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Executive Summary 
This document is an updated plan defined in D4.1 that guides the dissemination and 
communication efforts of Engage4BIO Consortium throughout the duration of the 
project. The plan has been modified to adapt to the challenges and opportunities 
incurred during the first 18 months of the project. The Dissemination, communication 
and exploitation plan has been developed and submitted by Month 6 by APRE’s team, 
the WP4 leader. APRE has been responsible for the overall management and support 
of the activities defined under the Dissemination, communication and exploitation 
Strategy, and has develop the main tools and materials to be used during the project.  

The present document outlines a review of: 

• Achievement of the objectives of the strategy; 
• Reaching of target audiences and respective engagement objectives; 
• Use of Engage4BIO brand identity and communication kit; 
• Use of main dissemination and communication tools and channels to reach the 

audiences; 
• Implementation of activities; 
• Key Performance Indicators (KPI), barriers and obstacles considered to reach 

KPIs. 

All partners behave been actively involved in the dissemination and communication 
actions, and have been highly committed to ensure a satisfactory dissemination of the 
project’s results.  

The contributions from partners have been: 

• Implementation of promotional and dissemination campaigns in their own 
countries and at European level 

• Exploitation of their contacts and networks 
• Supply of news and updates for the web portal and newsletter 
• Interaction with the project’s posts on various Social Media Channels 
• Participation in relevant events to promote the project and its outcomes  
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1 Introduction 
Engage4BIO is a three years project with the aim of strengthen circular, sustainable 
bioeconomy and sustainable regional development through engaging quadruple helix 
actors, taking into account their diversity of societal, economic and cultural 
perspectives from five regional bio-based systems. The regional bio-based systems 
focus on the five major value chains namely: 

1. circular and bio-based textiles (NL) 
2. agriculture and agro-food industries (HU) 
3. wood and interior (AT) 
4. bio-based and sustainable packaging (FI) 
5. blue bioeconomy (IT) 

In the activities within the hubs art and design is embedded to gain a broader 
outreach, to improve the linkage of different sectors and to help to think out of the box. 
In the co-creation of awareness and communication campaigns art and design are key 
within Engage4BIO. 

The outcomes will be captured within a bioeconomy development framework 
transferable to European regions. It is fully open to the public by providing the 
resources as open educational resources (OER). This transferability and openness is key, 
since bioeconomy implementation is often limited in regions and fails to engage on a 
broad level. 

Overall, Engage4BIO has foreseen six specific objectives: 

1. Establishment of innovative governance framework 
2. Develop and adopt guidelines on regional bioeconomy transfer of skills, re-

training and adult learning programmes 
3. Setup co-creation workshops to develop measures for active and sustainable 

engagement open to all actors 
4. Understand and analyse social attitudes, its implications, economic barriers and 

potentials to develop transferable guidelines and recommendations 
5. Developing feedback loops, actionable policy recommendations, briefs and 

manuals for policymakers 
6. Connect and build channels for exchange of results, insights and strategies to 

important initiatives and activities and particularly to their educational efforts 

To ensure that results gained during the course of the Engage4BIO project exert their 
full impact, effective activities for the dissemination, communication and exploitation 
of results will be pursued throughout the project duration. Thus, this Strategy 
underlines the overreaching dissemination, communication and exploitation 
objectives of Engage4BIO, describes measures, timeframes and responsibilities of the 
partners during the lifetime of the project and defines the monitoring phases as well as 
the reporting of the project’s achievements.  
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2 Objectives of the Report 
The main objective of the Report on dissemination, communication, exploitation 
pathway and networking activities is to offer an overview of the work done in terms of 
dissemination, communication, and exploitation activities of the Consortium. This 
Report presents some occurred barriers to adequate implementation and allows 
mitigation actions to be taken. It highlights efforts made to engage stakeholders and 
actors across target groups identified in D4.1. 

The activities considered for the Report have the following goals: 

• Communicate and raise awareness on the project activities and events. 
• Disseminate results achieved among Engage4BIO target groups. 
• Identify and use the right channels to efficiently communicate with the target 

groups and stakeholders (including the identification of events, social media 
networks, press releases, multiplier organisations, etc.). 

• Produce the necessary supporting material to ensure an effective dissemination, 
including printed material (i.e. brochure, poster, roll-up) and digital materials 
(videos, infographics). 

• Facilitate regular communication, through press releases and newsletters, to 
inform about the latest news and developments of the project to the media 

• Identify potential ways to exploit project results and support project outcomes 
beyond the duration of the project. 

This Report aims to elaborate on the implementation of dissemination and 
communication activities. It also shows progress made in reaching target groups 
through communication and dissemination tools, channels and formats. 
 

The following table describes the timeline for the achievement of dissemination and 
communication objectives, and has been updated to reflect the progress 
accomplished by M18: 

Activity Time plan Description 
Planning M1-M6 Identification of the communication and dissemination 

strategy to ensure a wide outreach of project’s outcomes- 
completed. 

