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Publishable Summary 

This document presents how the Dissemination and Communication Work Package (WP5) 
devised and steered the Consortium outreach strategy. It also presents how the partners 
have promoted the project outside the Consortium.  

Reaching out to a large community was a key part of MOPEAD. The project’s intrinsic goal 
to help shift the paradigm to early diagnosis of AD and aim to raise awareness about AD at 
various levels (community, patients and carers, policy makers, industry and all other 
relevant communities) called for a robust communication strategy. 

The project even went beyond its stated programme with project partner UKK organising a 
survey among General Practitioners (GPs) in order to better identify their barriers to early 
diagnosis of AD.  

Introduction 

The objectives of WP5 were to:  

o support the project’s four patient engagement strategies (Citizen Science, Open 

House, Primary and Tertiary Care settings) tested in 5 clinical sites (Germany, 

Slovenia, Spain, Sweden and the Netherlands) 

o raise awareness among the public about AD and the value of an early diagnosis 

o help shift the paradigm from late to early diagnosis of AD 

o engage patients to feel comfortable with the project and envisage participation in 

clinical trials 

o engage policy makers and regulators to implement supportive environments and 

sustainable healthcare infrastructures to facilitate the early diagnosis of AD should a 

therapy targeting the early stages of AD come to the market.  

This was done by bringing together the Consortium’s work, maximising exposure by 

communicating regularly with a large audience, linking-up with existing projects, producing 

educational materials and policy recommendations, as well as awareness-raising material.  

WP5 was led by ASDM and ELI. While all Consortium partners had a role to play in 

promoting the project to a wide audience, some tasks were split between WP5 partners:  

o EIWH - Dissemination and Exploitation of Results 

¬ Develop plans for Use and Dissemination (M5.1) with the objective to reach out 

to wide audiences outside the project consortium at national, European and 

international levels 

¬ Present a Gender Policy Brief 
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o SPO - Communication activities  

¬ Focus on communication around the project and awareness raising campaigns 

¬ Present e-newsletters and regular project website updates to be the link between 

the project partners, a wide public audience, policy makers and regulators 

o AE - Outreach to AD community/linking up with existing projects  

¬ Through the existing network of AE, national Alzheimer’s associations and 

interested stakeholders were regularly updated about the project progress 

thanks to the organisation’s existing communication tools (newsletter, magazine, 

website and Annual Conference, special symposium).  

¬ AE liaised with European and national policy makers through the European 

Alzheimer’s Alliance of Members of the European Parliament (MEPs) with an 

interest in dementia, its involvement in the 2nd EU Joint Action on Dementia and 

its participation in the Group of Governmental Experts on Dementia. 

o ELI engaged in activities to reach out to the AD community by utilizing all the existing 

networks 

o ASDM: ‘End of project conference’ - ‘Recommendations for policy makers and 

regulators’ - ‘Public education and awareness-raising strategies’  

At the end of the project, an event was organised at European level. The aim was to 

present the project results, recommendations and call for actions. 

The recommendations for policy makers and the public education and awareness-

raising strategies are part of the project legacy to make progress in the detection of 

early diagnosis FACE and MODUS also played an active role in WP5, facilitating the 

regular WP calls and providing valuable support to the production of the material and 

communication activities. 

This report on dissemination activities includes the fundamentals of MOPEAD’s 

communication strategy, the project tools developed as well as a compilation of 

dissemination activities undertaken in the project. 

Methods   
 

Under the leadership of ASDM and ELI, the WP5 team organised the communication and 

dissemination strategy as well as the production of the communication material. The 

Consortium partners were invited to review the material and translate it into the languages 

of the sites where the project was taking place.   
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All Consortium partners were invited to present the project as well as at national, European 

and international meetings, use the material for the recruitments and communicate via their 

own communication channels about the project activities, its objectives as well as its 

findings. 

1. Working with MOPEAD partners 

It was important to harmonise the partners communication around the project. In this 

respect, WP5 prepared a series of supporting documents:  

▪ Communication and Dissemination Plan 

The EIWH proposed a Communication and Dissemination Plan (M5.1). It was an 

internal document that identified methods to be used by project partners for the 

implementation of MOPEAD results at national, European and international levels. 

The Plan’s goals were to provide guidance and tools to the consortium members on 

how to: 

o Inform and stimulate broader debate with specific target groups 

o Disseminate and promote the progress of the project, events, results, and 
findings 

o Strengthen cooperation and two-way dialogue between research and 
policymaking 

o Disseminate and promote project deliverables 

o Utilise project findings to develop communications messages that are 
relevant, easy to understand and drive behaviour change 

o Utilise consistent messaging, branding, imagery and language (plain 
English standard) so that project recommendations/findings are understood 
and can be acted upon by stakeholders. 

▪ ‘Message House’  
 
The ‘Message House’ was a document pulled together for the partners by WP5. It 
provided a high-level framework of the MOPEAD narrative and its key messages. 
Its intent was to foster the harmonization of any external communication and 
‘language’ across different channels planned by the members of the MOPEAD 
Consortium.  This document was for internal use only and comprised an 'umbrella 
/overarching statement' and three 'core messages', supported by key statements 
and some proof references.   

▪ ‘Comms and story flow’  

This document was prepared by WP5 to articulate the communication campaign. It 

was another internal document that outlined the different communications supports 
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that would be produced during the project, the messages that needed to be 

conveyed and the dissemination channels. 

▪ General slides  

Following the request of the Consortium members, WP5 prepared a general slide 

deck about the MOPEAD project. The slides were directed at the public with the 

aim to provide some information about the project and raise interest from the public.  

▪ Tips for using MOPEAD’s material  
 

ASDM prepared this internal document that offered suggestions for the partners on 

how they could use the materials prepared by WP5 (infographics, videos, 

publications…).  For example, on the occasion of the first international event where 

MOPEAD was presented (Forum Panel on “Pre-screening Initiatives to identify 

Individuals with Preclinical or Early Alzheimer’s disease for Clinical Trials” at 

CTAD2017 - Boston (USA)), a communication toolkit was proposed to all partners 

as a model to help enhance the visibility of MOPEAD and target specific audiences. 

ASDM also prepared a ‘Tool Kit’ for the Consortium members with suggestions on 

how to use all MOPEAD’s material. 

2. Communication material 

▪ Project logo 

FACE proposed and designed a logo for the project as well as a brand book to give 

the project a visual identity and to promote the homogeneity in the communications 

material from all the partners.  

Use of IMI colour scheme 

People represent the Consortium 

Partners working together 

The cogs represent work being done 
and progress being made: Moving 
towards improvements in Alzheimer’s 
care and there are 3 of them to 
represent the cooperation between the 
industry, the policy makers and the 
clinicians. 

 

 

▪ Infographics 

FACE proposed and led the task of designing the set of four infographics as a 
simple and more eye-catching way to communicate key messages to a large public 
than text alone. The aim was to increase awareness about the project and make 
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citizens more confident in participating in the project. The infographics were also a 
communication aid for the partners involved in the recruitment of patients.  

The infographics gave an overall presentation of the project, presented the value of 
a timely diagnosis, the risk factors to develop dementia, the difference between 
normal ageing and dementia.  

The infographics introduced the project motto: ‘Memory Matters’ – ‘Mind your 
memory, mind yourself’ as well as an advice in relation to memory complaints: ‘If 
you are worried, ask your doctor or nearest memory clinic’. 

All infographics were translated into the languages of the countries of the project. 
They were shared on social media, distributed in the clinical sites where the 
recruitment was taking place, at public events.   

All WP5 partners were involved in the content creation process. 

All infographics in English were posted on MOPEAD website. In addition to the 
infographics, a standalone page on symptoms was added, as well as another page 
giving tips for coping with the disease. 

   

Project general 
presentation  

 

 

Normal ageing vs. 
dementia 

 

https://www.mopead.eu/infographics
https://www.mopead.eu/symptoms
https://www.mopead.eu/tips-for-coping
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Why is timely diagnosis 
of Alzheimer’s disease so 
important 

 

 

Risk factors for 
Alzheimer’s disease 

 

  

▪ Educational Leaflet  

The Educational Leaflet was a project deliverable (D2.1). ASDM worked closely 
with WP5 partners and the WP2 partners in charge of the different patient 
recruitment strategies (RUNs) to produce the Educational Leaflet in order to 
support them in the recruitment. The Leaflet was first and foremost directed to the 
people who were going to participate in MOPEAD. It also served as an informative 
tool to those not directly engaged in MOPEAD but interested in learning about 
MOPEAD and AD.  

