
D7.1: 2nd Dissemination Plan 

 

1 | 40  

 

 

 

 

 

 

 

 
 

D7.3: 1st Report on Dissemination 
Activities 

WP7 ς Dissemination 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 



D7.3: 1st Report on Dissemination Activities 

 

  2 | 40 

 

Document Information  

Grant Agreement Number 649493 Acronym STEP 

Full Project Title Societal and political engagement of young people in environmental issues 

Start Date 1st June 2015 Duration 30 months 

Project URL www.step4youth.eu 

Deliverable D 7.3 ς 1st Report on Dissemination Activities 

Work Package WP 7 - Dissemination 

Date of Delivery Contractual 01 June 2016  Actual 03 June 2016 

Nature R - Report Dissemination Level P ς Public 

Lead  Beneficiary PLAN02 

Responsible Author Dr. (Ms.) Machi Simeonidou 

Ms. Panagiota Syropoulou 

Mr. Christodoulos Keratidis 

Ms. Ioanna Pavlou  

Contributions from Mr. Albert Garcia Macian 

Document History  

Version Issue Date Stage Changes Contributor 

0.1 02/04/2016 Draft Document structure 
Mr. Vassileios Tsekeridis  

1.0 20/04/2016 Draft hǾŜǊǾƛŜǿ ƻŦ ǘƘŜ ŘŜƭƛǾŜǊŀōƭŜΩǎ 
progress 

Dr. (Ms.) Machi Simeonidou, 

Ms. Panagiota Syropoulou, Mr. 

Christodoulos Keratidis, Ms. 

Ioanna Pavlou 

2.0 01/06/2016 Draft Amended after internal review 
procedure 

Mr. Albert Garcia Macian 

3.0 03/06/2016 Final Final comments from partners 
Dr. (Ms.) Machi Simeonidou 

Disclaimer  

The present Deliverable reflects only the author's view and the Research Executive Agency is not responsible for any 
use that may be made of the information it contains. 

Copyright message  

ϭ {¢9t /ƻƴǎƻǊǘƛǳƳΣ нлмр 

This deliverable contains original unpublished work except where clearly indicated otherwise. Acknowledgement of 

previously published material and of the work of others has been made through appropriate citation, quotation or 

both. Reproduction is authorised provided the source is acknowledged. 

 

 

http://www.step4youth.eu/


D7.3: 1st Report on Dissemination Activities 

 

  3 | 40 

 

 

Table of Contents 

1 Executive summary .................................................................................................................................... 5 

2 Dissemination objectives and expected results ......................................................................................... 5 

3 Dissemination reporting procedure ........................................................................................................... 6 

4 Dissemination tools prepared until M12 ................................................................................................... 6 

4.1 STEP visual identity ............................................................................................................................ 7 

4.1.1 Colour palette ............................................................................................................................ 7 

4.1.2 Logo and slogan ......................................................................................................................... 7 

4.1.3 STEP QR Code ............................................................................................................................. 8 

4.1.4 STEP banners.............................................................................................................................. 8 

4.1.5 Dissemination templates ........................................................................................................... 9 

4.2 STEP website .................................................................................................................................... 10 

4.3 E-mail account ................................................................................................................................. 12 

4.4 Social media ..................................................................................................................................... 12 

4.4.1 Facebook page ......................................................................................................................... 12 

4.4.2 Twitter account ........................................................................................................................ 14 

4.4.3 LinkedIn group ......................................................................................................................... 15 

4.4.4 Google+ page ........................................................................................................................... 16 

4.4.5 YouTube channel ..................................................................................................................... 16 

4.5 STEP promotional material .............................................................................................................. 17 

4.5.1 Audiovisual material................................................................................................................. 17 

4.5.2 Newsletters .............................................................................................................................. 20 

4.5.3 Press releases ........................................................................................................................... 22 

4.5.4 Leaflets and posters ................................................................................................................. 23 

4.5.5 Factsheet.................................................................................................................................. 25 

4.5.6 Other printed material ............................................................................................................. 25 

5 Dissemination activities performed up to M12 ........................................................................................ 27 

5.1 Network of Interest .......................................................................................................................... 27 

5.2 Press releases ................................................................................................................................... 28 

5.3 Posts in non-project channels .......................................................................................................... 28 

5.4 Participation in targeted events ....................................................................................................... 28 

5.5 Project events & person-to-person meetings .................................................................................. 28 

5.6 Collaboration with similar projects/ initiatives ................................................................................ 29 

6 Dissemination impact indicators .............................................................................................................. 29 



D7.3: 1st Report on Dissemination Activities 

 

  4 | 40 

 

