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Abstract  
The Dissemination and Engagement Report M18 seeks to demonstrate how the project 
consortium communicated i3-MARKET’s development and achievements, and how the wider 
community of key stakeholders has been engaged.  

This deliverable builds on the Dissemination, Engagement and Community Building Strategy 
and Plans (D6.3a) and provides a detailed analysis of all communication activities carried out, 
channels used, and impact achieved. In addition, it also evaluates key opportunities and risks 
encountered through the first year of communication activities, and allows to revise, update 
and further develop the initial Dissemination Plan provided in the D6.3a. This deliverable was 
originally intended to be delivered in M12, as Deliverable D6.3b. However, due to the delay in 
the launching of the Backplane, it was likewise delayed to M18 as this was a more suitable 
milestone for the Report.  
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1 About This Document 
This deliverable demonstrates how the dissemination and communication strategy has been 
implemented during the 18 months of the project and assesses how the consortium has 
leveraged the communication and dissemination activities to achieve visibility and promote 
the project in this period. It describes communication tools, channels, materials and activities 
that have been implemented to ensure a consistent and attractive branding and promotion of 
i3-MARKET. Furthermore, it evaluates the communication and dissemination activities and 
their main impacts, and introduces further upgrades to the initial Dissemination Plan, providing 
for updated activities for the months 18-24. This deliverable was originally scheduled for 
submission in M12. However, it was postponed to M18, and therefore contains the original 
information on the implementation of the strategy and updated information on the impact of 
the strategy and how the activities and actions may be updated or revised based upon lessons 
learnt in the first 18 months.  

 

 

1.1 Deliverable context 
 

Project item Relationship 

Objectives 
The main objectives of this deliverable are: 1) to report on 
dissemination, communication and engagement activities 
carried out in the first 18 months of the project; 2) to assess the 
risks and opportunities, as well as the impact achieved; 3) to 
update the initial Communication Plan for Months 18-24. 

Exploitable results 
The deliverable largely contributes to raising awareness about 
the i3-MARKET solution and its key solutions among the 
stakeholders, as well as to their engagement. Therefore, the 
key exploitable result from the actions described in the 
deliverable will be the stakeholders of the i3-MARKET 
community, and any revisions to the strategy based upon the 
lessons learned from the first 18 months. 

Work plan The deliverable, first of all, builds on all activities carried out under the 
Task 6.3 Dissemination and Engagement with other initiatives.  

However, this deliverable is indirectly linked to all project tasks and 
activities as most of them provide content for the project’s 
communication or can serve for stakeholder engagement. However, 
the tasks listed below are the most relevant for this deliverable: 

T5.2 - T5.5 will provide important content for various communication 
and engagement activities: achievements and success stories from 
the pilots will be largely promoted; 

T6.1 Open Source Project, Community Support and Ecosystem 
Building is used to engage one of the project’s key stakeholders’ 
groups – the open source community, therefore, a close coordination 
with this task is established; 
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T.6.2 Data Ownership Legal Consideration and Business Models 
helps defining and better understanding the end-users, as well as the 
key (business-related) messages; 

T6.4 Sustainability and Business Exploitation will identify some of the 
relevant actors in the data exchange market which might be engaged 
in some of the project activities. 

Milestones 
Communication and dissemination activities have an indirect 
contribution to all project milestones, in particular, the promotion 
of these milestones (MS01-MS12). Specific attention is given to 
MS05, MS09, MS12 as these results are important for the end-
users and provide relevant communication content.    

Deliverables The deliverable, first of all, builds on the D6.3a Dissemination, 
Engagement and Community Building Strategy and Plan which is the 
key guiding document for all communication and engagement 
activities of i3-MARKET. 

Deliverable is closely linked to the following deliverables: 

D1.2 Data Management Plan - any data (especially, personal data) 
collected through communication and engagement activities is stored 
and used according to the rules and principles laid out in this 
deliverable; 

D2.1 State-of-the-art technology analysis and alignment with related 
projects - related R&I projects identified in this deliverable are 
considered for the cross-dissemination purposes; 

The deliverables resulting from the T5.2 - T5.5 will be closely followed, 
achievements and success stories from the pilots’ implementation will 
be used for communication messages; 

D6.1 Open source community and ecosystem building Strategy and 
Plan is developed in a close cooperation with the communication and 
engagement activities as open source community building is a part of 
the overall stakeholder engagement and these two activities will be 
coordinated, mostly through the WP6 work organisation and bi-weekly 
calls; 

The deliverables resulting from the T6.2 Data Ownership Legal 
Consideration and Business Models will define the project’s end-users 
as well as the key (business-related) messages delivered to these 
audiences (e.g., potential new business opportunities for data owners 
or producers, etc.); 

D.6.3 c and d will not only report on the implementation of 
Dissemination, Engagement and Community building Strategy, but 
will also suggest new potential activities and updates to the D6.3 and 
6.6; 

The deliverables resulting from T6.4 Sustainability and Business 
Exploitation will identify some of the relevant actors in the data 
exchange market which might be engaged in some of the project 
activities or used for the cross-dissemination purposes. In addition, 
cooperation with T6.4 will also be crucial for defining project 
messages, building i3-MARKET’s product branding, etc. 

Risks Implementation of this deliverable is exposed to the following risks 
described in the Description of Action: 
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Risk 9: Some partners do not provide or follow the provided 
dissemination/exploitation plan (Low) 

Mitigation 9: The consortium is well organized, being composed of a 
good number of academic and industrial partners, so that the default 
of one of them will not influence the dissemination plan or the 
exploitation activities of the whole consortium. 
 
Risk 11: Underperforming partners (Low) 
Mitigation 11: Close contact between WP leaders and technical 
leader, short feedback loops and personal contacts 
(regular teleconferences, face-to-face technical meetings, etc.). 
 
Furthermore, new risks have been identified due to COVID-19 
pandemics: no physical meetings or events are possible, while the 
general on-line event fatigue is witnessed, which greatly limits direct 
engagement with the key stakeholders. 

 

 

1.2 Version-specific notes 
 
One of the overarching goals of this deliverable is to report on the communication activities 
implemented throughout the first  18 months of the i3-MARKET project lifetime. As such, this 
deliverable relies heavily on the Dissemination, Engagement and Community Building 
Strategy and Plan (D6.3a). 
Furthermore, this deliverable will not only report on the implemented activities, but will also 
inform about potential deviations, changes and updates to the first Plan, and will provide a 
more detailed planning for the future communication activities in the next 18 months. 
 
i3-MARKET communication and engagement activities are carried out in a very flexible 
manner and are therefore adapted to the changing circumstances (such as the global health 
crisis), therefore, the provided Plan might be continuously updated through the Second year, 
as well, and that will be further explained and elaborated in the next issue of the Dissemination 
and engagement report (D6.3c). 
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2 Introduction to dissemination 
and engagement activities 

 

As mentioned above, this deliverable (D6.3b) builds on the i3-MARKET’s Dissemination, 
Engagement and Community Building Strategy and Plans (D6.3a).  

It aims to describe all the communication tools, channels, materials and activities that have 
been used and implemented in the first 18 months of the project in order to ensure a consistent 
and attractive branding and promotion of i3-MARKET.  

Furthermore, it also explains the adjustments of the initial Strategy which were needed, given 
the global health pandemics and other evolving circumstances (e.g., better understanding of 
the stakeholders’ needs and interests). 

Finally, it details the initial planning with more concrete suggestions and ideas for the 
communication within the next 18 months.  

Therefore, this deliverable strengthens i3-MARKET’s communication and engagement 
activities and improves their planning. By doing so, it ensures a smooth and structured 
approach towards the delivery of all communication objectives which were described as 
following (please, see the DoA and D6.3a): 

 

• to appropriately disseminate i3-MARKET’s results and the associated knowledge, 
e.g. deliverables, tools and new services; 

• to produce and distribute communication materials (e.g. brochures, leaflets, flyers) 
and to use the partners’ networks and the participation at the dedicated events to 
present i3-MARKET to stakeholders in various meetings, forums, events, etc.; 

• to reach out to key stakeholders, including, among others, SMEs and the industry, 
the open source community, academia, etc.; 

• to ensure a strong focus on SMEs as the lifeblood of the EU economy, engaging 
the user community to increase awareness from a business perspective; 

• to pursue multi-stakeholder engagement and community creation at EU and global 
level, ensuring full representation of the ecosystem and encouraging common 
understanding of the generated knowledge; 

• to foster the implementation of best practices based on a common understanding 
of all the major stakeholders. 
 

2.1 Communication and engagement 
process: general approach and 
methodology 
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As described in the D6.3a, all communication and engagement activities have followed a 
three-stage approach to the processes (see Figure1, and a more detailed explanation in 
chapter 2.2 of the D6.3a):  

i. the planning cycle of communication and engagement activities has been carried out 
in the first month of the project and was laid out in D6.3a; a detailed planning of the 
upcoming communication activities was also discussed and implemented through the 
bi-weekly WP6 coordination calls, which were all documented and Minutes are shared 
with the project partners via internal collaboration platform (Wiki). The further planning 
is detailed in this deliverable and will be updated once again after Year 2 (in D6.3c), 
and it will be continuously discussed with the project partners in the bi-weekly calls. 

ii. The performing cycle follows the communication and engagements plans defined in 
D6.3a and its updates (D6.3b and D6.3c). This phase was originally foreseen to cover 
the implementation in practice of all the planned activities and carried out in the the 
first yearmonths (since M3 until M12). However, due to the adjusted timeline of the 
deliverables, it will also contain reporting on the activities for M12-M18, and the 
adjustments made to different areas of the strategy. The execution of all 
communication and engagement activities strictly followed the key communication 
and engagement principles agreed by all the partners and listed in the chapter 4.1 
of the D6.3a. All the communication and engagement activities will be further 
performed and implemented until the end of the project lifetime.  

iii. Finally, the reporting cycle implies both continuous reporting of the communication 
activities carried out by all partners (see more about the monitoring of the 
communication KPIs in Chapter 6) and detailed reporting to the European 
Commission, which are both implemented and explained through this deliverable. 

 

Figure 1 Communication and dissemination approach  

 

The i3-MARKET communications and engagement activities were implemented following the 
methodology (which is described in greater details in chapter 4.2 of D6.3a) and is summarised 
in Figure 2 below. The methodology is based on the AIDA marketing model (also known as a 
funnel marketing). The AIDA (Awareness, Interest, Desire and Action) method demonstrates 
the path that targeted stakeholders take as they are becoming familiar with the project, its 
goals, outputs, etc. It allowed the communications team to choose the correct communication 
tools and engagement mechanisms when targeting the stakeholders and further engaging 
them with the project. 



Deliverable 6.6 – Dissemination and Engagement Report M18  

 

 14 

 

Figure 2 AIDA Model for the i3-MARKET  

 

2.1.1 Communications approach: a high-level 
timeline 

 
Having carefully analysed the pace of project progress and more profoundly understood the 
background and content of all expected outputs, a high-level communications timeline was 
developed in order to identify the key themes and directions for the communication activities. 
It is demonstrated and explained below. 
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The first phase for the implementation of the communication activities, around months 4-12, 
is called ‘Get to know each other’. The name of this phase reflects the two-fold goals of the 
stage: on one hand, during this period the project consortium aims to understand the key 
target groups better, learn more about their needs and pain points, etc., on the other hand, 
during this phase the key stakeholders and the target groups also get to learn the basic 
information about the project (its goals, vision, methodology and technical approach etc.). As 
briefly indicated in the figure above, this phase is characterised by: 

• closer communication to and collaboration with a smaller group of the stakeholders (impactful 
or really interested stakeholders have been chosen to establish the closer ties and understand 
their needs better, examples of such collaborations in the first 8 months could be the Big Data 
Value Association, EuHubs4Data initiative, etc.); 

• most communication is targeting the ‘multiplier’ stakeholders (those having a reach to multiple 
end-users or capable of otherwise multiplying project’s impact), less emphasis on the potential 
end-users as there are no results to be shown yet; 

• closer collaboration with the ‘base’ stakeholders allows not only to understand their needs 
better, tailor messages towards them, etc., but also to create a so-called ‘supporters’ base’ 
which contributes to i3-MARKET’s activities, more pro-actively engages with the project, etc.; 

• at this stage, the project has not yet delivered many public outputs. Technical activities are 
progressing but there is still a need for further coordination and updates to the initial concepts, 
therefore, no specific content can be communicated yet. Instead, the communication activities 
evolve around the project’s main overall messages and vision, awareness raising and 
communication of the project's future goals. 

 

‘Demonstrating knowledge and achievements’ phase has begun, to coincide with the first 
release of the  release of the i3-MARKET Backplane. This phase was originally foreseen to 
begin in M12, but given the delay of the first release, the phase was also delayed. Promotion 
and demonstration actions began in M15, to build up to the launch of the Backplane, and this 

Get to know each other' 
Phase 

• Getting to know the key 
stakeholders (understanding 
needs) 

• Raising generic 
awareness of the audience about 
the project and its goals 

• Closer contacts 
established with the most relevant 
stakeholders to create the key 
'supporters' base 

M4-M12 

'Demonstrating knowledge 
and achievements' Phase 

• Wider outreach to 
more stakeholders 

• Promotion of the first 
project outputs 

• Content-based 
communications 

• Leveraging supporters’ 
base 

• Concentrating on 
research community and ‘techie’ 

M12-M24 

'Voicing the impact' Phase 
 

• Impact-based 
communication 

• Business community 
orientation 

• Involvement of all 
stakeholder groups 

• Heavy communication 
campaigns promoting i3-MARKET 
assets and thei impact 

• Sustainabiliy debate 
with the target stakeholders 

M24-36 

Figure 3 A high-level communications timeline  
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will be elaborated and promoted further once there is a solid base of technical advancement 
and knowledge available for the audience to explore and test, because the  key characteristic 
of this phase is to use the project’s outputs and the latest technical content for the 
communication and stakeholder engagement activities. As demonstrated in the Figure 3, this 
phase is distinguished by: 

• wider communication to a much bigger stakeholder audience, including some of the targeted 
end-users of the project results; 

• emphasis on academic community and ‘techie’ end-users (e.g. developers, data architects, 
etc.) because the first project results become available and technical innovation can be 
demonstrated, while there is still time for feedback and discussions with the community; 

• more pro-active outreach to the Open Source community in order to involve them to the 
technical debates, gather the feedback; 

• project communication activities at this phase are content-based: first project results and 
deliverables are promoted, while developed knowledge serves to develop new articles, blog 
posts, etc. 

Finally, the last ‘Voicing the Impact’ phase starts after the second release of the i3-MARKET 
Backplane as it aims mostly at promoting already observed and expected impacts. The goal 
at this phase is to attract the end-users and demonstrate the benefits of the i3-MARKET 
solution and potential impacts for their business. ‘Voicing the Impact’ stage includes the 
following elements: 

• active communication towards the end-users (business community, developers, etc.); 

• impact-based communication is used, which means that besides promoting the project outputs, 
most communication messages concentrate also on the impact created by the main project 
assets, their benefits, long-term effects; 

• results’ sustainability and long-term effects are the important themes highly discussed with the 
stakeholders, stressed in the project events and presentations, etc. 

