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DISCLAIMER OF WARRANTIES

This document has been prepared by FoodCoP project partners as an account of work
carried out within the framework of the HEU GA contract N2 101182001.

Neither Project Coordinator, nor any signatory party of FoodCoP Project Consortium
Agreement, nor any person acting on behalf of any of them:
makes any warranty or representation whatsoever, express or implied,

o with respect to the use of any information, apparatus, method, process,
or similar item disclosed in this document, including merchantability and
fitness for a particular purpose, or

o that such use does not infringe on or interfere with privately owned
rights, including any party's intellectual property, or

o that this document is suitable to any particular user's circumstance; or

assumes responsibility for any damages or other liability whatsoever (including
any consequential damages, even if Project Coordinator or any representative of
a signatory party of the FOODCOP Project Consortium Agreement has been
advised of the possibility of such damages) resulting from your selection or use
of this document or any information, apparatus, method, process, or similaritem
disclosed in this document.

This project is supported by the European Union’s Horizon Europe Coordination &
support action (HORIZON-CL6-2024-CIRCBIO-01-9) under Grant Agreement
No101182001.

Funded by the European Union. Views and opinions expressed are however those of the

author(s) only and do not necessarilyreflectthose of the European Union. The European
Union can’t be held responsible for them.
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HISTORY OF CHANGES

| Page/Section | Name (Partner)

11 Page 11 explains the decision to report on M1-M11 rather than M1-M12, as it
follows standard practice in Horizon Europe projects when the deliverable due date
coincides with the final month of the reporting period. Since D8.3 was due on 31
October 2025 (M12), it was not technically possible to collect, consolidate, and
analyse the full month's data while meeting the submission deadline. This approach
ensures the accuracy and reliability of the reported metrics. All M12 activities will
be fully documented in D8.4, ensuring complete coverage across the project
lifecycle. The specification that the data of this deliverable dates up to M11 has
been corrected throughout all the document.

22 On page 22, it is reported the information about the KPI related to the 100 posts in
the project website that was transferred to the platform due to the niche and
relevant audience reach.

26 On page 26, the Mainstream Media Coverage section has been revised to address
the Project Officer's feedback regarding the distinction between articles and
mentions. The following criteria have been applied: articles refer to publications
where FoodCoP is the main subject (e.g. press releases, dedicated news pieces,
interviews about the project), while mentions refer to instances where FoodCoP is
cited within a broader programme or topic. Based on this classification, the
reported figures have been corrected to 18 articles and 1 mention. A detailed table
(Table 3) listing all press coverage has been added for transparency. Publications on
consortium partners' own websites have not been counted towards this KPI, as
these are reported separately under partner-level communication activities.

27 On page 27, in the Synergies with other Initiatives and Projects section has been
included a risk contingency and corrective actions plan for Y2.

28 On page 28, the events table (Table 5) has been revised to correct a discrepancy in
the event count that was identified during the preparation of the Technical Report.
The table has been updated accordingly to ensure consistency across all project
documentation.

35 On page 35, in the Conclusions and Next Steps section, risk mitigation measures
have been further detailed to ensure the social media followers’ acquisition KPI
(1,000-1,500 followers) is met by project end. Specific strategies have been added,
including paid follower acquisition campaigns on LinkedIn and Meta platforms,
content campaigns with downloadable materials, partner cross-promotion, and
targeted engagement with Startup Village communities.
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EXECUTIVE SUMMARY

This report provides a comprehensive mid-term assessment of FoodCoP's
communication and dissemination activities during the first 11 months of project
implementation. The analysis evaluates performance against the Key Performance
Indicators (KPIs) established in the Communication and Dissemination Plan (D8.1),
examines the effectiveness of multi-channel strategies deployed under Task 8.2, and
outlines strategic priorities for the project's second phase.

The document is structured around eight core communication pillars: visual identity and
templates, promotional materials, project video, website performance, social media
strategy (organic and paid), mailing campaigns, mainstream media coverage, synergies
with other initiatives, and event participation. For each area, the report presents
quantitative achievements, qualitative outcomes, and comparative analysis against
targets, providing a transparent view of both successes and areas requiring enhanced
focus.

FoodCoP has successfully navigated the critical startup phase of communication and
dissemination, establishing brand recognition, building stakeholder networks, and
creating sustainable infrastructure for ongoing visibility. The project demonstrates clear
momentum with proven approaches delivering measurable impact. This mid-term
analysis provides both accountability for Phase 1 performance and a strategic roadmap
ensuring FoodCoP's transformative work in rural innovation ecosystems reaches and
resonates with target audiences across Europe throughout the project's remaining
duration.
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1.INTRODUCTION

This Mid-Term Report on Dissemination and Communication Activities presents the
progress achieved under Work Package 8 of the FoodCoP project from its launch in
November 2024 (M1) until September 2025 (M11). The reporting period has been
deliberately set to conclude at M11, rather than the originally planned M12, to allow for
the inclusion of a complete analysis of results and trends. Considering that the
deliverable is due in October 2025, it would not have been feasible to integrate the
October data in a timely and accurate manner. Activities carried out in M12 will
therefore be reported in the next communication and dissemination deliverable, D9.2,
scheduled for submission at M24.

This report follows the strategic framework outlined in Deliverable 8.1 (Communication
and Dissemination Plan), ensuring consistency in approach, visual identity, and
messaging across all project partners. It provides a consolidated overview of the actions
undertaken to raise awareness of FoodCoP, engage with key stakeholders, and ensure
broad visibility of the project’s objectives, activities, and early results.

