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ABSTRACT 
This deliverable outlines the Dissemination and Engagement Plan (DEP) guiding the 
formulation and execution of outreach activities to support future exploitation of 
project results. This first version of the Outreach Report integrates the overall design 
of the DEP, the initial preparatory activities performed during the first half of the 
project and the Outreach Action plan for the second half of QROWD lifecycle. 
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ACRONYMS 
B2B: Business to Business (market model) 
B2G: Business to Government (market model) 
B2B2G: Business to Business to Government 
BDVA: Big Data Value Association 
BDV cPPP: Big Data Value Contractual Public Private Partnership 
DEP: Dissemination and Engagement Plan 
DOA: Description of Action (Annex I of EC Grant Agreement) 
LH: Lighthouse (project) 
PA: Public Administration 
PMB: Project Management Board 
RP1: Reporting Period 1 
RP2: Reporting Period 2 
SC: Smart Cities 
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EXECUTIVE SUMMARY 
This deliverable presents the QROWD Dissemination and Engagement Plan (DEP), 
which is one of the three strategic axes to maximize the generation of future impacts; 
together with the alignment of the QROWD activities to customer needs and the 
consequent exploitation and business plans for sustaining project results after 
QROWD comes to an end. 
 
The DEP is designed and implemented with the ultimate objective of promoting the 
uptake of project results by customers in the government of EU cities and related 
sectors. It guides and supports the efforts of all QROWD partners in engaging 
stakeholders to contribute to and use the outputs of the project. 
 
Given its nature and purpose, this deliverable is primarily aimed at a) the nine 
QROWD Workpackage leaders, who are also the members of the QROWD Project 
Management Board, in charge of decision making related to outputs production, and 
b) all QROWD team members preparing and actively participating in outreach 
activities going beyond the boundaries of the Consortium. 
 
This first version of the Outreach Report outlines the operational strategy for 
dissemination and engagement, comprising the target groups and the key messages 
to be delivered to potential Early Adopters, together with the definition of the 
appropriate communication channels and vehicles. Furthermore, it describes the 
preparatory activities performed during the first half of the project and the Action plan 
for outreach and engagement with stakeholders along the second half of QROWD 
lifecycle. 
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1. INTRODUCTION 
As defined in QROWD´s Description of Action (DOA), to maximise the chances of 
generating impacts, QROWD partners will work along three strategic axes:  

a) Ensuring that QROWD activities systematically address the needs of our 
target beneficiaries, especially those that will become potential Early Adopters 

b) Implementing a Dissemination and Engagement Plan (DEP), preparing the 
ground for the actual take up of QROWD outputs by the public administrations 
as well as by the transportation, mobility and logistics related market players. 

c) Addressing the sustainability of QROWD outputs, by means of defining the 
QROWD Go-to-market strategies and the related Business plans. 

 
This deliverable presents the first version of the DEP, including  

a) the definition of the Outreach strategy within the formulation DEP in chapter 2,  
b) the preparatory works and initial Outreach activities developed during 

Reporting Period 1 RP1 (M1-M18) in chapter 3 and, 
c) the action lines and concrete actions to be performed in RP2 (M19-M36), 

based on the planned availability of project results along the second half of 
the project lifecycle, in chapter 4. 

 
In the QROWD Innovation Action, the dissemination and engagement activities are 
fundamentally designed to create the conditions for the future exploitation of the 
project results, i.e. the QROWD mobility platform and the services portfolio build 
around it (e.g. modal split, dashboard for the city management teams and for the 
citizens, etc described in section 4.1.4 of Deliverable D9.3). For this reason, this 
DEP is guided by the fundamental choices defined in D9.3 Exploitation strategy.  
 
Execution of the DEP is designed to be performed collectively through the 
collaboration of all partners in WP9. A key goal of this document is to orchestrate the 
individual collaborations across the consortium to maximise the overall impact of 
their messages in meeting the overall objectives of the QROWD project. 
 