The Leaflet gave basic and easy to understand information about the project and 
other key AD-related information such as: cognitive health, the value of early 
diagnosis, risk factors/prevention, and post diagnostic actions. 

Three persons with dementia contributed to the Leaflet by giving a personal 
testimony about how early diagnosis had changed their lives. It was important to 
give a human face to the Leaflet. 

The leaflet helped the project’s participants increase their knowledge about AD, feel 
comfortable while participating in the project, manage their expectations and 
facilitate the recruitment of subjects in the different patient engagement strategies.  

On a larger scale, the leaflet was to be used to educate the general public on basic 
AD facts, post-diagnosis support/options, the benefits of a healthy lifestyle and 
preventative measures to avoid or delay the onset of dementia. 

https://17215c60-696c-4eb6-9adb-50cde843a50f.filesusr.com/ugd/e8882a_98178fefe69948fb8974e578ff21734c.pdf
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The interactive version of the Leaflet in English was posted on MOPEAD website. 
All sites received an interactive version in their respective languages.  

1,000 copies of the Leaflet in English were printed for distribution at various public 

meetings at European and national level. 

 

 

 

 

 

 
The Twitter cards were also translated in the languages of the project countries 
(plus Catalan for Spain) - (examples below). 

  

▪ Videos 

o Animated infographic  

The animated infographic was another more interactive and engaging way to 
promote the project. FACE organised its production. All WP5 partners were 
involved in the conception of the animated infographic. 

Project partners were suggested to use this infographic to during their Open 
House/Primary & Tertiary Care recruitment by displaying it on a screen in waiting 
rooms /social media or presenting it during specific days (such as World 
Alzheimer’s Day) using social media. 

The video was used by the partners participating in conferences.  

The animated infographic was the first thing seen by the visitors as they landed 
on the website homepage. It is also available on YouTube.   

o Videos with project partners 

The project partners presented the project in a video, in their national language. 

These informational videos were uploaded to YouTube and embedded on the 
project website. 

 

8-page 

20 x 20 cm 
Colours (reminding the MOPEAD logo) 

 

A card was produced for Twitter for the 

whole Consortium to use when 
communicating about MOPEAD. 

https://www.mopead.eu/
https://www.youtube.com/watch?v=wPLdlzV7v30
https://www.youtube.com/results?search_query=mopead
https://www.mopead.eu/videos
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3. Communication channels 

▪ Website 

MODUS established the MOPEAD project website (https://www.mopead.eu/) in 
December of 2016. It was designed to be in line with the brand look of the project. 
The structure and interface have been continuously amended over the whole life 
cycle of the project to ensure it remained engaging and interesting for visitors. The 
website was not intended to be aimed at a specific stakeholder group but is 
designed to have broad appeal to all interested parties.  

HOME 

1. Animated infographic  
2. Further information                  

2.1. MOPEAD’s goals          
2.2  MOPEAD’s material               
2.3  Project videos  

3. Latest project news   
4. Subscription to the newsletter   
5. Educational brochure.  
6. Contact link  

PROJECT 

1. Goal  
2. Objectives 
3. Partners  
4. Patient engagement strategies  
5. Project deliverables  

ABOUT DEMENTIA AND AD  

1. ‘Why Memory Matters’  
2. Infographics  
3. Videos 
4. AD symptoms 
5. Tips for coping.   

NEWS   

1. News,  
2. press coverage,  
3. Newsletter 
4. Events  
5. Publications  

                                                  CONTACT  

1. Subscription to the newsletter  

2. Contact the team  

 

The home page offered a dynamic presentation of the project with the project 
infographic and a human approach to the project through a video with MOPEAD’s 
coordinator, M. Boada (FACE), A. Rodrigo (GMV), M. Kramberger (UMCL), L. 
Sannemann (UKK) and D. Krivec (SPO) who presented their role in the project. 

The home page invited the visitors to subscribe to the project newsletters.  

The website has also served as a catalogue for all of MOPEAD’s communication 
and outreach materials, with specific pages dedicated to educational infographics, 
brochures, conferences and videos.  

On average, the project website has received 179 visitors and 796 page views per 
month. The average session duration of the MOPEAD website is just over two 
minutes which is in line with the benchmark for all industries 
(https://databox.com/average-session-duration-benchmark). On average each 
month the website received a bounce rate (a session which last less than a minute) 
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of 58.95% which is lower than the average industry benchmark of 62.24% 
(https://conversionxl.com/guides/bounce-rate/benchmarks/).  

 

 

 

 

This indicates a high engagement rate with the website, which has frequently been 
updated with news items, videos, publications and content related to the project. 
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The website has functioned as a platform for all outreach activities and has reached 
a wide audience who are engaged with its content. 

All website pages include the IMI JU acknowledgement. 

The website will be available until November 2021. 

▪ Twitter 

Consortium partners were invited to use their own social media channels to further 
communicate about the project and disseminate its findings. 

o MOPEAD’s partners use of Twitter  

Twitter was not used by all the Consortium partners and was used to varying 
degrees (Tweeting was not always a consistent activity, considered sometimes 
as time consuming). This minimised the outreach the project development and 
publications would have had.  

Some partners like FACE, ASDM, AE used both their organisation’s and 
personal Twitter accounts. UKK corporate communication guidelines rules are 
that individual departments like MOPEAD’s partner memory clinic did not have 
permission to maintain their own Twitter account. VUMC indicated a personal 
Twitter account and KI partners could not use the Karolinska Institute Twitter 
account. ELI used @LillyPad_EU to share articles or interviews in relation to 
MOPEAD.  SPO used its own twitter account @SpomincicaSi to share 
MOPEAD events in Slovenia and reTweeted @MopeadEU. 

o Example: World Alzheimer Month 2019 

In 2019, MOPEAD and NEURONET prepared a communication campaign 
during Word Alzheimer Month. MOPEAD and NEURONET prepared the series 
of Twitter cards below and used them during the month: 
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A detailed summary of MOPEAD’s activities on Twitter and the website during 
World Alzheimer Month 2019 campaign is in the Annex at the end of the 
document. 

o The EFPIA #WeWontRest campaign    

This social media campaign presents the pharmaceutical companies’ drive to 
find solutions for major diseases. AD was identified as one of the diseases that 
needed urgent action. 

A series of Twitter cards on AD were produced involving MOPEAD’s partner: 
ELI 

  

 
 

o Comments 

By the end of the project, MOPEAD had gained 732 Twitter followers from a 
large spectrum, including scientists, health professionals, citizens (often directly 
affected by the disease such as patients and carers) and other EU-funded 
projects (including EPAD, AMYPAD, ROADMAP, NEURONET and 
PARADIGM).  

https://www.efpia.eu/we-wont-rest/illness-never-sleeps/#/
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Twitter proved to be a useful platform for increasing the impact of MOPEAD’s 
outreach activities due to its well-developed networks and communities in both 
patient advocacy and scientific research to combat AD.  

The MOPEAD project has been able to join these communities and 
communicate our outreach activities through the use of #hashtags. Hashtags 
allow users to become more visible on the Twitter platform. The project has 
also used relevant conference and campaign hashtags to join conversations 
surrounding global events such as the Alzheimer Association International 
Conference (#AAIC) and World Alzheimer’s Month (#WorldAlzhMonth) 
campaign. MOPEAD has used the following hashtags to reach relevant 
stakeholders: 

#Alzheimer #dementia #patientengagement #diagnosis 

#MemoryMatters #alzheimersresearch #LetsTalkAboutDementia #WorldAlzhMonth 

An example of the use of hashtags can be seen below:  

Twitter also allows the user to mention, or “@tag”, other profiles in their Tweets. 
This was identified as an important strategy in maximising the impact of 
MOPEAD’s outreach on Twitter. By tagging other users in MOPEAD Tweets, 
visibility is increased by support from that user. An example of this strategy 
being used during World Alzheimer’s Month 2019 can be seen in the figure 
below: 
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This top Tweet earned 1,736 
impressions 

 

Over the duration of the project, @MOPEADEU has gained on average per 
month 8,203 Tweet impressions (how many times a Tweet was viewed on 
Twitter). The account has also gained on average 20 new followers per month.  