Implementation M6-M36 Production of a set of tools (supports and channels) to 
diffuse key messages extracted from the project results to 
the identified target groups- ongoing 

Monitoring M6-M36 Analysis and assessment of the impact and success of 
dissemination and communication activities by comparing 
the results to the pre-established key performance 
indicators (KPIs)- ongoing 

Sustainability M30-M36 Identification and establishment of mechanisms needed to 
ensure persistent and long-lasting visibility of Engage4BIO 
outcomes- upcoming 

Table 1 Engage4BIO communication and dissemination roadmap updated 
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2.1 Target groups 
Considering that different target groups have diverse interest in the project results, the 
strategy developed in D4.1 has been tailored on their varied needs. As a consequence, 
communication and dissemination tasks and activities have been implemented 
following the above principles. The target groups that have been engaged by WP4 
activities are the following: 

Target group Specificities 
(1) Policymakers • Local, regional, national and international 

level policymakers 
(2) Educational organisations • Adult 

• Training institutions 
• Museums 
• Schools 

(3) Business • Primary producers 
• Industry 
• SMEs 
• Trade 
• Service providers 

(4) Civil society • Consumers 
• Artists 
• Interested citizens 
• NGOs 

(5) Scientific Communities • Researchers 
• Academics 
• Research initiatives 

(6) Other bioeconomy projects and 
initiatives 

• ENRD 
• CBE JU 
• BIOEAST Initiative 
• EuBioNet 
• BlueRev 

(7) Other region networks, intermediate 
organisations 

• National clusters 
• Regional development agencies 
• Innovation brokers 
• network organisations 

Table 2 Engaged target groups 

 

To review communication and dissemination activities for each selected category of 
the stakeholders , please refer to Deliverable 4.1.
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3 Updates on Brand identity 
Engage4BIo visual identity consists of a set of elements that forms its graphic 
individuality and facilitates recognition to external audiences.  

APRE developed the visual identity for the Engage4BIO project at M1, gathering all 
dissemination and communication materials in a toolkit, and uploaded it in the shared 
repository space for Consortium Partners to use consistently. 

3.1 Logo 
The Engage4BIO logo has been chosen after analysis of the keywords associated with 
the project. 

The logo has been shared widely and has been included in all the project’s activities, as 
a way to ensure coherence and recognition of the materials developed.  

3.2 Brand manual 
APRE created a brand manual, which was distributed to all partners with the aim of 
providing them with guidelines on how to best use the logo, the specific font, colours 
and dimensions, as well as examples of logo applications on various promotional 
materials. 

3.3 Claim  
The Engage4BIO is “Multi-stakeholder engagement to strengthen regional 
bioeconomy value-chains.” The claim has been featured in communication and 
dissemination materials  together with the logo and other visual identity graphic 
elements.   
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4 Tools and channels 
The achievement of the Dissemination and Communication Strategy objectives are 
being pursued through the implementation of its dissemination and communication 
activities. These guarantee the establishment of a feedback loop with the stakeholders 
and their engagement of ownership of project results. 

The Consortium should promptly inform and update the communication leader on 
Engage4BIO activities and results in order to ensure the correct alignment between 
the messages to communicate to stakeholders through our channels and the project 
findings.  
These messages have been adapted into different styles like infographics, images, etc 
(see Annex 10.1 for example). 

 

4.1 Website 
The first version of the Engage4BIO website (splash page) was launched in December 
2022 (M3), and the full website has been running since January 2023 (M4) at the URL: 
https://www.engage4bio.eu/. The website is the main portal for Engage4BIO’s editorial 
content, its engagement activities and all related events in which partners have 
participated or will attend. 

Website content is reviewed by APRE, considering SEO (Search Engine Optimization) 
best practices to ensure a better indexation and accessibility of the project via Internet. 
The project has installed Matomo instead of Google Analytics 4 for web analytics 
service to track traffic and assess useful statistics. Matomo guarantees GDPR 
compliance and is able to show data relevant to website engagement while protecting 
anonymity and privacy of visitors.  

Relevant statistics that have been monitored are: 

• Website visits; 
• Pageviews; 
• Which links and countries the web traffic comes from; 
• Number of download of documents (public results, communication kit, 

newsletters). 

The statistics collected by M18 are reported below, and consider the timeframe 13th of 
September 20231 to 27th of March 2024:  

Refer to Annex 10.2 for data on visits and views collected by Matomo, Annex 10.3 for 
location of visitors, Annex 10.4 for points of entry link, and Annex 10.5 for details on 
downloads.  

 

Statistic parameter Value/ Results reached so far 

 

1 Date of installation of Matomo 

https://www.engage4bio.eu/


 

Pag. 14 di 41 
 

Website visits 1709 visits 

Pageviews 3513 pageviews 

Countries 1. Italy 

2. Finland 

3. Netherlands 

In total, visitors come form 46 different 
countries.  

Links Most visits come from direct entry/search 
engine. 

Number of downloads 91 downloads 

Table 3 Engage4BIO website statistics 

 

The website is also the entry point for any interested user: the page ‘Join our 
community’ is an open form where the user can fill in with contact details to join: 

• Project’s Newsletter to be informed about the project’s outcomes; 
• Project’s Database which will results in: invitation to events and workshops; 

relevant activities and initiatives implemented in the context of bioeconomy-
related EU projects in which Engage4BIO consortium is involved; newsletter of 
the project. 

The policy privacy is clearly shown and accessible on the website and is respected as 
indicated. 

Table 4 below shows further website metrics that are being monitored, together with 
the associated KPIs planned during the initial implementation stage. 

Metrics KPI Results reached so far 
• Unique visitors 
• Time spent on 

the website 
and returning 
visitors 

• Number of 
countries; 
Website 
contents 
shared by 
visitors 

• Download of 
training 
materials 

• Unique visitors in 3 years: 10.000 
• Visitors spending 1 minute or 

more on the website: >75% 
• Website contents shared by 

external users on SNs: 400 (in 3 
years) 

• Training material (catalogue and 
practice examples) of innovative 
outreach and awareness 
formats for bioeconomy 
disseminated: >300 

• M18: 1709 
• Average time spent on website: 

2m5s 
• Website contents shared by 

visitors and downloads: 91 

Table 4 Website: KPIs 



 

Pag. 15 di 41 
 

The project website currently offers the possibility to download two Engage4BIO public 
deliverables (watermarked as “not approved yet” since those are not officially revised by 
the European Commission): Guidelines for Hubs (D1.1) and the Dissemination, 
Exploitation and Communication Plan including the developed toolkit (D4.1); 
(https://www.engage4bio.eu/projects-outputs/).  