The results of Outreach performed along RP2 will be reported in D9.4 Outreach 
report v2, to be submitted by M36. 
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2. THE DISSEMINATION AND ENGAGEMENT PLAN 

2.1 Objectives 

The overall objectives for the DEP along the entire project lifecycle are to: 
ǒ Secure and feed communication flows between the Consortium and QROWD’s 

target stakeholder groups.  
ǒ Secure proper awareness levels amongst target groups about the benefits 

triggered by QROWD outputs.  
ǒ Pave the way for sustainable exploitation of QROWD outputs after EU funding 

period. 
ǒ Support the design of the QROWD-enabled Business Plans 
 
The operational objectives for RP1 were of a preparatory nature, i.e. setting up the 
components of the Plan to be ready for performing the main part of the DEP once 
the results of the project start to be available for showcasing them to our targeted 
audiences. This preparation included: 
ǒ Creating the contact information for the main target segments identified in the 

QROWD Exploitation strategy, to secure efficient Direct Marketing 
ǒ Refining and first testing of the key messages describing QROWD´s value 

proposition 
ǒ Identification and selection of the main communities, events and online vehicles 

to be monitored to decide further participation of QROWD 
ǒ Setting up the online presence, already described in Deliverable D9.1. 

 

2.2 The overall outreach strategy 

The Outreach strategy defines the parties, the activities and the paths involved in the 
effort to accomplish the objectives established for the DEP: WHO does WHAT, 
WHEN, HOW, for WHICH PURPOSE, WHO to, and WHY, as shown in Figure 1. 
Within this context, we must define the optimal interrelation between targeted 
audiences, messages to be delivered and communication channels we use. 
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Figure 1: Dissemination and communication strategy scheme 

2.2.1 Target Groups 

As said, the ultimate aim of the DEP is to support take-up of QROWD´s exploitable 
results by SC and other potential customers of the QROWD platform and services. 
QROWD Target Groups have been defined in the Exploitation strategy (Deliverable 
D9.3, Section 4.1) and here we present a brief outline of them: 
 
ǒ Target group 1: The European Smart Cities, as main urban mobility and 

transport policy and services suppliers. As such, SC are likely to become the 
fundamental group of customers of the QROWD platform and services. We have 
identified 1936 SC so far. 

ǒ Target group 2: This group is made up of the 12 Smart Cities Lighthouse (LH) 
Projects, which include Big data solutions (data, data services, software 
platforms, etc.) suppliers that work in this context. These suppliers are committed 
to helping smart cities and are already in contact with them. LH projects involve a 
total of 360 partners of which 75 are public bodies (city councils/ municipalities), 
158 are private organisations and 35 private associations or foundations, and 93 
are in the field of research and education.  

ǒ Target group 3:  Other Big data solutions suppliers. These solutions suppliers 
are some 1.000+ institutions and companies that actively participate in the BDVA 
community, and therefore are identified and their contact details are available. 
This group of solutions suppliers is not necessarily related to SC, but is 
nevertheless close to big data and other related technologies that should make 
these suppliers prone to adopt QROWD solutions.  Within this group we also 
include the portfolio of projects co-funded by EU under the umbrella of the Big 
Data PPP which is a group of 15 relevant Big Data Projects from Big Data PPP: 
AEGIS, BigDataOcean, DATABio, Data Pitch, e-SIDES, euBusinessGraph, EW-
Shopp, FashionBrain, SLIPO, SEISMIC, K.PLEX, My Health My Data, SODA, 
SPECIAL, Transforming Transport.  

ǒ Target group 4: Institutional stakeholders. There is a heterogeneous group of 
stakeholders who will facilitate/foster/promote take up of QROWD results as part 
of the PEST landscape, but which do not participate as market players. They help 
supply to find demand and help demand to understand what the supply side 
offers.  This group comprise some 15 initiatives such as the European Innovation 
Partnership on Smart Cities and Communities; OASC; The Alliance for Internet of 
Things Innovation (AIOTI), The Mobility as a Service (MaaS) Alliance, The 
Catapult centres, Eurocities, the International Association of Public Transport, 
Create-IoT, and other on-going European smart city/smart mobility projects under 
Horizon 2020 and FP7 frameworks. Other players in this target group include EIT 
digital partners. and Organisations promoting global standardisation efforts: e.g. 
Open Government Partnership, FIWARE and the W3S. 

