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Executive Summary
The document provides the Dissemination and Communication Plan for the BENEFFICE project, that
has included all possible and appropriate dissemination channels and means. The scope of this
document is to report the work performed in Task 7.2 Communication and awareness raising
activities during M1-M42 of the project. The main goals of this task are:
•

To produce and continuously update the strategy and the plans for dissemination and
communication.

•

To provide the list of dissemination and communication activities performed by the
consortium.

•

To measure the dissemination and communication activities metrics.

Initially, an introduction to the dissemination and communication objectives of the project is
provided. Then, special focus is given at presenting the BENEFFICE measures and means
differentiated for dissemination and communication.
Finally, following the definition of dissemination means and mechanisms, the concrete BENEFFICE
implementation plan for dissemination and communication is given. Along with the planning about
dissemination and communication activities, a list of KPIs (e.g. number of participations in
conferences, increase of the social community etc.) is defined in order to periodically monitor the
performance of dissemination and communication activities of the project.
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1 Introduction
The scope of the Deliverable is to present the strategy and work plan for the dissemination and
communication activities of BENEFFICE which have been developed during the project. The main
goals of the document is:
•
•
•

Present the evolution of Dissemination and Communication Plan as the project has matured.
Present the target audiences and optimal communication strategies defined tailored to their
needs.
List the different activities carried out and the dynamic, personalized and content rich
material (leaflet, poster…) material developed in order to continuously promote and further
enhance the dissemination and communication activities.

The Dissemination and Communication Plan has been updated continuously and was implemented
until the end of the project and even after it, to timely identify emerging opportunities and respond
accordingly.
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2 Project Dissemination & Communication Objectives
Before starting the analysis about the Dissemination and Communication Plan and the associated
activities developed, it is worth reminding the main objectives behind dissemination and
communication in BENEFFICE project that have been established at the beginning and how they
evolve according to project maturity.
The global pandemic on the occasion of COVID 19 has been decisive for the communication of the
project, having to focus most of the efforts on digital media.
The Dissemination and Communication Plan defines the different strategic phases of the project. For
each of the phases, a series of tasks were defined to be developed.
PROJECT

END OF THE PROJECT

AFTER THE PROJECT

Awareness
Results
Exploitation
We are here

Share knowledge
developed within
the project.
Focus on
disseminating the
project´s scientific
results

EXPLOITATION

Create visibility
Raise awareness
Identify appropriate
dissemination
target groups and
channels
Set tangible goals
about the potential
impact of each
dissemination
activity, to further
complement the
strategy about
dissemination

RESULTS

AWARENESS

Figure 1 Phases of the BENEFFICE Strategy
Identifying the
exploitable results
Work towards their
exploitation and
utilization

Figure 2 Description of each strategy phase of the Plan
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Figure 3 Project Plan Overview of the Activities
The dissemination and communication plan has been evolving throughout the project, in three
versions. Each of them reflected the evolution of the objectives according to the status of the project
adapting to the milestones achieved in the different work packages and the associated actions to be
carried out in the following months.

1st version | dec 2017

2nd version | may 2018

In the first months of the
project, work has been done to
generate the first visual
materials creating the visual
identity of Beneffice.

The project is on the first
awareness phase and the
communication and
dissemination objectives were
focused on the creation of
visibility, raise awareness and
present the concept, objectives
and expected results. The
virtual coin integration in
business models and system
was main focus.

The number of visitors to
the website is increasing
and the community on social
networks took shape.
The content to be
disseminated was based on
the research and designs
At this initial point, the
follow-up indicators that
will be monitored
throughout the project are
established.

Appropriate dissemination
target groups and channels
took place according to their
identified needs.
At this stage of the project, a
series of dissemination and
communication actions are
defined, which will be adapted
to the final evolution of the
project over the following
months. For example the
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3rd version | sept 2019
The strategy of the plan was
focused on seeking to evolve
the perception of BENEFFICE
from being a “Project focused
on energy efficiency”
incomprehensible to many
target groups , to fully
understandable to any
target group”.
A buyer person study has
been carried out for the two
big targets “consumers” and
“utilities” in order to
personalize the actions
according to the selected
target audience. Different
campaigns were defined for
different target groups.
The coin concept has been
simplified and links to policy
objectives were created. In this
phase the focus was to prepare
future users of #€O2Coin.
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mysterious campaign for the
residential users.

Results and achievements
were gathered and
disseminated through the
ecosystem. Policy makers were
reached in various ways.

CONTEXTUALIZATION AROUND VIRTUAL CURRENCY AND ENERGY EFFICIENCY
On the last version of the Marketing and Communication Plan a context analysis around virtual coins
which already exist and the degree of receptivity to energy efficiency has been done demonstrating
the suitability of a #€O2Coin on the European public.

The SolarCoin
Foundation gives
energy producers
blockchain-based
digital tokens at the
rate of one SolarCoin
(SLR) per MegawattHour (MWh) of solar
energy produced.

TreeCoin offers a
hybrid token; a
security token and a
payment token. One
security token, which
is called TREE and
works as an asset,
costs 23 US-Dollars.

Sustainable actions
can earn you ECOs
which you can spend
in our new sustainable
marketplace to buy
ecological
experiences, services
and goods

Vegan economy,
powered by its own
traceable digital
currency to amplify
vegan wealth.

Several public indicators:
•
•
•

Visa's annual Digital Payments Study 2018: 77% of Europeans now use their mobile devices
to make everyday payments such as bills, parking and going out (link)
Research of Global cryptocurrency company Luno: Europe has seen an increase in
cryptocurrency ownership by 5% to 24.75% in the first period of 2019 (link)
Report published in 2018 by the European Investment Bank (EIB): The citizens of the
European Union as a whole are more concerned about the consequences of climate change
than those of the United States (only 63% of respondents are alarmed) and China (65%) (link)

2.1 BENEFFICE Dissemination Objectives and Strategy
As explained in the previous section, the dissemination objectives have evolved in each version of the
Plan according to the project milestones.
The dissemination activities have dealed with the diffusion of scientific and technological knowledge
generated within the context of the BENEFFICE project, aiming to ensure both a mid– and long- term
impact by informing the target audience about BENEFFICE. The overall dissemination objectives of
the project are as follows:
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•
•
•
•

OBJ. I: To ensure maximum visibility of the project in the target audiences via appropriate key
messages. Create a community around Beneffice ecosystem.
OBJ. II: To timely diffuse the scientific and technological knowledge generated in the project
within and beyond the project’s consortium.
OBJ. III: To establish liaisons with other projects and initiatives for knowledge and innovation
transfer
OBJ. IV: To engage the target audiences to get feedback and validate the project’s results.

2.2 BENEFFICE Communication Objectives and Strategy
The communication activities have included actions that have contributed to the diffusion of the
project’s results beyond the consortium and the direct stakeholders, maximizing its contribution to
innovation and attracting a wide range of stakeholders who were invited to benefit from the project’s
advancements.
The communication strategy is driven by the following communication objectives as defined at the
early beginning of the project and adapted to the different versions of the communication plan:
•
•
•
•
•

OBJ. I: To create awareness of the project among the full range of target audiences defined for
communication activities. Bring Beneffice closer to the street public. Prepare future users of
#€O2Coin.
OBJ. II: To provide a clear view of the project’s concept, goals and results by formulating
adapted key messages, and preparing communication material. Make Beneffice
understanding for all the target groups.
OBJ. III: To create an active community of potential users and collect feedback to be taken into
account by the project's activities.
COMM.OBJ. IV: To prepare the ground for the exploitation of project results.
COMM.OBJ. IV: To support targeted dissemination of the project results.