 

4.2 Social networks 
Engage4BIO has been maintaining an active presence in four major social media 
platforms: LinkedIn, Twitter, Facebook and Instagram. The main objective of this online 
presence has been to reach as many stakeholders as possible (with a special attention 
to the general public), thanks to a findable and recognizable production of contents. All 
the profiles have been active since M2. 

The different social networks platform were chosen with the goal of reaching specific 
target groups. The content shared on social networks has been diversified with the 
goal of offering a varied range of news, events, best practices, and art content related 
to Engage4BIO bioeconomy value chains.  

However, what emerged from their use is that certain target groups (e.g. civil society) 
are harder to reach, as the algorithm of Facebook and Twitter is set to promote our 
project content towards academia and research institutions. Algorithm promotion is a 
result of interactions from our aforementioned accounts, that are followed mostly by 
members of these two particular target groups. 

Moreover, the user demographics suggest that a combined use of different platforms 
covers the most common stakeholders encountered across different projects. While 
clearly LinkedIn is the platform designed for professionals, Facebook seems to be the 
most used among the older age groups and Instagram is most skewed towards the 
younger generations. Alongside considering the users, not all platforms are well suited 
for all types of content or all stages of a project. Platforms like Facebook, LinkedIn, 
Twitter and Instagram also have a built-in messaging function, which should not be 
forgotten. Several tips and risks associated to social media are described in the report 
of the EC2. 

 

4.2.1 Workflow 
APRE is following the set workflow for Social Networks publications. 

By the 10th of every month (to be postponed to the first working day available in case 
of holidays), partners can send to APRE their inputs (via the form available online on 
the project repository) about tasks implementation and results, but also about relevant 

 

2European Commission, European Research Executive Agency, Communicating about your research project 

using social media, Publications Office of the European Union, 
2023, https://data.europa.eu/doi/10.2848/816598  

https://www.engage4bio.eu/projects-outputs/
https://data.europa.eu/doi/10.2848/816598
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news regarding Engage4BIO framework (activities performed, events attended, etc.). 
Thanks to these inputs, APRE sets up a draft of the editorial plan for the month ahead. 

In addition to partners’ suggestions, APRE prepares posts about: partners’ organization 
and their roles in the project, short interviews to the main target stakeholders about 
challenges and solutions, coordinated contents with other EU projects and initiatives 
and national target stakeholders. 

8 different cards have been produced every month with original contents and re-share 
of relevant events or initiatives. 

4.2.2 LinkedIn 
The LinkedIn Engage4BIO page is used to increase the visibility of the project at a 
professional level. LinkedIn gives networking opportunity for professionals and 
members and creates links between different working groups and projects. LinkedIn 
also offers the possibility to reach many business and policy stakeholders and therefore 
plays a key role in the communication activities of the project. 

Activities and events published on LinkedIn have a better reach in comparison to 
publications on other social media, as on the platform the Engage4BIO account is 
followed by stakeholders that have a direct interest in our project goals and objectives.  

4.2.3 Twitter, now X 
The Engage4BIO’s X account was thought as a channel to reach a wider and more 
heterogeneous audience, and to be used with the objective of re-sharing and 
collaborate with other EU funded projects. 

Even though the account has reached a good number of followers, the interactions 
and the resulting impressions prove difficult. In fact, most of the accounts that follow 
the @engage4bio profile are other EU-funded projects, that do not engage in an 
interactive manner. The consequence of this challenge has been reflected in the 
hardship of creating a community.  

4.2.4 Instagram 
The Engage4BIO Instagram account has been set up with the goal of creating 
captivating visual contents based on art or social media outreach campaigning. 
It is able to reach a younger portion of the civil society, highlighting the connection 
between bioeconomy practices and the creation of artworks.  

The project’s Instagram account is reasonably successful for posts that show examples 
of art practices using waste and biomass, or that bring to attention to companies 
implementing good practices.  

4.2.5 Facebook 
Facebook has a large audience and offers the possibility to involve a good part of civil 
society on the issues of bioeconomy. However, the interactions obtained are not 
enough to “boost” the account to the algorithm, resulting in a visibility issue outside of 
the existing network. 
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4.2.6 YouTube 
Engage4BIO YouTube account will be created and populated once APRE, together 
with the Consortium, develops videos illustrating activities and project objectives and 
results.  

Table 5 shows KPIs for Social Networks chosen. They have been modified from original 
ones provided in D4.1, and are calculated in a one year span (March 2023- March 2024): 

Metrics KPIs corrected at M18 Results reached so far 
Number of 
followers, 
engagement 
rates (via SNs 
analytics) 

• At least 800 followers in 3 years 
(considering all SNs) 

• Facebook followers: >200 by M24 
• Instagram followers: > 250 by M24 
• Instagram monthly interactions 

(average): >300 M24 
• X profile monthly visits (average): 

>200 by M24 
• Monthly tweet impression (average): 

>4.000 by M24 
• Click Through Rate (CTR) on LinkedIn 

(average): >5% 
• Engagement rate on LinkedIn 

(average): >8% 

• Total of 341 followers  
• Facebook: 37 
• Instagram: 123, with average 

of 277 monthly interaction 
and 255 average account 
coverage 

• X: 74, with 180 average 
monthly visits and 4.000 
average monthly 
impressions  

• LinkedIn: 217 followers, with 
4.3% CTR and Engagement 
rate around 6% 
 

Table 5 Social Networks KPIs 

 

An explanation on the obstacles encountered and why APRE decided to adjust the 
KPIs can be found in chapter 6.  

