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Background

As a self-governing institution located on the DTU campus, IPU has optimal conditions for creating a rewarding collaboration between DTU and the private and public sector.

By working in the field between research and the business community, IPU has attracted political attention and goodwill, authority in terms of research, academic recognition, and the attention of students.
The communication strategy is to support the collaboration between IPU, DTU, and the business community, as well as to shape IPU’s image among other interested parties, e.g. students and policymakers.

The strategy is also to ensure that IPU employees keep in mind the overall goals of the company.

Objective

The objective of the communication strategy

The strategy identifies an operational point of orientation for the overall communication activities of the employees – within the company and externally. The strategy is to support and strengthen IPU’s overall goals.

Increasing focus is placed on the need for professional communication of research efforts to the community; both widely communicated and communication targeted specific target groups. This poses demands on the communication strategy, which needs to be based on:

The mission and competencies of the company

· IPU’s mission is to offer development and consultancy services to the business community in collaboration with the departments at DTU
· IPU’s main competence is to function as a link between research and the business community.

The vision of the communication strategy

· To place the beneficial interaction between research and the business community in the agenda in the media, at DTU, and among opinion formers
· To profile IPU as an attractive partner to the industry.

Core values
The individual elements in the communicative efforts are supported by the core values:

· IPU has competent employees

· IPU is a credible company

· IPU is visible to the outside world

· IPU offers openness and easy access to relevant information.

Target groups

The target groups for IPU communication are:

· Current and potential customers and donors

· Current and potential collaborating partners

· Policy-makers and opinion formers

· DTU management and departments

· IPU internally

· DTU students and potential students.
First and foremost, IPU must offer communication to customers and donors; and then to collaborating partners, etc., depending on the number of resources available. 
Differential communication

The target groups are completely different in terms of their individual expectations. 
Therefore, for maximum impact, each of the elements in IPU’s communicative effort must be differentiated to match the individual target group.

Focus areas for 2005

Active contact with the media

Successes must be communicated, also for the purpose of inspiring internally as well as externally.

By supplying interesting information about new results, new projects, and new collaboration agreements on a regular basis, free marketing is created in the media, which is highly visible and powerful with the primary target groups.
As soon as an assessment has concluded that the necessary resources are available, the focus areas are expanded with:

International customers and partners

Particular efforts are made in terms of communicating results to the international customers and partners. 

Internal communication

Information is provided to all IPU employees whenever needed. 

Effect measurement

Measuring the communicative effect

In order to be able to measure and, if necessary, adjust the communicative effort, IPU plans to develop a method for measuring the communicative effect. This method is to be developed in 2006.
