results of the project will be exploited via the exploitation tour that will target several key
locations. Industry, academia, and policy makers will come together to discover new technologies,
methodologies as well as case studies, and receive training. The final tour is a hands-on
programme, supported by the participants of multiple WPs and with various expertise.
Our goal is to boost the exploitation aspect of the project with linkage to the adoption of
outcomes into practice as well as extension of the results beyond lifespan of the project.
3.3.2. Webinar sessions

A cost-efficient way of communicating project outcomes, and consult stakeholders, is by hosting
webinars. EAGE will host webinar sessions on demand and shall organize a dedicated webinar
session as part of its e-lecture series, thereby connecting WP leaders to interested stakeholders in
their meeting room or auditorium directly. Webinars can be recorded and published through EAGE
and project channels, like the YouTube channel (over 210,000 views) to increase its reach.
3.3.3. E-course

In addition to the face-to-face presentations and training, an e-course will be designed on the
outcomes of the project. This course will fit the needs of the target audience as end users, and the
objectives of the PEDR to support exploitation activities through training. An added benefit of this
medium is that people can participate at any given time and location, and the course can continue
to be used after the completion of the project.
3.3.4. Final conference

The exploitation activities will culminate in a final conference, which will consist of a combination
of specialized technical presentations (workshops, poster and oral presentations), and a popular
presentation on the proceedings, benefits and outcomes of the project. This conference will strive
to bring together industry, policy makers, academia, and civil society in one location to present the
findings of the project and promote exploitation of the results. There will be two main occasions
to present the project results. In September 2020, Smart Exploration will organize a technical
workshop attached to EAGE’s Near Surface Conference in Belgrade, Serbia (expected 500
delegates) entitled “Best of 2020 mineral exploration geophysics”. For a final conference in
December 2020, Brussels has been chosen as the location to connect potential end-users and
stakeholders with the policy makers.

4.

BUSINESS AND MARKETING PLAN

Business and Marketing Plan is being prepared as a separate document and the Project and
Innovation Manager (WP1) facilitates it as the project progresses. The business plan shall connect
to the PEDR as they complement each another.
In the business plan following elements are tackled:
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• Exploitation Plan: It shall demonstrate a high level of innovation, focus on business
opportunity, concepts for commercialization and show that public investment in research and
science is converted into socio-economic benefits for society
• Exploitation Management
• Exploitable Results / Exploitation opportunities Market Analyses
• Intellectual Property Right (IPR) Management & Data Protection Route to Market / Strategy
• Action Points
4.1. Continuity – Beyond the Project Lifespan
To ensure the most value and the maximum impact of the project, the ways to carry the effect of
project after its runtime are carefully considered. Some communication activities listed above
such as book and e- courses are considered as continuity activities that can be carried after the
project runtime under the EAGE umbrella reaching the worldwide geosciences community. The
business plan will further address and focus on this aspect.

5.

CIVIL SOCIETY ENGAGEMENT

The project strives for the engagement of the civil society from the start of exploration until mine
rehabilitation in a cooperative manner. Ludvika Kommun, governmental institutions such as SGU
and LNEG and all the mining companies in the project provide practical solutions to promote
exploration and address issues related to access, land use and social acceptance for exploration
and mining.
A civil society engagement template was developed to ensure appropriate and regular dialogue
with communities is in place and possible benefits of the project are communicated in simple
language. Active input from, and contact with relevant local parties, plays an important role
throughout project activities.
Besides the social media campaigns, townhall meetings are organized and news articles on local
media and flyers are published to inform the communities about the project and its activities.
These are powerful tools reach local communities and create a favorable image for such mineral
exploration projects funded by the EU.
A detailed report (D33) on civil society engagement activities will be publicly available.

6.

PLAN OF ACTION

To be able to achieve Smart Exploration’s communication objectives in timely manner, a timeline
showing the main activities has been created. This is used to make sure a minimum level of
dissemination and exploitation activities are carried out in an optimum manner.
6.1. Timeline and Action Points
After the review of inventory of all dissemination needs during the PEDR workshop, monthly
Executive Board teleconferences and project meetings, the schedule shown in Table 4 is updated
and filled in with detailed activities for project use.
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Table 4. Example of a table to use for planning and implementation of the dissemination and exploitation
activities.

Asli Onar-Verboon and Caterina Fantoni,
30 MAY 2019
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7.

ANNEXES

Annex 7.1. Website Traffic Statistics

Figure 4. Website visitor statistics of the Smart Exploration project until May 2019. The peaks reflect where
major activities were reported in the website highlighting how the project is followed by its followers.
(Source: Smart Exploration’s website Jetpack-WordPress plugins).