4.3 Newsletter 
The Consortium has agreed to produce 9 newsletters during the project’s life, whose 
purpose will be to raise awareness on bioeconomy, Engage4BIO activities and share 
the latest news.  
The newsletters are sent proactively to the target audience identified, and it is possible 
for interested parties to subscribe via project website. Once newsletters are sent out, 
they are also being uploaded on the website for storage, and to allow retroactive 
downloads from interested users.  

The first newsletter has been published and sent to subscribers in March 2024, and is 
currently available on the project website: https://www.engage4bio.eu/wp-
content/uploads/2024/03/ENGAGE4BIO_Newsletter-1.pdf. 

Table 6 shows metrics and KPIs updated after the sharing of the 1st project Newsletter: 

Metrics KPI Results reached so far 
• Download from the website 
• Reach of each partner mailing 

• Total downloads of 
all issues from 
website: >800 

• Reach: >1.000 
• N° of newsletters: 9 

• Total downloads from 
website of 1st issue: 13 

• Reach: 35 
• Newsletter published: 

1 

Table 6 Newsletter: KPIs 

https://www.engage4bio.eu/wp-content/uploads/2024/03/ENGAGE4BIO_Newsletter-1.pdf
https://www.engage4bio.eu/wp-content/uploads/2024/03/ENGAGE4BIO_Newsletter-1.pdf
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The 1st issue of the Newsletter has been published with a delay due to the decision to 
share it once all co-creation workshops were concluded. Moreover, because of the 
aforementioned challenges in expanding the projects’ networks, APRE tried to 
implement mitigation strategies to acquire more subscribers. Since the issues 
persisted, the Newsletter was sent out and uploaded for download to the website. 
In order to make sure that all 8 remaining Newsletters are going to be published, APRE 
has updated the timeline for this activity, as illustrated in Table 14 of this Report. 

4.4 Participation to relevant events 
The participation in national and European/international conferences, events and fairs 
allows Engage4BIO to directly liaise with key stakeholders and to provide them with 
updates on project progress and results.  

Engage4BIO partners have been participating in events, conferences and workshops 
during project implementation, that can be find in the table below. Please note that 
there is an overlap between WP3 and WP4 activities when it comes to communication 
and dissemination events, as the Hubs always promote the project before co-creation 
sessions.  

Please note that Table 7 contains a non-exhaustive list of events and dissemination 
opportunities that have been carried out and that have been planned for the next 
months:  

Dissemination 
activity name 

Date Type of 
activity 

Target 
audience 

Aim Reac
h 

Participation at 
Project2ProjectEve
nt  

5/10/2022 Clustering 
Activities 

Research 
communities 

Aim to 
network with 
other 
bioeconomy 
projects in 
Europe. 
Presenting 
Engage4BIO 
its, goals and 
planned 
activities. 
Enlarge 
Engage4BIO 
network. 

>100 

Bluesealand 2022, 
SUSTAINABLE 
BIOECONOMY FOR 
THE 
REGENERATION OF 
THE REGIONAL 
LAND AND SEA 
LANDSCAPE 

08/12/22 Meetings Other all 
stakeholders 
involved in 
blue growth 

>40 
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Presentation of 
E4BIO @ 
Bluesealand 2022 
(BioGoal Final 
event) 

10/12/22 Conferences Research 
communities 

Presentation 
of goals and 
aims of 
E4BIO to 
local Sicilian 
stakeholders, 
researchers 
and other 
relevant 
partner form 
the project 
BioGoal 

100 

Presentation of 
E4BIO @ Blue 
Growth at regional 
level event 

28/04/23 Clustering 
activities 

Research 
communities
, industry, 
regional 
authorities 

Workshop 
organised by 
UNIPA 
(E4BIO 
partner) 
within 
another 
initiative of 
the DiSTeM 
department, 
in 
collaboration 
and 
engaging 
regional 
stakeholders, 
such as the 
District of 
Fishery and 
Blue Growth, 
and other 
projects, such 
as BlueRev 
(Horizon). 

35 

Participation in 
panel discussion at 
CBE JU event 

26/04/23 Conferences Research 
communities
, industry 

CBE JU held 
an infoday 
about its calls 
for proposals; 
linked to this 
there were 
discussions 
related to the 
opportunities 
of 
bioeconomy 
in Hungary. 
MOME was 

NA 
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represented 
by Edit 
Blaumann in 
a panel 
discussion on 
biomass-
related 
research 
directions, 
she 
promoted 
Engage4BIO, 
flyers were 
distributed. 

Presentation of 
E4BIO @ Europe 
Day 2023: “Insieme 
per l’Europa-Festa 
dell’Europa 2023”  

08/05/23 Clustering 
activities 

Civil society, 
Research 
communities
, EU 
institutions 

Presentation 
of the project 
to secondary 
school 
students in 
the 
framework of 
“Europe Day 
2023” to 
strengthenin
g key 
competences 
to achieve 
the digital 
and 
ecological 
transition 
and 
matching 
skills and 
qualifications 
with 
aspirations 
for new 
labour 
market 
opportunities 

>200 

European 
Researchers Night 
2023- Frascati 

30/09/202
3 

Disseminatio
n Activity 

Research 
Communitie
s, Civil 
Society 

Distribution 
of 
promotional 
material  

50 

Presentation of 
E4BIO at the 
national workshop 

5/10/2023 Presentation Education, 
research, 
industry, 
regional 

CEE2ACT 
project 
launching 
the 

25 
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of CEE2ACT project authorities, 
ministry 

Hungarian 
Bioeconomy 
Forum. 
During this 
event, aims 
and activities 
of 
Engage4BIO 
project were 
presented in 
order to find 
collaboration 
possibilities 
and to join 
efforts of the 
EU-funded 
bioeconomy 
projects 
implemente
d in Hungary. 

