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Executive Summary
SavingFood is a CAPS project introducing a novel approach to tackle food waste by turning this
environmental issue into an innovative solution to fight hunger. The project builds on the collaborative
power of ICT networks and creates an online community of citizens, food waste stakeholders and policy
makers that through knowledge creation and sharing they are empowered to take direct action and
become part of the suggested food waste solution. Through the use of advanced open source tools
connected to a social networking environment SavingFood facilitates the redistribution of surplus food to
those in need, ensures that no food is wasted through lack of communication, supports the participation
of people in organised as well as ad hoc events around food saving and encourages wide debate.
Leveraging on the collaborative power of social networks and by activating the collective intelligence of
citizens SavingFood seeks to create a social movement for tackling food waste and influence lifestyles
towards a more sustainable future1.
In this respect, key for the achievement of the ambitious objectives of SavingFood is the implementation
of a highly effective dissemination and communication strategy that will ensure:





The wider communication of the food waste problem and impact
The communication of the benefits and opportunities offered through SavingFood
The engagement and involvement of key stakeholders in the project’s activities
The wide dissemination of the project’s CAP, the pilot activities and the outcomes to the
appropriate target communities, at the right timing and via appropriate methods and
channels.

This deliverable provides an updated overview of the project’s dissemination strategy focusing on the
project’s dissemination tools and channels and how they can be exploited to ensure the quality and
effectiveness of the dissemination activities, the different target groups, the development of appropriate
communication messages to reach the right stakeholders and ensure the dissemination of tailor-made
information.

1

The SavingFood DoA, taken from the project abstract
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Introduction
This document presents the updated dissemination strategy of the project focusing on making some
particular dissemination channels and tools more effective.
The updated dissemination strategy was conceived after the first semester’s internal review of the
dissemination activities and was designed in view of the preparation of the first pilot implementation
phase.
This deliverable also reports the progress achieved in the different dissemination activities and provides
a plan for the next phases of the project.

2.1

Intended Audience

This document is aimed to be a practical tool for the project’s dissemination manager as well as for all
project partners to efficiently develop their individual and collective dissemination and communication
activities and contribute to the overall objectives of the project.

2.2

Document Structure

This document is organized in the following sections: Chapter 3 begins with a presentation of the updated
dissemination and communication strategy of the project highlighting its main phases and elements and
the updated tools and messages. It is followed by Chapter 4 which provides a reporting on the
dissemination activities. Chapter 5 presents the monitoring and evaluation framework for the
dissemination activities and chapter 6 presents the project’s timeline for the second year.
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Updated Dissemination and Communication Strategy
This section provides a short overview of the projects dissemination and communication strategy as
presented in D6.1 Dissemination Plan together with some important updates that were decided among
partners in order to make the overall dissemination activities more effective.
The dissemination and communication strategy of the project was initially designed (in month 2) to serve
three specific objectives:




Raise awareness about the food waste challenge and the mission of the project.
Reach and engage the project’s target audience.
Maximise the outreach and sustainability of project activities and results.

Based on these objectives a particular strategy was designed focusing on the following core elements:

Target
groups

Dissemination
and
Communication
strategy

Planing and
evaluation

Tools and
channels
Dissemination
messages

Figure 1. Dissemination Strategy – Key elements

In month 6, partners performed the first internal assessment of their dissemination activities and in month 8
they decided on a set of specific changes focusing on the following core elements of the dissemination
strategy:




Dissemination Tools and Channels: Particular emphasis should be given at the project website by
improving the online content by the end of year 1 and in view of the initiation of pilots. In addition,
extra efforts should be dedicated to social media and a stronger link with pilot partner’s social media
accounts.
Target groups and dissemination messages: An updated strategy was designed based on different
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mailing campaigns to reach different target groups and promote the right communication messages.
Reporting and Evaluation: More systemic reporting and evaluation activities among partners.

In addition, a dissemination team consisted at least by one person from each organisation was created in order
to coordinate and implement the dissemination activities in a more efficient way. The below table presents
the dissemination team of SavingFood.