7 Conclusions .............................................................................................................................................. 31 

ANNEX I ς Reporting Templates ....................................................................................................................... 32 

Template for Reporting Dissemination Publications .................................................................................... 32 

Template for Reporting Dissemination Events ............................................................................................. 32 

Annex II ς Google Analytics Report .................................................................................................................. 34 

Annex III ς Partners Dissemination Activities ................................................................................................... 38 

 

 

Table of Figures 

Figure 1. The STEP logo ...................................................................................................................................... 7 

Figure 2. EU emblem .......................................................................................................................................... 7 

Figure 3. STEP project QR code in pink and black font ....................................................................................... 8 

Figure 4. Banner for the STEP Facebook page ................................................................................................... 8 

Figure 5. Banner for the STEP Twitter account .................................................................................................. 8 

Figure 6. Banner for the STEP YouTube channel ................................................................................................ 9 

Figure 7. STEP deliverables' template ................................................................................................................ 9 

Figure 8.STEP presentation template ............................................................................................................... 10 

Figure 9. STEP website ..................................................................................................................................... 10 

Figure 10. Disclaimer at the footer of the STEP website .................................................................................. 11 

Figure 11: STEP Facebook page ....................................................................................................................... 13 

Figure 12: Performance of Facebook campaign (April 2016) ........................................................................... 14 

Figure 13. STEP Twitter Account ...................................................................................................................... 14 

Figure 14. STEP LinkedIn Group ....................................................................................................................... 15 

Figure 15. STEP Google + page ......................................................................................................................... 16 

Figure 16: STEP YouTube channel .................................................................................................................... 17 

Figure 17: Screen shot from YouTube .............................................................................................................. 18 

Figure 18: Views and watch time per country ................................................................................................. 18 

Figure 19: Demographics of the STEP video's viewers ..................................................................................... 19 

Figure 20: Traffic sources ................................................................................................................................. 19 

Figure 21. First page of the 1st STEP Newsletter .............................................................................................. 21 

Figure 22: 2nd press release in Spanish and Greek ........................................................................................... 22 

Figure 23.The first  STEP leaflet ....................................................................................................................... 23 

Figure 24. STEP poster ..................................................................................................................................... 24 

Figure 25: STEP Business cards design ............................................................................................................. 25 

Figure 26: STEP post-its design ........................................................................................................................ 26 

Figure 27: STEP USB sticks ............................................................................................................................... 26 

Figure 28: STEP hats ......................................................................................................................................... 27 

Figure 29: Country of origin of the STEP website's visitors .............................................................................. 34 

Figure 30: Acquisition of the STEP website visitors .......................................................................................... 35 

Figure 31: Referral acquisition of the STEP website visitors ............................................................................ 36 

Figure 32: Organic acquisition of the STEP website visitors ............................................................................. 36 

Figure 33: Social acquisition of the STEP website visitors ................................................................................ 37 

 

file:///C:/Users/keratidis/Dropbox/current/D7.3_1st%20Report%20on%20Dissemination%20Activities_v3.1.docx%23_Toc452719807


D7.3: 1st Report on Dissemination Activities 

 

  5 | 40 

 

1 Executive summary  
The dissemination activities in the STEP project are carried out within WP7-Dissemination. The purpose of 

this deliverable is to report the dissemination activities carried out during the first year of the project, i.e. 

June 2015 ς May 2016. In particular, the objectives and expected results of the STEP project are briefly 

presented (Chapter 2), while the internal dissemination reporting procedure is described in Chapter 3. The 

dissemination tools prepared and the dissemination activities performed until M12 (May 2016) are 

presented in Chapters 4 and 5. Finally, an evaluation of these activities is presented in Chapter 6. 

The major dissemination achievements of the STEP consortium for this year are the following: 

 The main dissemination material, meaning visual identity, project website, social media accounts, 

and various promotional printed and electronic material have been prepared and effectively 

distributed. 

 An initial list of members of the STEP Network of Interest has been established and contacted, 

reaching our target number of 1.000 members by 88%. 

 The project partners have attended/ organised several events in which STEP was presented 

achieving great visibility of the project and preparing the ground for the platform launch and the 

smooth operation of the pilots. 