 

 

2.2 Partners’ contribution to the i3-
MARKET communication and 
engagement activities 

The i3-MARKET communication and engagement activities are seen as a joint effort of the 
entire consortium. Although the effort is led by the European DIGITAL SME Alliance, a 
significant contribution from all consortium partners, especially the ones directly engaged in 
the task, is crucial for the successful implementation of all communication activities.  

The concrete commitments and responsibilities of the i3-MARKET Project Manager and the 
rest of the project consortium are described in chapter 2.3 of D6.3. The consortium partners 
adhered to these commitments during the first 18 months of the project.  

In order to ensure timely communication contributions and a smooth coordination of the 
activities between the project's Communications Manager (DIGITAL SME) and other partners, 
the following coordination actions have been implemented: 
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➢ key milestone activities and planned required contributions from partners are presented and 
discussed in project’s quarterly meetings (Project & Technical Meeting) among all consortium 
partners; 

➢ WP contributors’ inputs, common communication activities, etc. are discussed in bi-weekly 
WP6 on-line meetings; 

➢ whenever support for the communication and engagement activities is needed from the 
partners who do not contribute to the WP6 (e.g., for the event presentations), such partners 
also joined WP6 calls (in some instances, technical WPs’ calls were used for preparation of the 
project presentations, or the separate online-meetings were organised); 

➢ whenever minor contributions from all consortium partners are needed (e.g., dissemination of 
newsletters, event information, reporting, etc.), requests are sent to all partners using i3-
MARKET common mailing distribution list, the shared documents and document folders in Wiki 
are used; 

➢ for the specific inputs (e.g., coordinating partners; engagement with BDVA or other important 
stakeholders, requesting some clarifications about partners’ work, etc.) bilateral calls were 
initiated by the Communications Manager. 

 
Each partners’ contribution to the communication and engagement activities has been 
personalised, building on the partners’ capacity, developed networks, etc. A detailed overview 
of partners’ contributions to different activities, is provided in Chapter 3 and 4 below. However, 
it can be summarised as follows: 

➢ the project coordinator, NUIG, played an important role in supporting the Communications 
Manager and helping to coordinate the work of WP6 and other project WPs. The project 
coordinator has also been instrumental in supporting the development of the project’s visual 
identity and logo, producing the project’s deliverable templates and master presentation, 
hosting the i3-MARKET website, greatly contributing to the overall vision of project’s identity 
and brainstorming about the new communication activities. Finally, the project coordinator pro-
actively promotes the project in external events and leads stakeholders’ engagement among 
the Open Source community. 

➢ i3-MARKET’s data handling policies (including website’s Privacy Policy, Cookie policy, privacy 
disclaimers, etc.) were developed with the guidance of AUEB. 

➢ All project partners were either involved in the organisation or the promotion of the first i3-
MARKET stakeholder webinar and represented the project in external events (including project 
presentations in external events). Partners also contributed to the organisation and execution 
of the launch of the backplane at the BDVA’s Data Week, participating in a workshop that the 
project organised.  

➢ All project partners, based on their own availability, shared project information via their social 
media channels. 

➢ All project partners contributed to the dissemination of the Project’s Newsletter (see below). 

➢ Partners provided content for dissemination on the website, such as blog posts, interviews 
regarding the impact of i3-MARKET on their work, shared presentations and videos that had 
been presented externally and verified technical information on the website.  

2.3  Data protection 
For communication and stakeholder engagement purposes, various types of data might be 
collected. This mostly refers to the personal data, e.g., stakeholders’ names, organisations, 
contact details, etc., but some non-personal data is also collected via project’s website to 
ensure an optimal website performance.  
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The data protection principles are described in detail in the D1.2 Data Management Plan. All 
partners involved in the communication and engagement activities are committed to follow the 
data protection principles described in the Data Management Plan.  

In addition, all personal data collected by i3-MARKET is being treated following the 
requirements of the General Data Protection Regulation. Collection and usage of personal 
data is described in the Privacy Policy (https://www.i3-market.eu/privacy-policy/) of the i3-
MARKET website. In addition, collection of non-technical data is detailed in the website’s 
Cookie Policy (https://www.i3-market.eu/cookie-notice/) (both of which complement the 
website’s Terms of Service (https://www.i3-market.eu/terms-of-service/)). Finally, all 
registration forms (such as event registration form, newsletter subscription form, etc.) include 
a clear privacy notice which also refers users to the project’s Privacy Policy. 

It is important to stress that, when it comes to the collection of the personal data, the i3-
MARKET strongly adheres to the principle of collecting minimum personal data, only in cases 
where it is necessary to achieve project’s communication and stakeholder engagement 
objectives.  

 

https://www.i3-market.eu/privacy-policy/
https://www.i3-market.eu/cookie-notice/
https://www.i3-market.eu/terms-of-service/
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3. Implementation and further 
planning of i3-MARKET 
communication & 
engagement 

 

In order to successfully attract the target audiences, promote i3-MARKET outputs and engage 
the end-users, the i3-MARKET has been using various communication channels and tools. 
Different dissemination activities have been implemented in the first 18 months of the project, 
and a number of communication channels and tools were set up in the first part of the project. 
Therefore, this chapter provides an overview of different communication tools and channels 
which were created and used, as well as gives an overview of the impact achieved so far and 
the future steps in the upcoming 18months. 

3.1 Visual identity and logo 

A coherent project visual identity is crucial in order to shape a widely recognised i3-MARKET 
brand and raise the project’s awareness. The standardised visual presentation not only 
ensures coherence in the communication effort, but also allows potential customers and 
relevant stakeholders to immediately recognise the i3-MARKET and build the brand 
awareness. 

i3-MARKET’s visual identity is understood as a visual manifestation of the project’s 
communication strategy. It is completed with the project’s logo, the website, electronic and 
printed dissemination materials and conveyed through the common colour palette, logo and 
typography. 

As it has been specified in the D6.3a Dissemination, Engagement and Community Building 
Strategy and Plans (D6.3a), i3-MARKET’s visual identity is created in a way that conveys an 
appropriate aesthetic appeal and ensures a completely fresh approach, which brings a cutting-
edge character to every aspect of the i3-MARKET ecosystem. 

 

3.1.1 Colour palette 

A colour palette is an important and effective visual cue to communicate and represent the 
project’s brand.  

Main i3-MARKET brand colours were suggested by the project coordinator’s team and were 
further discussed during the consortium meeting (31 March - 2 April 2020) and follow-up calls 
of WP6. Based on the partners’ feedback and internal discussions, DIGITAL SME provided a 
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colour palette which supports the main brand colours in order to complete the i3-MARKET 
colour palette. The chosen colours are bold and vivid to reflect the modern and innovative 
character of the project and easily attract the audience.  

The chosen colours are used in the project logo and accompany all i3-MARKET’s visual 
materials and promotional assets. They are also incorporated into the i3-MARKET project 
website so that a cohesive i3-MARKET’s image and visual identity would be kept. 

 

The three main colours are the following: 

Cerulean blue (RGB: 0, 169, 224;  CMYK: 100, 25, 0, 12;  Hex: # 00A9E0) 

Apple green (RGB: 60, 163, 54;  CMYK: 63, 0, 67, 36;  Hex: # 3CA336) 

De York green (RGB: 143, 204, 139; CMYK: 30, 0, 32, 20; Hex: #8FCC8B) 
 
 
These main colours can be accompanied by and used with the suggested variations of the 
colour (however, the use of other monochromatic colours is also possible): 
 

Dark turquoise blue (RGB: 1, 199, 208;  CMYK: 100, 4, 0, 18;  Hex: # 01C7D0)  

Lime green (RGB: 98, 223, 31;  CMYK: 56, 0, 86, 13;  Hex: # 62DF1F)  

Snowy mint green (RGB: 217, 255, 214;  CMYK: 64, 0, 67, 35;  Hex: #D9FFD6) 

 

3.1.2 Project logo 

The logo is the cornerstone of the visual identity of the project and has therefore been carefully 
thought out and designed to best fit the project’s purpose. After some initial discussions and 
proposals from NUIG in cooperation with DIGITAL SME, the i3-MARKET logo has been 
presented to the consortium during the second project meeting, which took place between 31 
March and 2 April 2020.  

The logo uses two main colours from the proposed coloured palette. In addition, as shown 
below, the i3-MARKET logo reflects the core elements of the project: security and privacy 
(represented by the fingerprint and the lock), access to data and the federation of the 
marketplaces (represented by the trolley), interoperability (represented by the arrow in the 
cloud, and the fact that it ‘surrounds’ all the elements) access to data (represented by the 
trolley), i3-MARKET Backplane architecture where instances are deployed in the cloud 
(represented by the cloud). 
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Figure 4 i3-MARKET logo  

 

The i3-MARKET logo has been used in every project-related document: presentations on 
internal and external events, flyers, deliverables, banners, etc., therefore creating a 
harmonized and consistent look throughout the project’s lifetime and increasing the audience’s 
familiarity with the project. 

 

2.3.1.1 Logo variations 
 

Some variations of the logo may occur at certain periods, e.g., designing a special winter 
holidays edition, as shown below for the winter holidays of 2020. These thematic alterations 
will allow to raise awareness on the project during busy times of the year by standing out in 
an original manner on social media and other online communication tools. 

 

Figure 5 i3-MARKET logo winter 2020 
edition  
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3.1.2 Logo development (M12-M24) 
 

The project logo has evolved together with the progress of the project in order to reflect the 
development of i3-MARKET. The logo was upgraded during the 1st Release cycle, the 
publication of the project’s design and building blocks, and after the 2nd Release cycle, 
deployment of the pilots. Such progress of the logo will not change its overall appearance; 
however, it will symbolically transform it to visually demonstrate the project’s progress. 

The first logo ‘development’ will happen early in 2021 to symbolise, as already mentioned, the 
first release of the i3-MARKET Backplane. 

This development has been undertaken by NUIG, and will emphasise the different project 
stages. The updates to the logo can be seen in Figure below. The changes empahise the 
progress of the project by altering the logo to symbolise increased velocity and representing 
‘takeoff’, so that from a cursory glance viewers of the project logo are informed that the project 
is progressing and is achieving results. The ‘velocity’ increases in each updated logo, which 
correspond with the release of the different versions of the backplane.  

 

 

 

Figure 6 Updated i3-MARKET logo to reflect project stages  

3.1.3 Templates 

A standardised visual presentation for all project deliverables, outcomes and presentations 
have been established by creating project’s deliverable template (which is accompanied by 
the Deliverable Review template and the Technical Tasks Specification template) and the 
Power Point presentation template. The developed templates use project’s colour palette, 
planned fonts and spacing. They also include the i3-MARKET logo and the acknowledgement 
of EU funding attributed through the H2020 programme. 
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Figure 8: i3-MARKET 
deliverable template 

 

3.1.4 Language used in communications 
Updating the D6.3a Dissemination, Engagement and Community Building Strategy and Plans, 
it is important to mention that an agreement on the consistent and coherent use of language 
in all i3-MARKET communication materials has been made. It is done in order to ensure that 
all i3-MARKET communications are: presented in a consistent way; understandable; clear; 
concise; user-friendly and attractive; follow linguistic conventions of the English language; are 
tailored to the target groups. 

Therefore, it has been decided to use the European Commission’s “English Style Guide -A 
handbook for authors and translators in the European Commission” (the November 2020 
edition is being used at the time of writing of this deliverable) for the content published in the 
project website, as well as for the longer texts disseminated in the external channels.  

The same guidelines are followed for any other communication materials, except of the social 
media, where different linguistic styles are usually employed.  

 

3.1.5 i3-MARKET visual identity: 
achievements  

To summarise, during the first 18 months of the project lifetime, i3-MARKET’s visual identity 
was created: project’s colour palette was chosen, project logo was designed, project templates 
were produced. In addition, project’s visual identity has also been strengthened by the 
agreement to use the same linguistic guidelines, which is not directly part of the ‘visual’ 
identity, but greatly contributes to and supports all the visual materials of the project.  

As a result, i3-MARKET’s brand was given a vivid and eye-catching identity. It broadcasts a 
strong vision of ‘freshness’ (innovativeness) and stands out among other more ‘rigid’ and 
traditional project brands.   

Figure 7: i3-MARKET presentation 
template 

https://ec.europa.eu/info/sites/info/files/styleguide_english_dgt_en.pdf
https://ec.europa.eu/info/sites/info/files/styleguide_english_dgt_en.pdf
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3.1.6 i3-MARKET visual identity: further 
steps 

In the next 12 months of the projects, the main goal is to further strengthen project’s visual 
identity by creating more promotional materials, containing i3-MARKET’s logo and other visual 
elements. This will ensure a wider brand awareness and better recognition of i3-MARKET’s 
key visuals. 

The impact of COVID-19 on the dissemination of the materials has been significant. The 
interruption to physical events means that opportunities to disseminate the materials 
physically were limited. For this reason, no copies of the flyers or roll up have been printed. 
An update will be made to the design, to reflect progress in the second year of the project and 
to share a more explicit call to action for key stakeholders to become involved in the project, 
based around engaging the open source community to begin using the Backplane and SDK. 
The materials created are shown in Section 3.6.1, as well as the promotional materials created 
for events.  

 

Further to these promotional materials, several different visuals have been created for use on 
social media. These have given the projects social media a distinct online identity and have 
proven to be a beneficial tool for creating more engaging content via social media.  

 

Figure 9 Use of visual material on social media   

 

Besides, as mentioned above, i3-MARKET’s logo has further evolved to reflect the first 
release of the i3-MARKET Backplane. 
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3.2 Project website 

The i3-MARKET project website (i3-MARKET.eu) was set up in the first months of the project 

lifetime (domain bought in M2 and website went ‘live’ in M4). The website functions as the 
“home” of the project’s outwards communication. On one hand, it serves as a “digital business 
card” for visitors who want to learn more about the project at a glance. On the other hand, it 
allows a wide dissemination of project materials and results, providing more detailed and up-
to-date information about the project’s goals as well as recent project developments and 
activities, deliverables and outputs.  

The website has been included in all i3-MARKET promotional materials and, whenever 
possible, all external communication refers to the project website. 

 

 

Figure 10: i3-MARKET project website - updated versionCMS, SEO, 
and plugins 

i3-MARKET.eu originally ran on the WordPress content management system with the Twenty 
Twenty Theme. However, in M15 this theme was updated to Elementor. The search engine 
optimisation will be achieved via the Yoast SEO plugin and a consistent use of its 
recommendations, including tags, categories, meta descriptions, snippets etc. Good SEO is 
crucial especially for new websites and those with very specific “niche” content.  

The project website is currently using five main plugins: 

• Yoast SEO which ensures that a basic level of search engine optimisation is performed on the 
website and helps to increase website readability; 

• Contact Form 7 – is used to allow website visitors to contact i3-MARKET’s communication 
team; 

• Google Analytics Germanised - Google Analytics tool preconfigured to respect EU law (GDPR 
/ DSGVO) and still allowing extensive tracking possibilities; 
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• Page scroll to id – a plugin to improve user experience and replace browser’s “jumping” 
behaviour with a smooth scrolling animation; 

• Caldera Form – plugin used for creation of the responsive forms (e.g. surveys, event 
registration forms, etc.). 