2.3 Target Audience
Having defined the goals and objectives for dissemination and communication, at the beginning of the
project the potential targeted audiences of BENEFFICE along with their specific interest in the project
had been specified. A distinction is made between audiences directly linked to the project and its
results (blue colour), and those that are connected indirectly (grey colour).
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Figure 4 First BENEFFICE main target groups selected
On the last version of the plan several actions focused on the orange boxes have been developed:

Figure 5 Second BENEFFICE main target groups selected
BUYER PERSON STUDY
In order to personalize the actions according to the selected target audience, a buyer person study
has been carried out for the two big targets “consumers” and “utilities”. This work allows to know
more about the audience and to develop each initiative in a more targeted way. The following image
is the ideal customer profile within the consumer and utility target group:
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Figure 6 The ideal customer profile within the consumer target group

Figure 7 The ideal customer profile within the utility target group

2.4 Proposed measures for Dissemination
Dissemination activities are of the utmost importance both during the project’s duration, to create
visibility and raise awareness within the scientific community, but also after the project, in order to
utilize the project’s results and find ways to further continue and advance the related research.
BENEFFICE dissemination activities have targeted a wide range of stakeholders, starting from the
specific scientific fields tackled by the project, to the end user community, and finally to players who
will ultimately contribute to delivering BENEFFICE to the market.

Table 1 Dissemination Activities
ACTION

MEANS
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•
•
Awareness: Create
visibility and raise
awareness

•
•
•
•

Results: Share
knowledge
developed within
the project.

Exploitation: Work
towards exploitable
results and
utilization

•
•
•
•
•
•
•
•

Dissemination materials: Project Logo and graphic identity
Develop the Project Website and upload the several public deliverables,
news about plenary meetings of the consortium and participation in
sectorial conferences
Create the Social Media channels and build the BENEFFICE Community
Share several press articles with Energy Efficiency Mass Media and
Science Publications
Participation in conferences, seminars and workshops
Project brochure for recruiting users for pilots
Refine website with more concrete results and public deliverables
Social Media and online promotion, such as news about early results
Press release with results
Cereate and distribute marketing material for example the campaign for
utilities.
Share several press articles with Enery Efficiency Mass Media and
Scientific Publications
Upload into the website project results and public deliverables
Social Media and online promotion
Share several press articles with Enery Efficiency mass media and
Science Publications
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2.5 Communication Activities
Communication has been a very important activity in the BENEFFICE project. Besides the projectoriented communication between partners, there is a need for output and impact targeted focus,
involving the Commission, the project partners and various external stakeholders.

Table 2 Communication Activities
Communication Chanel

Targeted
frequency

Language

Responsible
partner(s)

Project flyer and poster

1 design at M6

EN

Project Coordinator
(ED)

running from M2

EN

Project Coordinator
(ED) and WP7 leader
(EURF)

Minimum 2 per
year

Country’s language
and EN for scientific
publications

WP7 leader (EURF)

running from M2

EN

Project Coordinator
(ED) and WP7 leader
(EURF)

Minimum 2 per
year

Country’s language
and EN for
international
conferences

Individual partners

Website and Social Media

Press Articles and
Publications
Communication Material:
Logo, graphic identity,
infographics, videos

Conference contribution

In addition to the global communication activities shown in the table above, we have defined a series
of campaigns aimed at specific target audiences. This allows us to be more precise in the language and
type of channels selected.
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Campaign 1:
#engage€O2Coin: Campaign focused on making Beneffice closer to street focused on money
approach.
AUDIENCE
•
•
•
•

Customers
National
press

FORMATS
•
•

Society
•

MESSAGES

Infographics
and creativities
Videos around
the key
messages
Press media

•

Fight against climate
change and earn
#€O2Coin for paying
on your supermarket

CHANNELS
ONLINE:
•

Social Media
channels

•

Website of
Beneffice and its
members

•

The new €O2
currency is born

•

Save energy through
simple actions and
earn the new
#€O2Coin

•

European sectorial
mass media

•

Influencers

Spend the #€O2Coin
in your supermarket

•

European sectorial
Associations

•

OFFLINE:
•

Sectorial events

Campaign 2:
Share your experience: Campaign focused on sharing the experience of the pilot users and create a
community around Beneffice thematic.
AUDIENCE
•
•
•

Customers
National press
Society

FORMATS
•
•

Infographics and
creativities

MESSAGES
•

Video with
interviews

•

Press media

•

Create a Facebook
community for all
the Beneffice
ecosystem.

•

101 houses
in 4
countries
fighting
against
climate
New
#€O2Coin
for paying
through
your mobile

CHANNELS
ONLINE:
•

Social Media
channels

•

Website of
Beneffice and its
members

•

European sectorial
mass media

•

Influencers

•

European sectorial
Associations

OFFLINE:
•
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Campaign 3:
Utilities:
In order to identify the benefits that the Beneffice project can have for utilities, an action plan has
been defined which includes the following phases:
1. Creation of a a discussion guide that can be used to guide meetings with interested utilities.
This document (along with the BENEFFICE demo and promotional video) will be used to
structure conversations with utilities.
2. To have a series of individual meetings with 5-8 identified utilitities. The goal of these
meetings is to learn more about the customer engagement challenges utilities are facing, their
current solutions, and how the BENEFFICE could be integrated with these.
3. To develop future marketing strategies to engage the utilities target group.
At the time of ending this report, M42, the campaign was about to begin and the first meeting with the
identified utility was to be held in the next few days. The plan is to hold the meetings during may
(M43) and to collect a range of inputs from a variety of utilities/retailers throughout Europe on M44
(June 2021).
Campaign 4:
Web-marketing:
BENEFFICE created two websites, myco2emission.com and myelecbill.com, in order to promote
carbon footprint and energy savings assements, in terms of its marketing campaigns.
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People would be recruited on the two websites and once the calculation was performed, they were
redirected to the €O2 neobank application. We thus compared the efficiency of the recruitment
through climate or energy campaigns for the promotion of €O2 coins and the €O2 neobank app. The
myco2emission.com or myelecbill.com is a preliminary step to explain the BENEFFICE’s €O2 coins
concept.
The campaings were performed using Google Ads software (GAD) and ran from April 6th, 2020 to
December 14th, 2020.
More detailed information about the web-marketing Beneffice campaing can be found on D6.2.
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3 Dissemination and Communication Achievements
The goal of this section is to ensure that the technical and business progress in BENEFFICE project
have been promptly communicated and spreaded via a series of channels. Different tools have been
considered in order to reach the identified target groups.

3.1 Communication Means
Website
At month two of the project, a website was designed http://www.beneffice.eu/. It has been
continuously updated with all the BENEFFICE latest news, events and publications becoming an
important factor for the BENEFFICE dissemination and communication plan.
The structure (sitemap) of the website was designed to provide to visitors immediate access to all
public information of the project. For the visitors’ convenience almost all subpages of the website are
accessible by the main page with respective quick links. Moreover, links to the social media accounts
(LinkedIn, Twitter, Facebook and Instagram), amplifying the branding of the project, are available on
the Main Page of the website. One example of value content was an online survey that was available
through the BENEFFICE website to provide some answers regarding the energy consumption of the
pilot participants.
On the 3rd version of the plan it was decided to update the description about the project and structure
of the BENEFFICE website in order to make it more user friendly with useful information that would
allow target groups to quickly understand what the project is about and what it has to offer. At M40
an other improvement of the website has been done in order to position the new digital content
generated around the Beneffice ecosystem.
On this way, the project was more understandable to the targeted visitors (as opposed to the
researchers and real experts that were more likely to understand the more complex technical
objectives of the project) and enhance the visibility of the project.

Show Beneffice
as a research
project

Complete the
pilot section
with updated
information

Explain that the
€O2coin will be
available to the
end user at the
end of the project
and not while it is
developing.

Section in
continuous
updating with
video interviews,
technical content,
etc.

Add a section
for utilities

New section for
collaborations

Present Beneffice
explaining the
role and benefits
for the utility.

Add a section
explaining the
collaboration
agreements with
energy
associations.

Figure 8 Changes proposed on the 3rd version of the plan
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A typology of content is defined and an indicative publication schedule is established. Depending on
the real evolution of the project, the calendar is subject to variations.

Types of content

Format

Date of publication
Two in 2019 and other in 2020

Reports

Several statistics about energyconsuming behavior for using on
different formats (press media,
infographics, etc.)