2 Dissemination objectives and expected 
results 

As it has been defined in deliverable D7.1-Dissemination strategy, the main objectives of the STEP 

dissemination activities are briefly to: 

 Raise awareness of youth all over Europe about the STEP project. Achieve diversity and 

inclusiveness by involving a demographically balanced group of young people 

 Raise awareness of local, regional and national policy makers and public bodies, especially in the 

field of decision-making on environmental issues 

 Maximise participation in operations offered by the developed platform/ mobile app through the 

project by drawing attention of young people with the use of targeted communication means 

 Ensure efficient communication and understanding regarding the project, obtain support and 

encourage participation of all stakeholders involved, as well as the wide public in disseminating 

information and exploiting results 

 Establish formal and non-formal networks, also strengthening and valorising existing ones, for the 

exchanging of ideas and practices, in order to develop the sense of a community in participating in 

decision making in the fields of environment and sustainable development and the public sphere in 

general. 

In the first twelve months of the project implementation, the main focus of the STEP dissemination strategy 

was to communicate and disseminate the activities of the STEP project, providing an identity to the project 

and preparing the ground for the next phase, when the platform will be ready and the consortium should 

engage users in the pilot areas.  
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The expected results of the STEP dissemination activities are: 

 Raising awareness about the project activities, informing the target audiences and the general public 

about the existence of the STEP project. This will be done mainly during the initial stage of the 

project and actively supported by the dissemination tools. However, also during the whole lifetime 

of STEP, the consortium will create publicity of the project to attract potential future stakeholders 

and ensure maximum impact. 

 Informing the target groups about the potential benefits from their use of the STEP platform. 

 Achieving active participation of the target groups in the project, e.g. via their attendance in the 

project workshops and stimulating the participation in the STEP External Expert Advisory Board. The 

ultimate goal is to achieve the take up of the STEP platform by a significant number of local 

authorities and young people.  

3 Dissemination report ing procedure  
In order to effectively track the STEP dissemination achievements, PLANO2 has developed dissemination 

reporting templates (ANNEX I ς Reporting Templates) which all partners have to fill in and send them back to 

PLANO2 at least every three months. Moreover, project partners are asked to send to the WP7 leader any 

photocopy, print-out, photo, link, screenshot, etc. relevant to the project if available. Each partner is in 

charge of locally monitoring its own dissemination activity and reporting the progress and pitfalls to PLANO2, 

while PLANO2 is responsible for monitoring the feedback and reporting to the project coordinator, DRAXIS. 

In compliance with the overall evaluation strategy of the project, a specific ongoing evaluation procedure has 

been established early in the project so that the impact of the dissemination strategy is measured in all the 

project phases from its very beginning up to its end. The main issues evaluated are: The quality of the 

dissemination related tools and activities, and the impact of the dissemination activities on the target groups 

defined by the project, emphasizing to the impact of the project on young women and special social groups. 

In order to monitor the impact of the STEP dissemination activities, quantitative and qualitative indicators 

are used, according to the characteristics of each activity: 

 Quantitative indicators: e.g. number of leaflets distributed, number of newsletters publishes, size of 

audience reached during dissemination activities, number of attendants at project events, website 

analytics, etc. 

 Qualitative indicators will be obtained through the implementation of appropriate tools, such as, 

e.g., satisfaction evaluation questionnaires distributed to participants at events, direct feedback 

obtained in face-to-face contact with participants. 

4 Dissemination tools  prepared  until M12  
The following sections describe the dissemination tools that have been prepared until M12 and that are and 

will be used throughout the duration of the project. For each dissemination tool the purpose and the status 

of the tool at the time of reporting are described.  



D7.3: 1st Report on Dissemination Activities 

 

  7 | 40 

 

Figure 2. EU emblem 

4.1  STEP visual identity  

The visual identity aims to provide guidelines that will help all STEP partners to build a strong and consistent 

branding, messages and visuals for STEP.  

4.1.1 Colour palette  

It was agreed among partners that the following colour palette will be used for any graphics or colour 

designs or backgrounds that are used to communicate STEP. 

R204 G51 B102 R73 G147 B145 R73 G153 B102 

 

4.1.2 Logo and slogan 

¢ƘŜ {¢9t ƭƻƎƻ Ǉƭŀȅǎ ŀ ŎŜƴǘǊŀƭ ǊƻƭŜ ƛƴ ǘƘŜ ǇǊƻƧŜŎǘΩǎ Ǿƛǎǳŀƭ ƛŘŜƴǘƛǘȅΦ Lǘ ŀƛŘǎ ǊŜŎƻƭƭŜŎǘƛƻƴ ŀƴŘ ǊŜŎŀƭƭΦ ¢ƘŜ ƭƻƎƻ 

should be included in all internal and external communications about the project. Two versions of the logo 

have been developed: one including the project title and one without it. It is recommended to all project 

partners not to alter the logo in any way and not to rotate it. 