Participation and 
presentation in 
Makers Fair in 
Rome at stand 

20-21-
22/10/23 

Event Civil society Present 
project 
objectives 
and results 

>100 

Presentation of 
E4BIO at RiscArti 

26/04/24 Event Civil society Present 
project 
objectives 
and results 

NA 

Engage4BIO Final 
Event 

M34 (tbc) Final 
Conference 

All target 
groups 

Present final 
results and 
final event of 
design award  

>100 

Table 7 External events 

 

Table 8 shows metrics to reach the KPIs for this activity. 

Metrics KPI Results Reached by M18 
• Numbers of 

events 
• Number of 

attendees 

Number of people reached during 
the events: >5.000 

Number of people reached during 
the events (approx): 550 

Table 8 Participation to events: KPIs 
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4.5 Other projects, initiatives and networks to collaborate with 
An important pillar of the project is the interaction and cooperation with other EU 
funded projects, initiatives and other networks, with the aim to define collaborations, 
exchange information and expertise, cross-fertilise and increase the collective impacts 
of the projects. A specific task (T4.3) has been defined to achieve the following aims: 

1. join forces and exchange ideas, methodologies and good practices in the 
promotion, uptake and dissemination of bioeconomy, sustainable certification 
schemes of bio-based products; 

2. facilitate networking, collaboration, share methodologies, lessons and planned 
activities; 

3. improve the quality and impact of projects’ activities, facilitating collaboration 
among projects having similar objectives and target beneficiaries; 

4. share communication channels and tools to reach the widest possible audience 
and maximise the efficiency of Engage4BIO communication and outreach 
activities. 

During the lifetime of the project, relevant projects, initiatives and networks to 
collaborate have been mapped and analysed to increase Engage4BIO impacts 
(representing the basis for activities implemented in T4.3). 

To monitor cooperation activities required by T4.3, task leader TMG has created and 
made available a shared file on the project’s repository space where Partners can add 
their related actions. You can find the table as Annex 10. 

 

5 Tools and channels per target group 
The following Table 9 showcases how each Engage4BIO target group was approached 
and with which tool and by which channel. 

 

Tools and 
channels Target groups 

 
Policymak
ers 

Education
al 
organizati
ons 

Busine
ss 

Civil 
socie
ty 

Scientific 
communi
ties 

Other 
bioecono
my 
projects 
and 
initiatives 

Other 
region 
networks, 
intermedi
ate 
organisati
ons 

Website X X X  X X X 

Communica
tion kit 
(flyer, 
poster, 
rollups) 

X X X  X X X 
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Twitter, 
LinkedIn 

X X X  X X X 

Facebook, 
Instagram 

 X  X  X  

Newsletter X X  X X  X 

Conferences X X X X X X X 

Table 9 Tools and channels per main target 

 

6 Engage4BIO Key Performance Indicators 
6.1 KPIs updated 

A Performance indicator represents what the successful outcome should be in terms of 
impact on the economy/society beyond those directly affected by the project 
activities3. 

A set of KPIs are defined in the Grant Agreement in order to assess the implementation 
of the Strategy every 12 months. KPIs enable APRE to correct and adapt the strategy, 
considering also new emerging needs or external factors affecting the project. In the 
table below a new set of KPIs have been calculated taking into account the occasions, 
barriers and obstacles found during project implementation. 

In this report, APRE is offering a KPIs correction to set realistic expectations based on 
the current levels of engagement that the communication and dissemination strategy 
is offering. Updating the KPIs will allow to focus more on current followers, understand 
them better, and expand within their networks.  

 

Tools, 
activities, 
channels 

Metrics Expected results 
Updated expected 
results/ or KPI 

Website 

• Unique 
visitors 

• Time spent 
on the 
website and 
returning 
visitors 

• Number of 
countries; 
Website 
contents 
shared by 

• Unique visitors in 3 years: 
10.000 

• Visitors spending 1 
minute or more on the 
website: >75% 

• Website contents shared 
by external users on SNs: 
400 (in 3 years) 

• Training material 
(catalogue and practice 
examples) of innovative 
outreach and awareness 

• Unique visitors in 3 years: 
5.000 

• Visitors spending 1 
minute or more on the 
website: >50% 

• Website contents shared 
by external users on SNs: 
200 (in 3 years) 

• Training material 
(catalogue and practice 
examples) of innovative 
outreach and awareness 

 

3 European Commission, Directorate-General for Research and Innovation, Horizon 2020 indicators : 
assessing the results and impact of Horizon, Publications Office, 2015, 
https://data.europa.eu/doi/10.2777/71098 

https://data.europa.eu/doi/10.2777/71098
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visitors 
• Download of 

training 
materials 

formats for bioeconomy 
disseminated: >300 

formats for bioeconomy 
disseminated: >200 

Social 
Networks 

• Number of 
followers, 
engagement 
rates (via SNs 
analytics) 

• At least 3.000 followers in 
3 years (considering all 
SNs) 