 

2.2.2 Key Outreach messages 

In a Communication strategy context, the “messages” are the set of arguments, 
reasons and facts used to convince our targeted audiences to travel across the 
impact cascade of mindsets starting from awareness to being able to decide to use 
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QROWD results. 
QROWD key dissemination messages refer to: a) QROWD value propositions for 
our targeted market segments and c) the benefits QROWD can deliver to our 
“customers”. Messages are related to: 
a) QROWD’s value proposition:  

ṉ competitive concepts: Enhanced mobility, Better policies, Less traffic, More 
citizen engagement. Smart mobility solutions, Smart municipalities  

ṉ What QROWD will offer cities: urban mobility services, methods and tools 
to make better informed decisions, specific solutions for data 
crowdsourcing, modal split, etc. 

b) Benefits: adopters of QROWD solutions will get:  
ṉ Enhanced visibility and transparency of city innovation initiatives,  
ṉ Improved citizens´ sense of “ownership” of city innovation,  
ṉ City managers progress from problem solving to planned improvements,  
ṉ Better informed urban policy decision making,  
ṉ Catalyser for private sector to share mobility-related data,  
ṉ Improved city government ROI on urban modernisation,  
ṉ Contribution to trust build-up among local stakeholders,  

c) Specific mobility benefits:  
ṉ Improve traffic prediction, management and safety;  
ṉ reduce congestion, better spreading of traffic;  
ṉ reduce pollution  
ṉ reduce stress for drivers;  
ṉ Drivers better informed on free parking slots, bike sharing, etc.  
ṉ Tourists better advised, which allows an improved holiday experience 

d) All in all: citizens, visitors and commuters get better city services, quality of life 
improves 

The process to generate QROWD content to feed and support the messages 
includes extracting facts and concepts from project activities and results to generate 
evidence and credibility to QROWD value proposition claims. Content is generated 
through work package progress and is reported in the project deliverables, relevant 
Whitepapers and Demonstrators. Some concrete examples of sources of content are 
the following: 
ǒ Selected parts of Deliverables describing the value and/or the benefits for 
Local PA derived from QROWD’s results 

ǒ Pilot cases and the progress/outputs foreseen/produced/accomplished and 
lessons valuable for other similar cases 

ǒ News about endorsements, acceptance, interest coming from third parties 
about QROWD works and results, including prizes, meetings with policy 
makers, endorsements by industry associations, etc. 

ǒ Lessons learnt from processes leading to understand what is relevant, 
attractive or even the basis for competitive advantage of organisations 
adopting QROWD approach and results. 

Content edition activities fall mainly within the scope of WP9 and are overseen by 
the respective WP leaders and the WP9 communications team, in order that 
communication efforts are consistent in their tone and content. Outgoing messages 
are selected prioritizing those with high publicity potential and consistency with the 
project’s objectives. They include but are not limited to: 
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ǒ News to be published on the website 
ǒ Dissemination material (e.g. press releases, brochures) 
ǒ Magazine/journal articles 
ǒ General and specific slides decks 

2.2.3 Mapping channels to Target Groups 

The urban mobility market is essentially a Business to Government market. This 
characteristic is key for defining and executing the DEP actions, and especially 
which communication channels we prioritise.  
The low number of market player organisations involved and the straightforward 
identification of contact point and decision makers indicate Direct Marketing 1 as the 
alternative of choice for disseminating and engaging with market players, and to 
establish personalized communication patterns towards building up win-win 
relationships.  
 
Direct marketing techniques and procedures will be used as a basis to engage 
with Target Groups 1, 2 and 3, as well as with those individualized representatives of 
Target Group 4. Regarding these targets, the plan is to identify, personalise and 
establish contact points with representatives from each of them, enabled by QROWD 
created databases to later carry out one-to-one outreach actions, through telematic 
media as well as through meeting them in events.  
All these groups are approached to make them aware of QROWD project and 
understand its concept, technical background, benefits and usage. Once the project 
begins to yield results, we can address them with showable and tangible outputs. At 
this point we can deploy deeper actions promoting understanding, later engagement 
with target groups, and finally influence action taking.  
 