 

  

Figure 1. The STEP logo 

All the dissemination material of STEP should include the STEP logo, the EU emblem, and a clear statement 

that the project has received funding from the Horizon 2020 research and innovation programme. The EU 

emblem is available at the link: http://europa.eu/about-eu/basic-information/symbols/flag/. The EU emblem 

accompanied by the abovementioned text will be added as follows: 

 

This project has received funding from the European UnionΩǎ IƻǊƛȊƻƴ нлнл 

research and innovation programme under grant agreement No 649493. 

 

 

 

wŜƎŀǊŘƛƴƎ ǘƘŜ ǎƭƻƎŀƴΣ ŀƭǘƘƻǳƎƘ άOne STEP closer to participationέ ǿŀǎ ǳǎŜŘ ŀǘ ǘƘŜ ōŜƎƛƴƴƛƴƎ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘΣ 

the STEP partners agreed that it was not catchy enough and it did not communicate the objective of STEP. 

Thus, a workshop for choosing a project slogan was organised between all partners within the 3rd project 

meeting in Mollet del Valles. The most popular slogan fǊƻƳ ǘƘŜ ƻƴŜǎ ǇǊƻǇƻǎŜŘ ǿŀǎ ά5ŜŎƛŘƛƴƎ ǘƻƎŜǘƘŜǊέΣ ŀƴŘ 

all partners agreed to use this from now on. 

 

http://europa.eu/about-eu/basic-information/symbols/flag/
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4.1.3 STEP QR Code 

A QR Code has been created in order to allow mobile users to quickly access the STEP website and download 

the eParticipation application to their mobile devices when it is developed. The QR code will be included in 

different types of dissemination material, such as printed leaflets and posters, in order to raise public 

awareness on the project and increase user engagement. 

       

Figure 3. STEP project QR code in pink and black font 

 

4.1.4 STEP banners 

Various online and offline project banners has been created in order to enhance the graphical identity of the 

project and facilitate the communication of the main ideas of the project. It is envisioned to use these 

ōŀƴƴŜǊǎ ƻƴ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ǿŜōǎƛǘŜΣ ƴŜǿǎƭŜǘǘŜǊǎΣ ƭŜŀŦƭŜǘǎΣ ǎƻŎƛŀƭ ƳŜŘƛŀ ŀŎŎƻǳƴǘǎΣ ŜǘŎΦ Some of the STEP banners 

prepared are presented below. 

 

   
Figure 4. Banner for the STEP Facebook page 

 

  

Figure 5. Banner for the STEP Twitter account 
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Figure 6. Banner for the STEP YouTube channel 

 

4.1.5 Dissemination templates  

From the early beginning of the project, templates for the preparation of the project deliverables and for the 

internal and external presentation of information relevant to the project have been prepared. All partners 

should use these templates for any kind of reports, presentations, press releases and other printed or 

electronic dissemination material. 

   

Figure 7. STEP deliverables' template 
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Figure 8.STEP presentation template 

4.2  STEP  website  

! ǳǎŜǊ- ŦǊƛŜƴŘƭȅΣ ǿŜƭƭ- ŘŜǎƛƎƴŜŘ ŀƴŘ Ŝŀǎƛƭȅ ŀŎŎŜǎǎƛōƭŜ ǿŜōǎƛǘŜ Ƙŀǎ ōŜŜƴ ŜǎǘŀōƭƛǎƘŜŘ ŀƴŘ ƛǎ ŦǳƴŎǘƛƻƴƛƴƎ ƛƴ ƛǘǎ Ŧǳƭƭ 

ŎŀǇŀŎƛǘȅ ǎƛƴŎŜ aоΦ ¢ƘŜ {¢9t ǿŜōǎƛǘŜ ƛǎ ŀǾŀƛƭŀōƭŜ ŀǘ ǿǿǿΦǎǘŜǇпȅƻǳǘƘΦŜǳΦ Lǘ Ƙŀǎ ōŜŜƴ ŘŜǎƛƎƴŜŘ ǘŀƪƛƴƎ ƛƴǘƻ 

ŀŎŎƻǳƴǘ ǎǇŜŎƛŦƛŎ ǇǊƻǾƛǎƛƻƴǎ ŀƴŘ ǊŜǉǳƛǊŜƳŜƴǘǎ ǊŜƭŀǘŜŘ ǘƻ ƻōƭƛƎŀǘƛƻƴǎ ǘƻ ǘƘŜ 9¦Σ ƎŜƴŘŜǊ ƛǎǎǳŜǎ ŀƴŘ ǘŀǊƎŜǘ 

ƎǊƻǳǇǎκǎǘŀƪŜƘƻƭŘŜǊǎΣ ŀƴŘ ƛǘ ƛǎ ŀǾŀƛƭŀōƭŜ ƛƴ 9ƴƎƭƛǎƘΦ 

 