News about the published press
release

Summary of the press release
with link to the media where it
has been published

Same timing as press releases

Participation in sector events

News explaining the event and
the type of Beneffice participation

Whenever Beneffice participates
in an event

Table 3 Two versions of the Home Page of the website
1st version of the homepage

2nd version of the homepage

Page 21 of 62

3 rd version of the
homepage

D7.7 Dissemination report including
communication material

A necessary restructure of the official Beneffice website was made. The main goal was for every
visitor to be easily and fully informed about the Beneffice initiative and what it respresents after
completing their visit.
The ribbon on the top now contains all the 5 five basic sections of the webiste:
•

Home

•

About BENEFFICE, with all the important information about the project, the techical
framework behind it, all publications made during the project lifetime and the related energy
projects.

•

Pilots, with significant information about the three pilot countries that worked with Beneffice

•

Press Release

•

News and Events, with all the latest Beneffice updates and participation in events

A brief description of the aim of the project was also added in the home page, along with a prompt
explanation of how Beneffice works in 3 simple steps, leading to the bigger picture of its Technical
Framework.
Having a seperate subpage for each of the project’s target groups was of utmost importance, thus four
different call to action buttons were created for each one of them (Homes, Utilities/DSOs, Retailers
and Policy Makers). The aim was for every single member of each to group that visits Beneffice
website to be able to directly read the respective message prepared especially for them and their
needs and concerns.
The Beneffice messages prepared for homes are related to energy bill reduction, energy concumption
monitoring, €Ο2 coins earning and general “green” acting on a daily basis. At the same time,
Utilies/DSOs were motivated to adopt new revenue streams via energy efficiency products and
services offering, churn rate reduce, “green” innovation and social responsibility promotion. Retailers
are encouraged to partner with Beneffice, in order to innovate in “green” energy market with new
offers and services, contribute to the EU Green Deal, attract new customers and offer a new service
revenue line, aiming to support their customers’ energy bill reduction by monitoring their energy
consumption and receiving numerous in-app energy bill reduction advice. Finally, Beneffice aims to
reach Policy Makers who would be able to focus on making incentives for european consumers more
visibe through such reward achieved reductions via Beneffice, trigger further actions, such as making
national tax payment with earned €Ο2 coins a feasible option and generally adopting a European
Climate Currency, shaping the future of a brand new EU society, economy and planet.
Last but not least, all four promotional Beneffice and Compte CO2 videos were added in the home
page, in order for the visitors to be able to have a more direct access and easy way of understading
about all the things Beneffice project stands for.
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Table 4 Statistics of the website of the BENEFFICE project
D3.2 Second
version of
the
personalised
multifactorial
model
0
0

D4.3 First
integrated
prototype
0
0

D4.4 Final
integrated
prototype
0
0

D3.3 Evolved
personalised
multifactorial
model
0
0

Oct. 17
Nov. 17

Unique
visitors
7
34

Total
visitors
19
99

Average
duration
(s)
775
638

Flyer
Downloads
0
0

Global
presentation
Downloads
0
0

D2.1
Downloads
0
0

D7.3
Downloads
0
0

D4.2
Individually
functional
system
components
0
0

Dec. 17
Jan. 18
Feb. 18
Mar. 18
Apr. 18
May. 18

46
77
95
90
100
262

89
122
142
165
174
426

397
128
240
342
221
403

0
0
0
8
2
8

6
6
8
6
2
2

0
0
0
12
16
20

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

Jun. 18
Jul. 18
Aug. 18
Sep. 18
Oct. 18
Nov. 18

268
240
206
478
358
314

426
375
303
651
515
460

379
121
224
125
262
147

8
9
14
9
7
8

9
9
8
12
9
8

42
75
62
36
41
25

0
29
53
40
65
24

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

Dec. 18
Jan. 19
Feb. 19
Mar. 19
Apr. 19
May. 19

228
237
476
499
386
396

308
327
573
638
486
519

182
161
193
156
97
108

10
8
7
10
9
14

5
9
6
5
10
9

30
27
57
63
54
82

14
30
33
29
19
21

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

0
0
0
0
0
0

Jun. 19
Jul. 19

382
323

576
415

162
74

11
8

6
10

73
56

17
11

8
7

3
6

0
0

0
0

0
0
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Aug. 19
Sep. 19
Oct. 19
Nov. 19
Dec. 19
Jan. 20

283
783
408
974
896
692

404
1297
577
1355
1219
1172

109
100
209
147
144
213

6
14
7
4
3
8

10
13
7
2
4
10

87
74
91
72
56
88

22
13
17
17
19
23

17
11
9
4
9
54

9
13
7
3
3
1

0
0
8
1
5
4

0
0
0
0
11
3

0
0
0
0
0
0

Feb. 20
Mar. 20
Apr. 20
May. 20
Jun. 20
Jul. 20

739
491
596
647
877
481

952
863
766
813
1188
610

64
141
88
88
86
95

4
3
7
1
5
22

6
3
3
3
4
11

60
72
57
83
92
61

40
32
26
19
21
23

58
25
3
4
9
12

0
3
0
0
5
2

4
7
4
5
10
21

5
5
3
3
6
18

0
0
0
0
0
0

Aug. 20
Sep. 20
Oct. 20
Nov. 20
Dec. 20
Jan. 21

578
398
484
349
347
423

741
483
610
435
431
504

91
101
96
76
75
63

21
3
6
8
9
6

1
1
4
9
7
6

70
48
52
64
66
36

7
18
15
26
23
21

4
7
2
11
7
2

0
0
0
2
1
0

13
59
20
10
13
3

11
56
13
11
16
6

0
0
0
0
0
0

Feb. 21
Mar. 21
Apr. 21
May. 21
Total

426
477
420
447
17718

519
721
650
635
24735

33
129
99
187
7969

5
5
7
24
328

2
7
6
6
270

44
114
41
25
2224

12
10
16
16
821

3
7
11
5
289

1
0
1
1
61

6
5
8
7
213

7
4
6
5
189

5
10
8
6
29
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EC AND PARTNER WEBSITES
In order to increase the visibility of the project and as a sign of the involvement of the consortium
partners in dissemination and communication, the sections on BENEFFICE created on the websites of
the partners and the Commission are shown below.

Figure 9 EURF´s website
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Figure 10 ED´s website

Figure 11 VER´s website
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Figure 12 NTUA´s website
Project information is also available at the EC Community Research and Development Information
Service (CORDIS).
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Figure 13 CORDIS project web page

Social Media
In recent years, social media has become ubiquitous and instrumental for communication, networking
and content sharing purposes. Successful social media activities help BENEFFICE to increase its
visibility and maximise its potential outreach. Therefore, BENEFFICE project have actively engaged in
social media as a channel for communication of the project idea and outcomes as well as for
interaction with target audiences.
In month 3, the BENEFFICE accounts in 3 social networks, LinkedIn, Twitter and Instagram, were set
up and activated. On October 2019, following the recommendation of the EC meeting review, a
Facebook profile was also created.
A plan for the project's social channels was defined, which consisteds of the following general
strategic guidelines:
•
•
•

Visibility through social media channels to all the content generated around Beneffice: press
releases, web news, interviews, reports, etc.
Messages launched showing the creativities around the campaigns.
Participation in the events and new collaboration agreements generated to be publised.
Facebook was the social platform selected to create a community including the end
consumers, some policy makers and utilities. It was a space where interactions were
generated mixing experiences, contents and information.
ACTION PLAN:
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1. Create a Facebook Page formed by users receptive to the use of a virtual currency
and aware of climate change.
2. Launch messages promoting the content generated with the aim of creating
conversation with “call to action” tools.
3. Use Facebook Live for sharing on real time the participation in events.
Twitter was the social platform selected to interact with influencers and the policy
makers which are out of Facebook.
ACTION PLAN:
1. Follow influencers selected.
2. Launch messages promoting the content generated with the aim of creating
conversation with “call to action” tools.
3. Use Broadcast media for sharing on real time the participation in events.
In month 3 of the BENEFFICE project, a LinkedIn group focused on energy issues was
renamed to Energy Efficiency Projects H2020. Prior to that modification, the group was
only formed by members related to the CHARGED1 consortium. A common LinkedIn
group with members of related projects that are funded from the same topic is more
powerful and interesting. All members are publishing news and exchange opinions there.
LinkedIn was the social platform selected to share information with other research
projects and technician people around energy efficiency projects. Nowadays there are
no groups around monetary approach.
ACTION PLAN:
1. Launch messages promoting the content generated with the aim of creating
conversation with “call to action” tools.
2. Promote the group through the other social media channels.
Instagram was the social platform selected to interact with small communities around
Beneffice Ecosystem, main policy makers around European Commission and other
research projects.
ACTION PLAN:
1. Find new profiles to follow interesting for Beneffice.
2. Launch infographics promoting the content generated with the aim of creating
conversation with “call to action” tools.
Initially the possibility of using different functionalities offered by social networks for sharing on real
time the participation in events was considered. Broadcast of Twitter and Facebook Live were the
options. As indicated in other sections of the report, the global pandemic has directly influenced the
organization of events and workshops around the project.