Events. QROWD partners will participate in several types of events such as 
conferences and workshops; organised by the project and/or third-parties to dialogue 
and network with potential users. Innovation focus groups are foreseen to gauge 
potential adopters. 
The project partners will attend relevant events:  
ǒ Mobility and transport. Project partners will seek to participate in smart mobility 

and transport related events aimed at showing some selected results arising from 
the project to: 
- Pave the way for future collaborations and take-up 
- Build a community for supporting networking activities  
- Building up a coordinated critical mass gathering feedback for future 

exploitation  
ǒ The Scientific and academic community. The project integrates contributions from 

scientific disciplines and will participate in scientific seminars, conferences and 
workshops to disseminate the QROWD concept and ideas, thus giving a solid 
overview of the project. 

ǒ Organised by third-parties to have visibility at European-wide events to further 
disseminate QROWD among the widest possible number of stakeholders. All 

                                                      
1 Direct marketing is presenting only to people who likely have an interest or need in a company’s product, 

based on information gathered about them, and is effective when companies use targeted lists of prospects 
developed using available data that can segment them into identifiable groups 
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partners will periodically evaluate participation in events based on interest and 
importance for the project, potential impact, audience and availability. 

ǒ Organised by the project: Hackathons and other technical gatherings, Ideas 
competition aimed at citizens in Trento, etc. 

 
Online channels, including the project website and social media. Online presence is 
used mainly to address non-identifiable complementary audiences, provide a 
meeting point, and act as a reservoir of permanent content that can be accessed by 
different audiences according to their needs. The online channels serve as a follow-
up tool by those interested people that have come to know QROWD via other 
channels: 

o Website: The purpose of the website is to reinforce the key messages that will be 
articulated by other deeper and more impactful channels between the consortium 
members and key individuals. The website ensures a sustained presence and the 
presentation of a professional, public-facing front to the world. The website 
provides up-to-date information on intermediate and final project results, including 
public reports and publications as well as synthesis reports drawn from selected 
material and events; promotes interaction (e.g. events, consultation documents); 
and includes full integration with Twitter. A more detailed description of the 
website http://qrowd-project.eu/  can be found in D9.1 – Online presence and 
brand guidelines2. 

o Twitter: The Twitter account is used to steer additional traffic to the website and 
provide additional visibility. Linkage to the main fields of partners’ activity in the 
project allow reaching out to an audience that is more closely associated to 
QROWD’s pursuits. Systematic “following” of QROWD relevant market players 
and close attention to what is going on will contribute to identify who our main 
influencers are, and to discover and attract new potential targets.  Key 
dimensions of the project are covered and tweets refer to the latest news from 
the project, direct links to the project deliverables, images from events and 
workshops and retweets from related accounts on similar initiatives, such as 
lighthouse projects, BDVA PPP projects, and others related to our target 
segments. 

 
  

                                                      
2 http://qrowd-project.eu/wp-content/uploads/2017/09/D9.1-Online-presence-and-brand-guidelines.pdf 
 

http://qrowd-project.eu/
http://qrowd-project.eu/wp-content/uploads/2017/09/D9.1-Online-presence-and-brand-guidelines.pdf
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3. OUTREACH ACTIVITIES FOR REPORTING PERIOD 1 

2.1 Overall Activity  

Along the first 18 months of the project, the efforts devoted to the execution of DEP 
were mainly focused on preparing the conditions for the dissemination and 
communication of the project results during the second half of the project, when such 
outputs become available and showable to audiences beyond the consortium 
boundaries.  
The main tasks performed in the context of the DEP during RP1 are the following: 

1) Creating the directories/databases corresponding to Target 1 to Target 4 
players. 