Figure 9. STEP website 

http://www.step4youth.eu/
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wŜƎŀǊŘƛƴƎ ƛǘǎ ǎǘǊǳŎǘǳǊŜΣ ǘƘŜ {¢9t ǿŜōǎƛǘŜ Ŏƻƴǎƛǎǘǎ ƻŦ ǘƘŜ ǇǳōƭƛŎ ŀƴŘ ǇǊƛǾŀǘŜ ǎŜŎǘƛƻƴΦ ¢ƘŜ ǇǳōƭƛŎ ǎŜŎǘƛƻƴ Ƙŀǎ 

ōŜŜƴ ŘŜǎƛƎƴŜŘ ŦƻǊ ǇǊŜǎŜƴǘƛƴƎ ǘƘŜ ǇǊƻƧŜŎǘ ŀŎǘƛǾƛǘƛŜǎ ŀƴŘ ǇǊƻƎǊŜǎǎΣ ƳŀƪƛƴƎ ǇǳōƭƛŎ ǎǘŀǘŜƳŜƴǘǎ ŀƴŘ 

ŀƴƴƻǳƴŎŜƳŜƴǘǎ ŀƴŘ ŘƛǎǎŜƳƛƴŀǘƛƴƎ ǘƘŜ ǇǊƻƧŜŎǘ ŘŜƭƛǾŜǊŀōƭŜǎΣ ƴŜǿǎƭŜǘǘŜǊǎΣ ōǊƻŎƘǳǊŜΣ ŜǘŎΦ ¢ƘŜ ǿŜōǎƛǘŜ ƪŜŜǇǎ 

ŀƭǎƻ ǘƘŜ ǘŀǊƎŜǘ ƎǊƻǳǇǎ ƛƴŦƻǊƳŜŘ ŀōƻǳǘ ǘƘŜ {¢9tΩǎ ƛƴǘŜǊƳŜŘƛŀǘŜ ŀƴŘ Ŧƛƴŀƭ ǊŜǎǳƭǘǎΦ ! ǇƭǳƎ-ƛƴ Ƙŀǎ ōŜŜƴ ŀŘŘŜŘ ƛƴ 

ǘƘŜ ǿŜōǎƛǘŜΩǎ ƘƻƳŜǇŀƎŜΣ ŜƴŀōƭƛƴƎ ŀƴȅ ƛƴǘŜǊŜǎǘŜŘ ǾƛǎƛǘƻǊ ǘƻ ǎǳōǎŎǊƛōŜ ǘƻ ǘƘŜ {¢9t ƴŜǿǎƭŜǘǘŜǊ ŀƴŘ ōŜ ƪŜǇǘ 

ƛƴŦƻǊƳŜŘ ŀōƻǳǘ ǘƘŜ ǇǊƻƧŜŎǘ ǇǊƻƎǊŜǎǎΦ ¢ƘŜ ǇǊƛǾŀǘŜ ǎŜŎǘƛƻƴ ƛǎ ǘƘŜ aŜƳōŜǊ !ǊŜŀΣ ǘƘǊƻǳƎƘ ǿƘƛŎƘ ǘƘŜ ǇǊƻƧŜŎǘ 

ǇŀǊǘƴŜǊ Ŏŀƴ ŜȄŎƘŀƴƎŜΣ ǳǇƭƻŀŘ ŀƴŘ ŘƻǿƴƭƻŀŘ ŦƛƭŜǎ ŦƻǊ ǎŀŦŜǊ Řŀǘŀ ŜȄŎƘŀƴƎŜ ŀƴŘ ŎƻƻǇŜǊŀǘƛƻƴΦ ¢ƘŜ aŜƳōŜǊ ŀǊŜŀ 

ƛǎ ƭƛƳƛǘŜŘ ǘƻ ŎƻƴǎƻǊǘƛǳƳ ǇŀǊǘƴŜǊǎ ǿƘƻ ƘŀǾŜ ǳƴƭƛƳƛǘŜŘ ŀŎŎŜǎǎ ǘƻ ŀƭƭ ǇǊƻƧŜŎǘ ǊŜƭŀǘŜŘ ƳŀǘŜǊƛŀƭǎΣ ƛƴŎƭǳŘƛƴƎ 

ŘŜƭƛǾŜǊŀōƭŜǎ ŀƴŘ ŎƻƴŦƛŘŜƴǘƛŀƭ ǇǊƻƧŜŎǘ ƳŀǘŜǊƛŀƭǎΦ IƻǿŜǾŜǊΣ ǇǊƻƧŜŎǘ ǇŀǊǘƴŜǊǎ ƘŀǾŜ ƴƻǘ ŘŜŎƛŘŜŘ ȅŜǘ ƛŦ ǘƘŜȅ ǿƛƭƭ 