The project account has also maintained a high level of engagement from its 
followers and stakeholder communities. Over the duration of the project, 
@MopeadEU has achieved an engagement rate of 1.16 on average per month. 
Engagements are how Twitter measures how other users interact with a Tweet. 
MOPEAD also received on average per month 20 ReTweets and 36 Likes.  

MOPEAD’s popular and effective Tweets, as measured by impressions and 
engagements, were those that framed the goals and objectives of the project 
within already established networks and communities on the platform and made 
effective use of #hashtags and @tags.  

▪ Facebook  

FACE set-up MOPEAD’s Facebook (FB) page at the beginning of the project that 
was taken over by ASDM in 2018. It was not easy to find our target in FB. 

ASDM did not invest a lot of efforts on FB. The reasons were 1) a time constraint 
(more time was spent on Twitter as this media that sounded more promising in terms 
of outreach), 2) keeping-up with a number of social media streams is time-
consuming, 3) disappointing interactions with the page. SPO used its own FB profile 
to share news bout MOPEAD activities in Slovenia and to share MOPEAD materials 
among followers. 

During the recruitment phase, a number of visitors posted some comments. They 
were in their language and looking at the translations was time-consuming. The 

https://www.facebook.com/MopeadEU/?ref=bookmarks
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comments were personal, most often stating that they were looking after someone 
with dementia.  

Interactions on FB were rather disappointing. At the end of 2019, the page had 145 
followers and been liked 136 times. The posts were very rarely shared (for instance, 
posts about the newsletters were shared twice when posted between December 
2018 and February 2019; the video with 5 partners presenting the project generated 
12 likes but only 4 clicks to watch the video;  the only infographic that reached more 
people and was shared (once) was the ‘Risk factors’ infographic. The post that 
generated the most attention related to MOPEAD’s partner work on women and 
dementia (information about the EIWH Policy Paper ‘Women and dementia: 
addressing the disproportionate burden of dementia on women’).   

The mean viewing time of MOPEAD’s animated infographic during Brain Awareness 
Week (March 2019) in 2019 was 0:15 mn. 

▪ Linkedin 

ASDM set-up a MOPEAD group on Linkedin in 2017 to share the project with a large 
public, raise awareness about the value of early diagnosis of AD and promote a 
paradigm shift from late diagnosis to early diagnosis. Right from the beginning, 
ASDM shared the page with other groups with similar interest or activities on 
dementia, neurodegenerative diseases, research, policy, gender mainstreaming, but 
did not raise much interactions. At the end of the project (December 2019), the page 
had 92 members. 

Only two MOPEAD page members posted on the group page during the duration of 
the project.   

▪ ResearchGate 

The ResearchGate page was set up during the beginning of the project. This project 

page is used as a repository of scientific MOPEAD publications where open access 

publications are listed and automatically recommended to ResearchGate-account 

holders with interests in similar topics to MOPEAD’s outputs. At the same time, 

followers of MOPEAD collaborators are also informed about updates of this page, 

resulting in wider dissemination outreach and visibility of project results. 

Furthermore, interested scientists can ask questions about the project and its 

outputs.  

As of 17 December, the account had: 2 updates, 35 followers, 253 reads, 16 

consortium members with a ResearchGate account, listed as collaborators. 

4. Dissemination activities – Project outreach 

Project partners use of the infographics, educational leaflet and videos was varied: 
website, onsite signage, social media (FB, Twitter, Linkedin, YouTube), conferences 
and public meetings (such as Alzheimer’s cafés), project promotion. 

https://www.youtube.com/watch?v=c8u82Gi2AM4&fbclid=IwAR2ZfmhSCu0k6n8YHyYW1C1vE854hYO4bc8hPmLJP3BCTcRVXzvuLPuFh3Q
https://www.researchgate.net/project/MOPEAD-Models-of-Patient-Engagement-for-Alzheimers-Disease
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▪ Participation in meetings  

Public meetings like conferences were a powerful way to promote the project: they 

address a large audience, benefit from a wide communication coverage and facilitate 

direct discussions and interactions with the other conference speakers and 

participants. These were posted on MOPEAD event page.   

Below is an indication of some of the meetings where MOPEAD was presented. 

Date Meeting / conference Participant 

10/11 December 
2019 

Alzheimer Europe Alzheimer’s Association 
Academy  

Lena Sannemann 
(UKK), M. Boada 
(FACE), A.Dumas 
(ASDM) 

10 December 2019 AE lunch debate ‘Improving the diagnosis of 
dementia – Findings from European research 
collaborations’, Brussels, Belgium 

M. Boada (FACE) 

8 November 2019 ASK 2019 ASK 2019 (11th Alzheimer Slovenia 
Conference), Nova Gorica, Slovenia 

M. Kramberger, 
(UMCL) 

6/9 November2019 43rd World Hospital Congress, Muscat, Oman M. Boada (FACE) – 
Project Coordinator 

October 2019 NEURONET annual networking & communication 
event, The Hague, the Netherlands (29th 
Alzheimer Europe conference) 

M. Boada (FACE) – 
Project Coordinator 

2019 Alzheimer’s Association International Conference 
(AAIC), Los Angles USA (poster).  

Cambridge 
Cognition (CANTAB)  

16 May 2019 VI Malaga Conference on Alzheimer's, Malaga, 
Spain (Annual Symposium organised 
the Andalusian Institute for Neuroscience 
(IANEC)) 

M. Boada (FACE) – 
Project Coordinator 

11-12 April 2019 Bi-annual meeting of the European Alzheimer's 
Disease Consortium (EADC), Leipzig, Germany 

M. Boada (FACE) – 
Project Coordinator 

16 February 2019 Lecture on MOPEAD, 11th Panhellenic Conference 
on Alzheimer's Disease (PICAD) & 3rd 
Mediterranean Conference on Neurodegenerative 
Diseases (MeCoND), Thessaloniki, Greece  

M. Boada (FACE) – 
Project Coordinator 

30 October 2018 Special MOPEAD Symposium, Barcelona, Spain 
(28th Alzheimer Europe's Conference) 

M. Boada (Project 
Coordinator) & 
Octavio Rodríguez 
Gómez (FACE) 
Adrián Rodrigo Salas 

https://www.mopead.eu/events
https://www.spomincica.si/?page_id=97059
https://worldhospitalcongress.org/
https://www.imi-neuronet.org/
https://www.cambridgecognition.com/home
https://www.cambridgecognition.com/home
https://www.mopead.eu/single-post/2019/05/28/MOPEAD-at-VI-Malaga-Conference-on-Alzheimers-Disease
https://ianec.es/?lang=en
https://ianec.es/?lang=en
https://www.mopead.eu/single-post/2019/05/08/Merc%C3%A8-Boada-presents-MOPEAD-at-the-EADC-meeting
https://www.mopead.eu/single-post/2019/05/08/Merc%C3%A8-Boada-presents-MOPEAD-at-the-EADC-meeting
https://www.mopead.eu/single-post/2019/02/14/MOPEAD-at-the-11th-Panhellenic-Conference-on-Alzheimers-Disease-3rd-Mediterranean-Conference-on-Neurodegenerative-Diseases-Thessaloniki-Greece
https://www.mopead.eu/single-post/2018/11/22/MOPEAD-Symposium-at-Azlheimer-Europe-Conference
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(GMV), Annette 
Dumas (ASDM), 
Andreea Cuidin 
(VHIR)). 

