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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
KPls.

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:

circular and bio-based textiles (NL)
agriculture and agro-food industries (HU)
wood and interior (AT)

bio-based and sustainable packaging (Fl)
blue bioeconomy (IT)

OA N

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.).

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

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

e |dentify 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

10
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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
(1) Policymakers

(2) Educational organisations

(3) Business

(4) Civil society

(5) Scientific Communities

(6) Other bioeconomy projects and
initiatives

(7) Other region networks, intermediate
organisations

Table 2 Engaged target groups

Specificities

Local, regional, national and international
level policymakers
Adult

Training institutions
Museums

Schools

Primary producers
Industry

SMEs

Trade

Service providers
Consumers

Artists

Interested citizens
NGOs

Researchers
Academics

Research initiatives
ENRD

CBE JU

BIOEAST Initiative
EuBioNet

BlueRev

National clusters
Regional development agencies
Innovation brokers
network organisations

To review communication and dissemination activities for each selected category of
the stakeholders, please refer to Deliverable 4.1.

n
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3 Updates on Brand identity

Engage4BIlo 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.

Pag.12 di 41
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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
Engage4BIlO 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;

e Pageviews;

¢ Which links and countries the web traffic comes from;

e Number of download of documents (public results, communication kit,
newsletters).

The statistics collected by M18 are reported below, and consider the timeframe 13" of
September 2023' to 27" 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

" Date of installation of Matomo
Pag. 13 di 41
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Website visits
Pageviews

Countries

Links

Number of downloads

Table 3 Engage4BIO website statistics

1709 visits
3513 pageviews
1. Italy
2. Finland
3. Netherlands

In total, visitors come form 46 different
countries.

Most visits come from direct entry/search
engine.

91 downloads

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:

e 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
e Unique visitors ¢ Unique visitorsin 3 years:10.000 ¢ M18:1709
e Timespenton e Visitorsspending1minute or e Average time spent on website:
the website more on the website: >75% 2m5s
andreturning ¢ Website contents shared by e Website contents shared by
visitors external users on SNs: 400 (in 3 visitors and downloads: 91
e Number of years)
countries; e Training material (catalogue and
Website practice examples) of innovative
contents outreach and awareness
shared by formats for bioeconomy
visitors disseminated: >300
¢ Download of
training
materials

Table 4 Website: KPIs
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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.

421 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
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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.

4272 Linkedln

The Linkedln 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 commmunication activities of the project.

Activities and events published on Linkedln 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 conseguence 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.

425 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 e At least 800 followers in 3 years e Total of 341 followers
followers, (considering all SNs) e Facebook: 37
engagement e Facebook followers: >200 by M24 e Instagram: 123, with average
rates (via SNs e Instagram followers: > 250 by M24 of 277 monthly interaction
analytics) e Instagram monthly interactions and 255 average account
(average): >300 M24 coverage
e X profile monthly visits (average): e X:74,with 180 average
>200 by M24 monthly visits and 4.000
e Monthly tweet impression (average): average monthly
>4.000 by M24 impressions
e Click Through Rate (CTR) on LinkedIln ¢ LinkedIn: 217 followers, with
(average): >5% 4.3% CTR and Engagement
e Engagement rate on LinkedIn rate around 6%

(average): >8%

Table 5 Social Networks KPIs

An explanation on the obstacles encountered and why APRE decided to adjust the
KPls 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, Engage4BIlO 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/ENCAGE4BIO_Newsletter-1.pdf.

