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1 Executive Summary   
 

SavingFood2.0 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 SavingFood2.0 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 SavingFood2.0 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 SavingFood2.0 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 SavingFood2.0  

 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 overview of the project’s dissemination strategy focusing on the project’s 

target groups, the development of appropriate communication messages, the dissemination channels 

and tools that will be used as well as the planning and monitoring procedures to ensure the quality and 

effectiveness of the dissemination activities.  

 

  

                                                           
1 The SavingFood 2.0 DoA, taken from the project abstract 
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2 Introduction 
 

This document includes a detailed action plan that sets a timeline and responsibilities for the project’s 

dissemination and communication activities. It defines the primary and secondary target groups of the 

project and describes the dissemination channels and tools that will be employed.  

This action plan covers the first project year and it will be updated on an annual basis following the first 

project review, potentially in month 13 (January 2017). 

A procedure for monitoring and evaluation of dissemination activities, using key performance 

indicators, is also defined as part of the Plan.  

 

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 overall 

dissemination strategy of the project highlighting its main phases and elements. It is followed by 

Chapter 4 which provides a description of the project’s dissemination tools and channels. Chapter 5 

presents the project’s timeline for the first year and chapter 6 presents the monitoring and evaluation 

framework for the dissemination activities.  
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3 Dissemination and Communication Strategy  
 

Dissemination and communication in SavingFood2.0 are targeted at raising awareness about the food 

waste challenge, reaching and engaging the project’s target audience and maximising the outreach and 

sustainability of project activities and results.   

To meet these goals, this document defines a dissemination and communication strategy which 

includes clear guidelines for all the dissemination activities that will be performed by partners.  

The core elements of this strategy are presented in figure 1 and will be analysed in the following 

sections of this deliverable in order to provide the basis for all the dissemination and communication 

activities that will be performed as part of the project.  

 

 

Figure 1: Dissemination Strategy – Key elements 

In addition, the dissemination and communication strategy in SavingFood2.0 follows three different 

phases which influence its different elements presented above. The different phases include:   

 Awareness-oriented phase: This phase starts from the beginning of the project and runs up to its 

completion in order to raise awareness about the project, its objectives and activities.  

 Output-oriented phase: This phase starts as soon as the first outputs of the projects are 

available. It aims at communicating these outcomes to the target groups of the project and 

incentivise them to test/use them. In this phase, the communication messages and tools are 

different from those in the first phase.  

Dissemination 
and 

Communication 
strategy 

Target 
groups

Planing and 
evaluation

Tools and 
channels

Dissemination 
messages
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 Exploitation-oriented phase: This phase starts early in the project (before the output oriented 

phase) especially through preparatory activities that will contribute to the actual exploitation of the 

project results after its completion. In the case of SavingFood2.0 this phase starts with the 

establishment of the project’s Sustainability Working Group. Dissemination messages and tools as 

well as target groups are redefined in order to serve more effectively the goals of this phase.  

 

3.1 Target groups 

The dissemination strategy in SavingFood2.0 draws upon target group needs and interests in order to 

define the dissemination goals for each subgroup and employ the most effective dissemination means 

to reach them. To this end, the following table presents the project’s target groups, their needs and our 

goals in terms of dissemination.  

The stakeholder groups that will be targeted as part of the project can be distinguished between two 

main categories: primary target group and secondary target group. The primary target group consists of 

all those stakeholders who can have a direct involvement in the project by participating in the 

SavingFood platform, while the secondary target group consists of those stakeholders that may have a 

particular interest in the project activities and results.  

Table 1: Primary Target Group 

Primary target groups 

Stakeholder categories  Current situation - needs Dissemination goals 

Food Donors (Farmers, food 

manufacturers, supermarkets, 

wholesalers, retailers, small 

shops, restaurants, hotels.) 

They waste tons of edible food 

not considering the related costs 

(environmental, economic). 