The structure of the report mirrors the organisation of WP8, with a section dedicated to
Task 8.1 on strategic planning and monitoring, and a section detailing the
implementation activities under Task 8.2. The latter covers visual identity, printed and
digital materials, online presence, media engagement, synergies with related initiatives,
and participation in online and onsite events.

By capturing the qualitative and quantitative progress to date, this document also serves
as a reference point for assessing the effectiveness of FoodCoP’s communication and
dissemination strategy and for identifying areas for reinforcement in the next reporting
period.
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2.DESCRIPTION OF WP8 ACTIVITIES

During the first eleven months of the project, the FoodCoP consortium has developed
and implemented a coherent set of communication and dissemination actions aligned
with the objectives established in the Communication and Dissemination Plan (D8.1).
These activities have been designed to:
Ensure a strong and consistent visual identity across all project outputs and
partner communications.
Maximise visibility of the project’s goals, activities, and preliminary outcomes
among target audiences.
Foster engagement with relevant stakeholders, including rural communities,
innovation ecosystems, policymakers, and other Horizon Europe initiatives.
Support synergies with other Work Packages, leveraging all developments, case
studies, and events to amplify reach and impact.

The following subsections present in detail the actions carried out under Task 8.1 —
Communication and Dissemination Strategic Plan and Monitoring and Task 8.2 -
Implementation of Communication and Dissemination Activities, highlighting both
qualitative achievements and quantitative progress towards the project's key
performance indicators (KPlIs).

2.1. TASK 8.1 COMMUNICATION AND DISSEMINATION
STRATEGIC PLAN AND MONITORING

During the firstyear of the project, FoodCoP’s communication and dissemination actions
have been guided by the strategic framework defined in Deliverable 8.1 -
Communication and Dissemination Plan (submitted in M4). This plan was developed by
the WP8 leader, in close collaboration with all consortium partners, to ensure alignment
with the project’s objectives, the requirements of the Horizon Europe programme, and
the commitments outlined in the Grant Agreement.

The Communication and Dissemination Plan is structured around three core

components:
Strategic approach: Defining target audiences, core messages, and key
communication channels, while ensuring compliance with EU visibility
requirements. The strategy prioritises engagement with rural communities,
innovation ecosystems, industry stakeholders, and policymakers, as well as
fostering synergies with other Horizon Europe projects and initiatives.
Implementation guidelines: Providing a visual identity framework, templates for
internal and external communication, and practical instructions for partners to
ensure coherent and recognisable messaging across all outputs.
Monitoring methodology: Establishing key performance indicators (KPIs), tools,
and reporting mechanisms to measure the reach, effectiveness, and impact of
all dissemination and communication activities.
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To facilitate systematic tracking, partners have been requested to regularly register their
activities in the Communication and Dissemination Activity Logbook. This centralised
tool allows the WP8 leader to compile and analyse progress against the KPIs set out in
the plan, identify trends, and adjust actions where necessary to improve effectiveness.

2.2. TASK 8.2 IMPLEMENTATION OF COMMUNICATION AND
DISSEMINATION ACTIVITIES

During the first eleven months of the project, the consortium has implemented a
coordinated set of communication and dissemination actions aimed at ensuring
FoodCoP’s visibility, raising awareness of its objectives and activities, and engaging with
the project’s key audiences. All activities have been carried out in line with the
guidelines established in the Communication and Dissemination Plan (D8.1), ensuring
coherence across partners and compliance with EU visibility requirements.

2.2.1. Visual Identity
By Month 4, the FoodCoP consortium had developed and adopted a unified visual
identity to ensure consistent recognition and visibility of the project across all
communication channels, materials, and partner activities. This identity reflects
FoodCoP’s mission to transform rural food systems through the Startup Village
framework and the circular bioeconomy, conveying an image of innovation,
collaboration, and sustainability.

The Visual Identity Manual—included in D8.1 and distributed to all partners—defines
the graphical and stylistic parameters for project communication. It establishes a
coherent and recognisable image for all outputs, events, and digital platforms, ensuring
that any document, presentation, or visual element linked to FoodCoP is immediately
identifiable by its audience. This consistency supports brand recognition, strengthens
storytelling, and reinforces trust among stakeholders.

Key elements of the visual identity include:
Project Logo: The FoodCoP logo was finalised during the Kick-off Meeting and is
available in multiple formats (colour, black, and white) and layouts (horizontal
and vertical) to suit different media and backgrounds (Annex 1).
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Figure 1 FoodCoP Logo - with and without claim

5 ‘
5 ‘
Typography and Colour Palette: Selected to reflect modernity and
environmental sustainability, in line with Annex 2 and Annex 3 of the CDEP.
Claim Integration: The logo may be accompanied by the project’s claim when
relevant to reinforce its narrative.
EU Funding Acknowledgement: All visual materials incorporate the EU emblem

and funding statement in accordance with Article 17 of the Grant Agreementand
Horizon Europe communication guidelines.

The application of the visual identity is mandatory for all consortium partners in both
internal and external communications, including presentations, deliverables, event
materials, and promotional content. This ensures that all project communications—
whether at local, national, or European level—are clearly linked to FoodCoP and its
objectives.

2.2.2. Templates
To ensure consistency, professionalism, and compliance with Horizon Europe visibility
requirements, the FoodCoP consortium has developed a set of official templates for use
in all internal and external communications. These were finalised and distributed to
partners by Month 2, in alignment with the project’s Visual Identity Manual.
The available templates are:
PowerPoint presentation template — for use in public events, stakeholder
meetings, and internal presentations.
Deliverable template (Microsoft Word) — for all project deliverables, ensuring
uniform formatting, branding, and EU funding acknowledgement.
Minutes template (Microsoft Word) — for documenting internal and consortium
meetings in a consistent and professional format.
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Signature sheet template (PDF)- for participant sign-in at both physical and
virtual events, enabling a standardised approach to attendance records and
GDPR compliance.