29 September 2018 ASK 2018, 1Alzheimer Slovenia Conference, 
Ljubljana, Medical Faculty, 28 – 29 September 
2019 

David Krivec (SPO) 

25 September 2018 Value of Treatment Project & 'What If' Policy 
Roundtable Series event on the Socio-economic 
impact of Alzheimer’s in Europe (organised by the 
European Brain Council (EBC), the European 
People’s Party (EPP) and the Alliance of European 
Liberals and Democrats (ALDE) groups in the 
European Parliament, Brussels, Belgium  

 
A.Dumas (ASDM) 

(P. Maguire (EIWH) 
and M. Boada (FACE) 
attended the event 
and took the floor) 

24 July 2018 Poster: “Models of Patient Engagement in 
Alzheimer’s Disease (MOPEAD): a European 
multinational project to develop and test patient 
engagement strategies’. AAIC Chicago  

M. Boada (FACE) 

5 December 2017  Alzheimer Europe lunch debate (Improving the 
diagnosis of Alzheimer’s disease thanks to 
European research collaboration), European 
Parliament,Brussels, Belgium  

Prof. Philip Scheltens 
(VUmc) 

Elisabetta Vaudano 
(IMI) 

4 November 2017 CTAD Conference, Boston, USA 
‘Pre-screening Initiatives to Identify Individuals 
with Preclinical or Early Alzheimer’s disease for 
Clinical Trials’ 

M. Boada (FACE) – 
Project Coordinator 

21 October 2017 ASK 2017 (9th Alzheimer Slovenia Conference and 
Spominčica 20th anniversary ), Terme Čatež, 
Slovenia 

D. Krivec (SPO) 

4 October 2017  MOPEAD Symposium, Berlin, Germany (27th 
Alzheimer Europe Conference) 

M. Boada (FACE) – 
Project Coordinator 

2 November 2016 MOPEAD Special Symposium  ‘Can we move the 
Alzheimer’s Disease environment towards an 
earlier diagnosis?’ (26th Alzheimer Europe’s 
conference), Copenhagen, Denmark 
‘ 

M. Boada (Project 
Coordinator) & 
Octavio Rodríguez 
Gómez (FACE) 
A. Dumas (ASDM) 

 

▪ Publications 

A number or articles are being finalised at the time of completing this deliverable and 

will be effectively published in 2020. The following publications were made during the 

course of the project: 

https://www.spomincica.si/?page_id=86185
http://www.asdmconsulting.eu/news.html
http://www.asdmconsulting.eu/news.html
https://www.alzheimer-europe.org/News/Alzheimer-Europe/Tuesday-05-December-2017-Alzheimer-Europe-s-European-Parliament-lunch-debate-focuses-on-improving-the-diagnosis-of-Alzheimer-s-disease-thanks-to-European-research-collaboration
https://docs.wixstatic.com/ugd/e8882a_cb816c33f67744fd8d8477e7bd3444f1.pdf
https://www.spomincica.si/?page_id=79688
https://www.mopead.eu/single-post/2018/11/22/MOPEAD-presented-during-the-Alzheimer-Europe-annual-conference-in-Berlin
http://www.asdmconsulting.eu/news.html
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o Newsletters 

 

 

Three newsletters were produced: October 2017, 
December 2018 and December 2019. The 
newsletters shared information on MOPEAD, 
current development, planned activities and 
recommendations. The final newsletter took stock 
of the project learnings.  

The newsletters were disseminated by e-mail to 
the subscribers (online subscriptions through the 
MOPEAD webpage), social media (FB, Twitter, 
Linkedin, partners web pages) and MOPEAD’s 
partners channels.  

There are 102 subscribers in total to the 
newsletter - the majority signed up when the 
website was first launched in early 2017.  In 
2019, there were slight peaks in April and 
October. 

The MOPEAD newsletters are available on the 
project website. 

o Articles – Publications 
 
During the duration of the project, the following publications were published:  

¬ Moving towards earlier diagnosis of Alzheimer's disease  (M. Boada, A. 
Dumas, L. Campo, B. Winblad, D. Krivec) - (December 2019) – Eurohealth 
 https://tinyurl.com/Eurohealth254 

¬ The MOPEAD project: Advancing patient engagement for the detection of 
'hidden' undiagnosed cases of Alzheimer's disease in the community    (May 
2019) - Alzheimer's & Dementia, The Journal of the Alzheimer's Association 
 

¬ Alzheimer Europe Dementia in Europe - Special Supplement: Models of 
Patient Engagement for Alzheimer's disease - Dementia in Europe: The 
Alzheimer Europe Magazine (October 2018) 

A number of articles are due to be published in 2020, after all project evaluations 
have been made. At the time of writing this deliverable, two articles are being 
finalised (cost-effectiveness of the project’s patient engagement strategies and 
the findings of the GP survey). 

https://www.mopead.eu/newsletter-1
https://apps.who.int/iris/bitstream/handle/10665/330138/13561030-eng.pdf?sequence=1&isAllowed=y
https://www.alzheimersanddementia.com/article/S1552-5260(19)30072-X/fulltext
https://www.alzheimersanddementia.com/article/S1552-5260(19)30072-X/fulltext
https://17215c60-696c-4eb6-9adb-50cde843a50f.filesusr.com/ugd/e8882a_f1f42f14a25a462d89df6564a8f81cce.pdf
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o Press releases 
Press releases were issued to share the project progress, preliminary and final 
findings. They were posted on MOPEAD’s website, shared via social media and 
sent to IMI. 
 
Fifteen press releases were issued during the project by ASDM. 

▪ MOPEAD participation in competitions  

o IMI competition video 

In June 2019, MOPEAD participated in the IMI competition inviting IMI projects to 
create a short video to share their project with the general public.  FACE worked 
closely with MOPEAD partners to enter a video that featured project coordinator 
Dr. Mercè Boada from the Fundació ACE, Adrián Rodrigo from GMV, Milica 
Kramberger from the University Medical Centre Ljubljana, David Krivec from 
Spominčica Alzheimer Slovenia and Lena Sannemann from the University of 
Cologne.  

The video was posted on the project website, YouTube and social media. 

o Health Internet Awards 

In May 2019, GMV and FACE presented MOPEAD at the best Entrepreneurship 
and Research for Health Internet Award. It was nominated as finalist. 

Internet Awards have been given every year since 1996 in the month of May, to 
mark the celebration of the World Information Society Day, popularly known as 
#WorldInternetDay. The purpose of the Internet Awards is to recognise 
initiatives, people or organisations that have most stood out during the year in 
the innovative use of the Internet and new Technologies. 

o IMI Communication Awards 

As part of its 10th anniversary in 2018, IMI decided to recognise and reward IMI 
projects communication materials. MOPEAD entered the competition and 
presented two entries: MOPEAD  animated infographic and Educational Leaflet. 

▪ Posters 

Some partners produced some posters that were presented at events such as AAIC 
conferences, European events and social media. These posters’ aims were to 
present the project and some findings. 

o MOPEAD’s first poster “Models of Patient Engagement in Alzheimer’s Disease 
(MOPEAD): a European multinational project to develop and test patient 
engagement strategies‘ was presented twice: 

¬ On 24 July 2018, the poster was presented by M. Boada (FACE) at the 
AAIC in Chicago (USA) 

https://www.mopead.eu/project-news
https://www.mopead.eu/single-post/2019/06/18/New-video-release-from-MOPEAD-Project)%20or%20YouTube%20(https:/www.youtube.com/watch?v=c8u82Gi2AM4&t=99s
https://www.mopead.eu/single-post/2019/05/03/MOPEAD-is-a-finalist-in-The-Internet-awards
https://www.mopead.eu/single-post/2019/05/03/MOPEAD-is-a-finalist-in-The-Internet-awards
https://www.mopead.eu/videos
https://17215c60-696c-4eb6-9adb-50cde843a50f.filesusr.com/ugd/e8882a_98178fefe69948fb8974e578ff21734c.pdf
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¬ On 21 November 2018 at the European Brain Council event in Brussels, 
Belgium on ‘Enhanced engagement through public-private partnerships. M. 
Boada (FACE) and A. Dumas (ASDM) participated in the event. This was 
an opportunity to present MOPEAD’s first poster and distribute the project 
Educational Leaflet.  

o In July 2019, a poster on the ‘Interim Analysis of Online Screening as a 
Recruitment Strategy for the Models of Patient Engagement in Alzheimer’s 
disease (MOPEAD) Initiative’ was presented at the AAIC 2019 in Los Angeles 
(USA) by Cambridge Cognition (or CANTAB). It presents an interim analysis of 
the AD citizen science platform developed by the MOPEAD Project. 

▪ Partners outreach examples  

Spominčica  

 
Banners were used in 
communication campaigns in 
Slovenia to raise awareness 
about the early symptoms of AD 
and about the importance of 
timely diagnosis.  

SPO produced the banners that 
included parts of the infographic 
about the importance of timely 
diagnosis and the slogan ‘Mind 
your memory mind yourself’.  

The banners were used also in 
the recruitment campaign for the 
Open House strategy, on 
Facebook and Twitter. Printed 
versions were distributed at 
public events SPO organizes, 
like Alzheimer Cafes, and at 
public meetings. SPO attended: 
festivals, fairs, conferences. 
SPO produced also a MOPEAD 
roll-up for use at public events, 
one was also placed at the 
Open House site in Neurology 
Clinic Ljubljana. 