They don’t know how and where 

to donate surplus food.  

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 organisations, 

church, municipal departments 

etc. that support people with 

food insecurity).  

Many organisations have limited 

budgets and are sometimes 

unable to cover needs in food.  

They do not know where and 

how they can access food 

donations.  

To make them aware that there 

is food available to cover some 

of their needs.  

Citizens 

and  

Limited knowledge of food waste 

impact.  

They want to help/volunteer but 

Raise awareness of the issue of 

food waste and the potential to 

contain and reduce it, 

contributing to the sustainable 
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registered volunteers they do not know how.  

Lack of information about 

volunteering opportunities 

 

management of resources.  

Raising awareness of 

volunteering opportunities and 

ways to contribute to the fight 

against food waste through the 

SavingFood platform (Human 

Sensors and SavingFood2.0 

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.  

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.  

 

 

Table 2: Secondary Target Group 

Secondary target groups 

Policy makers from local national 

and EU level (MEPs, Food waste 

EU working group etc.)  

 

To provide then information about the nature and extent of the 

food waste problem; but also on how it can be and is being tackled. 

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 

agencies 

To provide them data on food surplus donations and redistribution, 

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 
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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 

Food Waste 

Provide valuable insights and lessons learned around food waste 

redistribution, exchange of best practices 

 

3.2 Communication messages 

After defining the target groups, their needs and the respective dissemination goals, the key main 

messages of the project should be developed. The principle guidelines for the development of the 

project’s key messages are:  

 To be clear, simple and easy to understand. The language should be appropriate for the target 

groups.  

 To be tailored to the target groups; it is very important to carefully consider what they should 

know about the project. Avoid sending the same messages to different target groups.  Each time 

revise the relevance of the message to the target groups.  

 Provide correct and realistic information. Don’t promise something that the project cannot offer 

in order to attract your target audiences.   

 Encourage longer term participation (i.e., platform adoption beyond the end of the project). 

Based on these principles the table below presents an indicative list of communication messages that 

have been defined for the different target groups. A careful coordination among partners who may act 

as spokespersons or information sources for the project is essential in order to avoid inconsistencies 

that may negatively affect the achievement of the project broader goals.  

Table 3: Dissemination Messages 

Target group Dissemination message 

Food donors 

 

“Join SavingFood and make food donation so easy!”  

“SavingFood can help you understand the cost of food wastage for your 

organisation” 

General public “We can all be part of the SavingFood solution! -You don’t need to offer 

your surplus food, there are many other ways to help”. 

“Don’t just think about getting fit. Help your neighbourhood get fit too!” 
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Food saving intermediary 

organisations 

“Replicate SavingFood and make your food redistribution activities more 

effective and efficient” 

 

The project communication messages will be updated on a constant basis to reflect the different phases 

of the project as well as the different activities and results, and to take account of our experience up to 

that point with stakeholder engagement.   

 

3.3 Channels and tools 

To reach the target audiences, SavingFood2.0 employs various offline and online dissemination 

channels and tools. Dissemination channels include the means through which the project activities and 

results will be made available to the target groups such as the Internet (website, emails etc.), mass 

media and networks (social networks, partners’ networks etc.) Multiple tools will be used to 

communicate with the project’s audiences always considering which of them match the behaviour of 

the targeted user group in the most appropriate way.  

Section 4 describes in detail each channel and tool employed by the project and presents the progress 

achieved so far.  

 

3.4 Planning and evaluation  

Key elements of the SavingFood2.0 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 the target audiences. The effectiveness of reaching the target groups and the impact of the 

communication activities will be monitored regularly towards specific success criteria.  

In this respect, Section 5 presents the time plan of the dissemination activities for the first year of the 

project and section 6 the monitoring framework and the evaluation indicators.  