1

http://www.charged-project.eu/
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EVIDENCES OF THE SOCIAL PROFILES

Figure 14 LinkedIn Group: Energy Efficiency Projects H2020

Figure 15 BENEFFICE twitter account
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Figure 16 BENEFFICE Instagram account
Several KPIs have been established for work package 7, which can be found in D1.1, and in addition
to these indicators EURF has monitored throughout the project the impact and engagement of each
publication. The statistics of the social media channels of BENEFFICE per publication are depicted in
the Table below.

Table 5 Statistics of the social media channel of BENEFFICE
TWITTER
Date
Jan ‘18
Feb ‘18
Mar ‘18
Apr ‘18
May ‘18
Jun ‘18
Jul ‘18
Aug ‘18
Sep ‘18
Oct ‘18
Nov ‘18
Dec ‘18
Jan ‘19
Feb ‘19
Mar ‘19
Apr ‘19
May ‘19
Jun ‘19
Jul ‘19

Followers

Tweets

Profile
visits in
Tweeter

12
20
25
32
46
51
53
57
59
62
65
69
73
79
81
85
91
97
101

1
2
3
0
1
1
0
0
0
0
1
0
0
2
0
1
1
0
1

0
0
0
0
0
0
0
0
0
0
0
0
0
1
33
42
26
22
16

INSTAGRAM
Tweet
impressions
153
291
636
308
546
582
413
573
948
468
516
108
266
291
482
277
249
885
489
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29

Instagram
likes
0
4
20
0
2
2
0
0
0
0
4
0
0
5
0
0
9
0
11

FACEBOOK GROUP
Post

People
reached

Enga
gem
ents
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Aug ‘19
Sep ‘19
Oct ‘19
Nov ‘19
Dec ‘19
Jan ‘20
Feb ‘20
Mar ‘20
Apr ‘20
May ‘20
Jun ‘20
Jul ‘20
Aug ‘20
Sep ‘20
Oct ‘20
Nov ‘20
Dec ‘20
Jan ‘21
Feb ‘21
Mar ‘21
Apr ‘21
Total

107
107
110
109
111
114
114
115
120
122
123
125
128
129
132
133
134
135
133
134
136
3734

2
0
3
0
2
0
2
1
3
1
2
1
3
4
3
2
0
5
7
9
5
70

10
5
3
11
4
6
12
12
15
7
20
16
7
11
1
6
12
3
10
4
6
321

330
334
381
227
357
290
451
980
441
420
393
274
482
579
547
98
681
325
653
562
621
18304

75
79
95
103
105
108
109
114
121
131
142
149
1360

0
0
0
0
6
0
0
5
4
1
6
10
12
15
10
7
0
4
0
4
5
146

2
0
0
0
2
1
1
1
2
1
3
4
3
2
0
5
7
9
5
48

20
1
0
5
18
10
23
14
11
8
22
28
18
8
12
21
10
15
18
262

8
0
0
0
1
0
0
2
1
4
5
3
5
2
6
4
6
2
4
53

160
140
120
100
80
60

40
20

Nov ‘17
Jan ‘18
Mar ‘18
May ‘18
Jul ‘18
Sep ‘18
Nov ‘18
Jan ‘19
Mar ‘19
May ‘19
Jul ‘19
Sep ‘19
Nov ‘19
Jan ‘20
Mar ‘20
May ‘20
Jul ‘20
Sep ‘20
Nov ‘20
Jan ‘21
Mar ‘21

0

Followers Twitter

Followers Instagram

Figure 17 Evolution of the followers of Twitter and Instagram
As the statistics show, a growing interest was proven around BENEFFICE. The Twitter channel has
steadily increased followers since the beginning of the project. In the third version of the
communication plan, a profile on Instagram was created and as can be seen in the graph, it has had a
much more exponential growth. This is due to, among other reasons, the fact that the main policy
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makers of European funds have a profile on Instagram and this social network is currently one of the
most widely used in the world.

Figure 18 Instagram Profile of the European Commision

Figure 19 Instagram Profile of the New European
Bauhaus Prizes 2021 online submission platform
The Facebook profile has been dynamised in the same way as the other social profiles of the project
and the result has been much less productive. In total the page currently has 14 followers, which
shows that for this type of project other channels such as Instagram or Twitter are more efficient.

Press articles
Digital press releases were established as an effective mechanism to promote the BENEFFICE
outcomes at national (in pilot countries) and at European level. The following press releases have
been scheduled:
•
•

A first press release to announce the pilot’s launch (M22)
A second press release about the project evolution (M42)

EURF has found several mass media specialized on the BENEFFICE thematic (presented in the table
below) and other partners of the consortium tried to contact national channels in pilot countries for
sharing BENEFFICE contents and translate the press releases into local language.
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Table 6 European Mass Media selected
Media
Earth Talk/E
Magazine
Journal of
Environmental
Law
International
Journal of
Environmental
Research
The Journal of
Environmental
Education
VertigO
CIWEM
The Environmental
Magazine
International
Energy Agency
EIWEnergieinstitut
Austrian Energy
Agency
Energy cities
People and Planet
IEEE Explore
Investopedia
Renewable Energy
Magazine
Energy Digital
The Optimistic Day
ActionforRenewabl
es
Permaculture
ECO Living
Magazine
United Nations
Environment
Programme

Enlace

Language

earthtalk.org/

English

academic.oup.com/jel

English

ijer.ut.ac.ir/

English

www.tandfonline.com/toc/vjee20/current

English

journals.openedition.org/vertigo/
www.ciwem.org/

English/French
English

www.emagazine.com/

English

www.iea.org/policiesandmeasures/energyeffici
ency/

English/Chinese/Russian

www.energieinstitut.net/en

English/German

http://en.energyagency.at/

English/German

http://www.energy-cities.eu/
http://www.peopleandtheplanet.com/
www.ieeexplore.ieee.org
www.investopedia.com/

English/French
English
English
English

www.renewableenergymagazine.com/

English/Spanish

www.energydigital.com/energy-efficiency
www.optimistdaily.com/

English
English

actionrenewables.co.uk/

English

www.permaculture.co.uk/

English/French/

www.ecolivingmagazine.com/news/

English

http://web.unep.org/tunza

English
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Figure 20 Several Mass Media selected
The first press release was sent to European mass media and published by the following websites:
•
•
•
•
•
•

https://es.cointelegraph.com/news/spain-participates-in-a-monitoring-program-forenergy-savings-with-a-reward-in-cryptocurrencies
https://www.lavanguardia.com/vida/20200402/48274064978/criptomonedas-deoxigeno-para-recompensar-a-los-hogares-eficientes.html
https://www.elmundofinanciero.com/noticia/87387/empresas/nace-o2-una-nuevamoneda-para-luchar-contra-el-cambio-climatico.html
https://www.informaria.com/nace-eo2-nueva-moneda-luchar-contra-cambio-climatico/
https://www.efeverde.com/noticias/criptomonedas-de-oxigeno-para-recompensar-a-loshogares-eficientes/
https://www.informaria.com/nace-eo2-nueva-moneda-luchar-contra-cambio-climatico/

Video Marketing
In the actual digital environment, information overload is a problem. We are tired of seeing thousands
of ads, publications, news, memes. Video is the perfect way to attract attention and impact our
audience.
Video marketing has many advantages such as being shared on social networks, retaining the
attention of users, helping the positioning of the website of the project and generating more
engagement than static content.
Four explanatory videos have been created throughout the project. This content has allowed us to
generate many messages on social profiles in addition to making the home page of the website more
attractive.
1. ‘What is BENEFFICE’ video can be found here: https://www.youtube.com/watch?v=sJ62KN7haQ
2. ‘How do I use Beneffice app?’ video can be found here:
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https://www.youtube.com/watch?v=tw4O68XIL-Q
3. ‘How do I use Compte CO2 app?’ video can be found here:
https://www.youtube.com/watch?v=Y_39OsYxsok
4. ‘The Beneffice experience!’ video can be found here:
https://www.youtube.com/watch?v=KGlcuQkjRK8

Figure 21 Screenshot of twitter profile

Figure 22 Screenshot of Facebook profile
The "share your experience" communication campaign initially included a series of videos about the
pilots. Finally, this experiential content was translated into different infographics, adapting to the
timeline of the project.
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Communication and Dissemination Material
LOGO AND GRAPHIC IDENTITY
A logo of BENEFFICE was designed. The logo mainly uses green and gold colours referring to energy
and money respectively.
Iconography combines the concepts of electricity and money. The plug is looking towards the colour
green, alluding to green energy, and as a consequence of this act, money is generated. Thanks to the
electricity savings, the user generates €O2 coins.