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

Metrics KPI Results reached so far
e Download from the website e Total downloads of e Total downloads from
e Reach of each partner mailing all issues from website of 1t issue: 13

website: >800 e Reach:35
e Reach:>1.000 e Newsletter published:
e N° of newsletters: 9 1

Table 6 Newsletter: KPIs
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The 1*t 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 Date Type of Target Aim Reac
activity name activity audience h
Participation at 5/10/2022 | Clustering Research Aim to >100
Project2ProjectEve Activities communities | network with
Nt other
bioeconomy
projects in
Europe.
Presenting
Engage4BIO
its, goals and
planned
activities.
Enlarge
Engage4BIO
network.
Bluesealand 2022, 08/12/22 Meetings Other all >40
SUSTAINABLE stakeholders
BIOECONOMY FOR involved in
THE blue growth
REGENERATION OF
THE REGIONAL
LAND AND SEA
LANDSCAPE
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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
Crowth 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 'Europa-Festa
dell'Europa 2023"

08/05/23

Clustering
activities

Civil society,
Research
communities
,EU
institutions

Presentation
of the project
to secondary
school
studentsin
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
din 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 KPlIs for this activity.

Metrics KPI

¢ Numbers of
events

e Number of
attendees

Table 8 Participation to events: KPls

Number of people reached during
the events: >5.000
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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 Target groups
channels g€t g P
Other
OFney region
Education . . - bioecono 9
. . Civil Scientific networks,
Policymak | al Busine . .omy . .
L socie | communi . intermedi
ers organizati | ss . projects
ty ties ate
ons I organisati
initiatives 9
ons
Website X X X X X X
Communica
tion kit
(flyer, X X X X X X
poster,
rollups)
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Twitter,
LinkedIn

Facebook,
Instagram

Newsletter

Conferences X

X X
X
X X
X X X

Table 9 Tools and channels per main target

X X
X

X
X X

6 Engage4BIlO 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

activities®.

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

Website

Metrics

Unique
visitors
Time spent
on the
website and
returning
visitors
Number of
countries;
Website
contents
shared by

Expected results

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

Updated expected
results/ or KPI

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
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Social
Networks

Newsletter

Participatio
n to events

visitors formats for bioeconomy formats for bioeconomy
Download of disseminated: >300 disseminated: >200
training
materials
At least 3.000 followers in At least 800 followers in
3 years (considering all 3 years (considering all
SNs) SNs)
Facebook followers: >400 Facebook followers:
by M12; >700 by M24 >200 by M24
Instagram followers: Instagram followers: >
>500 by M12; >800 by 250 by M24
M24 Instagram monthly
Instagram monthly interactions (average)
Number of interactions (average): >500 M24
followers, >1.000 M12; >3.000 M24 Twitter profile monthly
engagement Twitter profile monthly visits (average): >200 by
rates (via SNs visits (average): >250 by M24
analytics) M12; >600 by M24 Monthly tweet
Monthly tweet impression (average):
impression (average): >8.000 by M24
>10.000 by M12; >25.000 Click Through Rate (CTR)
by M24 on LinkedIn (average):
Click Through Rate (CTR) >5%
on LinkedIn (average): Engagement rate on
>5% LinkedIn (average): >8%
Engagement rate on
LinkedIn (average): >8%
Download Download: >7000 Download: >2000
from the Reach: >50.000 Reach: >10.000
website
Reach of
each partner
mailing
Numbers of Number of people Number of people
events reached during the reached during events:
Number of events: >8.500 >5.000
attendees

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:

o Website

o

(0]

Unique visitors in 3 years: 5000 instead of 10000.

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

Training material disseminated: >200 instead of 300.
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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.

e 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.

e 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 KPlIs
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, Metrics Barriers and obstacles
channels
e Number of visits, time e Partners do not promote the website
spent on the website and in their channels and during project
Website returning visitors; . activities _ -
e Number of countries; e Other EU projects and initiatives
website contents shared share few materials developed by
by visitors Engage4BIO
e Number of downloads e Not promoted enough within
e Articles realised by Consortium network
Newsletter entities external to the e Unclear utility and relevance for users
consortium e Information shared redundant with
what published on website
e Number of followers, e Limited capacity to reach intended
engagement rates (via users
SNs analytics) e Project results presented in language

sieel] Nemete not adapted and/or not accessible to

(SNs) the different target groups
e Limited attractiveness of the
information
¢ Numbers of events e Restriction to the participation on on-
e Number of attendees site events
Events and e Participants do not see added value
conferences of the event
e 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 commmunication 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:

e Contributes to the communication and dissemination strategy implementation;
e Engages new stakeholders in their hub and animate the cooperation with them;
e 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;

Exploiting their contacts, networks and channels;

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.