  



 

 

14 

 

4 Dissemination Channels and Tools  
 

The dissemination of SavingFood2.0 will take several forms and use a variety of media. Some activities 

are expected to have a greater impact than others, and thus, their value in relation to the aims of the 

project may differ. In this section, we present the use of different media and their effectiveness from 

various perspectives.  

 

4.1 Project Branding 

The development of the SavingFood2.0 branding was a key priority from the beginning of the project in 

order to create a single visual identity for the project and make it easily identifiable by the target 

audiences. The branding pack prepared by ViLabs and to be used by all project members includes: 

The project logo and all colour variations: 

A project logo was designed at the start of the project. The specific logo was selected by majority voting 

of partners among a number of suggested logos during the Kick Off Meeting. The logo was selected for 

its clarity as well as for the different meanings that were reflected by the badge (giving hand, happy 

man, wheat etc.) as presented in the figure below.   

 

Figure 2: SavingFood2.0 Logo 

 

Graphical templates: 

A set of graphical templates have been developed in order to ensure a professional level of quality in 

terms of design and presentation in all project documents and communications. Specifically Word and 

PowerPoint (PPT) templates were designed and shared among all partners. These templates will be used 

for all project deliverables, reports, minutes, etc.  and whenever the consortium needs to share specific 

information of the project in external events, conferences, etc. The PPT template is presented in Annex 

1 of this document.  
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4.2 Project Website  

The project website is one of the main sources of information about the project available to all 

stakeholders. It is the main dissemination and communication tool of the project, especially in relation 

to fostering stakeholder engagement and interaction. In particular, our objectives through the 

SavingFood2.0 website are to: 

 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.  

 Direct target groups to the SavingFood Collective Awareness Platform;  

 Gather and present information and material relevant to food waste developed either from the 

project (videos, reports, etc.) or from relevant external sources (such as opinions, articles, 

initiatives and events) in an easily searchable format.  

The project’s website is available at: www.savingfood.eu and  www.savingfood.org.  

The website was established immediately at the start of the project (M2) and will be maintained for at 

least one year after the project ends. It should be emphasised that at this initial stage the website 

provides a generic overview of the project’s objectives and activities and it will be continually updated 

as the project develops with more specific information about the pilots, relevant news and related 

initiatives, how each different stakeholder types can be involved etc. The following figure presents the 

general layout of the website homepage and the main sections that are part of it.  

 

 

Figure 3 SavingFood homepage 

  

http://www.savingfood.eu/
http://www.savingfood.org/
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The main sections of the website are: 

 Homepage – this section provides brief information about the SavingFood2.0 project, it includes 

the main website menu bar and presents in a dynamic way the latest SavingFood2.0 tweets and 

news. It also includes a “subscribe” button which allows users to subscribe to the project 

newsletter.  

 About - this section provides details about the project context, objectives, pilots and partners. 

 Publications – this section will list various project outcomes such the project deliverables, 

informational brochures, motivational videos, the projects’ newsletter as well as the 

SavingFood2.0 self-assessment tool which helps food businesses (supermarkets, restaurants, 

bakeries etc.) understand the financial and environmental impact of their food waste activities.  

 News and events – this page will link all dynamic information related to the news and events of 

the project into one space. In order to simplify this page, users can filter the news/events they 

would like to visualise.  

 Contact – this page presents the contact information of SafingFood2.0 including social media.  

Partners agreed during the Kick-off Meeting that the project website will follow a simple but clear 

structure and have an informative character. Most interactions with target users will take place through 

the SavingFood Collective Awareness Platform (CAP), which will be referenced from the project website. 

Maintaining some separation between the two will allow for separate maintenance and sustainability 

approaches, ensuring that the SavingFood CAP may be given an autonomous web presence above and 

beyond the project itself. 

In order to assess how well the website is reaching stakeholders and acting as a source of information, 

the website will use standard web traffic analysis tools to track the number of visitors and similar 

metrics over the life of the project. The website will be continually updated throughout the course of 

the project, and thus will act as a dynamic and up-to-date source of information for stakeholders 

interested in open access to research data. 