• Facebook followers: >400 
by M12; >700 by M24 

• Instagram followers: 
>500 by M12; >800 by 
M24 

• Instagram monthly 
interactions (average): 
>1.000 M12; >3.000 M24 

• Twitter profile monthly 
visits (average): >250 by 
M12; >600 by M24 

• Monthly tweet 
impression (average): 
>10.000 by M12; >25.000 
by M24 

• Click Through Rate (CTR) 
on LinkedIn (average): 
>5% 

• Engagement rate on 
LinkedIn (average): >8% 

• At least 800 followers in 
3 years (considering all 
SNs) 

• Facebook followers: 
>200 by M24 

• Instagram followers:  > 
250 by M24 

• Instagram monthly 
interactions (average) 
>500 M24 

• Twitter profile monthly 
visits (average): >200 by 
M24 

• Monthly tweet 
impression (average): 
>8.000 by M24 

• Click Through Rate (CTR) 
on LinkedIn (average): 
>5% 

• Engagement rate on 
LinkedIn (average): >8% 

Newsletter 

• Download 
from the 
website 

• Reach of 
each partner 
mailing 

• Download: >7000 
• Reach: >50.000 

• Download: >2000 
• Reach: >10.000 

Participatio
n to events 

• Numbers of 
events 

• Number of 
attendees 

• Number of people 
reached during the 
events: >8.500 

• Number of people 
reached during events: 
>5.000 

Table 10 Updated KPI/ outputs 

 

In the below paragraph it is possible to find an explanation for the modifications to the 
KPIs firstly established in D4.1. The KPIs have been updated in order to give a better 
picture of the implementation of communication and dissemination activities: 

• Website 

o Unique visitors in 3 years: 5000 instead of 10000. 

o Contents shared by external users on social networks: 200 (in 3 years) 
instead of 400. 

o Training material disseminated: >200 instead of 300. 



 

Pag. 25 di 41 
 

The updated KPIs have been elaborated on the numbers reached so far, that in this 
report are shown in Table 4. APRE is foreseeing an increase on the traffic on the 
Engage4BIO’s webpage due to the several more training and awareness raising 
materials that will be developed and uploaded. These will be more prominently 
showcased on the project website, leading to more views and engagement with the 
produced materials. In the first part of the project, most of the materials were 
preparatory for the activities in the field, resulting in a lower level of dissemination or 
interest from external users compared to what we anticipate for the materials being 
developed in the second part of the project. We can confirm that the KPI "Visitors 
spending 1 minute or more on the website" has been achieved, as the average time 
spent on the website is 2 minutes and 5 seconds. 

• Social Networks 
o At least 800 followers in 3 years (considering all Social Networks) instead 

of 3000 followers; the other changes in the table are additional details of 
the division between platforms. 

The numbers reached so far are reported in Table 5. As explained in paragraph 4.2, on 
the project’s Facebook and Twitter the followers are mainly form academia and 
research institutions, instead of other target groups (e.g. civil society) that are far more 
present in the platforms. This dynamic makes reaching the general public a bit more 
difficult on these social media channels,  that are lacking in followers. APRE proposed 
to lower the KPIs to reflect this obstacle, while taking steps in trying to engage the 
aforementioned groups more. All social media channels will be kept active, and to 
bridge the gap of engagement, APRE, with all Partners’ support, will create audiovisual 
materials to appeal to a larger public, and will plan an awareness campaign around the 
project through the Design Award foreseen in WP3.  

• Newsletter 
o Download: >2000 instead of 7000 
o Reach: >10000 instead of 50000 

The numbers reached so far are reported in Table 6, and the proposed KPIs that APRE 
reviewed stemmed from the review of the analytics available through the newsletter 
platform MailUp. While the project has a good base in subscribers from academia, it is 
lacking in members of civil society or the public. Therefore, the number was reduced to 
acknowledge this barrier and to adapt it to the expected results. The whole Consortium 
is committed to mitigate this barrier: APRE has produced a slide with a QR Code that 
leads to the Engage4BIO’s newsletter subscription page, that can be easily used in 
presentations and dissemination occasions. Moreover, the newsletters produced so far 
are available for download on the website, as will future ones. This way stakeholders will 
have quick access to past issues and the possibility to join the project’s community.  

• Participation to events 
o Number of people reached during events: >5.000 

The numbers reached so far are reported in Table 8. As previously explained, the 
number of people reached during co-creation and engagement activities is not 
included in these figures, which refer solely to communication and dissemination 
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events. However, the distinction between these activities is not so clear-cut, as co-
creation events also involve an initial phase of communication (explaining the project 
and its objectives) and dissemination (sharing the results achieved so far, including 
those from other Hubs).  

The main challenge encountered of involving stakeholders outside of the Consortium 
existing networks will be addressed by increasing promotion on the project’s social 
media accounts and website during project events. Moreover, the Consortium will be 
more involved in the choice of content to share, and Partners will collect topics of 
interest for stakeholders during their implementation of activities. 

As a mitigation strategy, APRE will seek for an increased collaboration with the project 
Partners, creating promotional materials ad hoc for specific events to be distributed 
during implementation of Hub activities. These materials have the goal to highlight 
and underline Engage4BIO online presence.  
 