WN

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 onling, 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 (l), creation of Engage4BIO Brand identity

M3  Engage4BIlO splash page, definition of website pages (1), 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

M1l  European researcher’s Night 2023

M12 | CEE2ACT event, Makers Faire 2023

M13

Mi14

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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' M30 | Newsletter #7

Newsletter 9

Newsletter #8

M36 | Engage4BIO final conference (TBD) Newsletter #9

Table 12 Dissemination and communication requested fields
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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 WPI1 D1.1 WR

Framework, map and gap analysis,

innovation process

Recommendations for policy makers WP1 D1.2 ZSI
Collection of co-created innovative art

integrated

format; and activities on ' WP2 D2.2 EAEA
education, knowledge gain and

innovative

governance

Guidelines on bioeconomy development

and interlinked adult education WP3 D3.1 EAEA

opportunities

Guidelines on bioeconomy development

and interlinked art events and WP3 D3.2 MOME
awareness raising activities

Guidelines on governing of innovation

processes for

bioeconomy development and its WP3 D3.3 ZSI
upscaling

into other regions

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.

e 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

e 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)

e T35 Translation of results to different socio-spatial contexts > The results of this task
can also be embedded in one or more exploitation pathway.

e 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)

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

e How to conduct a Map and Gap analysis at regional level,

e Co-creation processes for the quadruple helix;

e Embedding creative practices in regional development strategies for policy
makers etc.;

e Upscaling of socio-spatial contexts for regional bioeconomy Hubs;

e Innovative Governance Models for local cooperation for bioeconomy devel-
opment;

e Regional Hub governance model;

e International Art Award model.

o Ftc

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.

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. Asynergies with the 4™ 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:

e synergies for dissemination with Hubs as testimonials for bioeconomy, using the
processes as focus or content.

e 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

g 8/ Engog€4 ABOUT REGIONS PROJECTS OUTPUTS NEWS&EVENTS CONTACTS Q o ° ° o @

ltalian Hub shares
Ausirian Hub shares results and insights of co-creation results and insights of
workshopsl! co- creation workshopsl!

Finland Hub shares
results and insights of Infroducing our Sister First Austrian hub vision
co- creation workshops! Project: BioGovnet workshop

Example of website content
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h N

O &

= #PlasticPackaging has a huge #impact: it can take more than 1000 years to
degrade naturally, and it frequently ends up polluting our #environment.

@\ Engage4BIO

Vedi traduzione

SUSTAINABLE
PACKAGING

- e turoe

0 v (5 Consiglia @ Commenta IZ] Diffondi il post

D Commenta come Engage4BIO.. ]
Piu rilevanti ¥

e? SMUSH Materials 1 mese ***
sMUsH 05= Tollower
Thank you so much for the post! We are doing our best to help
industries reduce their impact and protect the world with green
alternatives! & let's keep in touch &

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

B FROM 2023-09-13 TO 2024-02-27 w ALLVISITS A

Visits Over Time

o B = v

Sep 11-17, 2023 Oct 30-Nov 5, 2023 Dec 18-24, 2023 Feb5-11,2024 Mar 25-31, 20;

=z & 3

Visits Overview

A ) 1,708 visits . +100% AT AW .f 3,513 pageviews, 2,917 unique pageviews « +100%

.
2 min 5s average visit duration » +100% A 12 total searches on your website, 11 unique keywords « +100%

I SN

M

¥ 599% visits have bounced (left the website after one page) ¢ +100% i ,V"”} 91 downloads, 84 unique downloads + +100%

e "