SavingFood dissemination team
ViLabs

Vasia Madesi

Feedback

Andrew Schein

HFA

Zsófia Schwikker, Katalin Újhelyi

imec

Wim Vanobberghen

Boroume

Dia Chorafa

FILAB

Barbara Gausz, Balázs Cseh
Table 1. SavingFood Dissemination team

3.1

Updates on dissemination tools and channels

Among the tools that will be employed to disseminate SavingFood, it was agreed that emphasis should
be given at improving the project’s website and promotion activities in social media. Moreover, due to
the release of the first educational videos, a YouTube channel was created to support their dissemination.

3.1.1

Project website

After the first internal dissemination assessment, partners were asked to review the project website and
provide their suggestions for improvements. During the 3rd partners meeting in Southampton, the various
suggestions were presented and partners agreed to implement the following changes for the next year:


Provide a better explanation of the project by presenting the different stakeholder groups by using
buttons/ visuals that represent potential visitors: e.g. I am a citizen and want to save food…. I am a
shop owner and I want to learn more about food waste etc.



Provide a better description of the pilots indicating the different objectives.



Add more photos / illustrations from the motivational videos of task 6.2.



Menu bar -> add a new section “SavingFood tools” where visitors can find the calculator and
motivation videos. Delete them from” publications”.



About => Combine the project description with objectives.



Contact: say why to contact, offering different options.

In addition, partners agreed to update the news section of the website on a constant basis following a strict
plan, where each partner would be responsible for providing an article every month. The initial plan will be
updated to comply with any project news that may arise. These are only suggestions and partners can provide
with a news item with different topic.
9

Who?

When?

Suggested topics for the development of news items

HFA

Oct.

Sustainability Working Group: what do we want to achieve? What is the
benefit from replicating our solution?

HFA

Oct.

An initiative to save food.

Feedback

Nov.

Apple Gleaning Crisis.

imec

Dec.

Short summary of SavingFood behavioral change strategy.

Feedback

Dec.

Gleaning through SavingFood – refer to the two pilots in the UK and
Belgium.

IT
Innovationimec

Dec.

Common article about the technical progress of the platform.

Boroume

Dec.

Introduce the first three motivational videos.

Boroume

Jan.

Introduce two more motivational videos.

ViLabs

Jan.

CAPS conference.

ViLabs

Feb.

Second prototype available- initiation of first pilot case.

ViLabs

Feb.

Pledge signing campaign.

FILAB

March

Announcement of the initiation of pilots, full version of platform.

imec

March

Introduce the SavingFood platform – invite people to use it.

ViLabs

March

Describe the first evaluation results from the first pilot period

Feedback

April

The pilot in UK and Belgium.

Boroume

May

The pilot in Greece.

HFA

June

The pilot in Hungary.
Table 2. Time plan for news items

The project website is foreseen to be updated the following month, after the final partner suggestions and
comments. Although, a critical issue has been raised After M15 the platform should be on the centre of
attention, as our focus will be to use our brand to attract users to our platform and activities. Moreover, the
existing url: https://savingfood.eu uses the brand name. Once the platform is ready, will it take or not over the
existing url and brand name? The project website has a primary mission to be the central point to access all
information about the project. The suggestion is that the website mission will continue after the platform will
be online, but it will have a secondary role.

3.1.2

Social media

As described in the first version of this deliverable “D6.1 Dissemination plan”, two project accounts were
created in social media: one on Twitter and one on Facebook. However, it was agreed that the three pilot
partners (Boroume, HFA, Feedback) will continue to use their own social media accounts to disseminate
the project activities. The main reason for this is that pilot partners already have thousands of followers
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in social media and trust is already established between them. Therefore, the communication of the
project through their existing accounts and not as a totally new brand would be more effective in reaching
target audiences and less confusing for their existing communities.
Following the internal assessment of the dissemination activities, ViLabs, who is the leader of this task,
designed an updated social media strategy to ensure a common understanding and coordinated activities
among partners.

3.1.2.1

Updated social media strategy

The aim of this sub-section is to describe the basic elements of the updated social media strategy in
SavingFood. Social media is a modern tool for dissemination and communication activities and helps to
promote the projects’ objectives to a wider audience. In order to target the right stakeholders a specific
strategy is designed indicating that: The project social media accounts will be used to reach stakeholders at a
wider European level, while the pilot partners social media accounts will be used to reach pilot users and
national/local stakeholders.
Social Media is not an easy channel to use. It requires time and proper planning to maximize the impact and
engage the key audience. To maximize the project impact, it is essential to use a series of tools to measure
and understand through analytics and graphs how, what and when to engage and post.
The general approach is easy and quite simple and it is described in the figure below. The figure shows the
path the project will follow in order to identify specific stakeholders, the relevant channels and increase the
impact. There are 3 steps: Boot up, set up and manage up.