ǳǎŜ ǘƘƛǎ ƳŜƳōŜǊ ŀǊŜŀ ƻǊ ƛŦ ǘƘŜȅ ǿƛƭƭ ŎƻƴǘƛƴǳŜ ǘƻ ǳǎŜ ŀƴƻǘƘŜǊ ŦƛƭŜ-ǎƘŀǊƛƴƎ ǘƻƻƭ ǘƻ ǎƘŀǊŜ ŘƻŎǳƳŜƴǘǎΦ 

Lƴ ŀƭƭ ǎŜŎǘƛƻƴǎ ƻŦ ǘƘŜ ǿŜōǎƛǘŜ ƛǘ ƛǎ ŎƭŜŀǊƭȅ ǎǘŀǘŜŘ ǘƘŀǘ ǘƘŜ ǇǊƻƧŜŎǘ Ƙŀǎ ǊŜŎŜƛǾŜŘ ŦǳƴŘƛƴƎ ŦǊƻƳ ǘƘŜ 9ǳǊƻǇŜŀƴ 

¦ƴƛƻƴ IƻǊƛȊƻƴ нлнл wŜǎŜŀǊŎƘ ŀƴŘ LƴƴƻǾŀǘƛƻƴ tǊƻƎǊŀƳƳŜΣ ǿƘƛƭŜ ǘƘƛǎ ŘƛǎŎƭŀƛƳŜǊ ƛǎ ŀŎŎƻƳǇŀƴƛŜŘ ōȅ ǘƘŜ 9¦ 

ŜƳōƭŜƳΦ 

 

 

Figure 10. Disclaimer at the footer of the STEP website 

 

¢ƘŜ ǿŜōǎƛǘŜ ŀŎǘƛǾƛǘȅ ƛǎ ƳƻƴƛǘƻǊŜŘ ǳǎƛƴƎ ǘƘŜ DƻƻƎƭŜ !ƴŀƭȅǘƛŎǎΣ ŀ ǘƻƻƭ ǘƘŀǘ ǘǊŀŎƪǎ ŀƴŘ ǊŜǇƻǊǘǎ ǾƛǎƛǘƻǊ ǘǊŀŦŦƛŎ ŀƴŘ 

ƎƛǾŜǎ ŀ ŎƻƳǇƭŜǘŜ ǇƛŎǘǳǊŜ ƻŦ ǘƘŜ ōŜƘŀǾƛƻǳǊ ƻŦ ǘƘŜ ǿŜōǎƛǘŜ ŀǳŘƛŜƴŎŜΦ ¢ƘŜ ŦƻƭƭƻǿƛƴƎ ǘŀōƭŜ ōǊƛŜŦƭȅ ǇǊŜǎŜƴǘǎ ǘƘŜ 

Řŀǘŀ ŀƴŀƭȅǎƛǎ ŦƻǊ ǘƘŜ {¢9t ǿŜōǎƛǘŜΩǎ ǾƛǎƛǘǎΦ ! ƳƻǊŜ ŘŜǘŀƛƭŜŘ ŀƴŀƭȅǎƛǎ ƛǎ ǇǊŜǎŜƴǘŜŘ ƛƴ !ƴƴŜȄ LL ς DƻƻƎƭŜ !ƴŀƭȅǘƛŎǎ 

wŜǇƻǊǘΦ 

 

Reporting period June 2015 ς May 2016 

Website sessions 1,234 

Number of website visits 3,863 

Website users 652 

Average session duration (period) 4:30 

Average percentage of new visitors per 

month 
~51,99% 

Average percentage of returning visitors per 

month 
~48,01% 

 

¢ƘŜ ƴǳƳōŜǊ ƻŦ ǘƘŜ ǿŜōǎƛǘŜ Ǿƛǎƛǘǎ ƛǎ ǉǳƛǘŜ ǇǊƻƳƛǎƛƴƎ ǘŀƪƛƴƎ ƛƴǘƻ ŀŎŎƻǳƴǘ ǘƘŀǘ ǘƘŜ ŀŎǘǳŀƭ ŀŎǘƛǾƛǘȅ ƛƴ ǘƘŜ ǿŜōǎƛǘŜ 
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ƛǎ ŦƻǊŜǎŜŜƴ ŀŦǘŜǊ ǘƘŜ ƭŀǳƴŎƘ ƻŦ ǘƘŜ Ǉƛƭƻǘ ƻǇŜǊŀǘƛƻƴǎ ό5ŜŎŜƳōŜǊ нлмс - WŀƴǳŀǊȅ нлмтύΦ ¢ƘŜ Ǿƛǎƛǘǎ ƻǾŜǊ ǘƛƳŜ 