3.2.1 Website content style 

i3-MARKET’s website content style is a mixture of the three styles through M4-M15: 

1. Expository style, used to explain a concept, present information to a wider audience 
and abstain from sharing opinions. This style is widely used in the pages such as: 
About, Project Partners, Ecosystem, etc.   

 

2. Descriptive style is used to describe a concept, person or event as it really happened. 
It is not meant to convince the readers to act but merely to present a topic or event as 
it happened. This style will be used in pages such as News and Events. 

3. Persuasive style is used convince readers of a position, opinion or to act. On the 
website, it is employed to encourage users to act, e.g., in the event page where users 
are encouraged to register (before the event). Posts in this style are usually made 
visible and available also on the i3-MARKET’s Home Page. 

In the latest update (M15) two new types of content will be added to the website,  to 
reflect the new outputs from the project partners: 

4. Technical Content - this is information regarding the design and implementation of the 
backplane and the software it is built upon. This is shared through presentations, 
website pages and the link to the subdomain where the open source community can 
test the solution.  

5. Interactive content - this is content in the form of videos, or presentations, that have 
been shared by partners and are available on the website. This content is related to 
public presentations, which are informative, or guides on the pilots or how to use the 
backplane, which are instructional.  

3.2.2 Website structure, content and 
promotion 

 

The project website publishes original content, which was originally structured as below: 

 

Menu item Content 

Home page – simple, visual page 
– navigation menu 
– four buttons leading towards the main website content (Industrial 

Use, COVID-19 response, R&D, Open Source Community) 
– latest project news 
– links to i3-MARKET’s social media and the latest tweets 
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About – general project information, vision and goals (About project) 
– brief technical introduction (Backplane) 
– information about the industrial pilots 
– communication materials (project logo, flyer, roll-up) 

News & Events – project’s news articles (7 pieces published in the first months) 
– information about the events (project events and external events 

attended by the i3-MARKET consortium) 

Stakeholders – information about the parties involved in the project (including 
names, logo, general info, link to their website) 

– ecosystem (cross-references to other important stakeholders – 
multipliers, H2020 projects, etc.) 

Get involved – possibility to subscribe to the newsletter 
– repository for all issues of the i3-MARKET newsletter 
– contact form 

Table 1 Original Website content  

 

All i3-MARKET communication materials (promotional materials, newsletters, multiple social 
media posts, etc.), whenever possible, refer to the project website in order to attract more 
stakeholders and allow them to browse through the website, learning more about the project 
(as project website is a key repository for project-related information).  

In addition, project partners promote the project website and provide a link to it in their 
websites. Below are some examples from the linked partners’ websites: 

 

  

 

 

 

 

 

Figure 11: i3-MARKET promotion and links in partner websites 
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i3-MARKET website: achievements 
 

In the first 18 months of the i3-MARKET lifetime, the project website has been developed and 
populated with content.  

In the first 8 months (from M4 to M12), 1270 unique users visited the website. Although it is 
less than the planned 5000 users, this is a normal trend for the first year of the project lifetime, 
when communication activities are meant to get to know the key stakeholders and build 
relationships with the main players in the ecosystem. This number will keep growing in the 
following years, once the project has more outputs to demonstrate then a more vigorous 
communication towards the outside stakeholders will take place. More intensive 
communication activities and more developed content will attract more visitors in the following 
two years, which will equalise the annual average, bringing it to the number foreseen in the 
communication strategy. 

Furthermore, Google Analytics show that 20% of website visitors tend to come back to the 
website, and they usually spend almost 2 minutes on the page (1min 51s), which is a very 
good achievement, given that there are no concrete results published yet. It is usually claimed 
that 2-2.5 min is considered a good standard duration for the website visit. Thus, i3-MARKET 
website is on the right track to have its visitors staying on the website for more than 2 minutes, 
as we expect a longer session duration once more technical content and other materials is 
published in the ‘Demonstrating knowledge and achievements’ phase. 

Moreover, website visitors come from different EU countries and no clear trends emerge, thus, 
it shows a good outreach in a wide geographic area, expanding impact to different regions of 
the EU (Ireland, Spain, Greece, Italy, Germany, Romania, etc.). 

Finally, the ‘peaks’ of website visits were observed in the periods between 17-24 July, 19-21 
October and 3-10 November – all of these peaks coincided with the external dissemination 
events (see Chapter 4 below), which means that the events have been well identified and 
project presentations during the events were engaging and attracted the attention of 
stakeholders. 

In the second period, from M13-M18 (as of writing, June 17) the website registered the 
following audience metrics: 

Metric Statistics 

Users (Unique) 2903 (2881)  

Sessions (Sessions per user) 4,438 (1.53) 

Page Views (pages per session) 6913 (1.56) 

Average Session Duration 34 seconds 

Table 2 Website Audience Metrics  

These figures are encouraging, for several reasons. The number of visitors and page views 
are good, and higher than the expected Performance Indicator. This suggests that the 
promotional activities are successful in pulling target audiences to the website, and the number 
of pages per sessions shows that 1 in 2 visitors to the website click through to visit a second 
page.  
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The one area that requires improvement is the average duration of visit to the website. This 
has decreased since the first period, perhaps due to the slowdown in original content due to 
the delay in the launch of the backplane, and less clear pathways to new content when it is 
posted. It is also possible that repeat visitors (25%) do not stay on the website for long, as 
they are checking back for an important update (such as the release of the backplane). An 
improvement is expected for this metric in M19-M24, due to more engaging content and 
clearer calls to action for key stakeholder audiences, such as connecting with the backplane. 
Likewise, as more of the project research is finalised and published via the website, it is 
expected that the average length of visit will increase.  

 

i3-MARKET website: Update  
 

As it has been already indicated in the D6.3a Dissemination, Engagement and Community 
Building Strategy and Plans, the project website will evolve through the project lifetime and at 
least two major updates will be implemented. The timeline for the website’s updates coincides 
with the main release cycles of the project outcomes. That is, the first major update will be 
implemented to mark the 1st release of the i3-MARKET’s backplane, originally foreseen for  
early 2021 but implemented in M15. The second update will align the website with the 
deployment of the demonstrators and their feedback (M22), and the third one at M33 will 
concentrate on business exploitation, end user and the final version of the product. This 
timeline has been adjusted to reflect the delayed release of the backplane, as the first update 
went live in M15, just before the backplane launch.  

The first  update has prepared the website to feature the main outputs of the first backplane 
release – technical explanations, documentation, links to the GitHub platform, etc. which will 
all be placed in a new website section. As of writing, the backplane launch has been promoted, 
clearer pathways to access the research and technical explanations have been created and 
dedicated promotional sections are available to highlight the call to action for visitors to use 
the i3-MARKET Github have been prepared. 

These clearer pathways include redesigning the menu, to make the projects research and 
technological innovations more accessible and adding extra sections to the homepage to 
promote specific documents, actions or releases. To complement this, a Youtube channel has 
been created that contains recordings of presentations given by partners, to provide a 
documentation of not only the outcomes of the research but the process as well, to provide a 
more thorough documentation of the research process.  

Furthermore, with this update, two different article series will be launched, helping to attract 
attention and more users to the website and to present different aspects of the i3-MARKET  
solution: 1) short article series illustrating the partners’ involvement and their expectations 
towards the i3-MARKET and 2) specialised and technical content series, where partners will 
be asked to contribute based on the knowledge they developed working on i3-MARKET and 
to summarise their achievements and findings up-to-date. The first series has three examples 
online and being promoted by social media.  

Finally, usual content updates will be implemented, keeping the project website up-to-date. 
The first  planned additions and updates to the project website are demonstrated in the Table 
below:  

 

 



Deliverable 6.3b – Dissemination and Engagement Report Y1  

 

 

 30 

Menu item  content updates Timeline 

Home page ▪ i3-MARKET backplane icon will replace 
the current ‘industrial use’ icon (to be 
done) 

▪ ‘i3-MARKET R&D’ icon will be updated 
to the ‘i3-MARKET R&D excellence’, 
this part will include pilot information 
which currently was under the 
‘industrial use’ (to be done) 

▪ Open Source Community will be linked 
with the new tools/ documents 
developed (to be done) 

▪ After the First 
Backplane release 
 
 

▪ After the first backplane 
release 
 
 

▪ Depending on the 
development under the 
T6.1 

News & Events ▪ News and articles section continuously 
updated with new content 

Continuous activity 

Stakeholders 

(currently 
under About 
Us) 

▪ List of the key stakeholders supporting 
the project will be continuously updated 
(eco-system sub-menu) 

▪ New sub-menu section will be created 
for the Open Source community (to be 
done) 

▪ Partners’ descriptions will be updated 
with the links to the articles (interviews) 
with the partners 

▪ Moved underneath the About Menu (as 
Community evolves will develop own 
section) 

▪ Continuous activity 
 
 

▪ Depending on the 
development under the 
T6.1 

▪ Continuous activity, 
updates implemented 
gradually (e.g., one 
partner every month) 

Get involved ▪ Section will be renamed to ‘Stay 
updated’ 

▪ Newsletter repository will be created 

M 15 

Research and 
Technology 
Library 
(new section) 

▪ New section will be created 

▪ i3-MARKET solution item will be 
created to upload relevant 
documentation and provide links to the 
GitHub  

▪ ‘Technical approach’ sub-menu item 
will be created to provide more 
information about different components 
and aspects of the Backplane 

▪ Will contain information on Pilots as 
well as presentations and documents  

▪ Approved project deliverables will be 
uploaded in a new sub-menu  

After the First 
Backplane release 

Once deliverables are 
approved (around 

M18) 

Table 3 Website updates as of M15  
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3.3  Social media 
The i3-MARKET uses two main social media channels - LinkedIn and Twitter, which both allow 
to reach out to different stakeholder communities, expand i3-MARKET’s brand recognition, 
disseminate and further multiply project’s news, results and event invitations. 

The main goals of i3-MARKET’s social media activities are the following: 

▪ demystifying the i3-MARKET solution; 

▪ promoting i3-MARKET’s value proposition, achievements and results; 

▪ sharing success stories from demonstrators and other data marketplaces, early 
adopters, etc.; 

▪ broadcasting i3-MARKET news and disseminating its calls (e.g., participation in 
events, hackathon, etc.); 

▪ engaging with the stakeholders, receiving comments and feedback, getting to know 
the content they read and share. 

3.3.1 Twitter 

The i3-MARKET’s Twitter handle is @i3market_eu, and it was created on 28 January 
2020. The account serves as the main disseminator of news, updates, and comments on 
social media. As of M4 (April 2020), the Twitter posts are posted daily (except weekends), with 
notable exceptions during holiday periods (summer and winter breaks, main public holidays) 
and other times, when the target audience is not actively using professional social networks. 

DIGITAL SME is responsible for the management of i3-MARKET’s Twitter account but all 
consortium partners, involved in the communication and dissemination task, are committed to 
engage with relevant posts, re-tweet the key information and otherwise boost i3-MARKET’s 
visibility on Twitter. Involved partners’ handles’ list can be found in the D6.3a Dissemination, 
Engagement and Community Building Strategy and Plans. 

The key achievements and plans for the next 12 months are detailed in the sections below 
(3.3.4 and 3.3.5) 

 

https://twitter.com/i3market_eu
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Figure 12: i3-MARKET Twitter handle 

 

3.3.2 LinkedIn 

The i3-MARKET LinkedIn page was created on 13 March 2020 and can be found on 
https://www.linkedin.com/company/i3-MARKET/.   

i3-MARKET’s LinkedIn profile is used to engage with professional community, engage in B2B 
networking and dissemination towards data professionals, data business representatives, etc.  

In the first ‘Get to know each other’ Phase LinkedIn is used less frequently as its main 
advantages are the specialised professional community and possibility to create longer posts, 
even publish articles. In order to make the best use of these advantages, more new content 
needs to be produced or results should be present so that to attract professionals interested 
in the i3-MARKET know-how and results. However, first content teasers and informative 
communication has been happening in i3-MARKET’s LinkedIn page also during the first 12 
months. 

More information about the achievements using LinkedIn and future planning is in the sections 
below (3.3.4 and 3.3.5). 

https://www.linkedin.com/company/i3-market/
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3.3.3 Other social media channels 

 

i3-MARKET’s Twitter and LinkedIn activities are supported with communication actions in 
other social media channels. Although the i3-MARKET’s approach to social media is based 
on quality over quantity rule, concentrating effort on the Twitter and LinkedIn which are best 
suited to reach the identified stakeholder groups, some additional activities were implemented 
in other social media channels. 

For instance, a YouTube (@i3-MARKET) channel was created, with  the intention to use the 
handle for technical videos (e.g., the Backplane demonstrations). 

Furthermore, some project partners used their corporate Facebook accounts to promote i3-
MARKET content. In particular, this was the case for those partners which reach to a wide 
professional community on Facebook. Usually, this happens because there are a few 
countries where Facebook is still more prevalent than Twitter (also for the professional 
communities). The concrete dissemination activities in this channel are reported below in the 
sub-chapter 3.3.4. 

3.3.4 i3-MARKET social media: achievements 
 

After the first 18 months of the project lifetime, i3-MARKET has 184 followers. Although this 
number is still quite low, it is rather typical for ‘Get to know each other’ phase. However, now 
that we have  entered the next communication phase, the growth in social media following will 
be closely monitored. These numbers will be reviewed weekly and corrective actions will be 
taken if the following does not grow in the first months of the launch of the backplane and 
engagement efforts begin with the open source community.  

However, a positive remark should be made here: despite lower number of followers, i3-
MARKET’s Twitter posts until M12 received more than 15,000 engagements, with an average 
engagement rate is 1.3%. According to digital marketing experts, for small Twitter accounts, 
engagement rates above 1% is a very positive trend1. It means that i3-MARKET tweets attract 
attention to the published content and the audience is willing to click on it, share, comment, 
etc. In other words, the audience is interested in i3-MARKET’s content and keen to engage 
with it. 

This figures were reflected in the second period (M13-M18), with i3-MARKET’s Twitter posts 
generating 48,300 impressions with a 1% engagement rate, which is a slight drop from the 
first period, but still positive.  

In addition, the i3-MARKET communications team ensured stable and periodic content 
updates in the social media, which generated 299 tweets and 43 LinkedIn posts.  

In order to increase i3-MARKET account’s visibility, followers base and engagement the i3-
MARKET account, the following corrective measures have been taken: 

UNICORN tweets and engagement of the new stakeholders has been achieved by: 

 

1 https://www.rivaliq.com/blog/2018-social-media-industry-benchmark-report/; https://follows.com/blog/2017/06/good-
engagement-rate-tweets; https://blog.hubspot.com/marketing/twitter-analytics  

https://www.youtube.com/channel/UCCUVj9a-VnQW1q7JMfIysag
https://www.rivaliq.com/blog/2018-social-media-industry-benchmark-report/
https://follows.com/blog/2017/06/good-engagement-rate-tweets
https://follows.com/blog/2017/06/good-engagement-rate-tweets
https://blog.hubspot.com/marketing/twitter-analytics


Deliverable 6.3b – Dissemination and Engagement Report Y1  

 

 

 34 

• usage of the trending hashtags related to data, data sharing, data marketplaces, etc. 
(e.g., #data, #BigData, #tech, #startup, #digital, #covid); 

• tagging of relevant profiles (International Data Spaces Association @ids_association, 
European Data Portal @EU_DataPortal, Big Data Value @BDVA_PPP etc.); 

• re-tweets, mentions and comments from project partners’ accounts; 

• active engagement during the events (e.g., re-tweets and comments with events’ 
pages or the most active participants; tagging event speakers and active participants, 
etc.); 

• informative posts, providing useful and interesting information to the target audience 
(e.g., sharing information about Open Calls for data-driven companies, sharing 
interesting reports and data trends, etc.) 