Figure 23 BENEFFICE logo
FLYER AND POSTER
The project’s poster and the project’ flyer were released at M4 as the output of D7.2. Both are publicly
available for download at the BENEFFICE website.
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Figure 24 BENEFFICE flyer
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Figure 25 BENEFFICE poster
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PRESENTATION TEMPLATE
A presentation template was created, either for complete project presentation or for presentation of
results, further contributing to the identity forming and making the project recognisable. All of this
documents are stored and available at the Alfresco collaboration platform and also included in D1.1
Quality Management Plan.

Figure 26 Exctracts from BENEFFICE recommendation template
INFOGRAPHICS AND CREATIVITIES
•

Campaign: #engage€O2Coin
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•

Campaign: #shareyourexperience

SUMMARY OF ACHIEVEMENTS
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Beneffice project had a significant social media impact, with 129 Linkedin members on its closed
group and reaching 18.000 twitter impressions, along with 262 facebook users.
Beneffice.eu, the project’s official website, reached a total of 17.500 unique visits from its creation in
2017, including 20 scientific publications, 3 promotional videos and almost 4.000 deliverable and
presentation downloads.
The project itself, aiming to more environmentally aware and friendly daily users’ behavior, achieved
up to 20% less total energy consumption and an average of 3,22 tons of CO2 emissions reduce in
Austria, Greece, France and Spain.
It is also worth mentioning, that 78% of the Beneffice app users monitored their energy consumption
through our app and 22% of them were assisted, in order to achieve energy savings.

3.2 Dissemination Means
By identifying the major target groups and the means/ways of communication in the project, this
section will present the different impacts generated to date.

Scientific Publications
Publications in scientific journals with topics relevant to the research and innovation work target the
scientific communities directly or indirectly in the scope of BENEFFICE. These activities reinforce the
project awareness, allow BENEFFICE concepts and solutions to leverage other research projects,
foster cross-project cooperation and provide fundamental means of peer reviewing of the scientific
approaches of BENEFFICE.
The following articles have been published:
•

Protopapadakis, E., Doulamis, A., Kaselimi, M., "Changing User's energy consumption behavior
using IΟT", 7th International Symposium & 29th National Conference on Operational
Research, June 14-16, 2018, Chania, Crete, Greece

•

A paper titled: M. Kaselimi, N. Doulamis, A. Doulamis, A. S. Voulodimos, and E. Protopapadakis,
“Bayesian-Optimized Bidirectional LSTM Regression Model for Non-Intrusive Load
Monitoring,” presented at the 44th International Conference on Acoustics, Speech, and Signal
Processing, Brighton, 2019.

•

Garbi, A. Malamou, N. Michas, Z. Pontikas, N. Doulamis, E. Protopapadakis, T. N. Mikkelsen, K.
Kanellakis and J. L. Baradat, BENEFFICE: Behaviour change, consumption monitoring and
analytics with complementary currency rewards, Proceedings of Sustainable Places
Conference 2019, June 5-7, 2019, Cagliary, Italy. You can download the full paper here:
https://www.mdpi.com/2504-3900/20/1/12/pdf

•

H. Launonen, A. Tisov, A. Melasecche Germini, R. Olivadese, K. Koroleva, M. Lukasik, A.
Malamou, D. Arabsolgar, E. Zacharis and A. Garbi, Exploitation of the European Research
Projects Aiming to Achieve a Behavior Change for Energy Saving Through Innovative IT
Solutions, Proceedings of Sustainable Places Conference 2019, June 5-7, 2019, Cagliary, Italy.
You can download the full paper here: https://www.mdpi.com/2504-3900/20/1/13/pdf
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•

Kaselimi, M., Protopapadakis, E., Voulodimos, A., Doulamis, N., Doulamis, A., 2019. "MultiChannel Recurrent Convolutional Neural Networks for Energy Disaggregation," Access IEEE,
vol. 7, pp. 81047-81056, 2019.

•

M. Kaselimi, N. Doulamis, A. Voulodimos, A. Doulamis and E. Protopapadakis, "EnerGAN++: A
Generative Adversarial Gated Recurrent Network for Robust Energy Disaggregation," in IEEE
Open Journal of Signal Processing, vol. 2, pp. 1-16, 2021, doi: 10.1109/OJSP.2020.3045829.

•

Kaselimi, M. and Doulamis, N., 2020, June. Long-term recurrent convolutional networks for
non-intrusive load monitoring. In Proceedings of the 13th ACM International Conference on
PErvasive Technologies Related to Assistive Environments (pp. 1-4).

•

M. Kaselimi, A. Voulodimos, E. Protopapadakis, N. Doulamis and A. Doulamis, "EnerGAN: A
GENERATIVE ADVERSARIAL NETWORK FOR ENERGY DISAGGREGATION," ICASSP 2020 2020 IEEE International Conference on Acoustics, Speech and Signal Processing (ICASSP),
2020, pp. 1578-1582, doi: 10.1109/ICASSP40776.2020.9054342.

•

M. Kaselimi, N. Doulamis, A. Voulodimos, E. Protopapadakis and A. Doulamis, "Context Aware
Energy Disaggregation Using Adaptive Bidirectional LSTM Models," in IEEE Transactions on
Smart Grid, vol. 11, no. 4, pp. 3054-3067, July 2020, doi: 10.1109/TSG.2020.2974347.

Participation in conferences, seminars and workshops
All the members of the consortium had as a continuous action to identify local events concerning
BENEFFICE thematic for sharing the project knowledge. The participation of any of the members of
Beneffice was managed in those spaces where its target audience was present: from large fairs with a
specific theme such as small networking spaces where key players participate.
Utilities

Influencers

Consumer

Be present at upcoming events
of interest to European
utilities.

Events in which our final
customers and influencers are
present

Present the #€O2Coin in talks
related to innovation topics.

Arrange face-to-face meetings
to propose collaboration with
Beneffice.

(Influencers interest on being
a #€O2Coin brand
ambassador)

Events frequented by people
with the profile of our final
customer

A series of events were identified to evaluate the possible participation of some of the consortium
members. The global pandemic resulting from the coronavirus has directly influenced this type of
presecial dissemination. All events since February 2020 were cancelled and we had to dedicate our
efforts to digital channels.
INFLUENCERS INVOLVED
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On the 3rd version of the plan the influencers around the Beneffice ecosystem were planned to be
participants. People is increasingly relying on the opinion of a friend, an acquaintance or a person
who understands the subject matter and has some experience of it. Involving influential people is key
to broadening the reach of a campaign.
Although in the end this initiative was not taken advantage of, we believe it is useful to include the
details of the strategy defined. If the project had been at a much more advanced stage of research,
these prescribers would certainly have been part of it.

BENEFITS FOR INFLUENCERS

BENEFITS FROM COLLABORATING WITH
INFLUENCERS FOR BENEFFICE

Be part of an innovative and pioneering project

Increase visibility in communities where our
potential target is defined.