ƛƴŘƛŎŀǘŜ ǘƘŀǘ ǘƘŜ ǇǊŜŎƛǎŜ ǇǳōƭƛŎŀǘƛƻƴ ǎŎƘŜƳŜ ǘƘŀǘ ƛǎ ǳǎŜŘ Ǉŀȅǎ ƻŦŦΦ ¢ƘŜǊŜ ƛǎ ŀ ǇŜŀƪ ƛƴ Ǿƛǎƛǘǎ ǿƘŜƴ ƴŜǿ ŀǊǘƛŎƭŜǎ 

ŀǊŜ ǇǳōƭƛǎƘŜŘΦ ¢ƘŜ ŀǾŜǊŀƎŜ ŘǳǊŀǘƛƻƴ ƻŦ ŀ Ǿƛǎƛǘ ǎƘƻǿǎ ǘƘŀǘ ǾƛǎƛǘƻǊǎ ŀǊŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ǇǳōƭƛǎƘŜŘΦ 

aƻǊŜƻǾŜǊΣ ǘƘŜ ƴǳƳōŜǊ ƻŦ ǊŜǘǳǊƴƛƴƎ ǾƛǎƛǘƻǊǎ ƛƴŘƛŎŀǘŜǎ ǘƘŀǘ ǾƛǎƛǘƻǊǎ ǿŀƴǘ ǘƻ Ŧƻƭƭƻǿ ǘƘŜ ǇǊƻƎǊŜǎǎ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘ 

ŀƴŘ ǊŜǘǳǊƴ ǘƻ ǘƘŜ ǿŜōǎƛǘŜ ǘƻ ŦƛƴŘ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ǘƘŜȅ ǎŜŜƪΦ hƴ ǘƘŜ ƻǘƘŜǊ ƘŀƴŘΣ ǘƘŜ ŀǾŜǊŀƎŜ ǇŜǊŎŜƴǘŀƎŜ ƻŦ 

ƴŜǿ ǾƛǎƛǘƻǊǎ ŀŎǉǳƛǊŜŘ ŜǾŜǊȅ ƳƻƴǘƘ όрн҈ύ ǎƘƻǿǎ ǘƘŀǘ ƻǳǊ ŘƛǎǎŜƳƛƴŀǘƛƻƴ ŎŀƳǇŀƛƎƴǎ ŀŎƘƛŜǾŜ ǘƘŜƛǊ ǇǳǊǇƻǎŜΦ 

 

4.3  E-mail account  

DRAXIS has created an email account for the communication with the public: info@step4youth.eu. This 

account is included in all used dissemination tools, such as the project website, newsletters, social media 

accounts, printed material etc. DRAXIS, as the coordinator of the project, is responsible for the 

administration of this account, while enquiries, comments, and information are forwarded by DRAXIS to 

project partners if necessary. 

 

4.4   Social me dia  

Social media accounts for the STEP project were created in Month 2. PLANO2 is the overall responsible for 

managing and feeding the general STEP social media accounts. These accounts will be preserved and be 

constantly fed with posts as they represent an effective way to be in touch with the STEP target groups, and 

especially young people. The project social media presence will be used primarily as a dissemination channel 

ŦƻǊ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ƴŜǿǎΣ ŜǾŜƴǘǎ ŀƴŘ ŀƴȅ ǊŜƭŜǾŀƴǘ ƛƴŦƻǊƳŀǘƛƻƴΦ  

For the maximum visibility of the STEP social media accounts, direct links from the STEP website to these 

accounts have been included in each session of the website. 

Social media have been used by the consortium to relay the news posted on the website, to share additional 

information and to tweet on common topics of interest from the very beginning of the project. When 

posting specific topics any user made sure to clearly mention the project.  

Although a respected number of users in social media has been acquired so far, the activity in these accounts 

is expected to be significantly higher when the platform is ready and the pilot implementations are running. 

Moreover, for each pilot area at least one dedicated social media account in the language of the pilot 

partner will be created as soon as the testing phase starts. These accounts will be managed by the 

corresponding pilot partner. 