Boot up

Set up

Manage up

•Define the objectives of the dissemination strategy
•Refine the key stakeholders
•Select social media
•Design the social media strategy
•Setting Facebook Page
•Setting Twitter Acoount
•Identify stakeholders
•Invite contacts
•Implement social media strategy - Stick to the plan and manage the accounts
•Check the analytics
•Reassess and redefine the strategy

Figure 2. Social Media Strategy

Facebook and Twitter disseminating approach
Facebook is one of the most useful dissemination tools due to the daily high traffic and the use of one of the
widest audiences. Statistically speaking, the graphic below (Figure 2) shows the monthly active users from Dec.
2015 until June 2016. Also in Facebook, it is easier to interact with key people or organizations. It is also useful
to broadcast links and news or to engage in conversations.
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Figure 3: Number of active users in social media (Statista.com)

As already mentioned, we created a project page on Facebook to reach, among others, stakeholders at a wider
European level. The particular objectives are:






To disseminate the project’s main goals and activities
To raise awareness about food waste and the various initiatives aiming to address this challenge
To create a sense of a European community/movement fighting food waste
To connect with relevant projects, initiatives, organizations
To reach key stakeholders

To achieve these objectives and particularly to reach specific stakeholders, lots of efforts are required. For
instance, on Facebook it is hard to reach the entire audience. The number is huge and sometimes you are not
able to see each and every one that has pressed the like button in your page. Rather than that, we are not able
to start a conversation through a Facebook page. In this case, we will engage with our members by replying to
possible comments. Another option for reaching new audience and increasing page’s likes is to promote the
project page through personal messages. We will try not only to inform and people to press the like button,
but also to promote further the page. We are also able to use the project leaflet to avoid a long message, since
the leaflet is more direct and in a few bullets one can learn all about the project.
On Twitter, it is more important to discuss, be active and follow those who follow you. It’s quite important to
upload images and graphics and interesting tweets. In SavingFood we are also going to create public Twitter
Lists so as to raise interest to relevant EU projects and other stakeholders to follow our account.
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Proposed Actions















The best time to post on Facebook is usually every day around 3 pm. There are also some days with
higher engagement: Saturday and Sunday at 12-1 pm, Thursday and Friday at 1-4 pm and Wednesday
at 3 pm.2
The best times to post on Twitter is usually around 12-3 pm with a peak best time at 5 pm. There are
also some days with higher engagement: Wednesday at noon 5-6 pm, Monday – Friday 12-3 pm and
5 pm.3
Post info graphics, interesting and motivational quotes/questions, pictures, videos, external links to
inform, relevant news, project events.
In order to keep the page alive without advertisements and additional costs, it is crucial that all
partners should use their accounts to like, comment or share so as to promote the content. All
partners should contribute to the Facebook page on a regular basis by liking, commenting and
promoting the page by inviting new people.
The more Facebook users engage with a post the more likely it is that the post will appear on more
newsfeeds.
During projects events, it is highly recommended to launch social media campaigns to promote the
project further. The consortium can decide a specific series of hashtags. E.g. an idea could be to start
a “selfie” contest. SavingFood volunteers can take photos and post them on Facebook or Twitter to
explain how they are encouraged to save food. At the end of the contest, images will be gathered and
a relevant post can be written and be spread through the social media channels.
Propose certain hashtags to be used to every post on Twitter and Facebook. Although hashtags are
more useful on Twitter, on Facebook tags could be used. E.g. #foodwaste #cappsi @Cappsi EU etc.
Create Twitter lists with relevant projects or people that you would like to follow. This way they are
aware that you follow them closely and there is high probability to follow you back, retweet or like
projects’ posts.
In order to evaluate and possibly reassess this strategy, it is useful to check regularly the accounts’
analytics. Both Facebook and Twitter provides the opportunity to check progress with their tools, to
decide the specific post hours and to check the engagement for each country and each target group.
There is also Google analytics and the consortium may decide on choosing this tool instead of other
tools.