6.2 Barriers and obstacles to reach KPIs 
The previously identified barriers to dissemination and communication related to the 
main actions foreseen have been updated and are shown in Table 11: 

Tools, 
activities, 
channels  

Metrics  Barriers and obstacles  

Website 

• Number of visits, time 
spent on the website and 
returning visitors; 

• Number of countries; 
website contents shared 
by visitors 

• Partners do not promote the website 
in their channels and during project 
activities 

• Other EU projects and initiatives 
share few materials developed by 
Engage4BIO 

Newsletter 

• Number of downloads 

• Articles realised by 
entities external to the 
consortium 

• Not promoted enough within 
Consortium network  

• Unclear utility and relevance for users  
• Information shared redundant with 

what published on website 

Social Networks 
(SNs) 

• Number of followers, 
engagement rates (via 
SNs analytics) 

• Limited capacity to reach intended 
users  

• Project results presented in language 
not adapted and/or not accessible to 
the different target groups  

• Limited attractiveness of the 
information  

Events and 
conferences 

• Numbers of events 

• Number of attendees 

• Restriction to the participation on on-
site events  

• Participants do not see added value 
of the event  

• Events only reach specific target 
groups 

Table 11 Barriers and obstacles to reach KPIs 
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During the first months of the project, all the communication and dissemination 
activities demonstrated that the main interactions were reached in Instagram and 
LinkedIn (see Table 5). This is mostly due to the intrinsic nature of the socials, as 
described in paragraph 4.2. 

For this reason, in the new KPIs that we are proposed in Table 10 have been reduced 
accordingly. 
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7 Communication and dissemination management 
structure 

7.1 Partners’ responsibilities 
APRE, leader of the WP4, is responsible for the overall management and support of the 
activities defined under the present dissemination and communication strategy; 
moreover, it is in charge for the development of the main tools and graphic materials 
that will be used during the project. 

Each partner: 

• Contributes to the communication and dissemination strategy implementation; 
• Engages new stakeholders in their hub and animate the cooperation with them; 
• Ensures the control of the quality of the activities implemented. 

All Engage4BIO partners is actively involved in the implementation of communication 
and dissemination activities. More specifically, the contributions from partners are the 
following: 

1. Implementing dissemination activities in their own countries and at European 
level; 

2. Exploiting their contacts, networks and channels; 
3. Supplying news and updates for the web portal and newsletter via the form 

available on the project repository; 
4. Helping to keep the project’s Social Media Accounts (SMAs) alive and active, in 

particular supporting the development of contents to be communicated; 
5. Participating to conferences, workshops, events etc. in order to promote the 

project and its outcomes. 

7.2 Procedures and reporting 
APRE manages reporting and monitoring of dissemination and communication 
activities at project level, keeping track of all contents shared through official 
Engage4BIO website and social media accounts. 

Monitoring of communication and dissemination activities at Partner level is carried 
out by each member of the activities through an online shared mastersheet uploaded 
on the project repository.  

Measurement of impacts and outreach is being guaranteed by the consolidated 
monitoring report, involving both the online, social media channels and the 
engagement activities as described in the Technical Annex to the Grant Agreement. 

The monitoring activity is carried out on a regular basis and its outcomes have been 
included in this report, together with the updates on the Strategy.  

It is possible to see an overview of communication activities carried out as Annex 10.7 of 
this report.  
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8 Updated Timeline 
In this chapter, an overview of past activities and an update to the timeline for all WP4 
related activities is provided. Monitoring activities will be continuously carried out, in 
order to evaluate the mitigating actions identified in this report.  
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M Activities 
M1 Logo, ppt template, launch of SNs, Project2Project event 
M2 Definition of website pages (I), creation of Engage4BIO Brand identity 
M3 Engage4BIO splash page, definition of website pages (II), Word Template for deliverables, BlueSeaLand 2022 
M4 Engage4BIO website online 
M5  
M6 Engage4BIO Strategy for dissemination, exploitation and communication (D4.1) with Communication Kit 

(stationery and promotional materials) 
M7 BlueGrowth regional level event, CBEJU event 
M8 Europa Day national Italian event  
M9  
M10  
M11 European researcher’s Night 2023 
M12 CEE2ACT event, Makers Faire 2023 
M13  
M14  
M15  
M16  
M17  
M18  Newsletter #1 
M19  Video #1, RiscArti 2024 
M20 Newsletter #2 
M21 Video #2 
M22 Newsletter #3 
M23  
M24  Newsletter #4 
M25 Video#3 
M26 Newsletter #5 
M27  
M28 Newsletter #6 
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Table 12 Dissemination and communication requested fields 

 

M29  
M30 Newsletter #7 
M31  
M32 Newsletter 9 
M33 Video #4 
M34  Newsletter #8 
M35  
M36 Engage4BIO final conference (TBD) Newsletter #9 
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9 Exploitation of the results 
An efficient exploitation of results is a key premise for enhancing the project’s 
outcomes and impacts after its end. Aim of the upscaling is to expand and allow 
replication of the co-created activities and results to reach more actors and broaden 
the effectiveness of the activities. The scaling up strategy ensures at first the 
transferability (assured through the associated partner regions). Further, the strategy  
establishes types of scaling up, either on a quantitative basis (increasing the numbers 
of networks, regions, actors), on a functional level (by increasing the effectiveness) or on 
a political/organisational level (applying activities on a different level). The upscaling 
approach is combined with strategic choices in the areas of dissemination but also the 
organisational process (integration of regions, networks), costs and mobilization of 
resources as well as monitoring and evaluation to measure the impact of the scaling 
activity. 