2) Designing and launching the main online dissemination channels i.e. project 
website, twitter account and e-newsletter. 

3) Identification and pilot participation in events suitable for QROWD DEP 
purposes.  

4) Engagement/personal interviews, especially with those responsible within 
smart cities, Lighthouse pilots, BDVA- PPP and institutional stakeholders. 

5) Preparation of support material, such as presentation slide decks, flyers, 
press releases, etc. 

6) Contact with standardization bodies to prepare the ground for QROWD 
contribution to global standardization efforts. 
 

2.2 Direct marketing directories and databases 

To support direct contact and engagement with QROWD target audiences the 
corresponding directories and databases were created with plenty of contact details. 

3.2.1 Smart Cities 

To prioritize potential users of QROWD outputs, we have created a Directory of 
Smart Cities, i.e. cities pursuing improvements in their local conditions through 
increasing usage of ICT solutions. The directory is a database included in Annex 1, 
together with the criteria followed to build it and the sources. 
The database includes a group of +-1900 cities, most of them (1759) belonging to 
the EU, which we have segmented into four different priority levels according to their 
level of involvement in the different projects and actions that define a city as “smart”. 
Cities included have been identified as “smart” because they are OASC, have 
engaged in Modal split, participate in European Lighthouse or mobility projects, have 
signed CiVITAS, or are included in smart cities national associations (ANCI; 
Bundesverband, RECI). Based on this we generated a segmentation to help 
QROWD partners to focus their efforts in engaging with “lower hanging fruit” cities to 
maximise results. Criteria to decide priority 1 & 2 levels is fully described in 
Deliverable 9.3. Table 1 shows the size of these 2 priority groups of SC. 
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Table 1: Size of Priority 1& 2 target groups of Smart Cities 

  Number of 
cities 

EU member 
States 

Non EU 
members 

Priority 1 

OASC + LH + Modal Split 18 17 1 

Total Priority 1 18 17 1 

Priority 2 

LH + OASC (No modal split) 4 4  

LH + Modal Split (No OASC) 30 29 1 

Rest LH 23 22 1 

OASC + Modal Split (no LH) 43 40 3 

Rest OASC 33 26 7 

Total Priority 2 133 121 12 

 
Priority 1 & 2 smart cities constitute our first target group which can be approached 
at the different stages of the project lifecycle with the help of the contact details 
included: contact person’s name and position, telephone number and e-mail 
address. Figure 2 shows a sample of the Priority 1 and 2 Smart Cities Directory.  
 

 

Figure 2: Sample of the Smart Cities Directory 

3.2.2 Lighthouse projects 

The Smart Cities and Communities Lighthouse projects3 are funded by the EC 
H2020 programme, with the aim of bringing together cities, industry and citizens to 
demonstrate solutions and business models that can be scaled up and replicated, 
and that lead to measurable benefits in energy and resource efficiency, new markets 
and new jobs. The 12 Lighthouse projects together with their coordinators and 
contact links can be seen in Table 2. 
 

 

                                                      
3 http://eu-smartcities.eu/group/454/description 
 

http://eu-smartcities.eu/group/454/description
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Table 2: Lighthouse project coordinators 