3.1.3

YouTube channel

According to the YouTube official, global statistics the number of its users is more than a billion, who use the
platform in a daily basis.4 We watch millions of YouTube videos everywhere on the Internet every day and the
viewership statistics indicate that it is an effective channel to publicise the project videos. For the above
reasons, the Consortium decided to create a YouTube channel so as to upload the planned series of
educational and promotional videos. The channel is named after the project as “SavingFood EU”. So far, 5
videos have been uploaded and 5 more are foreseen to be uploaded, after they are completed. Apart from
the educational and promotional videos on food waste, gleaning, the platform etc., some more videos can be
uploaded, including the webinar recordings, so the stakeholders can access them more easily.

2

http://bit.ly/2a9uj3u
http://bit.ly/2a9uj3u
4
https://www.youtube.com/yt/press/statistics.html
3
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Figure 4. SavingFood YouTube channel

3.2

Target groups and how to reach them

The first deliverable of task 6.1 defined, analysed and presented the project primary and secondary target
groups. By investigating their needs, it defined the project’s dissemination goals and messages for each
group and the most effective dissemination means to reach them. Annex 1 of this deliverable contains
the analysis of the different target groups as presented in D6.1.
After the first internal review of the dissemination activities a new strategy to reach more effectively the
different target groups was designed.
The updated strategy is based on a 3 email campaigns starting from M12 until M14 with the aim to engage
and provide very specific information and messages to different target groups about the project. Particularly:





1 email campaign targeted to potential adopters and multipliers of the SavingFood platform to support
the development of the sustainability working group and the overall sustainability of the project. (in
close collaboration with HFA) (M12)
1 email campaign targeted to policy makers & researchers to inform them about SavingFood and our
participation in the CAPS conference in Rome (1-2 February) (M13)
1 email campaign targeted to local multipliers to announce the start of the pilots and introduce the
platform to potential end users (M14).

The email campaigns will be implemented by ViLabs while all partners will contribute by suggesting specific
stakeholders. The effectiveness of the 3 email campaigns will be evaluated and new campaigns will be
designed to support the pilot implementation phases.

3.3

Planning and evaluation

Key elements of the SavingFood dissemination strategy is the short term and long term planning of the
project’s dissemination activities as well as the monitoring and evaluation of their effectiveness to reach
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the target audiences. Although the initial planning was the evaluation of these activities to be performed
on an annual basis, partners agreed to conduct an internal assessment exercise every six months in order
to redesign their strategy, if needed.
In this respect, Annex 2 presents the standard internal assessment template that is used by partners on
a six-month basis. This Annex has been updated with a google form. Also, section 5 presents the time plan
of the dissemination activities for the next 6 months of the project together with the key evaluation
indicators.
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Reporting of Dissemination activities
This section reports the various dissemination activities that were implemented during the first year of
the project. Results regarding their effectiveness and impact are also reported and provide the basis for
redesigning activities in year 2.

4.1

Project Website

The project website is used as one of the main dissemination tools of the project. During the first year of
the project, we used the project’s website to:
1. Provide information about the project and help stakeholders understand why they might want to
get involved and how they can participate in the project’s activities and use its results.

Figure 5. About section
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2. Make available some of the project outputs, like for example the food waste calculator that was
developed as part of task 6.2 and the educational videos.

Figure 7. Educational Videos

Figure 6. Food waste calculator

3. Publish the project news.

Figure 8. Latest news
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Figure 9. August news item

4. Inform our target audience about the participation of SavingFood in relevant events.

Figure 10. Events
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5. Publicise the project dissemination material, newsletters and public deliverables.

Figure 11. Project publications

4.1.1

Website performance

In order to assess how well the website is reaching stakeholders and acting as a source of information,
we use standard web traffic analysis tools to track the number of visitors and similar metrics over the life
of the project.

Figure 12. Google analytics – Audience overview – January ‘16-December ‘16
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4.2

Social Media

As already mentioned, the SavingFood project is present both in Twitter and Facebook. Facebook is mainly
used for reaching the general public as well as media and journalists. Twitter is used for reaching various
target groups such as other food waste projects and initiatives, scientists/researchers in the field of CAPS
and social innovation, Civil Society Organisations, policy makers, and mass media.