Become a brand ambassador and be able to talk
on behalf of the project at events

Count with opinion leaders who are experts in
sectors relevant to the project (cryptocurrency,
tech, etc.).

Be one of the promoters of an initiative that
advocates a low-carbon economy

Increase credibility and reputation thanks to the
trust generated by influencing your community.

Receive in exclusive the results of the project

Improve our position in front of possible
competitors

To be part of a community in which they will be
able to expand their relationships with other
influencers and outstanding personalities from
various sectors.
An action plan was defined for developing from September to October 2019.
September 30th

October 11th
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PROPOSE TO BE PART OF

CREATE A SPACE FOR INTERACTING

ACTION PLAN

1st contact by email including
an invitation to a webinar
where Beneffice will be
explained and the influencers
could network between each
others.

Carry out a webinar with the
influencers where EURF will talk
about:

Hold
regular
meetings
throughout the year
(every 2 months)
managed by EURF.

•

Benefits of been part of
Beneffice.

•

Share with them all the
content generated around
Beneffice and ask them to
start sharing through their
blogs, YouTube and social
media channels, etc. Also ask
them to talk about the project
at events of interest that they
are going to attend.

Create a newsletter
where they can find
all the news and
deliverables around
Beneffice.

An identification of the influencers available on Instagram channel has been done to select the best
options for the development of the project. Three elements that have been considered to choose the
influences:
•

Volume of content wrote about Beneffice thematic showing their expertise and knowledge.

•

The number of followers

•

Presence in conferences around Beneffice thematic

Influencer
Topic
s

Followe Suscripto
Country rs
res
Description
Twitter YouTube

Andreas
Cryptocurre
Antonopou
UK
ncy
los

Adam Back

Cryptocurre
Malta
ncy

Blog

498,5K 188.422

Bitcoin,
open
blockchains,
security.
entrepreneur,
https://www.patreon.c
coder.
om/aantonop

179,3

cypherpunk,
cryptographer,
privacy/ecash,
inventor hashcash
(used in Bitcoin
mining)
http://adam3.us/

-

VITALIK Cryptocurre Switzerla
875.3K BUTERIN ncy
nd

Cofounder
Ethereum

Page 46 of 62

&

D7.7 Dissemination report including
communication material

cofounder
Magazine
Oleg
Andreev

Cryptocurre
Europe
ncy

Ryan
O'Neill

Technologic
Scotland 60,3
al guy

Neha
Narula

Digital
influencer

EEUU

20.6K

47.4

Bitcoin

-

Author of ZkVM,
Gitbox, CoreBitcoin
and BTCRuby
https://oleganza.com/

96.926

Passion
technology

-

Interested
in
distributed systems,
cryptography,
cryptocurrencies,
and programmable
money.
http://nehanarula.org/

for

Rachel
Botsman

Technologic
UK
al guy

47.3

-

A leader in global
thinking about the
power
of
collaboration and
sharing
through
digital technologies
to transform the
way people live,
work, finance and https://rachelbotsman.
consume
com/

Antonio
Grasso

Technologic
Europe
al guy

66,7

-

Focuses on digital
transformation and
business tech

Laura Shin

Cryptocurre
ncy

114,7

-

Crypto journalist

https://unchainedpodc
ast.com/

BENEFFICE was disseminated via the participation of consortium partners to the following events:
Dissemination event #1: NEED4B “Empowering cities: Innovative strategies for Smart Buildings and
citizens” conference
Date: February 12, 2018
Short description
CHARGED gamified app (www.charged-project.eu) and BENEFFICE (www.beneffice.eu) business
models were presented at the workshop about empowering cities in Madrid on the 24th January
2018. This workshop counted with the participation of more than 70 professionals from companies,
research centres, universities and public bodies from all across Europe.
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Figure 27 NEED4B Conference
•

Dissemination event #2: BENEFFICE at the ICT for Energy Efficiency Contractors' meeting

Date: February 27, 2018
Short description
On the 27th of February, BENEFFICE participated in the ICT for Energy Efficiency Contractors'
meeting in Brussels organised by EASME. The #H2020EE event brought together the projects from
the 2014, 2015, 2016 and 2017 calls from similar RIA/IA topics regarding energy efficiency.
BENEFFICE presented their new innovative business models during the poster session. This very
successful event gave the opportunity to old and new projects to exchange ideas, experience and
lessons learnt towards a common goal: the achievement of a more energy efficient behaviour.

Figure 28 ICT for Energy Efficiency Contractors´ meeting
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•

Dissemination event #3: Building Energy Efficiency Workshop

Date: June 19, 2018
Short Description
BENEFFICE along with other Energy Efficiency research & innovation EU funded projects: CHARGED,
ECO-BOT, ENCOMPASS, ENTROPY, GAIA and UTILITEE Projects, co-organised a Research &
Innovation Workshop on Building Energy Efficiency which was held at the National Documentation
Center in Athens, Greece.
During the first session, BENEFFICE presented its objectives, its new innovative ecosystem and the
need to create novel collaborative Business Models to representatives of other co-organising Energy
Efficiency research & innovation EU funded projects namely CHARGED, ECO-BOT, ENCOMPASS,
ENTROPY, GAIA and UTILITEE.
Furthermore, BENEFFICE initiated the discussion and ideas exchange on the new Business models for
Energy Efficient long term user engagement session by analysing the Problem Statement: the Free
riding and the Rebound effect. The workshop that was deemed successful with more than 35
participants, concluded with a roundtable discussion on future challenges and opportunities on
upcoming EU research and innovation calls related to Energy.

Figure 29 Logo of the Building Energy Efficiency Workshop and logos of the
participants
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Figure 30 Building Energy Efficiency Workshop

•

Dissemination event #4: "The next day for Energy Efficiency” workshop

Date: November 8, 2018
Short description
The aim of the Innovation Workshop was to bring together Energy Related H2020 projects, Industrial
interested parties and Policymakers in a common discussion pertinent to the future of energy
efficiency. The workshop was very successful with the participation of representatives of more than
10 research projects.

Figure 31 Presentation during the "The next day for Energy Efficiency” workshop
•

Dissemination event #5: "European Utility Week”
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Date: November 6-8, 2018
Short description
Distribution of leaflets about BENEFFICE in the European Utility Week in Vienna.

Figure 32 Logo of the European Utility Week

•

Dissemination event #6: " Covenant of Mayors Investment Forum Event”

Date: February 19-20, 2019
Short description
European Dynamics and CCO2 Compte as representatives of the BENEFFICE consortium, attended the
Covenant of Mayors Investment Forum – Energy Efficiency Finance Market Place Event which took
place in Brussels.

Figure 33 Poster of the Covenant of Mayors Investment Forum

•

Dissemination event #7: IKEA’s representatives

Date: 5th April, 2019
Short description
Presentation to IKEA’s representatives based on deliverable 2.1 and the assessment of technology and
the use of data to engage end customers.

•

Dissemination event #8: " Sustainable Places Conference”

Date: June 5th - 7th , 2019
Short description
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Sustainable Places prides itself on being an ideal platform for the dissemination of research, the
conduct of workshops, EU project clustering and networking between stakeholders of all types.

Figure 34 Poster of the Sustainable Places Conference

•

Dissemination event #9: " Semantic and Social Media Adaptation and Personalization”

Date: June 9th-10th, 2019
Short description
Presentation of Non-Intrusive Load Monitoring for Personalized Strategies Towards Energy
Consumption Reduction at the 14th International Workshop on Semantic and Social Media
Adaptation and Personalization in Cyrpus.

•

Dissemination event #10: " EU NILM”

Date: October 1st-2nd , 2019
Short description
Presentation of the Deep Learning Methods used in the energy disaggregation algorithm of
BENEFFICE at the EU NILM 2019 conference (http://www.nilm.eu/).
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Figure 35 Presentation during the EU NILM 2019 conference

•

Dissemination event #11: Sustainable Places

Date: October 27th – 30th , 2020
Short description
Workshop “Energy Communities in Practice: The What’s and the How’s” at Sustainable Places 2020.

•

Dissemination event #12: Utilities approach

Date: April - May , 2021
Short description
Presentation of BENEFFICE solution given to representatives of Utilities EDF/SEAS-NVE for
understanding their perspectives on different business models.