• posting following a 1-3-5 strategy: 5 posts per week, 3 direct attempts at engaging new 
followers per week and one piece of original content per week.  

Table 3 below gives an overview of project partners’ engagement with the i3-MARKET profile. 

 

Partner Links 

ATOS 
https://twitter.com/BDVA_PPP/status/1315929623633559553 
https://www.linkedin.com/posts/big-data-value-association_webinar-bdvpppseries-activity-

6721698416734310400-UTKg  
https://twitter.com/AriMarcomm/status/1318475407792930817?s=20  

AUEB https://www.facebook.com/eltrungr/posts/3239181399484311  

https://www.facebook.com/eltrungr/posts/3272100779525706  

https://www.facebook.com/eltrungr/posts/3376695059066277 

https://www.facebook.com/eltrungr/posts/3471534569582325 

https://www.facebook.com/ACEin.aueb.gr/posts/4559845474055669 

https://www.facebook.com/ACEin.aueb.gr/posts/4698142050226010 

https://www.facebook.com/ACEin.aueb.gr/posts/4249406618432891  

https://www.linkedin.com/posts/eltrun_survey-covid-19-impact-on-data-
marketplaces-activity-6701840861203836929-_slY 

https://www.linkedin.com/posts/eltrun_three-pillars-for-building-a-smart-data-
activity-6724282210486165504-npG1 

https://www.linkedin.com/posts/eltrun_survey-covid-19-impact-on-data-
marketplaces-activity-6713723519168995328-PUiY 

https://www.linkedin.com/posts/eltrun_i3market-eltrun-acein-activity-
6715578620829556736-CC-7  

DIGITAL SME https://www.facebook.com/DIGITALSMEAlliance/posts/3138520556262463 

https://www.facebook.com/DIGITALSMEAlliance/posts/3178773582237160 

https://www.linkedin.com/posts/european-digital-sme-alliance_three-pillars-for-
building-a-smart-data-ecosystem-activity-6724598166219493376-4gNa 

https://www.linkedin.com/posts/european-digital-sme-alliance_the-biggest-
challenges-related-to-data-marketplaces-activity-6701768658173128704-zaXr 

https://www.linkedin.com/posts/european-digital-sme-alliance_survey-covid-19-
impact-on-data-marketplaces-activity-6695991998492540928-nyq8 

https://twitter.com/BDVA_PPP/status/1315929623633559553
https://www.linkedin.com/posts/big-data-value-association_webinar-bdvpppseries-activity-6721698416734310400-UTKg
https://www.linkedin.com/posts/big-data-value-association_webinar-bdvpppseries-activity-6721698416734310400-UTKg
https://twitter.com/AriMarcomm/status/1318475407792930817?s=20
https://www.facebook.com/eltrungr/posts/3239181399484311
https://www.facebook.com/eltrungr/posts/3272100779525706
https://www.facebook.com/eltrungr/posts/3376695059066277
https://www.facebook.com/eltrungr/posts/3471534569582325
https://www.facebook.com/ACEin.aueb.gr/posts/4559845474055669
https://www.facebook.com/ACEin.aueb.gr/posts/4698142050226010
https://www.facebook.com/ACEin.aueb.gr/posts/4249406618432891
https://www.linkedin.com/posts/eltrun_survey-covid-19-impact-on-data-marketplaces-activity-6701840861203836929-_slY
https://www.linkedin.com/posts/eltrun_survey-covid-19-impact-on-data-marketplaces-activity-6701840861203836929-_slY
https://www.linkedin.com/posts/eltrun_three-pillars-for-building-a-smart-data-activity-6724282210486165504-npG1
https://www.linkedin.com/posts/eltrun_three-pillars-for-building-a-smart-data-activity-6724282210486165504-npG1
https://www.linkedin.com/posts/eltrun_survey-covid-19-impact-on-data-marketplaces-activity-6713723519168995328-PUiY
https://www.linkedin.com/posts/eltrun_survey-covid-19-impact-on-data-marketplaces-activity-6713723519168995328-PUiY
https://www.linkedin.com/posts/eltrun_i3market-eltrun-acein-activity-6715578620829556736-CC-7
https://www.linkedin.com/posts/eltrun_i3market-eltrun-acein-activity-6715578620829556736-CC-7
https://www.facebook.com/DIGITALSMEAlliance/posts/3138520556262463
https://www.facebook.com/DIGITALSMEAlliance/posts/3178773582237160
https://www.linkedin.com/posts/european-digital-sme-alliance_three-pillars-for-building-a-smart-data-ecosystem-activity-6724598166219493376-4gNa
https://www.linkedin.com/posts/european-digital-sme-alliance_three-pillars-for-building-a-smart-data-ecosystem-activity-6724598166219493376-4gNa
https://www.linkedin.com/posts/european-digital-sme-alliance_the-biggest-challenges-related-to-data-marketplaces-activity-6701768658173128704-zaXr
https://www.linkedin.com/posts/european-digital-sme-alliance_the-biggest-challenges-related-to-data-marketplaces-activity-6701768658173128704-zaXr
https://www.linkedin.com/posts/european-digital-sme-alliance_survey-covid-19-impact-on-data-marketplaces-activity-6695991998492540928-nyq8
https://www.linkedin.com/posts/european-digital-sme-alliance_survey-covid-19-impact-on-data-marketplaces-activity-6695991998492540928-nyq8
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GFT https://www.linkedin.com/posts/gft-group_internetofthings-artificialintelligence-iot-
activity-6724260373014302721-EpqV/ 

https://www.linkedin.com/feed/update/urn:li:activity:6691302217393180672  

https://twitter.com/gft_it/status/1285538055475154944?s=20  

HOPU https://hopu.eu/i3-market-data-economy_eng/  

https://hopu.eu/i3-market-economia-de-datos_esp/  

https://www.facebook.com/hopubiquitous/posts/2822047128076178  

https://www.linkedin.com/feed/update/urn:li:activity:6730499184111194113  

https://twitter.com/HOPUbiquitous/status/1324730862081085442  

https://twitter.com/HOPUbiquitous/status/1325012096984158208  

IBM https://www.zurich.ibm.com/EUProjects.html  

UPC 
https://twitter.com/inLabFIB/status/1285478324509319168 

https://twitter.com/inLabFIB/status/1288366178000306176 

https://www.linkedin.com/posts/inlab-fib_i3-market-workshop-for-data-marketplace-users-

activity-6691246975502839810-hkIn 

TELESTO 
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-

6719502062842851328-WCys https://www.linkedin.com/posts/telesto-

technologies_survey-covid-19-impact-on-data-marketplaces-activity-

6706577115921313792-WuFv https://www.linkedin.com/posts/telesto-

technologies_survey-covid-19-impact-on-data-marketplaces-activity-

6703565546840956928-LiS5  

Table 4 Project partners' social media activities for i3-MARKET  

 

 

3.3.4 i3-MARKET social media: further steps 
 

In the next 6 months, following the release of the backplane, social media activities will 
become even more prominent, thanks to more content created by the consortium and through 
other communication activities (e.g., two new article series). Content of all these activities, 
outputs published during the First Release, etc. will all feed into i3-MARKET’s social media 
feeds. 

Furthermore, i3-MARKET will engage with other stakeholders’ posts more pro-actively by 
commenting and questioning relevant content published by other profiles. 

In addition, future online events (such as webinars, workshops) organised by the i3-MARKET 
consortium will be live-streamed through its social media accounts to attract more interested 
stakeholders. This would also make it possible to record videos and later publish them in social 
media accounts, re-use interesting parts (quotes) from them. 

Moreover, more visuals (social media banners) have been  created in order to illustrate i3-
MARKET’s content and to entice more attention to the content. 

https://www.linkedin.com/posts/gft-group_internetofthings-artificialintelligence-iot-activity-6724260373014302721-EpqV/
https://www.linkedin.com/posts/gft-group_internetofthings-artificialintelligence-iot-activity-6724260373014302721-EpqV/
https://www.linkedin.com/feed/update/urn:li:activity:6691302217393180672
https://twitter.com/gft_it/status/1285538055475154944?s=20
https://hopu.eu/i3-market-data-economy_eng/
https://hopu.eu/i3-market-economia-de-datos_esp/
https://www.facebook.com/hopubiquitous/posts/2822047128076178
https://www.linkedin.com/feed/update/urn:li:activity:6730499184111194113
https://twitter.com/HOPUbiquitous/status/1324730862081085442
https://twitter.com/HOPUbiquitous/status/1325012096984158208
https://www.zurich.ibm.com/EUProjects.html
https://twitter.com/inLabFIB/status/1285478324509319168
https://twitter.com/inLabFIB/status/1288366178000306176
https://www.linkedin.com/posts/inlab-fib_i3-market-workshop-for-data-marketplace-users-activity-6691246975502839810-hkIn
https://www.linkedin.com/posts/inlab-fib_i3-market-workshop-for-data-marketplace-users-activity-6691246975502839810-hkIn
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys
https://www.linkedin.com/posts/telesto-technologies_survey-covid-19-impact-on-data-marketplaces-activity-6706577115921313792-WuFv
https://www.linkedin.com/posts/telesto-technologies_survey-covid-19-impact-on-data-marketplaces-activity-6706577115921313792-WuFv
https://www.linkedin.com/posts/telesto-technologies_survey-covid-19-impact-on-data-marketplaces-activity-6706577115921313792-WuFv
https://www.linkedin.com/posts/telesto-technologies_survey-covid-19-impact-on-data-marketplaces-activity-6703565546840956928-LiS5
https://www.linkedin.com/posts/telesto-technologies_survey-covid-19-impact-on-data-marketplaces-activity-6703565546840956928-LiS5
https://www.linkedin.com/posts/telesto-technologies_survey-covid-19-impact-on-data-marketplaces-activity-6703565546840956928-LiS5
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Finally, as mentioned above, weekly analysis of accounts’ growth will be implemented. Should 
the growth continue to be slow even when more authentic i3-MARKET content is posted, 
various corrective actions will be taken. For instance, short live presentations and Q&A 
sessions might be organised, trendy content (such as ‘memes’) could be created. 

3.4 Newsletter 

The i3-MARKET newsletter is used to communicate with all target audiences that already 
know the project and wish to follow the project’s progress, keep informed about its news and 
upcoming events. It disseminates the most recent contents produced within the project; 
provides updates on the project’s progress; fosters new contacts and interactions with 
stakeholders, animates their community. Three  i3-MARKET Newsletters were created during 
the first 18 months – more details are provided in the sub-chapters below. 

3.4.1 I3-MARKETnewsletter: development, 
content and dissemination 

i3-MARKET’s communications leader DIGITAL SME coordinates the process of the 
Newsletter creation. DIGITAL SME plans the outline of the Newsletter and contacts relevant 
partners, whose contributions are needed. Once the first version of the newsletter is ready, 
the draft is sent to the partners for their feedback. After collecting the partner’s feedback and 
editing the newsletter, DIGITAL SME uploads it to the internal i3-MARKET’s Wiki page (for 
partners to download), sends it out to the partners and provides them with recommendations 
on how the newsletter could be disseminated.  

i3-MARKET’s newsletters are planned to contain the following contents, demonstrated below. 
However, this proposed structure might change during the next years, should there be any 
new content types or specific requests / feedback from the subscribers. 
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Figure 13: i3-MARKET Newsletter structure 

Once completed, the newsletter is published and available in the i3-MARKET webpage and 
disseminated to the contacts who subscribed to the newsletter (subscription form available in 
the i3-MARKET website, while subscribed individuals’ data is treated in a GDPR-compliant 
manner – all of it is described in the website’s Privacy Policy). Each issue of the newsletter is 
then promoted on the project’s website (Home Page) and within social media channels.  

Moreover, it is each partner’s responsibility to disseminate the i3-MARKET newsletter to their 
own networks. This allows project partners to choose the best dissemination means which fit 
their companies’ communication strategy and style, preventing GDPR issues of sharing 
contact details with other partners, and allowing partners to choose newsletter promotion 
timing which best suits their needs and communications timeline. For the first newsletters, 
project partners were encouraged to share them with their mailing lists, potentially interested 
contacts, etc., link to it in their websites, and promote it in their social media channels. Results 
of the newsletter dissemination are reported in the sub-chapter below (3.4.2). 

 

INTRO 

1-2 sentences summarising the main milestones which happened since the last newsletter 

link to i3-MARKET social media and / or website 
Coordinator's foreword 

2-3 opening paragraphs 

Reminder about the project's goals, brief summary of the project news 
Project's Highlights  

3-5 highlights from the past period  

Each highlight illustrated with a picture, accomponied with a 'Read more' link 
Community corner 

Relevant news or events from the supporting stakeholders 

These news are illustrated with a small picture, accomponied with a 'Read more' link 
Partners' spotlight 

short description of 2 project partners 

1-2 sentences about partners' role in the project  

Partners' logo and links to the websitesContacts 

links to i3-MARKET website and social media 

EU funding disclaimer 



Deliverable 6.3b – Dissemination and Engagement Report Y1  

 

 

 38 

 

Figure 14: First i3-MARKET Newsletter 

3.4.2 Newsletter: achievements 

The first i3-MARKET Newsletter was created and published by the end of M8 and was 
disseminated in M8-M9.  

32 subscribers received the Newsletter. Further +7500 were reached out promoting the 
newsletter through the partners’ channels (see the reporting table below). 

 

Partner Dissemination channel 
Approx. number 
of contacts 
reached 

Links / comments 

ATOS ATOS Research and Innovation 
(ARI) Twitter Channel 
Internal ARI Unit newsletter 

+400 followers 
 
 

+150 subscribers 

https://twitter.com/AriMarco
mm/status/1309417361469
046791?s=20  

AUEB ELTRUN newsletter +500 subscribers  

DIGITAL 
SME 

DIGITAL SME website 

DIGITAL SME newsletter 

DIGITAL SME Twitter account 

+200 visitors 

approx. 3000 

+2200 

https://www.digitalsme.eu/p
rojects/i3-market/  

https://twitter.com/EUdigital
sme/status/1305526897737
191426  

SIEMENS 
AG 

YAMMER groups 

Collaborating UNIVERSITIES 

Internal forwarding of newsletter 

284 group members 

Chair members: 60 

 

https://twitter.com/AriMarcomm/status/1309417361469046791?s=20
https://twitter.com/AriMarcomm/status/1309417361469046791?s=20
https://twitter.com/AriMarcomm/status/1309417361469046791?s=20
https://www.digitalsme.eu/projects/i3-market/
https://www.digitalsme.eu/projects/i3-market/
https://twitter.com/EUdigitalsme/status/1305526897737191426
https://twitter.com/EUdigitalsme/status/1305526897737191426
https://twitter.com/EUdigitalsme/status/1305526897737191426
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TELESTO Telesto LinkedIn account 212 followers https://www.linkedin.com/p
osts/telesto-
technologies_i3-market-1-
newsletter-activity-
6719502062842851328-
WCys/  

UNPARALL
EL 

UNPARALLEL Innovation, Lda 
Facebook account 

UNPARALLEL Innovation, Lda 
Twitter account 

 

UNPARALLEL Innovation, Lda 
LinkedIn account 

98 followers 

 

14 followers 

 

128 followers 

https://www.facebook.com/
unparallelinnovation/posts/
424553864880583 
https://twitter.com/unparalle
l_pt/status/1339196991151
214593?s=20  

https://www.linkedin.com/p
osts/unparallel-innovation-
lda_newsletter-1-activity-
6744962699551141888-
9wHl  

UPC inLab FIB internal Newsletter +300 subscribers  

Table 5 First i3-MARKET Newsletter dissemination  

 

 

 

 

 

 

 

 

 

 

 

 

The second newsletter was published in M13, after the winter break. Although this newsletter 
was supposed to promote the First Release of the Backplane and the First Dissemination 
event, the theme has been changed due to delays in other tasks. Instead, the Second 
Newsletter will serve as a teaser for the upcoming First Release. The newsletter was sent to 
32 people who signed up, and a larger audience via partner dissemination.  