 
 

 

https://moduslimited.sharepoint.com/sites/mopead/Shared%20Documents/04.%20Reports%20and%20Reviews/02.%20Deliverable%20reports/1.%20Draft%20Deliverables/D5.2%20MOPEAD%20Outreach-%20Report%20on%20MOPEAD’s%20collaboration%20with%20other%20AD%20related%20projects%20and%20wider%20European%20Dementia%20stakeholders/o%09Posters:%20Interim%20Analysis%20of%20Online%20Screening%20as%20a%20Recruitment%20Strategy%20for%20the%20Models%20of%20Patient%20Engagement%20in%20Alzheimer’s%20disease%20(MOPEAD)%20Initiative%20(June%202019)
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Spominčica prepared and published 

articles about MOPEAD in its 
magazine (December 2017, April 
2018 and September 2018). The 
Spominčica magazine has a 
circulation of 29.000 copies and is 
available nationwide as a free 
supplement to a popular magazine, 
and distributed at libraries, nursing 
homes, GPs' waiting rooms, social 
work offices, Dementia friendly spots, 
all of Spominčica members and also 
online on  Spominičica website. 

  

5. Dissemination log 

An overview of some partners dissemination activities can be found below: 

Dissemination Log  

FINAL.xlsx  

6. Alzheimer Europe outreach activities (DoA) 

AE provided regular updates on the project progress through its communication tools 

and channels. These included its monthly newsletter, the Dementia in Europe Magazine, 
the public website (with over 500,000 unique visitors a year) as well as its meetings 
including the Alzheimer’s Association Academy, Lunch Debates and the Annual 
Conference. A list of public communications and organised events can be found in the 
‘dissemination table’ (section above). Further information on the communication tools, 
channels and meetings is provided below. 

▪ Monthly Alzheimer Europe Newsletter 

 

AE’s newsletter is circulated on a monthly basis to a large 

audience of around 8000 contacts. A dedicated section 

on EU projects provides updates on EU projects in which 

AE is involved in. Articles circulated as part of the 

newsletter are also featured on the AE Website and 

website managers of the projects (such as MOPEAD) are 

invited to re-use them. MOPEAD meetings, developed 

materials and activities (including published articles) were 

communicated in over 20 articles throughout the project 

span. Peer-reviewed articles that will be published after 

the end of the funding period will also be featured. 

 

 

https://www.spomincica.si/?page_id=79926.
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▪ Dementia in Europe Magazine 

 

AE publishes the Dementia in Europe Magazine in print 

three times per year with a circulation that varies between 
3,000 and 3,500. The magazine is distributed to all the 
MEPs and many high-level decision makers in the 
European Commission. It also reaches lawmakers and 
politicians in the countries of AE’s 40 member associations 
from 35 countries and is read by research professionals 
from public and private bodies, such as the JPND and the 
2nd European Joint Action on Dementia. It is distributed to 
academic and scientific partners who work together with 
AE on various projects. 

The project was featured in an interview with 
project leader L. Campo (ELI) as well as project 
coordinator M. Boada (FACE) in early 2017. 
Furthermore, AE coordinated the development of a 
special 16-page supplement on MOPEAD. The 
supplement provides an overview of the project 
structure and objectives, embeds MOPEAD into 
the Innovative Medicines Initiative’s (IMI) 
neurodegeneration programme through an 
interview with E. Vaudano, IMI Scientific Project 
Officer, introduces ethical considerations in 
MOPEAD and showcases the project’s 
communications work including all of the developed 
infographics. The supplement was also included in 
all delegate bags of the AE Conference in Berlin 
(Germany) in 2018. The .pdf version is both 
available for download on AE’s as well as on the 
www.mopead.eu website. 

 

 

▪ Alzheimer’s Association Academy  

AE organises “Alzheimer’s Association Academies” (AAA), in order to enable 
bilateral exchange between AE’s member organisations and research projects. On 5 
and 6 December 2017, AE hosted its third annual AAA. Participants included 24 
representatives from AE member organisations; 4 company representatives and 4 
AE staff members. There were 14 expert speakers including a representative of the 
European Working Group of People with Dementia (EWGPWD) and topics were 
defined based on a survey of participants at the 2016 Academy and AE members. 
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L. Campo (ELI) presented MOPEAD as part of 

the session “EU research collaboration on timely 
diagnosis – Opportunities for collaboration with 
Alzheimer’s Associations”. The session also 
included a presentation on AMYPAD, giving the 
attendees an idea of how such projects can 
support earlier diagnosis of AD and dementia but 
also a way to feed-back on national experiences. 

On 10 December 2019, the AAA dedicated a session on MOPEAD after the lunch 

debate. The topics covered were the involvement of GPs in dementia diagnosis 
(UKK), the role of diabetologists in the diagnosis of dementia (VHIR) and the role of 
online cognitive tests for the detection of dementia (GMV).  

▪ Lunch debates  

Each year, AE organises 2-3 Lunch Debates at the EP. These are chaired by MEPs 
and provide an opportunity to bring science closer to policy makers.  

On 5 December 2017, AE held a successful lunch debate in the EP co-chaired by 
MEPs Heinz K Becker (Austria) and Olga Sehnalová (Czech Republic) which 
focused on improving the diagnosis of AD thanks to European research 
collaboration.  

The lunch debate gathered over 95 people including MEPs Nessa Childers (Ireland) 
Marian Harkin (Ireland), Lambert van Nistelrooij (Netherlands), Peter 
Kouroumbashev (Bulgaria) and Keith Taylor (UK). The audience included 
representatives from 24 AE member associations, several pharmaceutical 
companies plus all members of AE’s EWGPWD and their supporters. 

 

 

 
E. Vaudano (IMI) talked about the IMI portfolio of 
AD projects supporting research in the diagnosis 
of AD, and how IMI is supporting disease areas 
with high unmet needs, showcasing MOPEAD. 

 

MOPEAD was included in the programme of AE’s Lunch Debate in December 
2019. This event was an occasion for MOPEAD (M. Boada – FACE) to showcase 
the learnings and recommendations from MOPEAD. The event was a joint 
AE/MOPEAD event with the participation of AMYPAD and Act On Dementia (the 
2nd EU Joint Action on Dementia). Further information is provided in section 7.    
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▪ Annual Conferences 

Throughout the project, MOPEAD was strongly prominent at AE Conferences, the 
presentations are available for download on Alzheimer Europe’s website in the 
respective Conference section.  

¬ 2016 Copenhagen, Denmark 

Special Symposium: “SS5 Can we move the Alzheimer’s Disease 
environment towards an earlier diagnosis?”. 

¬ 2017 Berlin, Germany 

 

 

Special Symposium: “SS3. Engaging with patient 

organisations within IMI consortia to inform quality, 
relevance and value in Alzheimer’s research – 
insights from MOPEAD, EPAD and ROADMAP”.  

The video recording of the presentation is available 
on YouTube and embedded into AE’s website. 

Eli Lilly sponsored a Brochure for this event, which 
can be downloaded here. 

Furthermore, the first MOPEAD infographic was also 
included in all conference bags. 

The session was also featured in a press release. 

¬ 2018 Barcelona, Spain 

 

 

Special Symposium: “SS1 MOPEAD: Citizen’s 

engagement in early patient engagement for 
Alzheimer’s disease: Call to action”. This special 
symposium was also recorded and simultaneously 
translated into Spanish. They are available on AE’s 
YouTube channel, links can be found below. 