 

4.3  Promotional material  

Brochures: In terms of design and structure, brochures have been produced deliberately as small, light, 

booklets mainly focusing on helping the target groups understand how they can be involved in the 

project.  

Given that the project is addressing a range of various stakeholder groups that have different levels of 

knowledge and interest in the project theme, it was decided that the project brochure will target the 

primary target group and particularly potential donors, recipients as well as the general public. In that 

way the project leaflet will be used as a key tool to raise awareness and increase engagement in the 

pilot implementation of the project. The brochure of the project is presented in Annex 2 of this 

document.  
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Posters and Roll Ups: Posters and roll ups will be mainly used in events that are either organized by the 

project or by third parties. These can be conferences, workshops, seminars etc. in domains relevant to 

food waste, social innovation, etc.  

The figure below presents the project’s poster which was developed with the aim of providing the key 

message of the project in a very clear way. The poster is available in English and if needed will be 

translated into the pilot partner languages. In addition, it is possible that new posters with different 

messages will be developed on an occasional basis. These can be for instance scientific posters or policy 

related ones.  

 

Figure 4: SavingFood2.0 Poster 

 



 

 

18 

 

4.4 Social Media 

At the kick-off meeting, all partners decided that SavingFood2.0 should have an online presence in 

Twitter and Facebook where new project accounts will be created to represent the project consortium 

as a whole.  

4.4.1 Pilot Partners Social Media accounts  

At the kick of meeting, all partners decided that SavingFood2.0 will have online presence in Twitter and 

Facebook where new project accounts will be created to represent the project consortium as a whole.  

However, it was stressed especially by the pilot partners (Boroume, HFA, Feedback) that it is important 

for them to continue to use their own social media accounts for disseminating the project and its 

activities. The main reason for this is that pilot partners already have thousands of followers 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. Over time, and not least through the 

concept of trust transfer, it is expected that existing communities will begin to accept and trust with 

SavingFood 2.0. In this way, dissemination becomes even more effective in exploiting existing channels 

on their terms and on their own ground. An additional motivation for adopting this two-tier strategy 

includes language: communicating through partner social media accounts in their own languages, 

instead of communicating in English through the project’s accounts, stresses the immediacy and local 

relevance of food waste. 

For these particular reasons all partners agreed that one project account will be established in Twitter 

and one in Facebook for general use and for reaching stakeholders at a European level. Particularly, 

through the project social media account partners will try to reach other relevant initiatives and food 

redistribution organisations who represent potential adopters of SavingFood2.0. All partners would be 

administrators of these accounts and will contribute by uploading news and relevant content.  

In parallel, pilot partner’s social media accounts (Boroume, HFA, Feedback) will be used as essential 

tools for communicating and engaging target audiences for the facilitation of the pilot activities.  

 

4.4.2 How to use social media? 

As mentioned above pilot partner social media channels will focus on the pilot deployment of the 

project and particularly on engagement with target audiences for project activities like the collective 

awareness events and campaigns, the pilot testing of the platform, the evaluation exercises etc.  

On the other hand, the SavingFood2.0 social media accounts will be of general use and will focus on the 

sustainability and exploitation of the project.  
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Figure 5: SavingFood Twitter Account 

 

 

Figure 6: SavingFood Facebook Account 
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The following table provides an indicative guide for all partners in relation to the use of social media, 

choosing Facebook over Twitter will depend on the target parties as well as specific context. Facebook 

would be used for reaching the general public who may also represent potential donors as well as 

media and journalists; as such, this channel is about raising awareness of what’s going on now and 

encouraging participation. Twitter would be used for reaching various target groups such as scientists/ 

researchers, Civil Society Organisations and relevant grassroots’ organisations, policy makers, media as 

well as the general public; this channel focuses therefore on longer-term and more strategic awareness 

raising.   