Annex 7.2. Twitter
Smart Exploration account has 179 followers as of May 2019 (Figure 5).

Figure 5. Smart Exploration Twitter account.
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Annex 7.3. LinkedIn
Annex 7.3.1. LinkedIn visitor metrics

Figure 6. LinkedIn traffic metrics for page views of the Smart Exploration page over the period from May
2018 to May 2019. The peaks reflect where major activities were reported in the page. (Source: LinkedIn
Analytics).

Annex 7.3.2. LinkedIn visitor demographics

Figure 7. LinkedIn visitor demographics for different sectors (Source: LinkedIn Analytics).

Figure 8. LinkedIn visitor demographics for geographical location (Source: LinkedIn Analytics)
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Annex 7.3.3. LinkedIn followers metrics

Figure 9. LinkedIn follower metrics of the Smart Exploration page over the period from May 2018 to May
2019. The peaks reflect where major activities were reported in the page. (Source: LinkedIn Analytics)
Annex 7.3.4. LinkedIn follower demographics

Figure 9. LinkedIn follower demographics for different sectors (Source: LinkedIn Analytics).

Figure 10. LinkedIn follower demographics for geographical location (Source: LinkedIn Analytics).
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Annex 7.4. YouTube

Figure 11. Lifetime analytics of Smart Exploration’s YouTube channel. (Source: YouTube Studio Beta
Analytics).
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Annex 7.5. News Articles
Publication
date

Country of
publication

Language

Internet site to access the article

Brief description of the article

Dec/17

Netherlands

English

http://fb.eage.org/publication/content?i
d=90759

The first announcement of Smart
Exploration project

Mar/18

Netherlands

English

http://fb.eage.org/publication/content?i
d=91217

Reflections on the project kick-off
meeting

Mar/18

Sweden

Swedish

https://www.ludvika.se/download/18.a5
d47d116223a80f5b95c5b/152181775967
1/Na%CC%88ringslivsnytt_3_2018.pdf

Interview with the project partner
Nordic Iron Ore mentioning smart
exploration project

Mar/18

Sweden

Swedish

http://ludvika.se/nyheter/nyheter/ludvik
akommunarmedistorteuprojektomgruvpr
ospektering#.Ww8NH9Og9-U

Article promoting the Smart
Exploration Project on local
newsletter

May/18

Canada

English

https://merc.laurentian.ca/newsstandard/collaboration-announcementsmart-exploration-horizon-2020

Press Release on Collaboration
Agreement between MERC and
Smart Exploration

Aug/18

Netherlands

English

Sep/18

Netherlands

English

http://fb.eage.org/publication/content?i
d=94252

Article about project partner Nordic
Iron Ore accomplishment

Sep/18

Netherlands

English

http://fb.eage.org/publication/content?i
d=94215

Article promoting Smart Exploration
and announcing booth activity at
Near Surface conference

Sep/18

Finland

Finnish

https://www.uutis-jousi.fi/uudenkaivoksen-ymparistolupien-haustapaatetaanvuonna-2021/

Article about the field activities in
Finland

Nov/18

Netherlands

English

http://fb.eage.org/publication/content?i
d=94869

Reflections on Smart Exploration
activities at Near Surface conference
and Lisbon project meeting

Nov/18

Netherlands

English

http://fb.eage.org/publication/content?i
d=94862

Call for Geophysical Prospecting
special issue by Smart Exploration
members

Dec/18

Netherlands

Dutch

https://denoordoostpolder.nl/artikel/74
0950/seismische-shaker-maakt-echo-inbant.html

Promoting Smart Exploration project
and ongoing fieldwork in Bant, (the
Netherlands)

Feb/19

Sweden

Swedish

https://annonsbladet.com/blotbergsgruv
an-kan-borja-pumpas-i-ar/

Townhall meeting coverage on a local
newspaper

Mar/19

International

English

https://www.miningweekly.com/article/t
esting-new-technology-2019-03-06

Neves-Corvo Fieldwork reporting

Mar/19

International

English

https://www.minexforum.com/en/smart
-exploration-trials-advanced-seismicsurveying-in-greece-kosovo/

Smart Exploration Eastern Europe
coverage

May/19

Sweden

Swedish

https://www.ludvika.se/nyheter/nyheter
/skakandeupplevelseforeleversaskapasen
bildavmalmunderblotberget.5.5c122f501
6a990f7f6fd6463.html

School visits and 3D survey
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May/19

Sweden
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Swedish

https://www.di.se/bors/telegram/e1ea1
2aa-b34b-4224-8611b8deeb872458?docId=18_wEhBN31Szpv
VvhhPPnjCVUC0

3D seismic survey in Blötberget on
Swedish newspaper
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