All templates integrate:
The FoodCoP logo (with or without claim, as appropriate to the context).
The official colour palette and typography, as defined in Annexes 1-3 of the
Visual Identity Manual.
The EU emblem and funding statement, in line with Article 17 of the Grant
Agreement and Horizon Europe communication guidelines.

The use of these templates is mandatory for all project partners in the preparation of
deliverables, presentations, meeting documentation, and event-related materials,
ensuring that FoodCoP communications are coherent, recognisable, and fully compliant
with EU requirements.

2.2.3. Printed Promotional Materials
During the first year of the project, a range of printed and large-format promotional
materials was designed to maximise FoodCoP’s visibility at events, stakeholder
meetings, and public activities. All materials were developed in line with the Visual
Identity Manual and Horizon Europe visibility requirements, ensuring consistency in
style, branding, and messaging.

The promotional package includes:

Roll-up banner —for use at conferences, workshops, and exhibitions, presenting
the project’s visual identity and core messages.
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Figure 3 Roll up on display

Leaflet — summarising the project’s objectives, activities, and expected impacts,
designed for distribution at events and meetings.
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Two infographics —
A general concept infographic illustrating FoodCoP’s mission, scope, and
key components.
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A partner map infographic showing the geographical distribution of
consortium members across Europe.
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Figure 6 Partner map

Stand fabric designs —in both English and Portuguese, developed upon request
from CMF for use in international exhibitions, ensuring adaptability to different
linguistic and cultural contexts.
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Figure 7 Fabric design in PT

All materials are available for download and re-use by consortium members via the
project’s internal repository. The roll-up, leaflet, and infographics are also accessible to
the public through the FoodCoP website, supporting open communication and wider
dissemination of project goals.

2.2.4. Project Video
To support outreach and raise awareness about FoodCoP’s mission, a short promotional
video was produced during the first year of the project. The video, with a total duration
of 2 minutes and 34 seconds, presents the context, objectives, and expected impacts of
FoodCoP in a concise and engaging way, aligned with the project’s visual identity and
communication guidelines.
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Launched on July 2025, the video has reached 164 views as of 20t October 2025),
reflecting early engagement from stakeholders and the general public.

The script highlights:
The role of rural areasinEurope’s land use, population, and innovation potential.
The economic and employment value of the bioeconomy sector and its future
growth opportunities.
The Startup Village concept as a driver of local entrepreneurship, innovation, and
wellbeing.
The creation of the FoodCoP Community of Practice as a space for knowledge
exchange and collaboration among entrepreneurs, researchers, and
policymakers.
The project’s activities, including workshops, hackathons, training sessions, and
ongoing platform support.
The consortium composition—14 partners from 9 countries, led by the
Municipality of Fundao.
The ultimate goals of strengthening rural economies, reducing waste and
emissions, and fostering balanced rural—urban innovation.

The video closes with a call to action, inviting stakeholders to join the FoodCoP platform
and actively participate in shaping the future of rural innovation.

This audiovisual material is available in the project’s internal repository for partner use
and is also publicly accessible through the FoodCoP website and official social media
channels, ensuring maximum reach and engagement with diverse audiences.

2.2.5. Website
The FoodCoP website, launched on 30 April 2025 (M®6) in line with Deliverable 8.2, is the
project’s central platform for information and visibility. While the structural design and
functionalities were detailed in D8.2, this section focuses on updates implemented and
performance achieved during the first months of activity.

Between launch and Month 12, the website registered 2,553 page views, representing
51% of the overall KPI target (5,000 page views) for the full duration of the project. In
addition, more than 8,090 tracked events were generated. In this context, events
represent any user interaction with the site beyond a simple view, such as downloading
materials, navigating to subpages, or engaging with embedded content (e.g. the
FoodCoP video).

The most visited sections included the landing page, the partners section, and the about
pages, reflecting strong initial interest in the identity of the consortium and the Startup
Village concept. Updates during this period included the publication of news items,
press releases, communication materials (leaflet, infographics, video), and
announcements for upcoming events.

Corrective actions
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While the results from the first six months online are encouraging, achieving 51% of the
KPI target halfway through the project indicates that sustained promotion will be
essential to reachand exceed the 5,000-page view goal. To this end, the Communication
and Dissemination (C&D) team is designing a set of corrective measures to be rolled out
during the second phase of the project, including:
Enhanced cross-channel promotion: more frequent links from FoodCoP
social media (LinkedIn, X, Facebook) and partner websites to the project
website.
Leverage synergies: integration of FoodCoP news and results in EU-wide
platforms such as CORDIS, Horizon Results Platform, and ECCP, to attract
external traffic.
Newsletter integration: systematic inclusion of direct links to website
updates in the quarterly e-newsletter.
SEO optimisation and tagging: fine-tuning keywords, metadata, and cross-
linking across pages to improve discoverability.
Event-driven traffic: ensuring that all project events (hackathons,
workshops, public engagement activities) are linked to dedicated landing
pages on the website to maximise visibility and measurable interactions.

Through these actions, the website is expected to maintain a steady growth trajectory
and secure the project’s KPI target, while further strengthening FoodCoP’s digital
presence and stakeholder engagement.

The original Communication and Dissemination Plan (D8.1) established a target of 100
blog posts on the FoodCoP website. Following discussions with the Project Officer during
the interimreview, this KPl was reallocated to the FoodCoP Platform, where knowledge-
sharing content reaches a more targeted audience of rural innovation stakeholders and
generates greater value for the Community of Practice.