Table 4: How to use Facebook and Twitter 

Social 

Network  

What to communicate When  How  

Facebook  Invitations to the project’s awareness 

raising events targeted at the general 

public; 

 Interesting articles about food waste 

reduction;  

 “Did you know that…” type of 

questions about benefits of food 

waste reduction 

 Promotion of the motivational videos 

and the online platform 

 Suggestions of other projects, 

initiatives and organisations 

dedicated to fight food waste. 

 Generally, twice a 

week; 

 When a particular 

project activity 

should be 

promoted then 

more frequent 

posts should be 

uploaded. 

 Brief messages, 

short news, 

infographics, 

pictures, 

hyperlinks etc.  

 

Twitter  Invitations to the project activities, 

including events and workshops of 

wider interest.  

 News related to other relevant 

projects, initiatives, research findings 

or even laws contributing to food 

waste reduction. 

 Major SavingFood2.0 findings; 

 SavingFood2.0 Success stories 

 SavingFood2.0 replication 

opportunities 

 Synergies with other projects and 

relevant initiatives and organisations.  

 

 Generally, 3 times 

per week; 

 When a particular 

project activity 

should be 

promoted then 

more frequent 

posts should be 

uploaded. 

 Brief messages 

about the project 

with hyperlinks to 

our website, 

retweets of 

relevant 

information, 

pictures etc.  

 Relevant hashtags 

to be used: 

#foodwaste, 

#CAPS, #CAPSSI, 

#socinn 
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4.5 Newsletters and Press releases 
 

Newsletters will inform stakeholders about the evolution of the project. News items will be issued in a 

regular basis in order to announce and report about SavingFood2.0 activities and results. 

The project’s newsletters will be short and will: 

 Provide a flexible structure with short key messages with links to more detailed information; 

 Ensure a professional level of quality in terms of design;  

 Be developed in collaboration, involving all project partners. 

ViLabs will develop a template for the newsletters, so that the graphical image of the project is 

maintained and so that the elaboration of the newsletters is fast. Newsletters will be published on the 

project’s website but also sent to relevant stakeholders by e-mail, who have opted to receive them. The 

contacts to be used for sharing the project newsletters should be obtained through the website (mailing 

list subscribers). In addition, news items about SavingFood2.0 will be also included to partners own 

newsletters and especially to the pilot partner’s. that will be used to reach local audiences. 

The first Newsletter of the project is planned to be released prior to the pilot’s initiation. It will include 

an introduction to the project, the announcement of the SavingFood online platform and the 

announcement of the upcoming collective awareness events to initiate the pilots.  

Press releases will be used to raise awareness and disseminate information about the project. Press 

releases will be prepared for important project events or relevant milestones. During the first months of 

the project there will be the first project press release in order to introduce SavingFood2.0, its 

objectives and expected outcomes.  Then, prior to the initiation of the pilots there will be more press 

releases especially at a pilot country level to raise awareness and contribute to user’s engagement. All 

pilot partners should support the dissemination of the pilots by preparing individual press releases.  

Press releases will be published in partner’s websites and in various online platforms as presented 

below:  

Media platforms Target group   

Cordis news (cordis.europa.eu) Researchers, industry, CSOs, policy makers, media 

Social Innovation Europe (SIE), 

socialinnovationeurope.eu   

Researchers, social innovators and entrepreneurs, 

general public 

European Social Innovation Research, 

http://siresearch.eu/  

Researchers 

http://siresearch.eu/
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Partners website  

 

4.6 Petition campaign  

In the second year of the project, an online petition will be launched to call for action against food waste. 

Petition is an effective tool to increase engagement of people and in some cases to influence some changes 

in laws. In addition, this will provide the basis for an opt-in database of contact details for further 

communication by the partners with the engaged public. 