L /110 outlinks, 109 unique outlinks » +100%

~w 1 2.2 actions (page views, downloads, outlinks and internal site searches) per visit  +100%

M B i
Vieo i 34 max actions in one visit « +100%

Matomo Analytics- summary of website visits

10.3 Annex 10.3: Country of origin of visitors

o -

Country

Y
|
|33

\Y\
A
nuon+

Region

0 Gumies v -

Continent

Moy 86 dizine coureres

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

© FROM 2023-09-13 TO 2024-03-27 & ALLVISITS A

Channel Types

CHANNEL TYPE w VISITS ACTIONS ﬁggﬁg? VG uhggs?(l\é EOUR”\A?E

Direct Entry 1132 59.4% 2,214 2 1min 51s 66%

Search Engines 438 33.1% 1,235 28 2 min 53s 40%

Websites 95 4.9% 182 19 1 min 47s 69%

Social Networks 44 2.5% 95 2.2 1 min 10s 57%

ACTIONS PER AVG. TIME ON BOUNCE

SOCIAL NETWORK ¥ VISITS ACTIONS VISIT WEBSITE RATE

B Linkedin 33 65 2 1 min 13s 64%

€@ Facebook 1 30 27 1 min 1s 36%

.
10.5 Annex 10.5: Contents downloaded
E FROM 2023-09-13 TO 2024-03-27 & ALLVISITS A
Downloads

DOWNLOAD URL DDle\JJI{qC‘)ggg DOWNLOADS
www.engagedbio.eu 84 91
/wp-content/uploads/2023/10/01.1_Guideline-for-hubs_watermark.pdf 26 28
/wp-content/uploads/2023/10/D4.1_Dissemination-Exploitation-Communication-plan_watermark.pdf 23 27
/wp-content/uploads/2024/03/ENGAGE4BIO_Newsletter-1.pdf 12 12
/wp-content/uploads/2023/03/FLYER_Engage4BIO-digital-version.pdf 9 9
/wp-content/uploads/2023/03/BRAND-MANUAL_Engage4BIO.pdf 7 8
/wp-content/uploads/2023/03/LOGO-VERSIONS_Engage4BIlO.zip 7 7

1-10of1

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

]

htt

Engage4

Name of the project,
initiative, region or network

T4.3 Liaison with other projects, initiatives, regions and networks

Website of the project,
e, region or network

Social media link of the project,
e, region or network

Short description of the project, initiative, region or
network

Value chain focus of the
project, initiative, region or
network

Short description of the liaison

I 10 my-austria.atf

|https:/fwww.linkedin.com/company/bid

Inthe course of the project, thematically oriented hubs will be
lestablished in Lower Austria, Upper Austria, Salzhurg, Tyrgl and
styria, These hubs have special tasks and prepare networking-
relevant topics on a regional level in such a way that they can
acquire a supra-regional, and . a national dimension

other

Biossonamy Austriawill collaborate to implement a
week. The kick-off event will be the Training (T3.2), marking the
beginning ofthe week, while the Networking Meeting for
Bioeconomy Projects will take place concurrently with the
Bigecongmy Austria Summit. Bioecongmy Austria will provide

support for dissemination for both of these activities

|Austria's trade fair for cooking, living and sleeping: mabel austria
ltakes place every two years together with kixchenwohntrends at
lthe Salzhurg Exhibition Center. At the trade fair, exhibitors from

TSCUSSION Wals PIANNed [0 TaIse (e aWareNess aroum
sustainability and bigecenomy and the link to design and furniture
building. For this, we have invited a speaker from BOKU, who
presented biogconamy in general (the history of biogconamy, what
is biceconamy, why is it important). This was followed by a .
presentation of the Austrian Hub with the Engage4BIO project.
Subsequently, Strasser Steine made the link between

mibel austria & [the kitchen, dining, living and sleeping sectors present the top circular economy and design. This was finalized by a podium
AT Ihttps: bel-austriaat/ _|nttps:/swww linkedin com/showcase/bunews from their collections on 13,600 m? of exhibition space. [Wood and interior discussion and possibility to answer questions from the public.
[The Building Innovation Cluster (BIC) Advisory Board s entrusted
Iwith the strategic steering and consulting of the BIC Cluster |Advisory boards can address issues and help disseminate content. If
Building Innovation Cluster Management and is composed of 20 industry representatives a workshop is to be held on the planned dates, we will draw on
AT |(BIC) Advisory Board I b-i-c.at/unser-team Ireflecting the cluster structure. [Wood and interior