As of M12, 80 publications have been uploaded to the platform, representing 80% of
the target and demonstrating strong progress towards completion by project end.
Additionally, 11 blog posts have been published on the website, serving as
complementary content for SEO optimisation and broader audience reach beyond the
platform's registered users.

To maximise reach and ensure meaningful engagement with diverse audiences,
FoodCoP has developed two distinct content streams with differentiated positioning
and purpose. Blog posts on the project website (available here) are designed for external
visibility and SEO optimisation, targeting a broader audience including policymakers,
researchers, and the general public interested in rural innovation and circular
bioeconomy. These articles provide accessible overviews of project milestones,
thematic insights, and news updates, contributing to FoodCoP's discoverability through
search engines and enhancing the project's digital footprint.

In parallel, content created for the FoodCoP platform (available here) is tailored
specifically for registered community members—entrepreneurs, innovators, and
practitioners actively engaged in Startup Village ecosystems. This content offers
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practical resources, in-depth knowledge materials, and tools designed to support their
day-to-day activities and foster peer-to-peer learning within the Community of Practice.
This dual-content strategy ensures audience diversification while avoiding duplication
of materials without added value. Each piece of content is crafted with a specific user
journey in mind, maximising relevance and impact for its intended audience while
strengthening FoodCoP's overall communication effectiveness.

2.2.6. Social Media

FoodCoP’s social media strategy combines organic growth with targeted paid
promotion, ensuring both steady community building and amplified visibility for key
events. The consortium maintains official accounts on LinkedIn, X, and Facebook, all
aligned with the project’s visual identity.

2.2.6.1. Organic social media

Organic content forms the backbone of FoodCoP’s online presence. Posts have focused
on:

e Introducing the project, consortium members, and Startup Villages.

e Sharing updates on deliverables, press releases, and milestones.

e Highlighting participation in European events and synergies with related

initiatives.

Regular publication ensures continuous visibility, engagement with stakeholders, and a
consistent flow of traffic to the FoodCoP website.

Organic metrics (M1-M11):

Followers ‘ Post Impressions  Engagement (likes,
published shares, comments,
clicks)
LinkedIn 391 74 20.388 14%
Twitter 54 61 1.565 10%
Facebook 73 54 21.057 3%
Total 518 189 43.010 9%

Table 1. Organic Social Media Results

2.2.6.2. Paid social media
To maximise outreach for events and webinars, the C&D team deployed paid promotion
campaigns through META platforms (Facebook & Instagram Ads). These campaigns
were designed to:
e Expand the FoodCoP mailing list by encouraging newsletter sign-ups.
e Strengthen stakeholder engagement by targeting specific rural innovators,
SMEs, and community actors.
e Increase attendance and visibility of FoodCoP workshops, hackathons, and
training sessions.

All Rights Reserved. FoodCoP Project. Grant Agreement 101182001.

FOODCOP| HEU | D8.3. (v3) Report on Exploitation, Dissemination and Communication activities 1 | Page 23



P

Preliminary results show that paid promotion generated higher impressions and
engagement rates compared to organic posts, particularly for event-related content.
This hybrid approach has proven effective in reaching beyond the consortium’s
immediate networks and attracting new audiences.

Between August 11t and October 10" 2025, a total of €820.28 was invested across 7
Meta ad campaigns, achieving strong engagement and visibility metrics:
e 23,302 interactions with posts, indicating a high level of audience engagement
and content relevance.
e 140.6K impressions, reflecting solid reach and brand exposure within the
targeted audience.
e 1,586 link clicks, showing effective call-to-action performance and interest in the
promoted content.
e 75,945 video views, confirming strong visual content appeal and retention.
e 146.2K total visualizations, consolidating the overall visibility impact across all
formats.

These results suggest that the campaigns successfully boosted visibility, engagement,
and traffic, demonstrating cost-effective performance and significant reach relative to
investment.

Furthermore, the results demonstrates a modest but well-optimized budget for Meta.
With an engagement rate of 16.6% (vs. benchmark 4-10%), significantly above average
— shows that the content was highly appealing and encouraged active interaction. Also
metrics such as click-through-rate (CTR) and cost-per-clic (CPC) placed at 1.13% and
€0,52 respectively, suggest effective ad messaging and visual design with an effective
audience targeting.

Paid promotion metrics (M1-M11):

Campaign Leads ‘ Impressions

obtained
FOODCOP Task 5.3 - Webinar Portugal 114,00 1,94 221,13 61426 29354
FOODCOP Task 5.3 - Hibrid Event | 73,00 2,35 171,30 26960 20467
Slovenia
FOODCop Task 5.3 - Webinar 5 Ireland 4,00 34,35 137,40 10540 8100
(B) FOODCop Task 5.3 - Webinar 1 - | 32,00 2,80 89,50 16112 11930
Startup Villages for Entrepreneurship
FOODCop Task 5.3 - Webinar 2 - Circular | 35,00 2,48 86,75 9284 7444
Solutions & Innovation
(A) FOODCop Task 5.3 - Webinar 1 - | 9,00 7,97 71,76 11291 6878
Startup Villages for Entrepreneurship
FOODCop Task 5.3 - Hybrid Event Ireland | 11,00 3,86 42,44 4955 3871

Table 2: Paid social media promotion results

o Follower growth significantly underperformed against the target of 1,000—
1,500 followers, achieving only 518 total followers across all platforms (35% of
minimum target). LinkedIn led with 391 followers (76% of total), while Twitter
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and Facebook remained minimal at 54 and 73 respectively, indicating limited
diversification across channels.