•

Dissemination event #13: India Smart Utility Week

Date: Mar 2nd – 5th 2021
Short description
India Smart Utility week is an internal conference and exhibition on smart energy and smart mobility
for smart cities. As part of the EU-India workshop, GECO presented behavoural model and user
engagement elements of the BENEFFICE project as well as the potential application of the Beneffice
solution in India. https://www.isgw.in/isuw-2021/
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Figure 36 Poster of the India Smart Utility Week

National or International Research and Innovation Activities
There are several projects, both already finished and ongoing, at national or international level with
great relevance to BENEFFICE. The outputs and findings of particular projects will be used by
BENEFFICE to build on and address its objectives:

Table 7 Related Projects
PROJECT

DESCRIPTION

ChArGED

Charged (CleAnweb Gamified Energy Disaggregation) develops a gamified
framework that aims to change energy-consumption behaviors and reduce
energy waste in public buildings by leveraging iot low-cost devices (NFC/BLE)
to improve energy disaggregation mechanisms and identify energy wastages at
the device, area and end user level and are targeted by a mobile app for user
engagement and motivation.
Website: http://www.charged-project.eu/

enCOMPASS

enCOMPASS (Collaborative Recommendations and Adaptive Control for
Personalised Energy Saving) will implement and validate an integrated sociotechnical approach to behavioural change for energy saving, by developing
innovative user-friendly digital tools to make energy consumption data
available and understandable for different stakeholders (residents, visitors,
public actors, building managers, utilities and ICT-providers) in ways that
empower them to achieve energy savings and manage their needs in energy
efficient, cost-effective and comfortable ways. It will demonstrate how this can
be achieved with a holistic approach that integrates visualisation of energy data
collected from smart sensors, user-generated information and context-aware
collaborative recommendations for energy saving, intelligent control and
adaptive gamified incentives.
Website: http://www.encompass-project.eu
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MOBISTYLE

The overall aim of MOBISTYLE (MOtivating end-users Behavioral change by
combined ICT based tools and modular Information services on energy use,
indoor environment, health and lifestyle) is to raise consumer awareness and
awareness of ownership, thus empowering consumers and providing
confidence of choosing the right thing, by providing attractive tailor-made
combined knowledge services on energy use, indoor environment, health and
lifestyle, by ICT-based solutions. This awareness will support and motivate endusers to well informed pro-active behavior towards energy use, energy
efficiency and health.
Website: https://www.mobistyle-project.eu/en/mobistyle/Pages/default.aspx

OrbEEt

OrbEEt
(ORganizational Behaviour
improvement
for Energy Efficient
administrative public offices) proposes an ICT-based framework to induce
behaviour change toward energy efficiency by transforming energy
measurements into personalized feedback delivered through engaging user
interfaces. To achieve this challenge, OrbEEt foresees dynamic, spatially finegrained extensions of building-level Operational Rating methodologies and
Display Energy Certificates to provide a detailed view of energy use in office
spaces, business processes and organizational entities rather than entire
buildings. The fusion of information from Building Information Models,
Business Process Models and real-time energy use measurements will be
performed via a comprehensive ICT cloud service - the Systemic Enterprise
Operational Rating framework. This will enable energy use tracking and will
establish direct accountability of people, processes and spaces toward overall
consumption.
Website: http://orbeet.eu/

EnerGAware

EnerGAware aims to decrease energy consumption and emissions in an
affordable housing pilot and increase the affordable housing tenants’
understanding and engagement in energy efficiency. The project will develop
and test, in 100 affordable homes, a serious game that will be related to the
actual energy consumption (monitored via smart meters) of the user’s home
and will be included in social media and networking tools. Users will be thus
able to learn about the potential energy savings from installing energyefficiency measures and to balance the energy consumption, comfort and
financial cost of their actions. Energy savings will be achieved both virtually in
the game (calculated by building performance simulation) and in reality
(actually measured through smart meter data) and will enable the progression
of the serious game. The social media features will provide users a platform to
share data of their achievements, compete with each other, give energy advice,
as well as, join together to form virtual energy communities. The EnerGAware
solution will be implemented and deployed with a cleanweb philosophy in
mind.
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Website: http://energaware.eu/
GreenPlay

The GreenPlay project’s objective is to raise awareness among citizens through
the implementation of a real time monitoring energy consumption platform and
the development of a serious game. The envisaged system will consist of the
following elements: Monitoring energy consumption in real time, web-based
platform to monitor its consumption, advice and challenges available for users
on the platform to reduce consumption and a serious game to raise awareness
of users. GreenPlay’s demonstration will take place in three European cities and
reach at least 200 homes that will be located in publicly or privately owned
buildings.
Website: http://www.greenplay-project.eu/

TRIBE

The overall objective of the TRIBE project is to contribute to a behavioural
change towards energy efficiency in public buildings, through the users’
engagement via playing a social game that will be linked to real time data
collected from the pilot buildings including academic, living and workspaces
environments. Existing monitoring systems and low-cost ICT technologies
(wireless sensors, smart meters, smart plugs, etc.) will be assumed to feed the
game with real time data from the pilot buildings. The developed serious game
will enable the dynamic interaction between buildings and users and will
motivate changes in the players’ behaviour. It will be implemented through
social networks, to allow the exchange of information and experience between
the users and to promote a group behaviour change.
Website: http://tribe-h2020.eu/

ENTROPY

The project ENTROPY (Design of an innovative energy-aware it ecosystem for
motivating behavioural changes towards the adoption of energy efficient
lifestyles) focuses on the design and deployment of an innovative IT ecosystem
that will improve energy efficiency through consumers understanding,
engagement and behavioural changes. Emphasis is given on the collection of
energy-related information from heterogeneous data sources, on the proper
analysis of the available data and on the provision of interactive services,
applications and serious games to end users for motivating their interest on
energy efficient activities, for providing recommendations to adopt more
energy efficient lifestyles and for increasing their overall energy consumption
awareness. The project will consider the integration of information collected
from a set of sensor networks and the exploitation of mobile crowd sensing
activities along with the implementation of processes for monitoring, reporting
and analysing sets of data with regards to energy consumption and the
behavioural profile of citizens.
Website: http://entropy-project.eu/overview/

ENERJ

ENERJ (Joint Actions for Energy Efficiency) will support local governments in
achieving energy efficiency targets in their own municipal building stock
through joint actions in a multi-level governance approach. It aims at enhancing
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and improving the coordination of Sustainable Energy Action Plans (SEAPs) and
other relevant energy Efficiency Plans, in order to reach Energy Saving and the
national targets on public buildings’ energy efficiency. The project will develop
and test a technologically oriented methodology that focuses on increasing
cooperation among public authorities through Joint Actions.
Website: https://enerj.interreg-med.eu/

PEAKapp

The project PEAKapp (Personal Energy Administration Kiosk application: an
ICT-ecosystem for Energy Savings through Behavioural Change, Flexible Tariffs
and Fun) aims to motivate users behave in a more energy efficient manner by
offering individualized saving opportunities. It will dynamically offer discounts
during peaks of electricity production from renewable energies to enable the
users in the households to actively reduce their personal carbon footprints. The
project will also research and facilitate behavioural change to develop a deeper
understanding of the engagement-enhancing capabilities of social networks and
serious gaming in an energy efficiency context.
Website: http://www.peakapp.eu/

GAIA

The project GAIA (Green Awareness in Action) focuses on the educational
community; faculty, staff, students and parents at all levels of education:
primary/secondary/high schools and universities. The objective is to raise
awareness among young people and motivate changes in their behaviour and
habits concerning energy usage. GAIA will create an innovative ICT ecosystem
(including web-based, mobile, social and sensing elements) tailored specifically
for school environments, considering both the users (faculty, staff, students,
parents) and buildings (schools, universities, homes) that will motivate and
support the users’ behavioural change to achieve greater energy efficiency.
Website: http://gaia-project.eu/