 

4.7 Scientific Publications  

Journal articles are a resilient dissemination tool appropriate for reaching the scientific community. The 

consortium partners (iMinds, IT Innovation) plan to publish scientific articles in open access, peer-

reviewed journals in order to ensure that SavingFood2.0 contributes to the academic discourse in the 

areas addressed by the project. Besides journal articles, iMinds will also disseminate results about the 

co-creation of the platform (user requirement analysis, SUMA methodology, Living Lab methodology) 

and behavioral change analysis (impact assessment and engagement strategy and tools). 

An initial list of journals and conferences relevant to project topics has been created. This list is not 

exhaustive, but is meant to convey the breadth of publications to which SavingFood2.0 findings may be 

relevant: 

 Open Living Lab Days 2016/2017 organized by the European Network of Living Labs. The event 

brings together both academics and managers from fields of innovation, apply the Living Lab 

approach. Accepted contributions will be published in the proceedings of OpenLivingLab Days 

with an ISBN number. http://www.openlivinglabs.eu/news/call-papers-living-labs-openlivinglab-

days-2016  

 ISIRC 2016/2017: world’s leading interdisciplinary social innovation research conference. The 

conference brings scholars from different disciplines together to discuss social innovation. 

http://www.isircconference2016.com/ 

 Environmental Technology is an international, ranked, peer-reviewed journal that publishes 

about technological manuscripts in the field of applied environmental studies, including food 

waste management. 

http://www.tandfonline.com/action/journalInformation?show=aimsScope&journalCode=tent20

#.Vvo8PZN96qA 

 

 

 

http://www.openlivinglabs.eu/news/call-papers-living-labs-openlivinglab-days-2016
http://www.openlivinglabs.eu/news/call-papers-living-labs-openlivinglab-days-2016
http://www.isircconference2016.com/
http://www.tandfonline.com/action/journalInformation?show=aimsScope&journalCode=tent20#.Vvo8PZN96qA
http://www.tandfonline.com/action/journalInformation?show=aimsScope&journalCode=tent20#.Vvo8PZN96qA
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 Industrial Management and Data systems – Special issue call for papers on Food Supply Chain 

Management from Industrial Management & Data systems: 

http://www.emeraldgrouppublishing.com/products/journals/call_for_papers.htm?id=6455 

 Participatory Design Conference: http://pdc2016.org/ 

 European Social Innovation Review: peer reviewed, open access and interdisciplinary journal 

about social innovation. The journal has launched its first call for papers in 2015 

http://pub.sinnergiak.org/index.php/esir/index  

 International Journal of Computer-Supported Collaborative Learning: at this stage, we believe that 

there may be outcomes from SavingFood 2.0 which would provide insights into effective ways of 

sharing knowledge and experience. 

 Journal for the Theory of Social Behaviour: this or similar journal would be the target for a 

publication related to the facilitation of prosocial behaviours through awareness raising, social 

interaction and the implementation of a collaborative human-machine network. 

 Journal of Multidisciplinary Science and Technology: for work related to the challenges, but also the 

benefits of solution development dependent on multi-disciplinary interactions. 

 IEEE Transactions on Human-Machine Systems: SavingFood 2.0 represents a human-machine 

collaborative network with no obvious correlate in more traditional financially or socially oriented 

networks. We are therefore planning to report findings in the context of human-machine networks 

beyond social machines. 

 

 

4.8 Dissemination through   events 

Consortium partners will organise and participate in key workshops, conferences and events throughout 

the course of the project in order to increase project visibility and sharing of results as well as to build 

the SavingFood2.0 contact list as a result of such networking activities. 

4.8.1 Project events  

As part of the project, eight major awareness raising events will be implemented (two in each pilot 

country). 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 in total 10,000 people.  The objective of these events will be to raise awareness about 

SavingFood2.0, educate people about the environmental, social and economic impacts of food waste 

and engage target groups with project activities.  The awareness raising events will be implemented 

under WP4 and will be coordinated by Feedback. In addition, the gleaning days that will be organised 

for the pilot purposes can also be very effective events at raising-awareness and reaching many people 

beyond the actual attendees. 