e Post volume fell short of the 250-post target, with 189 posts published (76%
achievement). Distribution was uneven: LinkedIn dominated with 74 posts,
followed by Twitter (61) and Facebook (54), suggesting a need for more
consistent cross-platform content strategy to meet publication goals.

e Organic engagement showed promising but variable results across platforms,
with Linkedin delivering 14% engagement rate and generating 20,388
impressions from 74 posts. However, Facebook's 3% engagement rate despite
achieving 21,057 impressions (highest organicreach)indicates content-audience
misalignment on that platform.

e Paid campaigns demonstrated exceptional ROl and performance metrics,
achieving 140.6K impressions and 23,302 interactions with only €820.28
investment. The 16.6% engagement rate significantly exceeded industry
benchmarks (4-10%), while the €1.94—€7.97 cost-per-lead range for most
campaigns (excluding the Ireland Webinar 5 outlier at €34.35) proved highly
cost-effective for B2B audiences.This combined organic + paid strategy will
continue in the second project phase, ensuring that FoodCoP achieves its
visibility KPIs and secures lasting stakeholder engagement.

2.2.7. Mailing Strategy
Mailing campaigns have been used as one of thetoolsin FoodCoP’s communication and
dissemination strategy, complementing the website, social media, and events. This
channel has allowed the project to share targeted information with stakeholders,
promote events, and gradually build a mailing list that will serve as a basis for long-term
engagement.

LinkedIn newsletter

To capitalise on the growing follower base on LinkedIn while the project mailing list was
still under development, a FoodCoP LinkedIn newsletter was launched. This provided a
practical way to share updates regularly and attract potential subscribers to join the
direct mailing list.

Event promotion via mailing

Mailing has also been used to promote specific project activities, particularly webinars
and workshops. These campaigns supported participation by ensuring that stakeholders
already engaged with the project received timely information and registration details.

Mailing list development and challenges
The FoodCoP team is working on consolidating a GDPR-compliant mailing list. Current
contacts derive from several sources:
Participants in past project activities.
Platform registrants.
Lead generation through META campaigns: Paid promotions have been used to
recruit stakeholders who provide consent at registration, and these are added
directly to the mailing list.Main
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2.2.8. Mainstream Media Coverage
Mainstream media has been used to amplify FoodCoP’s visibility beyond the
consortium’s immediate networks, reaching diverse audiences at national and European
level. Coverage has focused on the project’s objectives, the Startup Village concept, and
milestones such as the launch of the platform and the organisation of webinars.

Between M1 and M11, FoodCoP achieved 18 articles and 1 press mentions in radio
across specialised and general outlets. This represents 72% of the KPI target (25 articles)
set for the full project duration, demonstrating strong progress in the first half of the
project.

In terms of distribution, coverage has combined pan-European specialised outlets (such
as EIN Presswire, European Environmental News, Food Industry Review, and Healthy
Planet Today), internationally syndicated platforms that reprinted the project press
release, and regional mediain Spain (e.g. Interempresas, Cadena SER —RadioRioja). This
balance ensured that FoodCoP’s messages reached both broad EU-level audiences and
more local, community-based stakeholders.

The C&D team will continue to expand outreach to national pressin the Startup Villages’
countries and to specialised agri-food and bioeconomy publications, ensuring that the
KPI is exceeded and that FoodCoP’s results remain visible to key stakeholder groups.

WITNEWS EU Media Article View article
EIN Presswire Press Wire (Int'l) Int. Article View article
European Environmental . . ) .

News EU Sector Media EU Article View article
Global Reporter Journal Int'l Media Int. Article View article
Int'l Food Services Reporter Sector Media Int. Article View article
Food Industry Review Sector Media Int. Article View article
Healthy Planet Today Int'l Media Int. Article View article
Ireland Climate Press Regional Media Ireland Article View article
Food Industry Today Sector Media Int. Article View article
European News Update EU Media EU Article View article
Newswires Press Wire (Int'l) Int. Article View article
Food & Beverage Times Sector Media Int. Article View article
Interempresas Spain — Sector Spain Article View article
Cadena SER (Radio Rioja) Spain — Radio Spain Mention View article
WITNEWS EU Media EU Article View article
WITNEWS EU Media EU Article View article
WITNEWS EU Media EU Article View article
RCB Radio Cova da Beira Portugal — Radio Portugal Article View article
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iAlimentar Portugal — Sector Portugal Article View article

Table 3: Media coverage

2.2.9. Synergies with Other Initiatives and Projects

From the outset, FoodCoP has prioritised the establishment of synergies with other
European projects, initiatives, and policy-driven platforms. This process began with a
systematic mapping exercise to identify relevant actors operating in areas connected to
Startup Villages, circular bioeconomy, and rural innovation. Building on this
groundwork, first contacts were initiated and preparatory steps have been taken to
formalise cooperation through Memoranda of Understanding (MoUs) and joint
activities.

Collaboration has advanced with the sister project DRIVE, with which FoodCoP will co-
host the session “Boosting regional competitiveness through entrepreneurship,
innovation and circularity” at the European Week of Cities and Regions on 14 October
2025. This represents a tangible example of how synergies are already being translated
into joint dissemination and stakeholder engagement activities. In parallel, contacts
with FI4INN, BRILIAN, and Bioeconomy Giants have led to the first discussions on cross-
promotion of events and thematic collaboration. Beyond project-level synergies,
FoodCoP has also engaged with the Circular Cities and Regions Initiative (CCRI) and the
Joint Research Centre (JRC), aligning the Startup Village approach with EU-level policy
frameworks and reinforcing FoodCoP’s position within broader strategic agendas. At the
same time, the project has maintained regular interaction with both active and potential
Startup Villages, fostering direct connections with rural communities to ensure that the
activities developed are well aligned with their needs and expectations.