4.2.1

Facebook

Figure 13. SavingFood Facebook Homepage

The page of SavingFood on Facebook has more than 385 likes and more than 88 posts. It is mainly used to
publicize interesting news which are relevant to the food waste issue as well as to inform about the project
activities which may be interesting for the general public.
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4.2.2

Twitter

The page of SavingFood on Twitter has more than 171 followers and more than 99 tweets. It is mainly
used as a promotion and communication tool between the project and particular stakeholders: relevant
initiatives and civil society organisations, other CAPS projects, researchers and policy makers etc.

Figure 14. Twitter screenshots
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4.2.3
accounts

Dissemination through pilot partners social media

As already mentioned pilot partners (Boroume, HFA, Feedback) use their own social media accounts to
disseminate the project and its activities. The reason is that pilot partners already have thousands of
followers in social media and trust is already established between them and their followers.

Boroume

Boroume has more than 28.000 followers in Facebook and more than 4.000 in twitter. As presented in
the screenshots below, Boroume actively use its social media accounts to inform its communities about
the project and engage them in future activities

Figure 15. Boroume Facebook Page - Screenshots
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Hungarian Food Bank Association
HFA uses only Facebook, since Twitter is not so popular in Hungary. HFA has more than 7.500 Facebook
followers.

HFA uses only Facebook as a communication tool since twitter is not so much popular in Hungary. HFA
has more than 7.500 Facebook followers. As presented in the screenshots below, HFA uses its Facebook
account to disseminate SavingFood.

Figure 16. HFA Facebook Page Screenshots
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Feedback

Feedback has almost 20.000 followers in Facebook and more than 7.000 in twitter. As presented in the
screenshots below, Feedback uses its social media accounts to promote the project and engage its
followers in the SavingFood activities.

4.3

Newsletters and Press releases

During the first year of the project two newsletters were published and released through emails to those
persons and organisations having subscribed in the project’s newsletter list (245 subscribers). Newsletters
were also promoted through partner’s channels and particularly through pilot partner’s newsletters reaching
thousands of receivers at a local pilot level. Newsletters are also available on the project’s website.
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Figure 17. SavingFood Newsletters

Figure 18. Partners’ newsletters

(2) Press releases were published during the first year of the project, available in the following links:
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FILAB has published a press release at 22/09/16. You can access it here:
http://www.elelmiszerbank.hu/hu/hirek/hireink/sajtokozlemeny_elelmiszermentes_a_kozosseg
_erejevel.html#.WGPcB1N97IU

Figure 19. FILAB Press Release



FILAB has also published a press release in innotéka Magazin, which is a printed monthly magazine
on innovations. You can access it here:
http://www.innoteka.hu/cikk/savingfood_20_az_elelmiszer_pazarlas_ellen.1306.html
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4.4

Dissemination through events

The SavingFood partners participated in various events, workshops and conferences during the first year
of the project in order to increase project visibility, network with stakeholders and share some first
results.
1. General Assembly of the Federation of European Food Banks
In April 22, 2016 SavingFood was presented at the General Assembly of the Federation of European Food
Banks in Edinburgh.

Figure 20. General Assembly of the Federation of European Food Banks

2. CAPS community Meeting
SavingFood participated in the CAPS Community meeting (May 2016) in Berlin together with old and new CAPS
projects in order to present the project and create synergies to foster Digital Social Innovation over the coming
years.

Figure 21. CAPS community meeting
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3. EU Fusions Meeting
SavingFood participated in May 2016 in the final EU Fusions meeting (Brussels) together with leading
organizations on food waste prevention. FUSIONS is the European FP7 project committed to contribute to
halving per capita food waste at the retail and consumer level, and reducing food waste along production and
supply chains, a target that was adopted by the international community in the Sustainable Development Goal
12.3.

Figure 22. EU Fusions meeting

4. CAPS Policy Workshop on Digital Social Innovation organised by DSI4EU
SavingFood participated in June 2016 in the first CAPS policy workshop “Shaping the Future of Digital Social
Innovation” bringing together innovators and leaders from CAPS projects with European Commission
Policy officials in an attempt to strengthen the digital social innovation community to grow further. The
SavingFood project was presented by our partner Feedback as one of the Digital Social Innovation
Practitioners.
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Figure 23. CAPS Policy workshop

5. Forum on food waste Flanders=
In June 2016, our partner imec participated in the Forum on Food Waste- Flanders, to support the
dissemination of the project and the networking activities. Particularly, interesting contact were made with
stakeholders relevant to the gleaning pilot such as farmers’ associations, Food surplus donators, food auctions,
supermarket chains etc.