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 

(SavingFood2.0 potential adopters) will be the main target group of this final conference 

 

http://www.emeraldgrouppublishing.com/products/journals/call_for_papers.htm?id=6455
http://pdc2016.org/
http://pub.sinnergiak.org/index.php/esir/index


 

 

24 

 

4.8.2 Third party events 

All project partners are expected to participate in third party events related to the project subjects in 

order to disseminate the project and establish cooperation with other experts and relevant initiatives. 

The following table presents some third party events where project partners are planning to 

disseminate SavingFood2.0.  

Table 5: Relevant external events 

Event Date and place 

FUSIONS European meeting 31 March 2016, Brussels  

General Assembly of the European Federation of Food Banks April 2016 

CAPS Event 18 May 2016, Berlin 

World food day organised by FAO 16 October 2016, Brussels 

Social Innovation Summit  1 November 2016 

European Weak of Waste Reduction  19-27 November 2016, Brussels 

 

 

4.9 Partners dissemination channels 

All partners are expected to contribute to the dissemination of the project by employing their own 

dissemination channels and networks for the dissemination objectives of the project. Particularly, all 

partners should publicise on a constant basis project’s news and updates in their website, social media 

accounts and newsletters. They should also activate their networks and contacts and support the 

development of synergies with other projects and initiatives that may bring a positive effect on the 

dissemination and sustainability of SavingFood2.0.  

In relation to the dissemination of the pilots, it is expected that all pilot partners (Boroume, HFA, 

Feedback) will contribute to a great extent to the dissemination of the pilot activities and the 

engagement of the target groups by utilizing their dissemination channels and activating their networks.  

It should be highlighted that all pilot partners have a significant presence in social and mass media in 

their countries. They are experienced in organising communication campaigns and engaging the public 

on practices against food waste. Therefore, their involvement in dissemination at a pilot context is 

essential.  

Table 6: Pilot partners dissemination capacity 

Boroume Boroume has an extensive presence in social media, with more than 24,800 likes on their 

Facebook page and more than 4,000 followers on twitter as of April 2016. In addition, they have 

more than 6,500 unique visitors on their website every month, they send their monthly 
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newsletter to more than 2,000 individuals (who are all subscribed voluntarily), and they have an 

extensive database and a close collaboration with correspondents and journalists in all major 

mass media outlets in Greece.  

HFA HFA is the major food redistribution organisation in Hungary with an extensive network of 

contacts raging from food manufactures, charities and mass media. They have more than 4000 

visitors in their website on a monthly basis and their newsletters reach more than 35000 

recipients. They also have a strong presence in Facebook with more than 6640 followers.   

Feedback Feedback has an extensive campaigning experience at an international level. In addition, 

Feedback has 17,250 Facebook followers and 5,630 Twitter followers. The founder of Feedback, 

Tristram Stuart who has been acknowledged as one of the experts in food waste in the world, 

has 13,200 Twitter followers. Finally, Feedback has 36,932 subscribers who receive newsletters, 

etc.  

 

In addition, we will also exploit the dissemination channels of our associate partners and particularly of the 

members of our Sustainability Working Group (FEBA, WRAP etc.)  who are high profile organisations with an 

extensive presence in social and mass media across Europe.  

 

4.10 Synergies with other projects and initiatives 

A key priority for the SavingFood2.0 project is to develop synergies with other relevant projects and 

initiatives to boost dissemination efforts.  

So far, partners have decided to establish initially synergies with the following EU funded projects, in 

which our partners HFA and Feedback also participate. Those are:  

 EFFECT: EU project, aiming to raise awareness of food waste and the ways that we as citizens 

can join in actively reducing our food waste 

 FUSIONS: FP7 project about working towards a more resource efficient Europe by significantly 

reducing food waste. The project runs for 4 years, from August 2012 to July 2016. It has 21 

project partners from 13 countries, bringing together universities, knowledge institutes, 

consumer organisations and businesses.  