Partner Dissemination channel 
Approx. number 
of contacts 
reached 

Links / comments 

Figure 15: Examples of the i3-MARKET Newsletter 
dissemination 

https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys/
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys/
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys/
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys/
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys/
https://www.linkedin.com/posts/telesto-technologies_i3-market-1-newsletter-activity-6719502062842851328-WCys/
https://www.facebook.com/unparallelinnovation/posts/424553864880583
https://www.facebook.com/unparallelinnovation/posts/424553864880583
https://www.facebook.com/unparallelinnovation/posts/424553864880583
https://twitter.com/unparallel_pt/status/1339196991151214593?s=20
https://twitter.com/unparallel_pt/status/1339196991151214593?s=20
https://twitter.com/unparallel_pt/status/1339196991151214593?s=20
https://www.linkedin.com/posts/unparallel-innovation-lda_newsletter-1-activity-6744962699551141888-9wHl
https://www.linkedin.com/posts/unparallel-innovation-lda_newsletter-1-activity-6744962699551141888-9wHl
https://www.linkedin.com/posts/unparallel-innovation-lda_newsletter-1-activity-6744962699551141888-9wHl
https://www.linkedin.com/posts/unparallel-innovation-lda_newsletter-1-activity-6744962699551141888-9wHl
https://www.linkedin.com/posts/unparallel-innovation-lda_newsletter-1-activity-6744962699551141888-9wHl
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ATOS Cross-CPP project Twitter 
account (H2020) 

+300 followers 
 
 

 

AUEB Facebook Dissemination, EL +500 subscribers https://www.facebook.com/
ACEin.aueb.gr 

DIGITAL 
SME 

DIGITAL SME website 

DIGITAL SME Twitter account 

+200 visitors 

+2200 

https://www.digitalsme.eu/p
rojects/i3-market/  

https://twitter.com/EUdigital
sme/status/1305526897737
191426  

SIEMENS 
AG 

YAMMER groups ~1730 followers  

TELESTO Telesto LinkedIn account 220 followers https://www.linkedin.com/p
osts/telesto-
technologies_i3-market-2-
newsletter-activity-
6757260600390242304-rp-
C/ 

UNPARALL
EL 

UNPARALLEL Innovation, Lda 
Facebook account 

UNPARALLEL Innovation, Lda 
Twitter account 

 

UNPARALLEL Innovation, Lda 
LinkedIn account 

1. 99 followers 
2. 16 followers 
3. 128 

followers 

https://www.facebook.com/
unparallelinnovation/posts/
4330012743691753 

https://twitter.com/unparalle
l_pt/status/1339196991151
214593 

https://www.linkedin.com/fe
ed/update/urn:li:activity:675
5905745390239744 

UPC 1. inLab FIB internal 

Newsletter 

2. inLab FIB Twitter 

3. CIT UPC Twitter 

4. inLab FIB linkedin 

5. inLab FIB facebook 

 

1. 300+ 

subscriber

s 

2. 1200+ 

followers 

3. 2900+ 

followers 

4. 600+ 

followers 

5. 300+ 

followers 

 

 

IDEMIA Idemia Twitter & Linkedin 

Accounts 

17 564 followers 

 

274 082 followers 

 

 

https://www.digitalsme.eu/projects/i3-market/
https://www.digitalsme.eu/projects/i3-market/
https://twitter.com/EUdigitalsme/status/1305526897737191426
https://twitter.com/EUdigitalsme/status/1305526897737191426
https://twitter.com/EUdigitalsme/status/1305526897737191426
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GFT Internal GFT Newletter  >500 recipients 
 

Table 6 Second Newsletter Dissemination   

 SEQ Table \* Arabic The third newsletter was published in M17, as part of the the launch of 
the backplane. The content described the backplane, the pilot testing the project will be 
undertaking and a recap of the recent project events, as well as introducing the new content 
series based on the impact that partners expect the project to have.  

 

 

Figure 16 Newsletter 3 Cover and Coordinators Foreword  

The third newsletter was disseminated to 40 recipients via the mailing list, and a large 
audience online.  

 

https://www.i3-market.eu/2021/06/07/newsletter-3/


Deliverable 6.3b – Dissemination and Engagement Report Y1  

 

 

 42 

Partner Dissemination channel 
Approx. number 
of contacts 
reached 

Links / comments 

    

AUEB Facebook Dissemination, EL +500 subscribers https://www.facebook.com/
ACEin.aueb.gr 

DIGITAL 
SME 

DIGITAL SME website 

DIGITAL SME Twitter account 

 

+200 visitors 

+2900 followers 

https://www.digitalsme.eu/p
rojects/i3-market/  

https://twitter.com/EUdigital
sme/status/1305526897737
191426  

SIEMENS 
AG 

YAMMER groups ~1730 followers  

TELESTO Telesto LinkedIn account 220 followers https://www.linkedin.com/p
osts/telesto-
technologies_i3-market-2-
newsletter-activity-
6757260600390242304-rp-
C/ 

UNPARALL
EL 

UNPARALLEL Innovation, Lda 
Facebook account 

UNPARALLEL Innovation, Lda 
Twitter account 

 

UNPARALLEL Innovation, Lda 
LinkedIn account 

1. 99 followers 

2. 16 followers 

3. 128 
followers 

▪ https://www.linkedin
.com/feed/update/u
rn:li:activity:675590

5745390239744Fa

cebook: https://w

ww.facebook.com

/unparallelinnovat

ion/posts/478847

4707845552 

▪ Twitter:  

▪ https://twitter.com

/i3market_eu/stat

us/140189201467

3760257. Please 

try again in 1 

minute(s). 

▪ LinkedIn: https://

www.linkedin.co

m/feed/update/urn

:li:activity:68080

00390244708352 

 

IDEMIA Idemia Twitter & Linkedin 

Accounts 

17 564 followers 

 

274 082 followers 

 

https://www.digitalsme.eu/projects/i3-market/
https://www.digitalsme.eu/projects/i3-market/
https://twitter.com/EUdigitalsme/status/1305526897737191426
https://twitter.com/EUdigitalsme/status/1305526897737191426
https://twitter.com/EUdigitalsme/status/1305526897737191426
https://www.facebook.com/unparallelinnovation/posts/4788474707845552
https://www.facebook.com/unparallelinnovation/posts/4788474707845552
https://www.facebook.com/unparallelinnovation/posts/4788474707845552
https://www.facebook.com/unparallelinnovation/posts/4788474707845552
https://www.facebook.com/unparallelinnovation/posts/4788474707845552
https://www.linkedin.com/feed/update/urn:li:activity:6808000390244708352
https://www.linkedin.com/feed/update/urn:li:activity:6808000390244708352
https://www.linkedin.com/feed/update/urn:li:activity:6808000390244708352
https://www.linkedin.com/feed/update/urn:li:activity:6808000390244708352
https://www.linkedin.com/feed/update/urn:li:activity:6808000390244708352
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GFT Internal GFT Newletter  >500 recipients 
 

Table 7 Third Newsletter Dissemination  

 

 

3.4.3 Newsletter: further planning 

At least two newsletters are planned to be issued annually, thus for M18-M36, three 
newsletters are planned. As indicated in the D6.3a Dissemination, Engagement and 
Community Building Strategy and Plans, the newsletters will be co-allocated with the most 
important milestones of the project and communication peaks related to project’s events, 
hackathon, etc. The planning is demonstrated in Table 8 below. Additional newsletters might 
be issued, based on the communications needs. 

Table 7 Newsletter Planning  

 

3.5 Press Releases 

The purpose of press releases is to draw attention to notable successes of the project and 
elevate the importance of these successes vis-à-vis the everyday communication on social 
media. Interested stakeholders will be able to stay up-to-date about the project without having 

Newsletter Month Milestones & content of the newsletter 

4th Newsletter M22 Success stories from the demonstrators 

Promotion of the upcoming 1st Hackathon (M18-M21) 

Promotion of the industrial pilot (MS07, due in M22) 

Promotion of the 2nd Dissemination event 

Promoting the results and success stories of the 1st Hackathon (M18-
M21) 

5th Newsletter M27 Presentation of the success stories and key value propositions 
stemming from the 1st version of the evaluation of the i3-MARKET 
architecture and core technologies (MS09, due in M27) 

Promotion of the upcoming 2nd Hackathon (M30-M33) 

6th Newsletter M33 Promotion of the release of the 3rd cycle with the full tested, evaluated 
and validated i3-MARKET backplane. 

Promotion of the 3rd Dissemination event 

Promoting the results and success stories from the 2nd Hackathon 
(M30-M33) 
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to actively consult the website and/or if the social media algorithms fail to show them i3-
MARKET’s updates. 

Whenever a newsworthy event takes place for i3-MARKET, the consortium will prepare a 
press release (ca. 500-1000 words). Such newsworthy events include the dissemination 
events or i3-MARKET Backplane releases, participation in some major European events, etc. 
At the time of writing, no Press Releases have been developed yet, but the upcoming Press 
Release is planned for the First Release of the Backplane (M15-18). This will be created once 
the Call to Action is finalised.  

The press release will be sent to subscribers of the newsletter and to the selected press 
contacts. The emails will include title, subtitle, a teaser of the body, and one image; the full 
press release articles will be posted on the i3-MARKET website. 

The dissemination of the press releases follows the same strategy as the dissemination of the 
newsletters, which is explained above. The press releases will be published in the i3-MARKET 
webpage and disseminated to the above-mentioned contacts, promoted in social media, etc. 
In addition, project partners will receive a template for Press Release with a possibility to 
personalise them (e.g., put their own quote). The partners will be asked to share the press 
releases with their respective networks and national media. If needed, translations to the 
national languages will be done by the partners themselves. 

All partners will be asked to fill in the press release reporting form which will contain the same 
parts as the Newsletter reporting table in Table 5. 

 

3.6 Promotional material 
To support awareness raising about i3-MARKET and dissemination of its outcomes, a set of 
promotional materials for communication towards the target groups has been produced in the 
first year of the project. 

Initially drafted promotional materials will be updated during the project, depending on the 
project’s progress and key results to be presented in the promotional material. The updates 
will coincide with the three release cycles of i3-MARKET (see explained above and in the 
DoA). Therefore, at least three versions of the project poster and the leaflet are expected. 

The promotional materials have been produced as digital versions for the time being, adapting 
to the COVID-19 situation, and made available for all project partners. Initially, it was planned 
to produce at least four printed promotional materials: a project postcard, a project leaflet, an 
i3-MARKET roll up for exhibitions, and a project poster for project booths and other events. 
These have been shown in Section 3.1.6. 

As mentioned in that Section, following the COVID-19 situation, the i3-MARKET partners 
adopted an agile approach and iterated the visual materials’ strategy after assessing the best 
way forward to fit the project’s communications needs. Therefore, a digital project leaflet, a 
digital project scientific poster as well as various further digital dissemination materials have 
been developed and been used during the first year. 

3.6.1 Project leaflet  
An initial leaflet has been created by DIGITAL SME to serve as a short and concise document 
to share the necessary information about i3-MARKET, so that interested people can grasp the 
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project at a glance. Developed as a versatile communication tool, the leaflet is mainly meant 
to be used at events targeting our stakeholders, both internal and external: webinars, online 
booths, workshops, to inform the audience about the project. It therefore gathers all the 
essential and generic information of the project.  

As the pandemic situation did not allow for physical events, printed material was not needed. 
Thus, this leaflet was specifically designed as a digital communication tool, in order to be 
visually appealing and eye-catching on screen, as well as easy to read (adequate brightness 
and colours for on-screen reading).  

 

Figure 17 Project leaflet  

3.6.2 Project promotional material for scientific 
dissemination 

To specifically target the scientific community, which needs more than the generic information 
about the project, the project coordinator NUIG developed a scientific leaflet and roll-up poster 
containing detailed project information. The purpose of these materials is to attract and provide 
researchers with key technical information on the i3-MARKET concept.  

These materials have been disseminated on events gathering an audience with scientific and 
technical background, e.g., at the European Big Data Value Forum on 3-5 November 2020, 
the BDVA Projects Meeting 18-19 March 2021 and at the Data Week on 25-27 May 2021.  
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Figure 18 Project roll-up poster  
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Figure 19 Project scientific flyer  

3.6.3  Further dissemination materials 
Further dissemination materials have been created throughout the first year of the event, 
adapting to the project’s current needs and activities, e.g., for specific events, as well as to the 
development of the broader ecosystem.  

An infographic on how the i3-MARKET partners cope with the COVID-19 situation has been 
created to inform the project’s audience on the website and social media. It illustrates the 
measures that have been taken by the partners to properly address this challenge without 
compromising the project’s objectives. 

 

 

Figure 20 Infographic on how i3-MARKET copes with the COVID-19 situation, used on the website 
and on social media, April 2020Infographic on how i3-MARKET copes with the COVID-19 situation, 

used on the website and on social media, April 2020  
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In addition, as shown below, visual material has been designed for every i3-MARKET 
dissemination activity at events, be it i3-MARKET events or i3-MARKET contribution to third-
party events. 
 

 

Figure 21 Social media banner for an i3-MARKET webinar on 23 July 2020  

 

 

Figure 22 Social media banner for an i3-MARKET roundtable at the Digital Around the World, on 21 
October 2020  
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Figure 23 Social media banner for a sponsor talk at the European Big Data Value Forum, on 4 
November 2020  

 

 

Figure 24 Social media banner for the dissemination of the event summary of the joint i3-MARKET 
and Big Data Value ecosystem webinar on 23 October 2020  
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3.6.4 Achievements using i3-MARKET 
dissemination materials 

The dissemination materials are an integral part of the project’s communication and easily 
allow the project’s main messages to be conveyed in a visually attractive and powerful 
manner. By using relevant messages targeting data stakeholders, a sophisticated design and 
clear illustrations, this communication vector is very effective. 