  

1. Mercè Boada (English) (Spanish) 
2. Octavio Rodriquez-Gomez (English) (Spanish) 
3. Adrian Rodrigo Salas (English) (Spanish)  
4. Annette Dumas (English) (Spanish) 
5. Andreea Ciudin (English) (Spanish) 
6. Q & A (English) (Spanish) 

https://www.alzheimer-europe.org/Conferences/Previous-conferences/2019-The-Hague/Detailed-programme-abstracts-and-poster-presentations/P29.-Neuronet-Diagnosis-patient-engagement-and-trials
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2016-Copenhagen/Detailed-programme-and-abstracts/SS5-Can-we-move-the-Alzheimer-s-Disease-environment-towards-an-earlier-diagnosis
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2016-Copenhagen/Detailed-programme-and-abstracts/SS5-Can-we-move-the-Alzheimer-s-Disease-environment-towards-an-earlier-diagnosis
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2017-Berlin/Detailed-programme-and-abstracts/Special-Symposia
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2017-Berlin/Detailed-programme-and-abstracts/Special-Symposia
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2017-Berlin/Detailed-programme-and-abstracts/Special-Symposia
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2017-Berlin/Detailed-programme-and-abstracts/Special-Symposia
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2017-Berlin/Videos-and-photo-gallery/SS3.-Engaging-with-patient-organisations-within-IMI-consortia-to-inform-quality-relevance-and-value-in-Alzheimer-s-research-insights-from-MOPEAD-EPAD-and-ROADMAP/Merce-Boada
http://roadmap-alzheimer.org/wp-content/uploads/2017/11/170912_lilly_alzheimer_book_V7.pdf
http://alzheimereurope.newsweaver.com/ConferenceAnnouncement/1d4txfcaeuxh80a98yyxeg?email=true
https://www.youtube.com/watch?v=bNhob0pG8tk&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=2&t=6shttps://www.youtube.com/watch?v=7au59F456Ec&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=3&t=0s
https://www.youtube.com/watch?v=bNhob0pG8tk&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=2&t=6shttps://www.youtube.com/watch?v=7au59F456Ec&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=3&t=0s
https://www.youtube.com/watch?v=a_T8u_QMej4&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=4&t=17s
https://www.youtube.com/watch?v=a_T8u_QMej4&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=4&t=17shttps://www.youtube.com/watch?v=X_7_-5f5QLM&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=5&t=37shttps://www.youtube.com/watch?v=a_T8u_QMej4&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=4&t=17s
https://www.youtube.com/watch?v=fAhcdcLV_E8&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=7&t=0s
https://www.youtube.com/watch?v=o0XqJ_Sil2o&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=6&t=0shttps://www.youtube.com/watch?v=o0XqJ_Sil2o&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=6&t=0s
https://www.youtube.com/watch?v=DVkN4TPuZ1k&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=8&t=8shttps://www.youtube.com/watch?v=DVkN4TPuZ1k&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=8&t=8s
https://www.youtube.com/watch?v=438sxZPpCtk&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=9&t=0shttps://www.youtube.com/watch?v=438sxZPpCtk&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=9&t=0s
https://www.youtube.com/watch?v=_O-iAPtV4yI&t=15shttps://www.youtube.com/watch?v=2W6eMnYxY7c&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=10&t=4shttps://www.youtube.com/user/AlzheimerEurope
https://www.youtube.com/watch?v=iEGikeqOPeg&t=2s
https://www.youtube.com/watch?v=2W6eMnYxY7c&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=10&t=4shttps://www.youtube.com/watch?v=WUFB1aR8jt0&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=11&t=0shttps://www.youtube.com/watch?v=2W6eMnYxY7c&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=10&t=4s
https://www.youtube.com/watch?v=WUFB1aR8jt0&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=11&t=0shttps://www.youtube.com/watch?v=2W6eMnYxY7c&list=PLO-PgQHI1WQX2coL1By9U3JeoEzemMmvV&index=10&t=4s
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A plenary talk by M. Boada and the Special Symposium were also featured in a 
press release. 

¬ 2019 The Hague, Netherlands  

 

 

 

 

 

 

 

Presentation as part of the Neuronet parallel session 

“P29. Neuronet: Diagnosis, patient engagement and 
trials”, entitled “Models of Patient Engagement in 
Alzheimer´s Disease (MOPEAD): A European project 
to develop and test innovative patient engagement 
strategies”. 

Neuronet developed a brochure for this event in 
collaboration with MOPEAD and the other presenting 
projects. The .pdf version can be downloaded here. 

Video recordings and presentations of the four 
sessions are available on the Neuronet website.  

MOPEAD’s educational leaflet and the special 
supplement were available at the AE stand. 

The Neuronet sessions (including MOPEAD’s 
participation) were also featured in a press release.  

Neuronet has set-up a community of communication experts with members 
representing IMI-funded projects. This team exchanges on their respective 
communication strategies and collaborates in joint outreach activities as part of an 
overarching communication strategy. MOPEAD is represented by FACE and ASDM. 

▪ Social Media 

Communications shared through MOPEAD’s Twitter account were also supported 
through the AE handle as well as through AE staff handles. This included a Tweet 
via the Twitter handle for every article posted on AE’s website and individual Tweets 
on MOPEAD activities by staff members (for example on meetings attended or to 
support recruitment of study participants). 

http://alzheimereurope.newsweaver.com/ConferenceAnnouncement/1t41yor8box
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2019-The-Hague/Detailed-programme-abstracts-and-poster-presentations/P29.-Neuronet-Diagnosis-patient-engagement-and-trials
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2019-The-Hague/Detailed-programme-abstracts-and-poster-presentations/P29.-Neuronet-Diagnosis-patient-engagement-and-trials
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2019-The-Hague/Detailed-programme-abstracts-and-poster-presentations/P29.-Neuronet-Diagnosis-patient-engagement-and-trials
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2019-The-Hague/Detailed-programme-abstracts-and-poster-presentations/P29.-Neuronet-Diagnosis-patient-engagement-and-trials
https://www.alzheimer-europe.org/Conferences/Previous-conferences/2019-The-Hague/Detailed-programme-abstracts-and-poster-presentations/P29.-Neuronet-Diagnosis-patient-engagement-and-trials
https://www.imi-neuronet.org/wp-content/uploads/2019/10/Neuronet-brochure-VII.pdf
https://www.imi-neuronet.org/2019-event-the-hague/
http://alzheimereurope.newsweaver.com/ConferenceAnnouncement/1sy5ob68ev9jguxk2mdkye?email=true&a=11&p=55862477
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7. ASDM specific deliverables  

In WP5, ASDM was in charge of these three deliverables: recommendations for policy 
makers and regulators [D5.3], public education/awareness-raising strategies [D5.4] and 
end of project presentation [D5.5]. They are part of MOPEAD’s legacy and aim at 
continuing to raise about AD, the value of early diagnosis, the need to start 
implementing risk-disease modifying strategies on a broad scale and be ready if 
disease modifying therapies reach the market.  

▪ Recommendations for policy makers and regulators 

One of the project goals was to create a sense of urgency about the societal and 
economic impact of AD and develop the buy-in of policy-makers to the benefits of 
early-stage detection and diagnosis.  
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To meet the deliverable deadline, the recommendations for policy makers and 
regulators  were based on the project concept and general findings. They are 
targeted at the European Commission, the European Parliament, national 
governments, the international community, national and EU regulators. There is a 
section recommending the involvement of patients as experts in areas such as 
participation in clinical trials. This section includes three patients’ testimonies that 
further illustrate their views on the value of an early diagnosis. Each 
recommendation is accompanied by a supportive statement. 

They will be disseminated and used by the Consortium partners and support them 
in their policy advocacy strategy over the next years. The recommendations are 
general and need to be tailored to each EU Member States individual structures 
(diagnostic structures and reimbursement systems, for instance). 

1,000 copies of the Policy Recommendations in English were printed. A copy was 
given to all the participants who attended the lunch debate MOPEAD co-organised 
with AE on 10 December 2019. The remaining copies will be distributed to a wide 
variety of audiences such as conferences during 2020 by MOPEAD partners. A 
version of the recommendations is also available on-line on MOPEAD’s website.  

The recommendations for policy makers and regulators are complementary to the 
project’s public education and awareness-raising strategies 

▪ Public education – Awareness-raising strategies 

The public education/awareness raising strategies are targeted at the general public, 
health professionals, businesses and policy makers. They will be used and 
disseminated by the Consortium partners to illustrate how public education and 
awareness-raising strategies can help shift the paradigm to early diagnosis of AD.    

To meet the deliverable deadline, the recommendations were also based on the 
project concept and general findings. 

The public education and awareness strategies give tips to reach out to relevant 
stakeholders, state the value of raising awareness about AD and the value of a 
timely diagnosis and propose key dates to secure increased visibility of AD. It is 
important to start by breaking the stigma around AD to lift the barriers to early 
diagnosis. Patients’ testimonies are included in this section. The next sections 
include the need to make the point about the benefits of an early diagnosis 
(MOPEAD’s Value of timely diagnosis infographic is included), implement a 
favourable environment (such as Dementia Friendly Communities) to empower 
patients to feel confident and included in society, increase healthcare professionals’ 
confidence in initiating discussions with their patients. Health literacy about the risk 
factors and prevention of AD (MOPEAD’s Risk Factors for AD infographic is also 
included) and participation in clinical trials are also considered in these strategies. 
Finally, the documents ends with a ‘Market Place’ that presents some initiatives that 
illustrate the above-mentioned strategies.  