4.4.1 Facebook page 

The Facebook page of the STEP project can be found in the following link: https://goo.gl/49OSG9. Easy 

access to the Facebook page is also provided in each section of the project website. Otherwise, the page can 

ōŜ ŦƻǳƴŘ ōȅ ǎŜŀǊŎƘƛƴƎ ƛƴ CŀŎŜōƻƻƪ ŦƻǊ ά{¢9t Iнлнл tǊƻƧŜŎǘέΦ  

The official language of the page is English. ROC has created a Facebook page in Greek where they either 

share the posts uploaded in the general account or upload posts targeted to residents of Crete. The other 

pilot partners have also expressed their intention to create a page in their language so that they boost the 

ŘƛǎǎŜƳƛƴŀǘƛƻƴ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ǊŜǎǳƭǘǎ ōǳǘ ŀƭǎƻ ǘƻ ŀǘǘǊŀŎǘ ƳƻǊŜ ȅƻǳƴƎ ǇŜƻǇƭŜ ǘƻ Ǉarticipate in the STEP pilot 

implementation in their area. 

mailto:info@step4youth.eu
https://goo.gl/49OSG9
https://www.facebook.com/STEP-%CE%9A%CE%BF%CE%B9%CE%BD%CF%89%CE%BD%CE%B9%CE%BA%CE%AE-%CE%BA%CE%B1%CE%B9-%CE%A0%CE%BF%CE%BB%CE%B9%CF%84%CE%B9%CE%BA%CE%AE-%CE%A3%CF%85%CE%BC%CE%BC%CE%B5%CF%84%CE%BF%CF%87%CE%AE-%CF%84%CF%89%CE%BD-%CE%9D%CE%AD%CF%89%CE%BD-%CF%83%CF%84%CE%B1-%CE%A0%CE%B5%CF%81%CE%B9%CE%B2%CE%B1%CE%BB%CE%BB%CE%BF%CE%BD%CF%84%CE%B9%CE%BA%CE%AC-%CE%96%CE%B7%CF%84%CE%AE%CE%BC%CE%B1%CF%84%CE%B1-171419993241164/?fref=ts
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The STEP Facebook page has been created and is managed by PLANO2, while, as the project evolves, 

additional administrators may be assigned.  

 

Figure 11: STEP Facebook page 

Any information is carefully reviewed before uploaded in the STEP Facebook page, so that it does not include 

inappropriate or offensive content and it does not contain photos of children. Moreover, all colours and 

ƛƳŀƎŜǎ ǳǎŜŘ ŀōƛŘŜ ōȅ ǘƘŜ ŀƎǊŜŜŘ ǇǊƻƧŜŎǘΩǎ visual identity. 

The Facebook page activity is monitored using the Facebook Insights which provides information about the 

page performance, including demographic data about the page audience, and shows how people are 

discovering and responding to the uploaded posts.  

The page is open to everyone to follow. Currently, 335 people like the STEP Facebook page and 105 like the 

local Greek page. A brief description of the project has been added to the STEP Facebook page in order to 

inform the general public about the objectives of the project. A link to the STEP website is also provided so 

that followers can easily access more information on the project. 

In order to increase the STEP Facebook visibility and try additional means of dissemination, a Facebook 

campaign run for three days, from 12th April 2016 until 14th April 2016. The performance of this campaign is 

ǾŜǊȅ ǇǊƻƳƛǎƛƴƎ ŀǎΣ ƛƴ ƻƴƭȅ о Řŀȅǎ ŀƴŘ ǿƛǘƘ ƭŜǎǎ ǘƘŀƴ ϵу ǎǇŜƴǘΣ it was possible to reach more than 2,000 

people and achieve 47 page likes. Thus, the consortium agreed that more social media campaigns will be 

organised throughout the duration of the project. 
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Figure 12: Performance of Facebook campaign (April 2016) 

 

4.4.2 Twitter account  

The STEP Twitter account is used as a primary tool ƛƴ ǎǇǊŜŀŘƛƴƎ ǘƘŜ ǇǊƻƧŜŎǘǎΩ ƴŜǿǎ ŀƴŘ ŀƴƴƻǳƴŎŜƳŜƴǘǎ 

immediately and can be found at the following link: https://twitter.com/STEP_H2020. The name of the STEP 

¢ǿƛǘǘŜǊ ŀŎŎƻǳƴǘ ƛǎ ά@STEP_H2020έΣ ǿƘƛƭŜ ǘƘŜ ǇǊŜŦŜǊǊŜŘ ƘŀǎƘǘŀƎ ŦƻǊ ǘƘŜ ǇǊƻƧŜŎǘ ǘǿŜŜǘǎ ƛǎ ά#STEP_H2020έΦ 

Tweets are uploaded in a regular base, referring to STEP news and STEP events. The STEP Twitter account is 

a useful channel to inform and engage with its target audiences.  

 

Figure 13. STEP Twitter Account 

https://twitter.com/STEP_H2020

















