Name Link Coordinator Contact 
Name 

email 

GrowSmarter http://www.growsm
arter.eu 

Stockholms 
Stad 

Gustaf 
Landahl  

gustaf.landahl@stock
holm.se  

IRIS  http://www.irissmar
tcities.eu/ 
 

Gemeente 
Utrecht 

Haye 
Folkertsma 

h.folkertsma@utrech
t.nl 

MAtchUP  http://www.matchu
p-project.eu 

Ayuntamient
o de Valencia  

Ernesto 
Faubel 

efaubel@valencia.es 

mySMARTLife https://www.mysma
rtlife.eu/mysmartlife
/  

Fundación 
CARTIF 

Rubén 
García 
Pajares 

rubgar@cartif.es 

Remourban  http://www.remour
ban.eu/ 

Fundación 
CARTIF 

Miguel 
García  

miggar@cartif.es 

REPLICATE  http://replicate-
project.eu 

Fomento San 
Sebastián S.A 

Elisabeth 
Jorge 
Pascua 

info@replicate-
project.eu  

RUGGEDISED http://www.ruggedi
sed.eu/ 

Gemeente 
Rotterdam 

Albert 
Engels 

info@ruggedised.co
m 

Sharing Cities http://www.sharing
cities.eu/ 

Greater 
London 
Authority 

Nathan 
Pierce 

nathan.pierce@londo
n.gov.uk 

SmartEnCity ς http://smartencity.e
u/ 

TECNALIA 
Research & 
Innovation 

Francisco 
Rodriguez 
Perez-
Curiel 

francisco.rodriguez@
tecnalia.com 

SMARTER 
TOGETHER 

http://smarter-
together.eu/ 

SPL Lyon 
Confluence 

Maxime 
Valentin   

mvalentin@lyon-
confluence.fr 

STARDUST  http://stardustproje
ct.eu/ 
 

Fundación 
Cener-Ciemat 

Florencio 
Manteca 

fmanteca@cener.co
m 

Triangulum http://triangulum-
project.eu/ 

Fraunhofer 
IAO 

Damian 
Wagner  

damian.wagner@iao.
fraunhofer.de 

 

3.2.3 BDV cPPP and BDVA Space 

Since QROWD is a cPPP project, and part of ICT-14 cluster of the BDVe CSA, we 
started taking advantage of their internal dissemination channels to make the BDVA 
community aware of the QROWD project. Identification and contact with BDVA is 
straightforward as ATOS and Inmark are member of the association. Figure 3 shows 
an example of the BDVA available membership information. 

http://www.growsmarter.eu/
http://www.growsmarter.eu/
mailto:gustaf.landahl@stockholm.se
mailto:gustaf.landahl@stockholm.se
http://www.irissmartcities.eu/
http://www.irissmartcities.eu/
mailto:h.folkertsma@utrecht.nl
mailto:h.folkertsma@utrecht.nl
http://www.matchup-project.eu/
http://www.matchup-project.eu/
mailto:efaubel@valencia.es
https://www.mysmartlife.eu/mysmartlife/
https://www.mysmartlife.eu/mysmartlife/
https://www.mysmartlife.eu/mysmartlife/
mailto:rubgar@cartif.es
http://www.remourban.eu/
http://www.remourban.eu/
mailto:miggar@cartif.es
http://replicate-project.eu/
http://replicate-project.eu/
mailto:info@replicate-project.eu
mailto:info@replicate-project.eu
http://www.ruggedised.eu/
http://www.ruggedised.eu/
mailto:info@ruggedised.com
mailto:info@ruggedised.com
http://www.sharingcities.eu/
http://www.sharingcities.eu/
mailto:nathan.pierce@london.gov.uk
mailto:nathan.pierce@london.gov.uk
http://smartencity.eu/
http://smartencity.eu/
mailto:francisco.rodriguez@tecnalia.com
mailto:francisco.rodriguez@tecnalia.com
http://smarter-together.eu/
http://smarter-together.eu/
mailto:mvalentin@lyon-confluence.fr
mailto:mvalentin@lyon-confluence.fr
http://stardustproject.eu/
http://stardustproject.eu/
mailto:fmanteca@cener.com
mailto:fmanteca@cener.com
http://triangulum-project.eu/
http://triangulum-project.eu/
mailto:damian.wagner@iao.fraunhofer.de
mailto:damian.wagner@iao.fraunhofer.de
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Figure 3: BDVA members Screenshot 

QROWD project participates in and contributes to relevant events, consultations and 
match-making organized in the context of the BDVA PPP, as well as surveys and 
questionnaires about the impact of the BDVA PPP. We are committed to the 
implementation of the BDVA PPP charter annexed to the project’s Consortium 
Agreement. QROWD’s integration within the BDVA PPP cluster of H2020 projects 
has been instrumental to open a new channel of communication while providing 
multipliers effects based on coordinated communication through with them. Besides 
becoming part of the executive and marketing committees of the BDVe, QROWD 
partners actively participate in BDVA events, e.g. the EBDVF4 an annual meeting in 
Versailles in November 2017. 
 