It is even more essential to have impactful dissemination materials in times of COVID-19, 
where almost all communications activities switched to the online sphere. As most of the 
stakeholders have increased their time spent online during the pandemic, this allowed us to 
reach out to a broader audience. On the other hand, it has become more difficult to captivate 
the audience via online messages, as the number of online messages and information has 
drastically gone up and makes it more difficult to stand out from the mass of information.  

Through the dissemination of promotional materials, the i3-MARKET partners were able to 
raise awareness about the project towards its target groups of stakeholders. When presenting 
the project at online events or online exhibitions, the visuals allowed to illustrate the project’s 
key objectives, messages and solutions. 

3.6.5 Further plans for i3-MARKET 
dissemination materials 

The planning of the upcoming dissemination materials will remain very flexible, depending on 
how the situation around COVID-19 evolves. The following materials have been planned and 
their concrete implementation will be adapted to the current situation. 

A new leaflet will be created after the First release, adding information and illustration about 
the i3-MARKET solution and approach. This leaflet is foreseen to be used in physical events 
to illustrate and summarise the explanation of the project but could also be used in online 
booths at virtual exhibitions, if the situation does not allow for travelling and face-to-face 
interaction.   

Like the first year of the project, the i3-MARKET partners will keep creating visuals for social 
media and the website to promote events, be it project events or participation in third-party 
events.   

In parallel, additional infographics will be developed to further illustrate i3-MARKET’s methods 
and technical solutions, e.g. for each pilot deployment to promote the i3-MARKET 
demonstrators as of M16.  

If the situation allows for printed materials, the print costs will be covered by NUIG’s and 
DIGITAL SME’s budget for dissemination materials. 

 

3.7 News articles and news updates 

In order to communicate about the project’s progress and main achievements, nineteen news 
articles have been drafted and published on the i3-MARKET website. Moer detail on the types 
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of article and their dissemination is provided in the sub-chapters below. Moreover, Figure 25 
shows articles uploaded to the i3-MARKET website. 

 

 

Figure 25 News articles in the i3-MARKET website  

3.7.1 News articles, their dissemination and 
achievements 

 

Nineteen news articles were published on the i3-MARKET project website. Most articles were 
promoting project events or overview reports (seven articles), others covered updates on 
project progress and calls for action (e.g., to fill-in COVID-19 Impact Survey). 

DIGITAL SME is responsible for planning, drafting and publishing of all articles. However, 
partners might be asked to contribute, based on their expertise and experience. In the first 12 
months, partners were asked to provide their inputs related to their participation in the external 
events (e.g., summarising the main conclusions from their presentations, explaining feedback 
received, etc.). 

News articles were further disseminated through i3-MARKET’s newsletter, social media 
channels, consortium partners’ social media channels. 

In the first 18 months of the project, the News & Events section was the most visited part of 
the website, after the Home Page. Furthermore, many referral visits from social media were 
directed to the News & Events page. These statistics demonstrate that the i3-MARKETS 
stakeholder community is interested in overall project development and content produced by 
the project.  

 

3.7.2 Further steps 
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At least 20 longer articles (extended stories, interviews, event reports, etc.) are planned for 
the duration of the project. However, it is likely that more article entries will be drafted. In 
addition, all stakeholders in the i3-MARKET community are invited to contribute to the articles 
section and provide their own content (subject to the Communications coordinator’s review 
and editing). 

As was the case during the first 12 months of the project, news articles will contain similar 
content during the second year: news will reflect project developments, will inform about the 
upcoming events and/or initiatives, and will report on those which already finished.  

In addition, as the second content-based phase of project communications will start as of M13, 
two new series of project articles will be launched, to provide more ‘topical’ content: 

1) Short article series illustrating the potential impact and vision of the i3-MARKET in the view 
of each consortium partner. This series will feature all project partners in order to promote 
their role and contribution to the project, as well as their individual vision of the project, 
impacts which they expect to get, views on the main i3-MAKET messages. This article series 
will be provided in a form of short interviews with all project partners. 

2) Article series on the specialised (technical) topics. These articles will be based on the 
partners’ activities and experience in the i3-MARKET project, and cover (or re-use) some 
parts of the project deliverables. A few potential topics for such articles could include: data 
governance and privacy, DPIA process, licensing, etc. These longer articles might also be 
published in some external online portals (e.g. Medium.com and technative.io), given that 
links to the i3-MARKET are maintained. 
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4  i3-MARKET stakeholder 
groups and their 
engagement 

 

Stakeholder identification is an essential and basic step complementing the engagement and 
communication activities. It is followed by an analysis of the identified stakeholders and their 
needs, and by the creation of messages tailored to these stakeholders. This process allows 
to create a truly engaged community, willing to use and/or further multiply i3-MARKET’s 
findings, outputs and results. Therefore, a detailed stakeholder group analysis has been 
implemented in D6.3a (see: Chapter 3 in D6.3a). 

However, the stakeholder needs might also be shifting, especially, due to a rapid need of 
digitalisation caused by the COVID-19 pandemic. In addition, through the continues 
engagement with the stakeholders during ‘Get to know each other’ phase, and through the 
further advancement of the project, new insights about the project stakeholders have been 
developed. For this reason, based on the new observations about project stakeholders, a 
further analysis has been carried out and stakeholder personas were developed. 

 

4.1 Stakeholder personas 
 

As explained above, further expanding information and knowledge about the key 
stakeholders, which was provided in the D6.3a, the stakeholder personas were developed2. It 
complements and improves the information about the stakeholder identification and value 
proposition towards them, which can be found in the Chapter 3 in D6.3a. As a short recap, the 
key stakeholder categories can be summarised as illustrated in the Table 9, and they can be 
categorised into two main types: 

1. active stakeholders (primary target audience) which are expected to take an active role in the 
i3-MARKET environment and actively engage with and ‘consume’ the project’s outputs and 
services provided by the i3-MARKET consortium. Active stakeholders include SMEs and 
Industry (data owners, data providers, data consumers, data marketplace operators) and Open 
Source Community. 

 
2 It is important to note that there is a significant differentiation between the target audiences reached and engaged 
with communication and engagement activities and the final end-users of the project. The former ones are any 
stakeholders which are impacted by the project and which serve either as the potential customers and users of i3-
MARKET’s outputs or as the likely ‘multipliers’. In other words, they are not only targeted customers, but might also 
be those stakeholders that further spread the key messages, promote and further share i3-MARKET’s findings, 
etc. Meanwhile, the final end-users of i3-MARKET will be further identified and analysed in the task 6.4 
Sustainability and Business Exploitation.  

 



Deliverable 6.3b – Dissemination and Engagement Report Y1  

 

 

 54 

2. enabling stakeholders (secondary target audience) - the stakeholders that add or contribute 
to the expansion and use of the i3-MARKET framework (e.g., by further multiplying the project’s 
results, using the project’s scientific findings, building further research based on i3-MARKET, 
using the project’s insights for future decision making, etc.). The enabling stakeholders include 
academic and research communities; H2020 community and public authorities.  

 

Active stakeholders (primary target audience) Enabling stakeholders (secondary target 
audience) 

SMEs & Industry: 

• Data owners (any company or that 
owns the data) 

• Data providers  

• Data consumers 

• Data marketplace operators 

Open Source Community 

Academic and research communities 

H2020 Community 

Public authorities 

 

Table 8 Stakeholders  

Based on these identified stakeholder groups, the following stakeholder personas were 
developed (Table 10 below), giving further insights about the stakeholders, their needs, 
possible messages towards these stakeholders and the tools to be used. 
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Category 
of the 
stake-
holder 

Persona Persona 
description 

Pain points of 
this persona 

Expectations 
towards i3-
MARKET 

i3-MARKET’s 
assets for 
this 
stakeholder 

Message cluster and 
messaging example 

Communi-
cation 
habits / 
interests 

Commu-
nication tools 
to address 
this persona 

Data 
owners 
(any 
company or 
that owns 
the data) 
(SMEs & 
Industry) 

 

Marc  

 

Marc is a 
business 
development 
officer in the 
SME.  

He is pro-
actively 
looking for 
new business 
ideas, new 
potential 
projects and 
innovative 
ways to 
monetise the 
company’s 
expertise, 
knowledge, 
data, as well 
as to sell more 
products and 
services 

- lack of 
knowledge of 
how their data 
can be used or 
monetised in 
practice 

- uncertainty 
about data 
handling 
regulations (can 
one’s data be 
re-used and 
sold, under 
what 
circumstances?) 

- lack of 
knowledge of 
who could use 
their data and 
how, how to 
reach such end-
users 

- knowledge 
about new 
ways to re-use 
and monetise 
data owned 

- certainty 
regarding 
security of their 
data traded 

- fair 
compensation 
for data traded 

- networking 
with similar 
companies 

- assurance of 
data 
protection in 
accordance 
with EU 
standards 

- smart 
contracts 
related to their 
data  

- smart wallet 
framework 

- monetisation 
of data made 
available 
(e.g., through 
crypto-tokens) 
and a clear 
overview of 
(possibility to 
decide) who 
has access to 
their data 

- i3-MARKET 
events 
(physical or 
virtual)  

Main messages 
about: 

- information about i3-
MARKET releases, its 
main results and 
achievements 

- information about 
the benefits of the i3-
MARKET solution 

- general information 
about data sharing 
and monetisation 

- information about i3-
MARKET backplane, 
its components and 
technical 
developments 

 

Example of 
messaging: Reap the 
new benefits from 
your data with our 
solution! Thanks to i3-
MARKET, data 
marketplaces now 
allow you to monetise 
your data, ensuring 

- Gets 
straight to 
the point 
(likes short 
texts, little 
information) 

- attracted by 
visual 
content 

- uses social 
media quite 
heavily to 
stay up to 
date on news 

- enjoys 
networking  

- social media 
(Twitter and 
LinkedIn) 

- visual 
materials 
(especially, 
shared in 
social media) 

- personalised 
event 
invitations 

- external and 
project events 
(including 
webinars, 
workshops, 
etc.) 
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fair conditions and 
maximum safety & 
security.  

Data 
providers 
(SMEs & 
Industry) 

Julie  

 

 

Julie is a 
Senior Data 
Architect.  

Julie is 
passionate 
about data and 
numbers, 
there is no 
data-related 
puzzle that 
Julie would not 
solve. 

Julie is a data 
privacy and 
security 
activist. 

- legal barriers 
for sharing the 
data 

- limited market 
of (limited 
access to) data 
buyers 

- limited 
negotiation 
power when 
selling data to 
big tech 
companies or 
platforms 

- considerations 
regarding safe 
and data 
transfers 

- new insights 
on secure data 
transfers, safe 
and secure 
data storage, 
etc. 

- new ways to 
share (or sell) 
data 

- new revenue 
streams for 
the company 

- clear 
overview (and 
control) of 
who buys 
their data 

- trusted 
network with 
clear purpose 
for data use 

- ensured 
security for all 
data and its 
transfers 

- General information 
on the project overall 

- information about 
the benefits of the i3-
MARKET solution 

- general information 
about data sharing 
and monetisation 

- information about i3-
MARKET backplane, 
its components and 
technical 
developments 

Example of 
messaging: Selling 
your data has never 
been so easy and 
profitable. Enabled by 
i3-Market solution, 
you can now sell your 
data to the pool of 
new users, decide 
who to sell it to, enjoy 
the secure and safe 
transactions. 

- likes deep 
and detailed 
narratives 
and 
explanations 

- dislikes 
generic 
information 
or marketing 
materials 

- does not 
have time to 
attend events 
and is not 
comfortable 
with events 
in English 

- White paper 

- Scientific 
publications 

- Technical 
blogposts or 
news 

- specialised 
events 
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Data 
consumers 
(SMEs & 
Industry) 

Zhang  

 

Zhang is the 
CTO of a 
company. 

Zhang is a 
very self-
driven 
innovator, 
always full of 
the new ideas. 
He dreams of 
creating his 
own start-up 
one day. 

He is 
particularly 
passionate 
about artificial 
intelligence 
and its 
applications. 

- lack of a 
trusted and 
secure data 
marketplace 

- limited access 
to data 

- lack of 
interoperability 
which restricts 
the discovery of 
relevant data 
assets 

-limited 
negotiation 
power 

- fears over 
legal 
compliance 
(e.g., GDPR, e-
privacy, etc.) 
when it comes 
to data sharing 

- access to the 
secure and 
trusted data 
marketplaces 

- new insights 
on secure data 
transfers, safe 
and secure 
data storage, 
etc. 

- possibility to 
better 
understand 
and ‘play with’ 
some 
components 

- meeting other 
innovators, 
struggling to 
get data  

 

- data made 
available via 
trustworthy 
and trusted 
services 

- smart 
contracts-
enabled fair 
data trading 
practices (no 
stronger and 
weaker 
negotiating 
positions) 

- access to 
larger 
datasets and 
new types of 
data that can 
be used to 
diversify 
services 

- adequate 
documentatio
n in 
accordance 
with EU 
standards 

- project 
events, 
demonstration
s, booths. 

- general information 
on the project overall 

- information about 
the benefits of the i3-
MARKET solution 

- general information 
about data sharing 
and monetisation 

 

Example of 
messaging: All you 
need is data? i3-
MARKET powered 
marketplaces offer 
large datasets, 
various types of data, 
fair and smart-
contracts enabled 
data trading 
processes in 
accordance with EU 
legislation! 

- likes to 
have 
contents 
available for 
when he 
wants to 
consume 
them 

- never has 
time to open 
newsletters 

- spends a lot 
of time 
reading 
news, 
browsing 
interesting 
content 

- is invited to 
multiple 
events on 
data, thus, 
enjoys 
recordings / 
event 
conclusions 
and 
summaries 
(which he 
can access 
in case he 
could not 
attend) 

- project 
website 

- social media 

- project 
events 
(particularly, 
participation in 
industry fairs 
via booths, 
etc.) 

- online 
webinars 
(e.g., 
demonstration
s of the i3-
MARKET 
solution) 

- white papers 
and other 
academic 
publications 
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Data 
marketplac
e operators 
(SMEs & 
Industry) 

Maria  

 

Maria is a 
Marketing 
Director. 

Maria has a 
background in 
statistics in 
addition to her 
creative mind. 

Specialist in 
digital 
marketing, 
Maria knows 
how powerful 
data is. She is 
very happy to 
work in a 
company 
selling data 
and 
empowering 
other data-
driven 
businesses. 

- legal barriers 
for sharing the 
data (or for 
certain data 
transfers) 

- lack of 
common 
semantic data 
models  

- lack of 
capability for 
exchanging 
sensitive 
industrial data 
assets 

- vendor lock-in 
from the main 
data providers / 
suppliers 

- access to 
more 
interested 
clients (data 
users) 

- access to 
more data 
providers 

- networking 

- technical 
novelties, new 
insights 

- new insights 
on data 
interoperability 

 

- 
trustworthines
s and user 
trust 

- decreased 
dependence 
on data 
providers / 
partners 

- more 
registered 
data providers 
and resulting 
increase of 
new datasets 

- increase in 
number of 
users (data 
consumers) 

- increased 
liquidity 
through the 
federation 
with other 
marketplaces 

- information about 
the benefits of the i3-
MARKET solution 

- information about i3-
MARKET backplane, 
its components and 
technical 
developments 

 

Example of 
messaging: time for 
your data 
marketplace to thrive! 
With the i3-MARKET 
powered solutions, 
face a larger pool of 
data consumers, 
increased number of 
transactions and 
federation 
opportunities with 
other marketplaces  

 

- retweets 
interesting 
material 

- likes to 
have 
contents 
available for 
when he 
wants to 
consume 
them 

- does not 
have time to 
actively 
research 
information 
but 
appreciates a 
longer 
interesting 
read while 
riding taxi to 
work 
meetings 

- social media 

- events, 
webinars, 
industrial fairs, 
etc. 