The KPI target for synergy agreements is 40. The precise number of synergies
established by Month 12 will be reported once validated, but the initial phase of
engagement demonstrates a strong trajectory towards achieving this objective. The
C&D team will continue to consolidate and expand this network of collaborations in the
second project phase, translating them into joint events, shared communication actions,
and cross-learning opportunities that will reinforce the impact and sustainability of
FoodCoP.

To achieve the 40 MoU target, the consortium has identified the following risks and
corresponding mitigation measures:

® Slow response from contacted projects (High impact): A systematic follow-up
protocol will be implemented with 7-day response windows and multiple contact
channels (email, LinkedIn, partner networks). Projects showing no response after
two follow-ups will be deprioritised in favour of more responsive contacts.

® Long internal approval processes (Medium impact): FOOD+i has developed a
ready-to-sign MoU template that minimises negotiation time. Where needed,
clarification calls will be offered to expedite internal approvals.

All Rights Reserved. FoodCoP Project. Grant Agreement 101182001.

FOODCOP| HEU | D8.3. (v3) Report on Exploitation, Dissemination and Communication activities 1 | Page 27



& FoodCoP

® Low conversion rate (Medium impact): Based on an estimated 25-30%
conversion rate from initial contact to signed MoU, the consortium will targeta
pipeline of atleast 100 projects, with a buffer of 10 additional projects to ensure
the target is met.

® Partner capacity constraints (Medium impact): Outreach responsibilities will be
distributed across the consortium, with each partner assigned specific projects
aligned with their thematic expertise and existing networks.

e SummerslowdowninJuly (Highimpact): To mitigate reduced availability during
summer months, outreach efforts will be front-loaded between February and
May, with a target of 35 MoUs signed by end of June to provide a comfortable
buffer.

Mitigation Action Plan

To achieve the required pace of approximately 6-7 MoUs per month, the following
monthly targets have been established:

m Expected MoUs Cumulative MoUs % Complete

January 8-10 8-10%
February 25-30 5-6 8-10 20-25%
March 25-30 7-8 15-18 38-45%
April 25-30 7-8 22-26 55-65%
May 20-25 7-8 29-34 73-85%
June 15-20 5-6 34-40 85-100%
July 15-20 3-4 40+ 100%+

Table 4: Synergies reach out and establishment

2.2.10. Participation in Online and Onsite Events
Between M1 and M11, FoodCoP organised and participated in a number of events at

both European and local level, combining webinars, workshops, hybrid activities, and
high-level fora.

S S I Y

12/03/25 T4.3 FoodCoP Platform Preview Webinar Online Organised-
Webinar

T4.3 & FoodCoP Workshop - Lessons from Kerry . Organised-

26/03/25 T3.1 and the Path to Rural Innovation Online Workshop 47
) . Organised-

28/04/25 T5.1 Sensemaking Workshop Online Workshop 14
. i . . Organised-

29/04/25 T4.3 What is a Startup Village Webinar Online Webinar 23
Communicating for Impact - Strategic Organised-

24/06/25 T5.2 Marketing & Storytelling for Startup  Online Workshop 24

Villages
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S S Y

Unlocking European Funding - Strategic Organised-

02/07/25 Opportunities for Startup Villages Online Workshop

05/07/25 5.3 FoodCo.P at .the Funddo Agricultural Fundso, PT Orgaplsed- 50
Innovation Fair Hybrid

19/08/25 5.3 Success story: How can a Startup Village Online Orgar\lsed— 13
support local success? Webinar

27/08/25 5.3 Join Us .to Explore Circular Solutions and Online Orga_nlsed— 2
Innovation Webinar

04/09/25 5.3 Success story: How can a Startup Village Online Orga!msed- 12
support local markets? Webinar
Building Innovation Ecosystems: The . Organised-

05/09/25 .3 Case of Funddo Online Webinar 9

12/09/25 T5.3 Next-Gen Agriculture in Fund3o Online \c/)\;sgir‘r::(:d_ 12
Al for Sustainability: Transforming Food . Organised-

17/09/25 ™3 Systems with the MAG Tool Hybrid Hybrid 1
Growing Change: Community Action for . Organised-

24/09/25 3 a Sustainable Future Hybrid Hybrid 31

Table 5: Events organised (M1-M11)

By Month 11, FoodCoP had already delivered more than eleven webinars, surpassing
the KPI of five online events. In addition, the project has organised three hybrid and in-
person events. For the upcoming year 2 of the project, it has been foreseen the
organisation and participation in several events such as the Startup Village Forum (M12),
the Climathon (M16) and the Training Programmes. Consequently, FoodCoP is well
positioned to meet the KPI of seven onsite events during the project’s lifetime.
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3.KPI PROGRESS (M1 - M11)

During the first eleven months of implementation, FoodCoP has demonstrated strong
progress across most Key Performance Indicators (KPls) established in the
Communication and Dissemination Plan (D8.1). The consortium has successfully
deployed a multi-channel strategy combining digital platforms, events, media outreach,
and paid promotion to maximize project visibility and stakeholder engagement. This
report provides a comprehensive assessment of KPl achievement at the midpoint of the
project.

Website Traffic: 51% Achievement (2,553 / 5,000 page views): The FoodCoP website,
launched in Month 6, has generated 2,553 page views and over 8,090 tracked user
interactions through M11. While representing solid initial traction—particularly for the
landing page, partners section, and Startup Village concept pages—the current
performance indicates the need for enhanced cross-channel promotion strategies.
Corrective actions planned for the second phase include intensified social media linking,
integration with EU-wide platforms (CORDIS, Horizon Results Platform, ECCP),
systematic newsletter integration, SEO optimization, and event-driven trafficgeneration
through dedicated landing pages. The six-month trajectory suggests the 5,000-page
view target remains achievable with sustained promotional effort.