 REFRESH: EU research project taking action against food waste. 26 partners from 12 European 

countries and China work towards the project's goal to contribute towards Sustainable 

Development Goal 12.3 of halving per capita food waste at the retail and consumer level and 

reducing food losses along production and supply chains, reducing waste management costs, 

and maximizing the value from un-avoidable food waste and packaging materials. 

More synergies are planned to be established with other organisations fighting food waste such as 

WRAP, Planzheroes etc.  
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5 Dissemination Time Plan  
 

The dissemination time plan was drafted from the beginning of the project and it is continuously 

updated according to project activities and relevant requirements.  

It illustrates the dissemination activities of the project based upon a month-by-month delivery schedule. 

The scheduling of these activities is closely aligned with key project deliverables. For example, some 

activities intensify pre and post key deliverables. These time frames should be regarded as indicative. 

 
Table 7: Dissemination Timeplan 

 2016 

 1 2 3 4 5 6 7 8 9 10 11 12 

Development of project 

branding  

            

Development of project 

website 

            

Update of project website             

Launch of social networks             

Update of social networks             

Announcement of the 

project to partners channels 

            

Development of brochure 

and poster 

            

Development and release of 

newsletters 

      x    x  

Publication of press releases    x   x     x 

Organisation of awareness 

raising events  

            

Participation in third party 

events 

            

Update project’s and 

partner’s channels with news 
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6 Monitoring and evaluation  
 

Although there is a separate work package (WP5) dedicating to monitoring and evaluation of the project 

progress and effectiveness, Task 6.1 also includes monitoring and evaluation activities which target at 

dissemination and communication. The objective of these monitoring and evaluation activities is to 

provide concrete evidence on the effectiveness of dissemination as well as insights on how to maximize 

its reach and impact.  

Therefore, the dissemination plan and the impact of the dissemination activities will be regularly 

assessed during the course of the project. The quality and the impact of the dissemination activities will 

be measured through quantitative and qualitative indicators. The table below presents the 

dissemination indicators of the project. Some indicators have been sourced from the project DoA while 

others have been defined by the partners.   

Table 8: Dissemination Indicators 

Measurable indicator  Target value Target value for year 1 

Number of brochures distributed Around 1500 per year  

Number of visits in the project website  To be determined  

Number of awareness raising events 

organised by the project  

8 To be determined 

Number of external events attended  10 4 

Number of press releases published 10 4 

Number of followers in social media  To be defined 

(The initial target of 10.000 

followers is under revision 

since pilot partners will 

continue to use their own 

social media) 

To be defined 

 

Number of newsletters released 6 2 

Number of citizens reached through the 

awareness raising and dissemination 

activities 

~ 10.000 ~ 3.000 
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Number of individuals and organisations 

signed the SavingFood 2.0 pledge 

- ~1.000 

 

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. 

Therefore, each time a partner implements a relevant activity, this should be reported in the template 

provided in Annex 3.  

Regular reporting of activities will allow a comparison between the planned activities and their actual 

implementation and respective impact. With this information, it will be possible to understand which 

actions had a greater impact and why, the aspects that should be improved and the adjustments and 

updates that should be made.  
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7 Conclusions 
 

This document provides an overview of the project dissemination and communication strategy, 

highlighting its key elements:  

 The project target groups 

 The key communication messages 

 The various dissemination channels and tools that will be used  

 The planning 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 M3. Partners will use this document as an initial 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 12.  
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Annex 1: SavingFood2.0 PPT Template 
 

 

  

 

 

 

 

 

 



 

 

31 

 

Annex 2: SavingFood2.0 Brochure 
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Annex 3: Dissemination Reporting Template  

 