1,000 copies of the document in English were printed. A copy was given to all the 
participants who attended the lunch debate MOPEAD co-organised with AE on 10 
December 2019. The remaining copies will be distributed to a wide variety of 

https://17215c60-696c-4eb6-9adb-50cde843a50f.filesusr.com/ugd/e8882a_5fc550aa70494af9a68084008593717d.pdf
https://17215c60-696c-4eb6-9adb-50cde843a50f.filesusr.com/ugd/e8882a_5fc550aa70494af9a68084008593717d.pdf
https://17215c60-696c-4eb6-9adb-50cde843a50f.filesusr.com/ugd/e8882a_ee9ae1d2685a4c5aa72dc781e5526b9c.pdf
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audiences such as conferences during 2020 by MOPEAD partners. A version of the 
public education and awareness-raising strategies document is also available on-line 
on MOPEAD’s website.   

The public education and awareness-raising strategies are complementary to the 
project’s recommendations for policy makers and regulators. 

▪ End of project presentation  

The extension of the project time frame resulted in delaying the initially scheduled 
(June 2019) presentation of the project results to a European audience at the end of 
the project. The new date became December 2019. 

As a WP5 partner (AE) was organising one its regular European lunch debates in 
Brussels on 10 December 2019, it was agreed it made more sense to merge 
MOPEAD’s presentation into the event rather than hold two events on dementia at 
European level, at a few days’ interval. At the same time, AE was also organising a 
meeting of the Group of Governmental Experts on Dementias and an AAA (AE 
meeting with patient associations members of AE). The participants of these different 
meetings were invited to the lunch debate. 

The lunch debate topic was on ‘Improving the diagnosis of dementia – Findings from 
European research collaborations’ (agenda below). The event was opened by Sirpa 
Pietikäinen, MEP (Finland) and Chair of the European Alzheimer Alliance in the EP. 
Representatives from the EU Joint Action on Dementia ActOnDementia,  MOPEAD 
and AMYPAD (Amyloid imaging to prevent Alzheimer’s disease - another IMI project 
looking at improving the understanding, diagnosis and management of AD through 
the utilisation of ß-amyloid PET imaging) addressed the audience. The event was 
closed by Iva Holmerová, AE’s Chairperson. 

Invitations were sent to national, European and international stakeholders. 96 people 
attended the lunch debate.  

The lunch debate will be featured in AE first Dementia in Europe Magazine in 2020. 
Project participants will have the opportunity to contribute an article about the project 
in the June 2020 edition of the Magazine. This will continue the project’s efforts to 
build on its findings and recommendations. 

MOPEAD was on the agenda of the AE AAA that was organised after the lunch 
debate. MOPEAD participants (FACE, UKK and GMV) were further invited to speak 
about the project. At this occasion, they received feed-back from the Alzheimer 
associations present at the meeting and were able to discuss common challenges.  

8. EIWH Gender Policy Brief 

Women are at the epicentre of the Alzheimer’s crisis as patients, caregivers and 

family members.  AD disproportionately impacts women as patients, caregivers and 

family members.  Women are more likely than men to develop, live with and die from 

AD.  Across all EU Member States, more women have AD than do men (Alzheimer 

Europe, 2017; OECD/EU, 2018; EIWH, 2019).  Women also experience AD 

https://www.actondementia.eu/
https://www.mopead.eu/
https://amypad.eu/
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differently than do men.  Both biological influences and social factors have been 

shown to affect brain health and AD risk (EIWH, 2019).  Women comprise the 

majority of both formal and informal caregivers of those with AD (Alzheimer’s 

Disease International, 2014; Alzheimer’s Disease International & Karolinska Institute, 

2018).  Thus, women disproportionately experience the burden of AD. 

 

The MOPEAD Project is contributing to the inclusion of sex and gender in AD 

research and policy.  Sex and gender integration in AD prevention, diagnosis 

treatment and care can help support people affected by the disease as well as their 

family and carers.   

 

The EIWH has produced a Gender Policy Brief (D5.6) that recognises the impact of 

AD on women as patients and carers and their families. The brief explores both the 

biological and social factors with regards to sex and gender that impacts the 

development, diagnosis, progression, treatment of AD. The brief targets key 

stakeholders, in particular policy makers, healthcare professionals and patients, and 

it includes concrete steps for action to reduce sex and gender inequities.  The brief 

will be available online and distributed to key stakeholders at the end of 2019. 

9.  GP survey 

One of the patient engagement strategies tested by MOPEAD was located in the 

Primary Care setting. The rationale for testing this strategy was that the diagnosis of 

AD often occurs too late, when the symptoms are more severe and that GPs play a 

major role in the diagnosis of AD at an early stage.  

 

UKK went beyond the project’s deliverables:  during the course of the project, they 

carried out a survey designed to assess GPs’ attitude towards early and pre-

dementia diagnosis of AD and explore potential barriers to timely diagnosis. 343 GPs 

from five European countries participated in the survey. The results revealed that 

more than two thirds held the view that an early diagnosis was of value and the 

benefits of an early diagnosis outweighed the risk. The barriers to timely diagnosis of 

the disease included the perception that currently available pharmacological 

treatment options presented no benefit or low benefit, lack of time, lack of confidence 

regarding diagnostic procedures. The perception of reimbursement of diagnostic 

procedures differed between sites. Non-pharmacological treatment options were 

widely accepted by GPs (85% considering them as beneficial) despite a high 

proportion of the respondents indicating that they were not sufficiently available.   

A peer review article with the survey results and conclusions will be published in 

2020 (open access). 

10. Ethics  

MOPEAD raised a number of ethical and social issues that required particular 

attention: in seeking to identify novel approaches to patient engagement, MOPEAD 
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explored a new territory. It involved the development of procedures which included 

the use of well-established tests and approaches that were combined in an 

innovative way and then applied in relatively new/novel situations to identify 

participants. This called for reflection about possible ethical issues, some of them 

being closely related to the very specificity or uniqueness of the project design. The 

project’s ethical challenges were discussed by the Consortium members and the 

external ethics advisor. This led to a number of recommendations to guide the 

recruitment strategies (D1.3 - Ethical guidance). 

 

This was accompanied by an ‘Ethics report’ (D1.6) that highlighted a  number of 

ethical issues to be considered during the project. 

 

This work will be shared with the public in a peer review article that will be published 

in 2020 (open access). 

11. MOPEAD’s strategies cost-effectiveness 

An evaluation of the cost-effectiveness of MOPEAD’s four patient engagement 

strategies was made. The project’s methodological challenges implied that the cost 

effectiveness of MOPEAD needed to be considered from a broad viewpoint. It 

appeared that the most cost-effective patient engagement strategy identifying people 

with cognitive impairment was in the Tertiary Care setting, followed by Primary Care. 

However, these care settings have capacity problems for dementia diagnostics. The 

Citizen Science and Open House can be more cost effective after modifications and 

adjustment. 

 

The full evaluation and conclusions will be presented in a peer review article to be 

published in 2020 (open access). 

 Conclusion 

The communication about MOPEAD has been varied and reached out to a large audience.  
The production of some deliverables and peer articles were dependent on the evaluation of 
the results which occurred at a late stage.  

In general, some partners or investigators did not use social media. This minimised the 
outreach the project development and publications would have had. The project messages 
were consistent in English, but language was a barrier when the partners shared the 
posts/Tweets (their followers would read their native language best). Based on these 
findings, the recommendation would be to limit the use of social media to a couple and 
tailor the messages to the local audiences. 

Overall, despite a limited budget, WP5 managed to deliver several communication tools 
and a robust communication to engage the partners. 
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Annex 

MOPEAD World Alzheimer’s Month Campaign Report (prepared by MODUS) 
 
Summary 

This report contains an overview of the MOPEAD Projects World Alzheimer’s Month 2019 
Campaign. It will cover MOPEAD’s activity over its main communication channels during the period 
of 1st September 2019 to 24th September 2019. Namely its website and Twitter channels where 
most communications took place. The impact of these communications will be measured using 
Google Analytics and Twitter Analytics.  
 
Methods 

The MOPEAD Communications team developed the projects campaign by focusing on two key 
messages of the project which aligned with the theme of Alzheimer Disease International’s (ADI) 
2019 campaign “Let’s Talk About Dementia”.  