The exploitable assets that emerge from Engage4BIO activities are shared with the aim 
of maximising the project impact and systematically plan for its exploitation beyond its 
lifetime. The following table shows the exploitable assets, and highlights the 
deliverables and Work Packages they refer to, as well as the partner overall responsible 
for them: 

 

Title WP(s) Deliverable Responsible 
partner 

Catalogue on innovative training, 
engagement and feedback loops, 
theoretical 
Framework, map and gap analysis, 
innovation process 

WP1 D1.1 WR 

Recommendations for policy makers WP1 D1.2 ZSI 
Collection of co-created innovative art 
integrated 
formats and activities on 
education, knowledge gain and 
innovative 
governance 

WP2 D2.2 EAEA 

Guidelines on bioeconomy development 
and interlinked adult education 
opportunities 

WP3 D3.1 EAEA 

Guidelines on bioeconomy development 
and interlinked art events and 
awareness raising activities 

WP3 D3.2 MOME 

Guidelines on governing of innovation 
processes for 
bioeconomy development and its 
upscaling 
into other regions 

WP3 D3.3 ZSI 

Table 13 List of project exploitable assets 
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Exploitation activities are compliant with the Data Management Plan (DMP) (D5.3) and 
also with the Consortium Agreement signed by partners [Article 8.1 “Ownership of 
results” Results are owned by the Party that generates them]. Joint ownership is 
governed by Grant Agreement Article 16.4 and its Annex 5, Section Ownership of results 
[Consortium Agreement, Article 8.1 – “Joint ownership”]. 

APRE and EAEA have established an initial roadmap of tasks and outputs to 
understand how to better approach the exploitation activities (Task 4.4). 

9.1 Links to other tasks and outputs 
The core synergies with other tasks and actions have also been identified, as described 
in the following. 

• Subtask 1.3.3. Cross-fertilisation workshop 3: Reflection on co-creation process and 
its results (Lead: ZSI, other partners: all) (M15-M19) Associated and committed re-
gions will be invited to discuss and validate the results > This supports the results of 
D2.2  and the pathway on co-creation processes 

• Subtask 1.3.4 Cross-fertilisation workshop 4: Distilling guidelines on regional devel-
opment (Lead: ZSI, other partners: all) (M28-M32) Associated and committed re-
gions will be invited to discuss and validate the results > This specifically support 
one or more pathways (regional development) 

• T3.5 Translation of results to different socio-spatial contexts > The results of this task 
can also be embedded in one or more exploitation pathway. 

• Deliverable 3.3: Experiences and good practice guideline on governing of innovation 
processes for bioeconomy development and its upscaling into other regions > The 
results of this deliverable also can be embedded in one or more exploitation path-
way. 

• OER Repository on bioeconomy > The repository can be the main object of one ex-
ploitation pathway in complementarity with the training models (WP2 and WP3) 

9.1.1 Exploitation Pathways concept and workflow 
APRE and EAEA propose to organize the exploitation pathways focusing on pro-
cesses (rather than specific content), for example: 

• How to conduct a Map and Gap analysis at regional level; 
• Co-creation processes for the quadruple helix; 
• Embedding creative practices in regional development strategies for policy 

makers etc.; 
• Upscaling of socio-spatial contexts for regional bioeconomy Hubs; 
• Innovative Governance Models for local cooperation for bioeconomy devel-

opment; 
• Regional Hub governance model; 
• International Art Award model. 
• Etc. 

 
A standard template for the exploitation pathways description is being developed (in 
the approach of case studies), focusing on the analysis of contextual aspects and (ex-
pected impact), recommendations for transfer of innovation and upscaling processes, 
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with reference to tools and contents as developed and used in the Engage4BIO activi-
ties. 
 
EAEA has also proposed a step-by-step approach on the co-design of the exploitation 
pathways, as follows, 
1. Analysis of the exploitation opportunities to/through the initiatives mentioned in 

T4.3 of the proposal and some other new and twin projects of Engage4BIO. 
2. Analysis of Engage4BIO outcomes exploitation potential and definition of the path-

ways and processes to focus. 
3. Presentation of results of the analysis to project Partners during the GA meeting in 

Trapani, Italy, on 27-28 of February 2024.  
4. Feedback on analysis on exploitability of results  by all partners is being taken into 

account and integrated in the Exploitation Plan step by step, as the final list of path-
ways is being defined. 

5.  
6. Each exploitation pathway will be developed by the Partners leading that task or 

process in the project, based on the jointly defined approach (scope, templates etc.). 
7. A synergies with the 4th Cross fertilization workshop will be created to leverage the 

results of the workshop for the pathways focusing on regional development. 
8. Another meeting with the Consortium will be organized towards the end of the pro-

ject, focusing on sharing, presenting, and discussing the final pathways. 
 
Peer review and engagement with other stakeholders has also been taken into consid-
eration, in order to create synergies with the policy recommendations and to organise 
an online (or more) policy sessions or webinars with external stakeholders toward the 
end of the project. The goal is to share and ask for feedback from relevant actors before 
the finalization and public launch of the pathways/deliverable. 
 
Finally, links with dissemination activities have been considered, in particular regard-
ing: 
• synergies for dissemination with Hubs as testimonials for bioeconomy, using the 

processes as focus or content. 
• synergies with the OER Repository and consider options to also publish some of the 

pathways as OER as well. 
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10  Annexes 
10.1 Annex 10.1: Example of Social Media and Website content 

 

Example of website content 
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Example of social media post (LinkedIn) 
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10.2 Annex 10.2: Website visits and pageviews 

 

Matomo Analytics- summary of website visits 

 

10.3 Annex 10.3: Country of origin of visitors 

 

Matomo Analytics- summary of country of visitors 
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10.4 Annex 10.4: Websites points of entry  

 

Matomo Analytics- points of entry  

10.5 Annex 10.5: Contents downloaded  

 

Matomo Analytics- contents downloaded  
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10.6 Annex 10.6: T4.3 activities 

 

Shared project Cloud- examples of T4.3 activities registered 

To view all activities, visit: https://cloud2.zsi.at/index.php/apps/dashboard/ 

 

 

https://cloud2.zsi.at/index.php/apps/dashboard/
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10.7 Annex 10.7: Overview of Communication Activities 

 

Shared Cloud-  Partners communication activities registered 
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