© Engage4

nee

[The Austrian Interior Design Award honors domestic interior
design projects and products manufactured in Austria from the
[furnishing sector, as well as their designers, manufacturers and
clients. This award is open to craftsmen, clients, designers and

T4.3 Liaison with other projects, initiatives, regions and networks

these meetings for the success of the Engage4BIO project
g

materials, low carbon foodprint, new design from residual and
recyclable materials, design corresponds to concept of ircular
economy” to the lst of categories that people can submit their
project, product and design. With this new category, we are looking
for durable and recyclable interior product designs that have
already made it into production and are made from regional, bio-
based and sustainable materials. In addition to the material,the
product should have a low resource consumption (low carbon
foadprint). With new designs made from residual and recyclable

materials, we create the basis for a change in awareness to preserve

Circular Region - Modellregion

P AUSIT 15 rTe a0y Moae Tegion T EUr GpeTor Creuar
economy in 2030." As the location agency Business Upper Austria,
this project aims to advocate this vision.

The companies at the location are part of a Circular Economy -as
suppliers or users. This gives them a competitive advantage as
well as exportable new technologies, products and services and
the potential to open up new markets.

In this project, the location agency advises and coordinates the
interdisciplinary project development around the topic of circular

[Ongoing meeting are conducted with all PMs of BIZUP to discuss

AT |https://www.biz-up.at/circular-region| econom Other synergies and copperation:
T3S ST Qe WOt T [T ConSTricTion, Bacause TS Tow
also presenting itself extremely confidently in eastern Austria. The
multiple award-winning projects in Lower Austria, Vienna,
and Styria bear witness to this. The variety is huge and|
ranges from public buildings and cooperative housing complexes
lto top wineries. As a special highlight, an overnight stay in the [The Biogsonamy Conference (T3.1.) will be carried out during this
HOLZBAU,ARCHITEKTUR, REISE HoHo awaits you, which with its 24 floors is also on everyone's lips architecture trip in order to raise the awarness of architectures.
AT 2024 Inttps//www.b-i-cat/veranstaltungen internationally. Wood and interior concerning wood building, biomass, design and bigeconom: g
VT Sees TEselt 35 3 PaFCer Tor pEopTE S OrgaTZaTons That
lwant to develop further.
[We see it as our task to support those working in business so that
lthey are able to cope with the tasks of today and the challenges of
hitps:rwenlinkedin.com/company/  |tomorrow.
Iwifi-Qu6C3%B6/ IWIFT's success lies in its consistent practical orientation. Al
courses, seminars and training programs offered are recognized In cooperation with WIFL the training "Bioeconomy, circular design
AT IWIFI 06 Ih at/ hitps: am.com/wifiooe/ |by the business community and enjoy an excellent reputation Other & business models in flash format” will be
|We create methods, formats and spaces with which we utilize the
Imakers collective - Verein zur effects of craftsmanship and collaborative activities, of multi-
Erforschung des Denkens mit sensory and physical experiences, in order to be able to apply and MKRZ applied for a state funding in other to implement the activity
AT den Handen Ihttps:/ krzat https://www i m. n future skills in the best possible way. Other Circular Residency (T3.3) together with the Austrian Hub. [
TG 1S GNE OTtHE PIOREErS AMoN g ALISTIIA'S URIVETSITias oF
applied sciences, as it has been offering degree courses here since