Social Media Followers: 35% Achievement (518 / 1,000-1,500 followers): The project
has accumulated 518 total followers across three platforms: LinkedIn (391, 76% of total),
Twitter (54), and Facebook (73). This distribution reflects the project's strategic focus on
LinkedIn as the primary channel, given the platform's alignment with FoodCoP's
professional audience—including rural innovators, SMEs, policymakers, and research
institutions. The concentration on LinkedIn is consistent with B2B project
communication best practices and the nature of Horizon Europe initiatives. As follower
growth represents a work in progress during this initial phase, the consortium has
prioritized organic community building and content quality over rapid numerical
expansion. Paid campaigns were strategically deployed for event promotion and lead
generation (achieving 278 qualified leads), which has successfully built the project's
mailing list and stakeholder database.

Social Media Posts: 76% Achievement (189 / 250 posts): Post publication reached 189
pieces of content across all platforms during the first 12 months, representing solid
progress toward the 250-post target with 12 months remaining. Distribution showed
strategic focus: LinkedIn led with 74 posts, followed by Twitter (61) and Facebook (54).
Organic content generated strong results: 43,010 total impressions and variable
engagement rates (LinkedIn 14%, Twitter 10%, Facebook 3%). The Facebook
engagement gap—despite achieving the highest organic reach (21,057 impressions)—
indicates content-audience misalignment requiring platform-specific content
adaptation. With the project now entering its second phase and increased activity from
deliverables, events, and Startup Village developments, achieving the full KPI is highly
feasible. Maintaining current posting frequency while leveraging the growing volume of
project outputs will naturally bridge the 61-post gap during the remaining 12 months.
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Paid Social Media Performance: Exceptional ROI: While not a standalone KPI, paid
promotion campaigns delivered outstanding results that merit highlighting. An
investment of €820.28 across seven Meta campaigns generated 140,600 impressions,
23,302 interactions, 1,586 link clicks, and 75,945 video views. The 16.6% engagement
rate significantly exceeded industry benchmarks (4-10%), while cost-per-lead metrics
ranged from €1.94 to €7.97 for most campaigns (excluding one outlier at €34.35),
demonstrating highly cost-effective B2B audience targeting. The campaigns successfully
generated 278 qualified leads for the mailing list, with the Portugal and Slovenia
webinars proving most efficient.

Mainstream Media Coverage:76% Achievement (19 / 25 articles): FoodCoP secured 19
press mentions and articles through M11, representing strong progress toward the 25-
article target. Coverage balanced pan-European specialized outlets (EIN Presswire,
European Environmental News, Food Industry Review, Healthy Planet Today) with
regional media in Startup Village countries (Spain's Interempresas, Cadena SER Radio
Rioja). This distribution ensured reach to both EU-level policy audiences and local
community stakeholders. The trajectory indicates the KPI will likely be exceeded during
the second phase, particularly as more tangible project results become available for
press release distribution.

Online Events: 180% Achievement (9+ / 5 webinars): The project has significantly
exceeded expectations for online events, delivering more than nine webinars by Month
12 against a target of five for the entire project duration. Events covered diverse topics
including platform previews, Startup Village concepts, European funding opportunities,
success stories from Kerry and Fundao, circular solutions, and ecosystem building. This
overachievement demonstrates strong capacity for virtual stakeholder engagement and
provides valuable content for cross-promotion across communication channels.

Onsite Events: Strong Progress Toward Target (7 events): FoodCoP has initiated its
onsite event program with hybrid activities including the Agricultural Innovation Fairin
Funddo (July 2025) and participation in the European Week of Regions and Cities in
Brussels (October 2025). With the Startup Village Forum, Climathon, and Training
Programme already scheduled, the project is well-positioned to achieve the seven
onsite events KPI. The hybrid format approach has proven effective in maximizing both
physical and virtual participation.

Synergies with Other Initiatives: Progress Toward Target (40 agreements): The
consortium has systematically mapped relevant European projects and initiated
collaboration with sister initiatives including DRIVE (joint session at European Week of
Regions and Cities), FI4INN, BRILIAN, and Bioeconomy Giants. Engagement has
extended to policy-driven platforms including the Circular Cities and Regions Initiative
(CCRI) and the Joint Research Centre (JRC). While the precise number of validated
synergy agreements will be reported separately, preliminary engagementdemonstrates
strong trajectory toward the 40-agreement target. The second phase will focus on
formalizing these connections through Memoranda of Understanding and translating
them into joint events and cross-learning opportunities.
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These are the following priority actions for the upcoming months:

1. Accelerate follower acquisition through dedicated paid campaigns targeting
each platform, partnership cross-promotion, and influencer engagement within
the rural innovation ecosystem

2. Intensify posting frequency with platform-specific content strategies to bridge
the 61-post gap and improve Facebook engagement alignment

3. Expand website promotion through systematic SEO optimization, newsletter
integration, and event-driven traffic campaigns

4. Leverage overperformance in online events and media coverage to amplify
reach across underperforming channels

5. Scale successful paid campaign models (Portugal and Slovenia formats) while
maintaining the exceptional 16.6% engagement rate achieved in the first pas

FoodCoP's communication and dissemination activities demonstrate strong overall
performance at the project midpoint, with particular strengths in online events (180%
achievement), paid social media ROI (16.6% engagement vs. 4—10% benchmark), and
media coverage (76% achievement). The primary improvement areas—follower growth
(35% achievement) and post volume (76% achievement)—have clear corrective action
pathways that will be implemented systematically during the upcoming months. The
project remains on track to meet or exceed all KPIs by project completion, supported by
an effective hybrid organic-paid strategy and strong cross-platform integration.
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4.CONCLUSIONS AND NEXT STEPS

FoodCoP's communication and dissemination strategy has established a solid
foundation during the first 12 months of implementation, demonstrating both
guantitative progress and qualitative impact across multiple channels. The consortium
has successfully created a coherent visual identity, deployed a comprehensive multi-
channel approach, and achieved notable success in online engagement, paid promotion
efficiency, and media outreach.