Figure 24. Forum on food waste Flanders=

6. Glanage contre le gaspillage, FNE (France Nature Environement)
The conference was organised by the National French Assocation on Nature and Environment protection. It
was a whole morning with presentation of the report on food waste made by ADEM and the gleaning report
by the FNE. Then there was two roundtables first on the production with farmers and then by gleaners and
other charities. SavingFood participated in the discussions, reached other participants and found new, future
partners to collaborate with.
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7. Without Leftovers, Opening Conference
In November 18, 2016 SavingFood was presented at the opening conference of another food waste related
project „Without leftovers” http://maradeknelkul.hu/ organised by the Hungarian Food Safety Authority.

Figure 25. Without Leftovers, Opening Conference

For the second year of the project, the consortium plans to attend to more third party events in order to
disseminate the project outcomes and support the sustainability of the platform. In addition, during the next
year, the project will organise various awareness raising events in the four pilot countries. These awareness
raising events will include a variety of different types such as Disco Soup, Demonstration kitchen, Public
interactive surplus vegetable sorting, Free Lunch etc. and are expected to attract lots of people. The
objective of these events will be to raise awareness about SavingFood, educate people about the
environmental, social and economic impacts of food waste and engage target groups with project
activities.

In addition, a final project conference will be organized at the end of the project to disseminate its results
and support its sustainability. Policy makers, researchers and food rescue organisations will be the main
target group of this final conference.
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Monitoring and evaluation
The monitoring and evaluation of the project’s dissemination activities is an essential task that is
performed on a 6-month basis in order to provide concrete evidence on the effectiveness of
dissemination as well as insights on how to maximize its reach and impact.
To allow an adequate monitoring of the communication and dissemination activities and understand the
impact generated by these activities, partners are requested to report their relevant actions carried out
using specific reporting templates. In addition, specific performance indicators have been developed from
the beginning of the project in order to allow comparisons between the planned and actual activities as
well as their effectiveness to reach their goals.
This deliverable provides an overview of the dissemination activities during year 1, while this section presents
the relevant performance indicators and targets.

5.1

Progress in numbers

The table below provides a summary of the project online performance, which is considered satisfactory taking
into account the limited project outcomes during Year 1 as well as the use of the pilot partners’ online channels
as key dissemination tools. However, these numbers are expected to significantly increase during the second
project year particularly due to the initiation of the full pilot testing of the SavingFood platform.

April 2016

October 2016

December 2016

Website views

1,635

9,187

10,867

Facebook likes

212

375

385

Twitter followers

41

155

169

Subscribers in our newsletter

10

153

252

Table 3. Progress in numbers

Measurable indicator

Number of
distributed

Target value

Target value Achievement
for year 1
in year 1

brochures Around 1500 per year

Number of awareness 8
raising events organised by
the project
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500

Achieved

n/a

n/a

It was decided that all public events
will be organised in Year 2 to support
the full pilot testing.
Number of external events 10
attended

4

Achieved

Number of press releases 10
4
published
More press releases are planned for
the beginning of Year 2 to reach the
target. It was decided that all press
releases should be released in Year 2
to promote the platform to target
stakeholders in each pilot country.

2

Number of followers in The DoA defines the target at 10.000 600
social media
followers. However, this is not realistic
since pilot partners will continue to use
their own social media.

Achieved

The new target is ~2.000
Number of newsletters 6
released

2

Achieved

Number
of
citizens ~ 10.000
reached through the
awareness raising and
dissemination activities

n/a

n/a

Number of individuals and ~1.000
n/a
organisations signed the
The pledge campaign will start in Year
SavingFood pledge
2.

n/a

Table 4: Dissemination Indicators
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Dissemination Time Plan
This section provides an indicative time plan of the dissemination and communication activities that should be
performed during the second year of the project. Several updates on this plan are expected in order to serve
the needs of the project and especially the different pilot implementation phases.