- newsletter 

- technical 
blogposts or 
news 
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Open 
Source 
Community  

Linus 

 

Linus is a free-
lance software 
developer, 
involved into 
numerous 
projects with 
different 
clients. 

Linus works 
mostly with the 
open source 
software, 
which also his 
passion and 
hobby. 

Linus spends 
a significant 
part of his day 
in GitHub. 

 - limited access 
to data, lack of 
open data 

- lack of data 
interoperability  

- fragmented 
community, lack 
of synergies 
between 
different 
projects, ideas, 
etc. 

- growing and 
strengthening 
network among 
open source 
community 

- making sure 
that i3-
MARKET 
solution (or at 
least its 
components) 
are open 
source 

- new technical 
insights into 
open source 
solutions 
offered by i3-
MARKET 

 

- possibility to 
participate in 
hackathons 
and to 
collaborate on 
the topic with 
other open 
source 
community 
members 

- possibility to 
use i3-
MARKET’s 
open source 
libraries 

- promotion of 
open source 
culture in data 
privacy and 
security 
environments 

- general information 
on the project overall 

- information about 
the benefits of the i3-
MARKET solution 

- information about i3-
MARKET backplane, 
its components and 
technical 
developments 

 

Example of 
messaging: Novel 
solutions for secure 
and reliable data 
sharing are now Open 
Source! Join our 
community and 
contribute to i3-
MARKET solution, 
learn more about our 
building blocks, and 
participate in our 
hackathon!  

- usually 
does not 
open 
newsletters 

- does not 
like direct 
marketing 
materials 

- is a fan of 
online blogs 

- enjoys 
discussing 
new 
information 
and 
technologic 
development 
with 
community 

- open source 
community 
tool 

- project news 
& blogposts 

- hackathon 

-  external and 
project events 
(including 
webinars, 
workshops, 
etc) 

- white papers 
and other 
academic 
publications 

 

Academic 
and 
research 
communitie
s 

Jordana Jordana is a 
university 
professor and 
researcher. 

Jordana 
specialises in 
data science 
and is a fan of 

- lack of real 
pilot cases 

- fragmented 
academic 
knowledge 

- lack of funding 
and resources 

- insights into 
technical 
solutions of i3-
MARKET  

- new 
interesting 

- possibility to 
use i3-
MARKET’s 
findings and 
knowledge 

- events and 
hackathon 
(interesting 

- general information 
on the project overall 

- information about i3-
MARKET backplane, 
its components and 
technical 
developments 

- does not 
open 
Twitter/Linke
dIn daily 

- attends a 
lot of events 
(conferences

- hackathon 

-  external and 
project events 
(incl. 
webinars, 
workshops, 
etc) 
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 open data and 
open source 
movement. 

 

for research 
projects 

- limited 
collaboration 
with industry & 
business 
community  

publications 
and findings 

- collaboration 
with i3-
MARKET 
researchers 
and innovators 
(as well as a 
wider i3-
MARKET 
community) 

not only for 
Jordana, but 
likely also to 
her students) 

- potential for 
future 
collaborations 
in research, 
real case 
pilots, access 
to cross-
disciplinary 
stakeholder 
groups 

Example of 
messaging: Your 
research field is data? 
So is ours! i3-Market 
does not only provide 
disruptive innovation 
in data sharing, but it 
also knows what 
makes data exchange 
fair, reliable and 
secure. Join our 
community and 
broaden your 
horizons on these 
topics! 

) but mainly 
as a speaker 

- white papers 
and other 
academic 
publications 

- open source 
community 
tool 

 

 

H2020 
Community 

Hugo 

 

 

Hugo is a 
project director 
in a medium-
sized IT 
company. 

Hugo is 
responsible for 
the execution 
and delivery 
within the 
international 
projects, 
where his 
company is 
involved. 

Hugo has a 
background in 
computer 

- difficulties in 
reaching the 
end-users and 
ensuring project 
result 
sustainability 

- difficulties in 
bringing 
research results 
to the market or 
incorporating 
them into 
company’s 
products’ and 
services’ offer 

- very 
competitive 
market where it 

- common 
dissemination 
and promotion 
activities 

- access to 
more potential 
clients / end 
users of the 
project results 

-  
complementarit
y of project 
results/ 
solutions 

- networking  

- 
understanding 

- potential 
common 
dissemination 
portfolio for 
related 
projects 

- common 
events with 
the end-users 

- possibility to 
further build 
on i3-
MARKET’s 
solution 

- opportunity 
to create new 
projects/ 
initiatives for 

- general information 
on the project overall 

- general information 
about data sharing 
and monetisation 

- information on the 
lessons learnt 

- information on 
results and 
achievements 

- information about i3-
MARKET backplane, 
its components and 
technical 
developments 

Example of 
messaging: i3-Market 

- likes 
receiving 
newsletters 
with all 
information in 
one place 

- enjoys 
reading blog 
posts when 
has time 

- appreciates 
reading 
about 
technical 
aspects 

- does not 
appreciate 
receiving too 

- project 
website and 
news 

- newsletter 

- personalised 
event 
invitations 

- social media 

- external and 
project events 
(including 
webinars, 
workshops, 
etc) 

- visual 
materials 
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engineering 
and business 
management. 

is not easy to 
get new projects 
funded 

how the project 
fits in the 
current data 
ecosystem (big 
picture) 

 

future 
collaborations 

innovates the data 
economy. If your 
project does so too – 
let’s collaborate and 
create more impact 
together 

many 
different 
emails/comm
unications 
per month 

- Does not 
like generic 
communicati
on/advertise
ment 

Public 
authorities 

Camelia 

 

 

Camelia is a 
policy 
specialist in 
the Ministry of 
Innovation. 

Camelia is 
responsible for 
inter-
institutional 
relations on 
topics related 
to data and AI.  

Camelia is a 
lawyer, 
experienced in 
data privacy 
and security 
matters. 

- lack of 
technical 
knowledge 
about data 
sharing (e.g., 
potential 
regulatory 
barriers) 

- lack of 
technical and 
practical 
knowledge 
about data 
marketplaces 
and their 
potential, etc. 

- better 
understanding 
of new data 
sharing models 

-
recommendati
ons for better 
regulation in 
terms of data 
access and 
sharing 

- direct 
engagement 
with 
stakeholders 

- wants to 
understand the 
real lessons 
learnt in terms 
of SMEs' 
innovation 

- legal 
evaluation 

- market 
studies 

- project 
events 

- information on the 
lessons learnt 

- information on 
results and 
achievements 

Example of 
messaging: i3-
MARKET ensures an 
easy access to more 
data for more 
companies around 
Europe.  

We know what 
European industry 
needs to lead globally 
– engage with us and 
learn more! 

- wants 
facts/impacts 
and not 
promotion 
material 

- receives a 
lot of 
information 
from various 
projects / 
initiatives 

- does not 
like to go to 
any external 
events during 
working 
hours but 
enjoys online 
events 

- social media 

- project 
website  

- blogposts 
and news 

- webinars 
and various 
online events 
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within the data 
economy 

Table 9 Stakeholder personas  
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4.2  Stakeholder engagement through 
the project events 

 

One of the main tools to engage with the project stakeholders and better understand their 
needs is through the events. Although COVID-19 has prevented direct face-to-face 
engagement, online events have proved to be instrumental to keep in touch with the i3-
MARKET community.  

The i3-MARKET partners both organised dissemination workshops or events and attended 
external events. These dissemination activities are meant to raise awareness of the project 
and further disseminate its outputs, use the opportunities to engage the targeted stakeholders, 
promote the i3-MARKET solutions and impact the policy and research and innovation 
landscape. 

 

4.2.1 i3-MARKET Workshop for data 
marketplace users 

 

On 23 July 2020, i3-MARKET hosted its first workshop, dedicated to the needs of potential 
end-users of the i3-MARKET solutions. Due to the pandemic, the workshop was held as an 
online event, using the videoconferencing tool GoToWebinar. 

The aim of the workshop was to gather the data end-users’ view of the data market and to 
identify challenges related to data marketplaces, data usage and data monetisation.  

The first part of the workshop was a virtual discussion about data marketplaces between the 
participants and organisers, the second part was structured as an online workshop organised 
in different breakout sessions. In order to galvanise participants’ creative input, the workshop 
employed the so-called “6-3-5 brainwriting” technique to foster the rapid production of ideas 
and proposals in 5-minute rounds. The session started with an open discussion on general 
issues regarding data marketplace and the data economy. From this discussion, three core 
issues of data marketplaces were identified and discussed in the group brainstorming 
sessions.  

This first workshop offered valuable insights on data-marketplace users and their main issues. 
Among others, an output from the workshop was that openness of data is a recurring problem 
mentioned by the participating companies, as it has been stressed throughout the different 
addressed problematics. The insights and outputs of the workshop fed into Deliverable 6.4a 
“Initial Exploitation Strategy, Market and Competition Analysis” (M12). 

The workshop was promoted via i3-MARKET’s social media channels, on the i3-MARKET 
website, and via the partners’ networks of data-interested organisations (e.g. DIGITAL SME 
working groups). The intensive and targeted promotion allowed us to gather 26 participants, 
which is considered a success, due to the very targeted audience of the event. The results of 
the event were summarized in an article posted on the i3-MARKET website.  
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Figure 26 Data Marketplace User Requirements workshop  

 

4.2.2  "Open Data, Open Markets and Open 
Source Software Tools for European 
Marketplaces" Workshop  

After thoughtful assessment of the situation, the next Dissemination event of the project, 
initially planned for M12 (December 2020) was moved to May 2021 (M17). This delay is 
caused by the developments in other WPs, and will allow project partners to finalise the first 
release of the project Backplane and present it during the event. Moreover, this avoids 
planning an event at the end of December, which is usually a very busy period of the year, 
even more with the additional burden of COVID-19 for businesses. Partners participated in 
several external events in order to retain activity levels and keep i3-MARKET present in the 
audiences minds.  

The “Open Data...” workshop was organised as part of the BDVA’s Data Week and took place 
on the 26 May. It featured several presentations from project partners, and was structured in 
two parts. Firstly, in a panel session moderated by Coordinator Dr Martin Serrano, 
representatives of DIGITAL SME Alliance, Siemens and ATOS identified the current status 
quo for European datamarkets, the challenges that companies face in accessing data and the 
potential benefits that greater access would bring, as well as how such as privacy, trust and 
interoperability are key features that need to be addressed.  

Having used this panel to help the audience understand the demand for a solution like the i3-
MARKET backplane, the second panel discussion  (with participants from ATOS, GFT and 
NUIG) explained how such a solution could operate, based upon open source tools, and then 
the Backplane was presented. The pilot testing was introduced via three short videos, so that 
the audience could also be aware of the application to live datamarkets.  

The workshop was an excellent opportunity to launch the Backplane, and the efforts to 
promtoe the workshop were rewarded with 51 people joining the stream (including presenters 
and moderator) and the material produced has been used for several follow up efforts such 
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as on the Youtube channel and website, including an article sharing the presentations and 
when released, the videos of the panel discussions.  

Promotion for the workshop took place online, via the projects social media channels and 
website, and through partners channels and networks.  

 

4.2.3 Further steps  
In addition, further i3-MARKET webinars and smaller events are also planned for the months 
to come. A workshop on the upcoming Open Source Community Tool is being considered, as 
well as events covering topics corresponding to the interests and needs from other 
partners/tasks. 

 

4.3 External events  
The participation of i3-MARKET partners in external events, which are of relevance to i3-
MARKET and aligned with its target audience, is an opportunity to increase the knowledge 
and awareness around the project. Thus, whenever possible, partners attending events 
promote the project, e.g. by making presentations, sharing available dissemination materials, 
presenting posters, engaging stakeholders during face-to-face networking, etc. 

Each year, the i3-MARKET consortium intends to be present at least three big events, where 
the project can be publicly presented (e.g., in a booth, by giving a presentation in a panel, 
etc.), which has been achieved in 2020. In addition, at least 20 external events are planned to 
be attended by the project partners to promote the project through face-to-face interactions 
with other participants, by giving out the leaflets, presenting posters, etc.  

4.3.1 External events and COVID 
The first version of this deliverable provided an overview of identified events (conferences, 
exhibitions, B2B events, etc.) that were aligned with i3-MARKET’s objectives and target 
audience, and planned to be attended. 

COVID-19 forced the partners to deviate from the plan, as most of the events of the initial list 
were cancelled (including an important AIOTI WEEK event). Thus, the strategy was rethought 
and re-oriented towards online events. Thus, the organisation of i3-MARKET webinars and 
online workshops as well as the participation to online roundtables and exhibitions allowed to 
continue striving to reach the project’s dissemination and visibility objectives. However, an 
increasing general online event fatigue has been noticed and considered by the project 
partners. Thus, all partners aim to achieve a balance between the number of attended events 
and the actual impact of the participation, by concentrating on attending and promoting the 
events that will best contribute to increase our impact, as well as the events that are the most 
important for i3-MARKET’s target audience. 

 

4.3.2 External event ‘DigitalAroundTheWorld’ 
 

https://www.i3-market.eu/2021/05/31/open-data-open-markets-and-open-source-software-tools-for-european-marketplaces-workshop/
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Event name DigitalAroundTheWorld 

Date and location 21 October 2020, online  

Co-Organiser IoT Forum 

Goal To present i3-MARKET and put the project in perspective with the 
idea for a Digital Single Market in Europe 

Audience International digital and emerging technologies community, IoT 
community, i.e. industry representatives, experts, top-level 
researchers and specialised media from around the world 

Format/Content I3-MARKET experts contributed to the DigitalAroundTheWorld 
conference with an experts’ panel on «Bringing the Data Platforms 
Perspective in IoT». 7 experts among the partners were panellists 
in the session: Martin Serrano, Carolin Rubner, Septimiu Nechifor, 
Tomas Pariente Lobo, Bruno Michel, Jean-Loup Dépinay, Cinzia 
Rubattino. They presented different perspectives on the evolution 
of Digital transformation and the role Data/AI/IoT technologies have 
played influencing it. The partners presented four application areas 
of the project Automotive Industry, Industrial IoT, Intelligent 
Manufacturing and Smart Cities for Sustainable Living.  

In addition, i3-MARKET was a silver sponsor of this event. 

 

Communications On its own channels, i3-MARKET promoted the event via social 
media. The booth was set up with the i3-MARKET logo, the project 
leaflet and the project flyer were available for every visitor. As a 
sponsor of the event, i3-MARKET benefitted from additional 
visibility, i.e. the i3-MARKET logo being featured on the event’s 
webpage. 

Main results As the conference was a 24-hour non-stop international event, i3-
MARKET gained visibility worldwide, contributing to the 
sustainability of the project. The concrete applications detailed by 
the experts allowed the participants to grasp how data platforms 
are evolving in the IoT domain. 