1993.The range of training opportunities for a career in the fields.
© Engage4
ee [ e T4.3 Liaison with other projects, initiatives, regions and networks
[FAGENREIY IS ONE OTENe IoNEeFs among AUSTra's UNIVETsities of
lapplied sciences, as it has been offering degree courses here since
1993, The range of training opportunities for a career in the fields
Ihtsps:/www facebook com/fhhgl lof computer science, communication and mediais vast. The 22
FH Upper AustriaFaculty of Idegree courses now offered by this faculty of the University of
Computer Science, Intcps://wiawyinkedin.com/school/ lapplied Sciences Upper Austria have also repeatedly achieved top lIn cooperation with FH Hagenberg, we will conduct a students
AT c Media Ihttpsy//ww.fh-ooe at. hagerfachhoct berkC3%B6sterreich/ |marks in national and ir rankings. Other lproject for producing the video about bioeconomy (T3.3.)
BioRuralJp as well as Engage4BIO follow a hub and co-creation
BioRural aspires to create a pan-European Rural lapproach. BigRurallJp is structured according to nine hubs.
Network under which related stakeholders will cooperate to [Engage4BIO could support the BioRuralUp team with the
promote the currently available small-scale bio-based solutions in lcollaborative co-creation training, as the insights and experiences in'
rural areas to increase the share of Biogeconamy, giving increased lthe Engage4BIO project are very valuable for the BioRuralUp
AT BioRuralup labout BioRural - BioRural BigRurgl: Overview | Linkedln (2) Facebook  value in such remote areas. Other lproject.
GenBis all about educating and empowering the Generation GenB and EnagedBlO projects are in con exchange. While
(GenB), aware, sensitive and interested in [Engage4BIO fogysses on adult education GenE targets children and
environmental issues, sustainability and circularity. It aims to raise lyoung adults. At the change maker festival we had the possibility ta
awareness on Bioeconamy building on communication and lcollaboratively design and conduct a workshop with young adults. *
education that encourage and reward young BIQVQICES to take a we discussed challenges of bioeconomy, and how the future can be
AT GenB |GenB Project {genb-project.eu) (1) BIOVOICES: Overview | Linkedln role in steering the transition towards more sustainable lifestyles. |Other shaped.
analyses, BIOLQC will elaborate on concepts and solutions that will
trigger positive cascading effects on communities by fostering a
participatory and inclusive approach to develop resilient
innovative bighased activities open to the contribution of socially
disadvantaged or marginglised groups. In this way it will deliver
innovative and inclusive business models and drive the
establishment of permanent public-private multistakeholder hubs
to pioneer a sodial trialogue on innovative and inclusive circular
as a leveraging factor for sustainable and resilient Bigeconamy projects exchange at Z§L Mutual support for activities.
AT BIOLOC Bioloc - Biobased and social innovatic(1) Bioloc Project | LinkedIn local e Other Mutual support in advertising events of both projects.
m BlueRev ps: cteu/ Ihitps: om. [BlueRev will revitalise European local communities with innovative |Blue hioeconamy. ltalian HUB: the blue bigbased sector, the recover of bio waste from
BlueRevEL/ Ibio-based business, governance models and social innovations Ifish.
Ihttps://wlinkedin.com/company/blfocused on the blue bio-based sector.

Shared project Cloud- examples of T4.3 activities registered

To view all activities, visit: https://cloud2.zsi.at/index.php/apps/dashboard/
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10.7 Annex 10.7: Overview of Communlcatlon Act|V|t|es