These were:  

• The importance of timely diagnosis 

• The importance of engaging the general population in their memory health  
 
To support these campaign messages, the campaign would use communication materials 
developed by the project which are located on the project website. These include but were not 
limited to: 

• Images  

• Infographics 

• Videos  

• Publications 
 
It was decided that most of the campaign activities would take place on Twitter (@MopeadEU), 
where the MOPEAD Project currently has 691 followers. Twitter provides a useful platform for such 
campaign activities due to the prevalent use of #hashtags. This allows the user to capitalise on 
trends and ultimately become more visible on the platform and online.  

During the MOPEAD campaign, it was decided to use the following #hashtags to make MOPEAD’s 
content more visible:  

• #Alzheimersdisease 

• #IMICarryTheTorch 

• #MOPEADMatters 

• #MemoryMatters 

• #WorldAlzhMonth 

• #WorldAlzhDay 

• #LetsTalkAboutDementia 
 

https://twitter.com/MopeadEU
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An example of the use these hashtags can be seen below: 

 
Twitter also allows the user to mention, or “@tag”, other profiles in their Tweets which was identified 
as an important strategy in maximising the impact of the campaign. By tagging other users in 
MOPEAD Tweets, visibility is increased by support from that user. An example of this strategy being 
used during the campaign can be seen in Figure 2 below.  

 

 

 

 

 

 

 

 

 

It was decided the MOPEAD Project website (https://www.mopead.eu/) would also be updated with 
articles highlighting the campaign and MOPEAD’s role in World Alzheimer Month. However, most of 
the campaign activity would take place over Twitter due to MOPEAD’s high following and potential 
for engaging a wider audience.   

To ensure a steady flow of traffic to the website over the campaign, Tweets were accompanied by a 
link, directing the user to the MOPEAD website, either to a specific article or media relating to timely 
diagnosis or the importance of memory health.   

Before the campaign began, the website was reviewed to ensure usability for new users, and that 
materials could be found quickly.  

FIGURE 1 EXAMPLE MOPEAD TWEET USING #HASHTAGS 

FIGURE 2 EXAMPLE MOPEAD TWEET USING @TAGS 

https://www.mopead.eu/
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Results  

Twitter 

The impact of the campaign on Twitter can be measured using Twitter Analytics. Some key figures 
for @MopeadEU during the period covering 1st September 2019 – 24th September 2019: 

 

Figure 3 Key figures for MOPEAD's Twitter campaign 

Tweet impressions are how many times a Tweet was viewed on Twitter. In this period 
@MopeadEU gained 12.8K impressions collectively for all 14 Tweets, which is an increase of 
924.7% from the previous period.   

Profile visits show how many users clicked or visited the @MopeadEU Twitter profile. It gained 66 
profile visits in this time, a 266.7% increase from the previous period.   
 
Mentions are how many other users mentioned, or @tagged, the MOPEAD Twitter account in their 
own Tweets. MOPEAD was mentioned 20 times in 
other users Tweets this period, which is a 1,000.0% 
increase compared to the previous period.  

MOPEAD’s top Tweet in this period gained 2,412 
impressions and a total of 23 engagements. 
Engagements are how Twitter measures how other 
users interact with your Tweet. For example, this 
Tweet (Figure 5) had 23 engagements including:  

• 9 Likes 

• 7 ReTweets 

• 5 Profile clicks 

• 2 Detail expands 
This Tweet had an engagement rate of 1.0%. The 
median engagement rate per post on Twitter across 
all industries is 0.048% 
(https://www.rivaliq.com/blog/2019-social-media-
benchmark-report/#title-all-industry).  

MOPEAD’s top Media Tweet (i.e. a post which was 
accompanied by an image or video), gained 1,991 
impressions with a total of 33 engagements, giving it 
an engagement rate of 1.7% (see Figure 5 below).  

FIGURE 4 MOPEAD'S TOP TWEET DURING THE CAMPAIGN  

https://www.rivaliq.com/blog/2019-social-media-benchmark-report/#title-all-industry
https://www.rivaliq.com/blog/2019-social-media-benchmark-report/#title-all-industry
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The average engagement rate of the MOPEAD Twitter over this 24-day period was 1.2% by 
receiving 29 Link clicks, 55 ReTweets and 77 Likes over the period. Some graphs are presented 
below: 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 5 MOPEAD'S TOP MEDIA TWEET DURING THE CAMPAIGN  

FIGURE 6 ENGAGEMENT RATE OF MOPEAD'S TWITTER DURING THE CAMPAIGN 
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Project Website 

The impact of the campaign on the project website can be measured using Google Analytics. Some 
key figures for the website traffic for https://www.mopead.eu/ are displayed below:  

 

Users indicate how many induvial visited the MOPEAD project website, in this period, MOPEAD 
received 111 users (101 new users and 10 returning) which is an increase of 70.8% compared to 
the previous period.  

A session is the period time a user is actively engaging on the website, in this period the MOPEAD 
website received 147 sessions which is a 79.3% increase compared with the previous period.  

A bounce rate is the percentage of single-page sessions in which there was no interaction with the 
page, i.e. a bounced session has a duration of 0 seconds. During this period the MOPEAD website 
has a bounce rate of 61.22% which is an increase of 16.8% compared to the previous period.  

The session duration is the average length of a session. During this period the average session 
duration for the MOPEAD project website was 1 minute and 20 seconds which is a 46.6% decrease 
compared to the previous period.  

MOPEAD received the highest website traffic in this period on the 20 th of September, with a total of 
14 users. This is also the date that MOPEAD’s most successful Tweet of the campaign (Figure 4) 
was sent.   

Looking at traffic by location shows that while much of the traffic in this period came from the USA, 
there was more engagement with the website on a European level. This can be seen in Figure 9 
where a higher average session duration was recorded in European countries, with the highest 
session durations recorded in Ireland, Luxembourg, Germany and Spain.  

FIGURE 7 MOPEAD WEBSITE TRAFFIC, KEY FIGURES FROM THE CAMPAIGN 

https://www.mopead.eu/


115985 - MOPEAD – D5.2  

39 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 8 MOPEAD WEBSITE TRAFFIC BY LOCATION 

FIGURE 9 AVERAGE SESSION DURATION OF MOPEAD WEBSITE TRAFFIC BY LOCATION 
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An overview of the acquisition of users to the MOPEAD website is shown in the graphic below:  

 

 

 

 

 

 

 

 

 

 

 

Roughly 50% of MOPEAD’s traffic was from an organic search. This means most of the users in 
this period found the website through an online search using a search engine such as Google or 
Bing.  

Roughly 27% of MOPEAD’s traffic in this period entered the website directly, i.e. typing the URL 
directing into their internet browser.  

Roughly 19% of MOPEAD’s traffic in this period was directed to the website from social media. 
Exactly 21 users entered the website this way, of which 14 (66.7%) from Twitter and 7 (33.3%) from 
Facebook.  

Roughly 4% of MOPEAD’s traffic was referred to the website from another source.  

The traffic acquired either by social media, referral or organic search had higher page visits per 
session than that of direct traffic as seen below which suggests those users were more engaged in 
the website content.  

FIGURE 10 BREAKDOWN OF HOW MOPEAD WEBSITE TRAFFIC WAS ACQUIRED DURING THE 

CAMPAIGN 
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Conclusions 

The results of this campaign suggest that the use of Twitter was effective in driving some traffic to 
the project website, however the majority of MOPEAD’s website traffic was still gained through 
either organic search or direct search.  

The traffic that was directed to the website from the campaign, i.e. from social media, did have a 
higher average session duration and rate of pages per session which suggests those who were 
referred to the website by the campaign were more engaged in its content.   

The campaign was most successful on Twitter itself where it could make use of the projects various 
connections to key stakeholders.  

A high engagement rate was observed throughout the period, and MOPEAD content received 
collectively over 12,000 impressions on the Twitter platform. MOPEAD’s Tweets frequently 
surpassed the industry benchmark in terms of engagement by using varied and engaging content 
such as videos, infographics and images related to the project. MOPEAD also successfully inserted 
itself into the conversation surround World Alzheimer’s month by using appropriate hashtags and 
drawing attention to relevant articles.  

 

 

 

 

FIGURE 11 PAGES PER SESSION SEGMENTED BY ACQUISITION OF TRAFFIC 