Table 10 'DigitalAroundTheWorld' event  

 

4.3.3 Webinar in collaboration with the Big 
Data Value ecosystem 

 

Event name Webinar: “Three pillars for building a Smart Data Ecosystem: 
Trust, Security and Privacy" 

Date and location 23 October 2020, online 
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Co-organiser Big Data Value ecosystem  

Goal To explain to an audience of data-interested stakeholders and big 
data experts how the i3-MARKET solutions help overcoming data 
marketplaces hurdles by providing the suitable level of trust, 
security and privacy. I3-MARKET’s approach using blockchain 
technologies was presented. 

Audience European AI and Big Data community, mainly data technical 
experts. Roughly 50 people registered to the event, which 
corresponds to the average  

Format/Content I3-MARKET organised the webinar with a general introduction if the 
i3-MARKET project as well as data-marketplaces challenges and 
opportunities within the European Digital Single Market. 

Communications The webinar being hosted by the Big Data Value association on its 
own streaming channels, MARKET benefitted from additional 
visibility for the promotion of the event. Communications material, 
including the i3-MARKET logo and the i3-MARKET speakers was 
designed by BDVA and disseminated via their own channels (social 
media, website).  

On its own channels, i3-MARKET promoted the event and via social 
media and with a blogpost. Some live tweets during the event 
summarized the key message of every presentation. After the 
webinar, a report of the event was written and posted on the i3-
MARKET website, as well as disseminated via i3-MARKET social 
media. 

Main results The webinar allowed to raise awareness about the i3-MARKET 
project in the specific target group of data/blockchain experts. 

Table 11 Webinar with the Big Data Value ecosystem  

 

4.3.4 Participation at the European Big Data 
Value Forum  

 

Event name European Big Data Value Forum 

Date and location 3-5 November 2020, Berlin and online 

Goal To present i3-MARKET to the European Big Data and data-driven 
AI Research and Innovation community 

Audience European AI and Big Data community, i.e. industry professionals, 
business developers, researchers, and policymakers coming from 
over 40 countries. 
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Format/Content I3-MARKET was a sponsor of the event and thus had an online 
booth on the exhibition area, organised with the virtual tool Whova 
(web or mobile app) allowing direct interaction with visitors. In 
addition to the virtual booth, i3-MARKET held a 30-minute so called 
«sponsor talk» in the plenary session on «Deployment of Secure 
and Trusted Data Marketplace Platforms in Europe», explaining the 
opportunities that AI and Big-Data offer to Innovate the Single 
Digital Market Strategy. 

Communications As a sponsor of the event, i3-MARKET benefitted from additional 
visibility, i.e. the i3-MARKET logo being featured on the event’s 
webpage, press release and post-event report, visibility on the Big 
Data Value social media channels on the press release and visibility 
in announcements during the conference.  

On its own channels, i3-MARKET promoted the event and the 
sponsorship via social media. The booth was set up with the i3-
MARKET logo, the project leaflet and the project flyer were 
available for every visitor. Some live tweets during the events 
explained the participants how to find the i3-MARKET virtual booth 
on Whova, as this online exhibition format is a new concept. 

Main results I3-MARKET was presented to the European-wide community of i3-
MARKET target stakeholders, allowing to reach all target groups in 
one event. 

Table 12 Big Data Value Forum  

 
 

4.3.5 Participation at the EUHUBS4Data Data 
Forum  

Event name EUHUBS4Data Data Forum 

Date and location 30 March 2021, online 

Goal To discuss the challenges that companies face in accessing data 
in  panel regarding Business Challenges of DataMarkets 

Audience European AI and Big Data community, i.e. industry professionals, 
business developers, researchers, and policymakers coming from 
over 40 countries. 

Format/Content i3-MARKET partner DIGITAL SME Alliance was the moderator of 
the panel on “Challenges that Businesses face in exploiting the 
European Data Market” and partner AUEB was a speaker in the 
panel, with a presentation on how greater access will be beneficial 
for businesses, and the current challenges that they face, followed 
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by an introduction to how the i3-MARKET solution can reduce these 
difficulties.  

3-MARKET was a sponsor of the event and thus had an online 
booth on the exhibition area, organised with the virtual tool Whova 
(web or mobile app) allowing direct interaction with visitors. In 
addition to the virtual booth, i3-MARKET held a 30-minute so called 
«sponsor talk» in the plenary session on «Deployment of Secure 
and Trusted Data Marketplace Platforms in Europe», explaining the 
opportunities that AI and Big-Data offer to Innovate the Single 
Digital Market Strategy. 

Communications As a partner in EUHUBS4DATA , DIGITAL SME was able to 
leverage the communications efforts of the project to ensure that 
the panel received wide sharing and dissemination activities, and 
that i3-MARKET was well represented in the dissemination 
materials.  

On its own channels, i3-MARKET promoted the event and the 
sponsorship via social media. Some live tweets during the event 
help drive engagement, and the video of the presentation has been 
used in follow up promotion efforts. 

Main results I3-MARKET was presented to the European-wide community of i3-
MARKET target stakeholders, allowing to reach all target groups in 
one event. 

Table 13 Participation at the EUHUBS4Data Data Forum  

 

 

4.3.6 Other attended events 
Besides the highlighted events described above, the following events were attended by the 
partners. The monitoring table slightly differs from the version presented in D6.3a, following a 
request from the partners. 

 

Event 

 

When & 
Where 

 

Partner 

Type of 
participation 
  (talk, paper, 

keynote, 
exhibition, etc.) 

 

Notes, links 

 

 
  

BDVA 

  

 
  

7 May 
2020 
Remote 

  

 

 

NUIG 

 
  

Presentation in 
webinar 

  

Big Data PPP Industrial Data 
Platforms: Towards cross-sectorial 
optimization and traceability 

 

 2020-05-07 BDVA May 7th Remote 
Presentation in webinar 

https://wiki.ct.siemens.de/display/i3marketExt/2020-05-07+++BDVA+++++May+7th++Remote+++++Presentation+in+webinar
https://wiki.ct.siemens.de/display/i3marketExt/2020-05-07+++BDVA+++++May+7th++Remote+++++Presentation+in+webinar
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BDVA 23 June 
2020 
Webinar 
(remote) 

ATOS Presentation of 
AGORA 
marketplace, 
mention of i3-
MARKET 

How to monetise your data in an open 
data marketplace? 

https://www.big-data-value.eu/how-to-
monetize-your-data-in-an-open-data-
marketplace/ 

General 
Assembly 
(meeting of 
European ICT 
SME 
associations) 

15 October 
and 14 
May 2020 

DIGITAL 
SME 

Slides presenting 
the project and the 
upcoming events, 
teaser for the first 
launch 

 

Expert Working 
Group 
DIGITALIZATION 

3 June 
2020 

DIGITAL 
SME 

Slide presenting 
the project and the 
COVID19 survey 

 

AI Focus Group 
meeting 

10 
November 
2020 

DIGITAL 
SME 

Slide presenting 
the project and the 
upcoming First 
Launch 

 

Making EDIHs 
Work for SMEs 

26 October 
2020 

DIGITAL 
SME 

Project mentioned 
and explained in 
moderator's 
presentation of the 
second session 

 

Siemens-internal 
presentation 

21 
September 
2020 
(remote) 

Siemens 
AG 

Presentation Presentation of project goals and main 
achievements planned 

Siemens internal 
presentation 

12 
November 
2020 

Siemens 
SRL 

Presentation Presentation of the project objective 
and of specific components 

HOPU 12 – 13 
February 
2020 

Malaga 
(Spain) 

HOPU Presentation I+D+I in the south of Europe 

HOPU 30 
September 
and 1 
October 
2020 

HOPU Presentation Technologies  

IBM  16 
November 
2020 

IBM 
Research 

Presentation Presentation of project goals and 
objectives  

Table 14 External events attended by i3-MARKET partners  
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4.3.6 External events: further steps  
 

In the current state of planning of the events for the second year of the project, it is expected 
that most of the events will still take place online. In order to continue disseminating the project 
and its results, i3-MARKET will participate in online conferences with virtual exhibitions and 
present its results on online booths. Among other events, the following ones are targeted for 
2021: 

• IoT Conference 2021 - i3-MARKET will host a workshop called InterOSS - 
Interoperability and Open Source Solutions Workshop - at the 2021 IoT Conference, 
which will be co-organsied with the INFINITECH project.  

• European Big Data Value Forum 2021: The fruitful cooperation with BDVA will be 
carried on in the second year of the project, the participation to the next forum end of 
2021 is thus already considered.  

 

4.4 i3-MARKET events: achievements and 
impact  

 

Overall, the i3-MARKET consortium organised one stakeholder workshop, presented i3-
MARKET in 4 major external events, and attended 11 other external events where i3-MARKET 
was presented.  

The events of the first year of the projects allowed us to reach the objectives set by the 
Dissemination and engagement plan, namely, to raise i3-MARKET’s target groups about the 
project and to enhance the visibility of the project among the European data stakeholders. 
This was achieved through the organisation of varied and complementary events: workshop 
for companies working on data, webinar for data experts, participation in conferences to reach 
the scientific community. The dissemination of i3-MARKET’s objectives via the partners 
participating at external events further allowed us to reach every target group of the project. 
The awareness raising activities have set up a community of engaged and interested 
stakeholders to turn out to for future project activities and to keep informed about the upcoming 
results of i3-MARKET.  

The participation in events also impacted the other pillars of the communications activities, 
namely the project’s online presence and the visual materials. Events indeed allowed to 
develop engaging content for the i3-MARKET social medial channels and to drive interested 
event participants to follow i3-MARKET on social media and to visit its website (main website 
peaks were achieved thanks to the interest raised through the events!). In addition, events 
allowed to further disseminate the project leaflet and poster.  

Overall, through the various events over the first 18 months  of the project, the key message 
of i3-MARKET has been strengthened and successfully delivered: “i3-MARKET will address 
the lack of broadly accepted, trusted, and secure data marketplace”, while the inherent need 
for such a trusted data marketplace has been expressed by the multiple stakeholders who the 
partners discussed with.  
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5 Risk management: i3-
MARKET’s response to 
COVID-19  

 

The i3-MARKET project, as much as any other ongoing R&I initiative, has been heavily 
affected by the global COVID-19 pandemics. Both internal and external communications were 
influenced. However, a timely risk management and agile responsiveness allowed i3-
MARKET project consortium to develop effective internal communication among the partners 
and successful external communication campaigns.  

During the early months of the project lifetime (M3-M4), the project coordinator (NUIG), 
together with the communications lead (DIGITAL SME) have developed a COVID-19 
response strategy to mitigate the potential risks which would prevent i3-MARKET from 
achieving its goals. This simple strategy is based on the six steps approach, as demonstrated 
in the Figure 27 below. 

 

 

The first step ‘Identify processes’ refers to the identification of the most important ongoing 
processes within the project. This task is usually done by the project coordinator who has the 
best overview of all activities in the project. This step calls on mapping all the processes that 
are happening simultaneously in the project and the interaction between these different 
processes.  

The second step refers to the identification of potential risks to the identified ongoing 
processes in the project: it allows us to clearly see where the interaction between different 
partners and/or stakeholders is needed and whether they can be affected by all the 
implications of global pandemic (e.g., travel restrictions, social distancing, solely online 
communication, etc.). 

At the third step, project partners have designed possible response measures for those 
processes that were identified in the second step as ‘being in risk’. While some of these 
measures have been already considered as a part of project’s overall risk management 
measures, others require some creativity and flexible response. 

The fourth step is needed to identify the barriers that might appear while implementing the 
response measures. It is basically ‘a risk management for the risk management’. However, it 
is necessary to consider early on all possibilities, advantages and disadvantages of the 
measures implemented in order not to lose time and not to attribute a lot of effort where it does 
not pay off. For instance, during the first wave of COVID-19 many projects jumped on 

Figure 27 A six-step approach to COVID-19 response  



Deliverable 6.3b – Dissemination and Engagement Report Y1  

 

 

 73 

organising an excessive number of webinars, which caused a general fatigue from the online 
events and people were simply tired and not willing to attend them anymore. 

The fifth implies a need to think of future mitigation measures should some barriers appear 
while managing COVID-19 implications. For instance, if the fourth step has foreseen that a 
fatigue of the online events could be a barrier, then the fifth step would look for potential 
solutions, such as recording online events, thus allowing people to watch later only some parts 
which they are most interested in. 

Finally, the last step calls to implement everything what has been planned and suggests to 
closely monitor the progress. 

While the internal communication between the consortium members is a part of the overall 
project management, the external communication has been analysed using the six-step 
approach provided above. The main conclusions and measures taken for the i3-MARKET’s 
response to COVID-19 in its external communications, is summarised in the Figure below. 

 



Deliverable 6.3b – Dissemination and Engagement Report Y1  

 

 

 74 

 

Identify processes 

Website development and maintenance 
Social media management 
Organisation of the i3-MARKET events and stakeholder engagement 
Participation in the external events and stakeholder engagement 
Delivery of the promotional materials 
Development of articles, newsletters, PRs 
 

Identify potential risks to the processes 

Travelling restrictions 
Cancellation of the external events 
Moving external events online  
No possibilities to disseminate promotional materials to the stakeholders (no events, or requirements to distance) 
Communications team possibly affected by COVID-19 (not all team members able to work, people on sick leave) 

Design the response measures 

Moving planned physical events online 
Engaging stakeholders via online workshops, webinars 
Participating in the external events organised online 
Developing promotional materials that are firstly adapted for the online dissemination 
Direct mailing and messaging to engage stakeholders on a more personal level online 
Adapting project website to inform about the COVID-19 response 
Using online tools for communications planning, tracking and implementation so that new personnel could easily catch up 
Increasing various online communications (e.g. social media activities, articles, etc.) 
 

Identify barriers to the successful response 

Fatigue from the online events 
Very high flow of information, stakeholders are not able anymore to read and follow everything what is happening in social media, 

not enough time to open all newsletters, etc. 
In a high flow of information, it gets difficult to determine what is interesting/ important (some information goes unnoticed) 
Various technical difficulties organising online activities with the stakeholders 

Find countermeasures against the barriers 

Organising less online events but seeking better engagement and more impact (using interactive tools to receive feedback, 

concentrating on attracting impactful stakeholders, etc.) 
Evaluating number of external events attended, chosing those with the largest and the most relevant audiences 
Investing into quality for event participation, not quantity (instead of making another generic project presentation, leveraging with 

different partners who can provide interesting content; preparing project booths, etc.) 
Investing time into quality engagement with the impactful stakeholders (e.g., having one-on-one calls or regular exchanges, receiving 

feedback on relevant questions, not just 'bombing' them with promotion) 
Developing visuals to support important information (such as promoting events or important tools) 
Ensuring that visuals for the online communications are vivid, bold, visual rather than textual, attracting attention within high flow 

of information 
Using simple, attractive language 
Sending regular, short information but restraining from daily 'spamming' 

Implement and monitor 

Even more emphasis on monitoring of impact 
Monitoring of the implementation processes - regular exchange with partners (during WP calls) to receive feedback, understand 

what can be done better 

Figure 28 COVID-19 response in i3-MARKET Communication Activities  
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