Outcome (specific key performance

PARTNER

TASK

described in comlr\lml::llon dlsumlnatlon and

DESCRIPTION

RELATE WEBSITE/LINK

[Postio promote the EngageBIO website Industry, Business parners

[6 reactions

ps:ivww linkedin.comfeed/updat

[companies, research

i
Poster at GLIC Annual seminar poster exhibiion __[other

cLg Project poster Reached around 1 Delivered
MG Linkedln post IPost aboutthe co-creation workshop 19 Likes linkedin
edin post Information about upcoming project activities [7 Likes si/wwrw linkedin com/posts/ibuild
edln post i 5 Tikes, 2 rgpasis i
&din post TILiRes, 2 posts
(B 0st |6 Likes
&din post Tikes
(B 0st 31 Likes, 1 comment, 1 repgst
Newsletier 180 BIC pariner companies
Newsletter 1180 BIC partner companies
180 BIC parner companies
MG _
EAEA 2 2[Newsletier [News T promote EABIO Taunch and website Gl soc T218 ecipients [Delfvered
EAEA 4.2[Twitter post [Post to promote the Engage4BIO approach [Civil soci 171 views on 10/05/2023 Delivered
EAEA 27 o5t [Postio promote the EngagedBIO approach (Gl soc Tal Med: T58 impressions on 10/05/2023 Dellvered
EAEA 3.3[Web [Project page on website [Civil soci Delivered
EAFA a2 [Web news Gl soc [Website Delivered
S 4. 2]Linkes oSt [Post about Austrian Hub workshops |2 reactions Delivered (1) Post| Feed | LinkedIn
(Teracive Session Wi card qamey arehange | -]
St Linkedln post Imaker festival |40 reactions, 574 i ions, 1 1epost  [Delivered 1) Pni‘ | Feed | Linkedin
fegistration-for-
oo peer-to-peer-activity-
|7166107963764555776-0/D17
|Advertising Peer to peer training on co-creation for lutm_source=share@utm_medium=m
St 5|Linkedn post | |6 reactions, 2 repasts Delivered |ember_desktop
TG ST
62690760 _registration-for-
interactive-peer-to-peer-aciivity-
7166107774983127041-k58v2
|Advertising Peer to peer iraining on co-creation for =share&ytm_medium=m
zs1 5|Linkedin post ral personal page |9 reactions, 284 i 4reposts  |Delivered B
6a690760_bioaemkonomie-
nachhaltigkeit-engage4bio-activity-
7135554165841231872-0Hg_?
source=share&yim_medium=m
st 5|Linkegln post [Promation of co-creation workshop in Linz 10 reactions, 254 i Deliversd
T uny 1 4 L2009 ES D35 1AL T
72
promotion of co-creation workshop on training in~ |Specific user communities source=share&ytm_medium=m'
s Linkedin post linkedIn group Circular Economy Community if applicable) 18 reaction, 1475 Delivered jemoer_ceckiop
82650760 sngagedbio-
ioeconomy-collaboration-activity-
Promotion and update: co-creafion workshop on [7112009003030765568-Wa08? '
Jiraining in linkedin group Circular Economy |utm_source=share&ytm _mediu
& Linkedin post ICommunity |other 128 reactions, 804 i Delivered jember_deskiy
ﬁaSSO?SG engageAbm—
kooperation-bioeconomy-activity-
7 oap7ap801887422058- -sHU?
information about the awareness raising acfiyifiy at |um_source=share&ytm_medium=m
Sl 34|Linkedln post Austria 11 reactions, 285 impressions Delivered jember_deskiy
T
[5ag50780, engagedbio-cocreation-
|circulareconomy-activity-
[7056992271770017792-se52?
information and update on vision building co-gration |40 reactions, 1030 impressions, 3 |utm_source=share&ytm medium=m
& 1|Linkedin post orkshop [Other mments Delivered |ember_deskiop
BT
|62690760 engagedbm-
bioeconomy-horizoneurope-actvity-
|6989213022154051584-] ?
Pramation of Engage48I0 ick-of mesting and |utm_source=share&utm_medium=m
st 5.1|Linkedin post kicking off the proj |26 reactions, 800 impressions, 1 repst _|Delivered lember_desktop
pa) 4 2IFacebook nost Postabout Ausman Hub workshoos 13 reactions’ Deliverad 61 Facebook

Shared Cloud- Partners communication activities registered
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