The scheduling of these activities is closely aligned with key project deliverables and activities. For
example, some activities intensify pre-and post-key deliverables, pilot phases, awareness raising events
etc. However, this plan should be strictly regarded as indicative and should be updated on a monthly
basis.
Dissemination Activities

2017
1

2

3

4

5

6

7

8

9

10

11

12

Update project website
Update social networks
Intensive
dissemination
through pilot partners online
channels
Development and release of
newsletters
Publication of press releases

x

x

x

x

x

x

Organisation of awareness
raising events
Participation in third party
events
Pledge signing campaign
Mailing campaigns
Final project conference
Table 5: Dissemination Time plan
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x

x

x

x

x

x

Conclusions
This document provides an updated overview of the project dissemination and communication strategy,
highlighting its key elements:





The various dissemination channels and tools that are used and their results
The updated key communication messages and target groups
Reporting on dissemination activities during the 1st project year
Monitoring and evaluation of the dissemination activities

The dissemination plan presented in this deliverable covers the first year of the project and presents the
progress achieved until M12. Partners will use this document as the updated strategy which will be further
reviewed, revised and updated as dissemination materials and specific strategies are evaluated for their
reach, effectiveness in targeting particular stakeholders and alignment with stakeholder interests. Any
adjustments related to the dissemination plan together with progress in dissemination activities will be
reported in the next version of this deliverable (D6.5 Dissemination Plan and Progress report) that will be
submitted to the EC in Month 24.
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Annex 1: Analysis of targets groups (taken from D6.1)
Primary target groups
Stakeholder categories

Current situation – needs

Food Donors (Farmers, food They waste tons of edible food
manufacturers, supermarkets, not considering the related costs
wholesalers, retailers, small (environmental, economic).
shops, restaurants, hotels.)
They don’t know how and where
to donate surplus food.

Dissemination goals
To inform them about the
consequences of their food
wastage as well as how easily
they can save surplus food
through the project’s platform.

Recipients
(welfare Many organisations have limited To make them aware that there
organisations, church, municipal budgets and are sometimes is food available to cover some
departments etc. that support unable to cover needs in food.
of their needs.
people with food insecurity).
They do not know where and
how they can access food
donations.
Citizens
and
registered volunteers

Limited knowledge of food Raise awareness of the issue of
waste impact.
food waste and the potential to
contain
and
reduce
it,
They want to help/volunteer but contributing to the sustainable
they do not know how.
management of resources.
Lack of information about Raising
awareness
of
volunteering opportunities
volunteering opportunities and
ways to contribute to the fight
against food waste through the
SavingFood platform (Human
Sensors
and
SavingFood
Ambassadors)

Food
saving
intermediary
organisations (Foodbanks, food
rescue
charities,
gleaning
networks, grassroots’ initiatives
etc.)

Complex
operational
procedures,
manually
coordination
of
food
redistribution activities that
sometimes make them less
effective in saving food and
attracting more volunteers.
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To provide them with an open
source collective awareness
platform (CAP) which they could
adopt and replicate for their
own specific requirements and
for making their activities more
effective.

Secondary target groups
Policy makers from local national To provide then information about the nature and extent of the
and EU level (MEPs, Food waste food waste problem; but also on how it can be and is being tackled.
EU working group etc.)
To inform them about enablers and barriers for food surplus
redistribution, and through policy recommendations to encourage
them to foster the uptake of such initiatives.
To provide them with a backdrop against which to develop policies
and initiatives to encourage organisational participation (“food
waste footprint”, disincentives for dumping, review of labelling etc.)
National and European statistical To provide them data on food surplus donations and redistribution,
agencies
allowing a better picture of the activity in food waste/saving issue.
Mass media

To provide them with interesting information about the food waste
challenge and encourage them to act as multipliers of food
redistribution activities in Europe, in a national or local context.

Researchers

Providing data, concrete results and research opportunities in order
to investigate and understand this and related phenomena.
New data for investigating the food waste issue, development of
prosocial behaviours, online networks etc.

Other EU Project working on Provide valuable insights and lessons learned around food waste
Food Waste
redistribution, exchange of best practices
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Annex 2: Dissemination Assessment Template
Partner name:
Is there a SavingFood description /
references in your website? Share
relevant links
In which third party events did you
participate to promote SavingFood?
Did you share SavingFood through
your own newsletters? Share
relevant links here
Did you publish any press release
about
the
project?
(local/national/European media) If
yes save them in DB/or share
relevant links

SOCIAL MEDIA_ Provide links to
show how you promote
SavingFood through social media
during the last 6 months
Other dissemination activities you
wish to report

Google Form to report dissemination reporting is available here.
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