The project's strongest performances emerged in areas requiring strategic agility and
audience engagement: online events exceeded targets by 180%, mainstream media
coveragereached 76% of the full-project goal at the halfway mark, and paid social media
campaigns delivered exceptional ROl with engagement rates (16.6%) more than double
industry benchmarks. The website has established steady traction with over 2,500 page
views and 8,000+ user interactions, while the promotional materials package —including
video, roll-ups, leaflets, and infographics—has provided partners with professional tools
for consistent project representation across Europe.

Performance gaps in follower growth (35% achievement) and post volume (76%
achievement) reflect the organic-focused approach of the initial phase rather than
strategic failures. LinkedIn's dominance in the follower base aligns with FoodCoP's B2B
nature and target audience profile, while the concentration of resources on event
promotion and lead generation successfully built a qualified stakeholder database of
278 contacts. The project has prioritized depth of engagement over vanity metrics,
evidenced by strong impression counts (43,010 organic) and meaningful conversion
rates from campaigns.

The systematic approach to synergies—with active collaboration already underway with
DRIVE, contacts established with FI4INN, BRILIAN, and Bioeconomy Giants, and
engagement with EU policy platforms like CCRI and JRC —positions FoodCoP well within
the broader rural innovation ecosystem. This network will provide multiplication effects
for dissemination activities as the project enters its results-intensive second pase, during
the upcoming last 12 months of the project:

Accelerate Digital Community Growth: During the second phase will implement
targeted follower acquisition strategies combining organic tactics with paid promotion
specifically designed for community building. Key mitigation risk actions include:

e LinkedIn paid follower acquisition campaigns, prioritising this platform as the
most relevant channel for FoodCoP's professional B2B audience (rural
innovators, SMEs, policymakers, research institutions).

e Content campaigns featuring downloadable materials (guides, infographics,
toolkits) to capture attention and attract followers through high-value, relevant
content.
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e Partner amplification strategy, leveraging the networks of all 14 consortium
members to systematically cross-promote FoodCoP content and drive followers
from established institutional audiences.

e Followers paid campaigns on Meta platforms (Facebook) to expand reach
beyond professional networks and engage broader audiences, particularly local
communities and stakeholders interested in rural innovation and sustainability.

Platform-specific content strategies will address the Facebook engagement gap and
diversify the audience base beyond LinkedIn's current dominance. The focus will shift
from event-centric campaigns to sustained community development, with monthly
follower growth targets monitored to ensure the project reaches the 1,000 - 1,500
follower objective by M24.

Intensify Content Production and Website Traffic: With major deliverables, training
programs, hackathons, and Startup Village success stories materializing in Phase 2,
content generation will naturally accelerate. The C&D team will implement systematic
SEO optimization, strengthen cross-channel linking between social media and website,
and create dedicated landing pages for all events to drive measurable traffic. Newsletter
campaigns will integrate direct website links, while synergies with EU platforms
(CORDIS, Horizon Results Platform, ECCP) will attract external audiences.

Scale Successful Campaign Models: Building on the exceptional performance of the
Portugal and Slovenia webinar campaigns (€1.94-€2.35 cost-per-lead), the consortium
will replicate these models for upcoming events while expanding paid promotion
beyond Meta platforms to explore LinkedIn Ads for professional audience targeting.
Campaign budgets will be strategically allocated to maximize both immediate event
attendance and long-term community growth.

Formalize and Activate Synergies: The mapping and initial contact phase with sister
projects will transition into formalized Memoranda of Understanding and concrete joint
activities. Collaboration opportunities include co-hosted webinars, shared
communication materials, cross-publication of results, and coordinated presence at
major European events. These synergies will amplify reach while reducing individual
resource investment.

Leverage Results for Media Outreach: As FoodCoP generates tangible outcomes—
platform functionality, training completions, entrepreneurial success stories from
Startup Villages, policy recommendations—the C&D team will expand press outreach to
national media in all partner countries and specialized agri-food, bioeconomy, and rural
development publications. The strong foundation of 19 articles achieved in Phase 1 will
be built upon to exceed the 25-article target.

Maintain Event Momentum: With online events already surpassing targets and onsite
activities gaining traction, Phase 2 will balance webinar frequency with high-impact
physical events (Startup Village Forum, Climathon, Training Programme). Hybrid formats
will continue to maximize accessibility while generating content for ongoing digital
dissemination.
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FoodCoP has successfully navigated the critical startup phase of communication and
dissemination, establishing brand recognition, building stakeholder networks, and
creating the infrastructure necessary for sustained visibility. The project now enters
Phase 2 with clear momentum, proven tactical approaches, and a comprehensive
understanding of what works within its specific audience ecosystem. With 12 months of
activity ahead and increasing volumes of substantive content to share, the consortium
is well-positioned not only to meet all remaining KPI targets but to exceed them,
ensuring FoodCoP's messages reach and resonate with the rural innovation
communities it aims to serve and transform.
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