DR-BOB

The project DR.BOB (Demand Response in Blocks of Buildings) focuses on
Demand Response programs which encourage consumers to change when they
use electricity or reduce their total energy use can help keep energy bills low
and help integrate renewables into our existing energy networks. The project
will pilot the tools and techniques required for demand response in blocks of
buildings with differing patterns of ownership, use and occupation. It will
develop
a
Virtual Energy Plant (VEP) platform for forecasting, scheduling and
optimizing demand response schemes for load shedding and shifting, a
Local Energy Manager to run optimization scenarios for production, storage
and consumption at the building/building cluster level that integrate with the
BMS taking weather and market prices into account and a Consumer Portal to
be used as an online guide and stimulation tool for engaging energy users based
on gamification, challenges, visualization of processed data and direct contact.
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Website: http://www.dr-bob.eu/
SAVE@WORK

SAVE@WORK aims at designing an energy saving competition between 180
public office buildings over 10 participating European regions. Each building
will form its own Energy Team, which will receive the support and training
needed to carry out a simplified energy audit of their building. On the basis of
the energy audit, staff will be supported in drawing up an action plan of low cost
and behavioural change measures as well as longer-term measures for possible
investment in building renovation. This action plan will be further assisted by a
specially developed online calculation tool to which the Energy Team will
regularly add meter readings thereby showing staff how much energy the
building is saving against its consumption in previous years. At the end of the
competition period the winners for both the national and European wide
competitions will be selected, based on a methodology developed within the
project.
Website: https://www.saveatwork.eu/

GreenSoul

GreenSoul (Eco-aware Persuasive Networked Data Devices for User
Engagement in Energy Efficiency) focuses on achieving higher energy efficiency
in public buildings by changing the way people consume energy when they use
shared devices (e.g. lights, printers) and personal devices (e.g. personal
pluggable appliances). The project aims to increase the user energy-awareness
and change the e-consumption habits and include intelligence in the devices to
let them autonomously decide about their operation mode to increase their
energy efficiency. The project will use a range of techniques, from persuasive
social applications to physical interaction mechanisms linked to the devices.
The developed system will be deployed in five building pilots at different
climatic areas and associated to different usage and facilities, ensuring the
cross-country and cross-building analysis of the project impact.
Website: http://www.greensoul-h2020.eu/

bestenergy

The main objective of bestenergy (Improving the energy efficiency in buildings)
was to improve the energy efficiency in public buildings and street public
lighting by the ICT-based centralized monitoring and management of the energy
consumption and production, and to provide the necessary tools for energy
saving decision-making. Emphasis was given on collecting energy consumption
information using Building Management Systems, Active Functional
Specification Systems, Plug Control systems etc. Also, the project focused on
identifying means for informing the users (building operators, building
employees and building visitors) about the buildings’ energy consumption in
order to motivate their coordinated reaction to improve energy efficiency. The
main information dissemination solutions were interactive websites, giant
screens and informative workshops/seminars.
Website: http://www.bestenergyproject.eu/

SmartBuild

The project SmartBuild aimed at providing social-economic benefits to building
users, building managers, public authorities and distributor network operators.
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It involved 9 pilot buildings that were equipped with numerous sensors to
measure energy streams and comfort parameters within each of them and to
control remotely the appliances’ and it also considered an off-the-shelf “Far
Echo” ICT system in each pilot building. For the non-specialized building
occupant a further feature was integrated that enabled her/him to give “realtime” feed-back about building comfort and satisfaction with the ICT system
functions.
Website: http://www.smartbuild.eu/
eSESH

The project eSESH (Saving Energy in Social Housing with ICT) aimed at
achieving sustained reductions in energy consumption across European social
housing based on ICT services for Energy Management (EMS) and Energy
Awareness (EAS) directly to tenants, by providing effective ICT monitoring and
control of local generation of power and heat and by enabling social housing
providers, regional and national governments with the data needed to optimize
energy-related policy and investments. Moreover, it was made possible for
tenants to compare their consumption with other consumers or with an
'average' tenant, to see their energy consumption by square meter, to compare
their actual consumption with their consumption in the past year or month and
to access a forecast of their consumption.
Website: http://www.esesh.eu/home/

SMARTSPACES

The SMARTSPACES project aimed at reducing energy consumption of the public
sector by a very significant amount to meet overall emission reduction targets.
The project built on existing services to develop a comprehensive
SMARTSPACES service providing feedback on energy consumption. The range
of public buildings where the SMARTSPACES service was implemented and
operated was wide and included city administration buildings, office buildings,
museums, university buildings but also schools, nurseries and sports and event
centers. The key SMARTSPACES service components were the following: Energy
Decision support services that provided up-to-date energy consumption
information supporting the choice of energy consumption behaviour by
building visitors or staff, energy management services providing a local building
controlled energy management system and addressing automatic control of
local renewable energy generation and peak energy consumption saving.
Website: http://www.smartspaces.eu/project/

Green@Hospital
PSP-FP7

Developed an energy management and control system to improve the energy
performance of hospitals and other public buildings, through a better
management of energy resources and losses reduction based on web-based
Energy Management and Control Systems – Web-EMCS – which integrates
model based energy saving algorithms.
Website: http://www.greenhospital-emcs.eu/emcs

VERYSchool

Pilot demonstration and validation, with the Energy Action Navigator (EAN) a
software tool, linking hardware and software mature technologies, smart
monitoring & control systems, energy simulation and energy action
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management, with objective to drive the whole chain of stakeholders in an
Energy Management Programme (EMP) and users in the execution of an
effective Energy Management System (EnMS).
Website: http://www.veryschool.eu/
SMART CAMPUS

Data gathering platform that integrates real time information systems and
intelligent energy management systems. Both the user and the building learn
how to interact with each other in a more energy efficient way. ICT supported
the user behaviour transformation through the interaction between the user
and the building’s intelligent energy management system. However, behaviour
change is achieved toward the hardware used for highlighting and monitoring
on their effectiveness rather than analysis of user behaviour This project targets
public buildings, located in universities, and users are mainly the professionals
that maintain the system.
Website: http://greensmartcampus.eu/

eTEACHER

eTEACHER (End-users Tools to Empower and raise Awareness of
behavioural CHange towards EneRgy efficiency) aims to reduce energy
consumption through more conscious energy behaviour of energy end-users in
a wide range of buildings and through tailored methods and strategies. Changes
in users’ behaviour have significant potential to reduce energy consumption in
buildings. These changes include those ones motivated by innovative
technological interventions. However, in this case it is important that users are
not only informed but also sufficiently consulted, trained and supported
regarding the technological changes to avoid poor performance in practice. The
design of this project, incorporating social studies, consultation and testing of
innovations, responds to this challenge to enable efficient and effective
deployment of Information and Communication Technology (ICT) to encourage
behavioural change..
Website: http://www.eteacher-project.eu
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4 Impact evaluation
Key Performance Indicators for the impact evaluation are documented in D1.1 – Quality management
plan. It is worth to mention the high rate of success of the dissemination and communication activities,
with most of the targets to have been overachieved.

Table 8 Targets and actual impact of the dissemination and communication activities
WP –
Activities

Performance
Indicator

Framework for Metrics

Target Values

Achievemen
t M12

Achievemen
t M42

7-1-1 Visibility of the public
BENEFFICE website

Approximately
500 visitors
per year

2.261

17271

7-1-2 Number of articles and
journal publications

5

1

19

15 per year

16

>150 in all
social media
and the
website

6

3

13

30 per year

57

137

 20 per year

71

129

10 per year

8

30

-

270
Note: The last
3 videos were
published
during M42
of the project
and thus they
will get more
views in the
future

7-1-3 Number of news items
presented in the website and
other social media
WP7–
Exploitati
on,
Dissemin
ation and
Communi
cation
Activities

7-1 Effectiveness
and Impact of
Dissemination
activities

7-1-4 Number of presentations
(in external events i.e.
symposiums, meetings,
conferences)
7-1-5 Number of followers on
Twitter
7-1-6 Number of group
members on LinkedIn
7-1-7 Number of posts on
LinkedIn group

7-1-8 Number of video views
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5 Conclusions
The project has overall conducted various dissemination activities throughout the project. Most of the
relevant KPIs for the period have been achieved and some of them were significantly overachieved.
The project will continue to intensify these activities during the following months, especially since the
final results will be available that can be demonstrated.
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