3.2.4 Institutional stakeholders 

This group is comprised of 10-15 institutions, some of which are:  
ǒ OASC, 117 cities from 24 countries 

ǒ The Alliance for Internet of Things Innovation (AIOTI), 162 members 

ǒ The Mobility as a Service (MaaS) Alliance, 52 members and partners that include 

companies (transport service providers, suppliers, consultancies), Public 

authorities (local, regional and national) and associations (professional bodies, 

non-profit interest groups) 

ǒ The Catapult centres, among which of special interest to QROWD, the Future 

Cities Catapult and the Transport Systems Catapult  

ǒ Eurocities, the network of 140 of Europe's largest cities and over 45 partner cities 

                                                      
4 www.european-big-data-value-forum.eu 

http://www.european-big-data-value-forum.eu/
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ǒ The International Association of Public Transport (UITP), with 1,500 member 

companies and 400 urban, suburban and regional public transport operators and 

authorities 

ǒ Create-IoT, 19 partners from 9 European countries 

ǒ Civitas network of cities 

ǒ ERTICO, over a hundred Partners 

ǒ Smart cities Lab, supporting 96 teams 

and other on-going European smart city/smart mobility projects under Horizon 2020 
and FP7 frameworks 
 

2.3 Events and publications 

During the RP1, project partners actively participated in several events relevant to 
QROWD. Some of them related to mobility and transport, some related to the 
scientific world, to disseminate QROWD concepts and ideas and to gain visibility. 
 
Table 3 compiles the initial activities performed by the Project partners to mobilise 
and outreach to stakeholders, either organized by QROWD or at third party events. 
To support participation and organisation of events, we created and regularly update 
a calendar of third party events. This calendar of events, which is regularly updated, 
is included in Annex 2 

Table 3: Main outreach activities 

Title Date  Location Type of 
audience 

Size of 
audience 

Leading 
partner 

SOCIAM 13-15 
Mar 2017 

Southampt
on (UK) 

Researchers & 
Practitioners 
(UK) 

100 SOTON 

Several Smart City presentation 
to Turkish Ministries 

2017 Ankara, 
Istanbul 

PA (Turkey) 15 AI4BD 

City of Trento Mobility Ideas 
Competition    

Aug 
2017-Mar 
2018 

Trento– 
Italy 

General public 
(Italy) 

+500 citizens MT 

HHMC 2017 (Hybrid Human-
Machine Computing) 

20-21 
Sep 2017 

University 
of Surrey, 
UK 

Researchers & 
Practitioners 
(UK) 

100 SOTON 

ICity Lab annual meeting 
  

Oct 2017 Milan, Italy City managers 
(Italy) 

+100 Local 
Admin 
practitioners  

MT 

“Fa la cosa giusta” (Do the right 
thing) - fair and markeplace 
event 

Oct 2017 Trento, 
Italy 

General Public +3.000 
citizens– 
Local 

IMT 

Experiences on Big Data for 
Smart Cities: Working Session 
with Delft University 

Nov 2017 Delft, NL Researchers & 
practitioners 

15 SOTON 

European Data Forum 21 Nov 
2017 

Versailles 
France 

Researchers & 
practitioners  

300 SOTON,  

European Big Data Value 
Forum -EU cPPP projects 
networking session 

Nov 2017  Researchers & 
practitioners 

+25  ATOS, 
Inmark 

BDVA (Big Data Value 
Association) Meeting  

20 Nov 
2017 

Versailles 
France 

Public Admin 30 SOTON, 
ATOS 
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QROWD pitch to Swiss 
delegation 

7 Mar 
2018 

Solothurn 
Switzerland 

Public Admin 
(CH) 

4 ALL 

Mobile World Congress Feb 2018 Barcelona, 
Spain 

Congress 
attendees 
(Global) 

100,000  MT 

"Parking Challenges" - Event: 
GeoMonday GeoIT.org 

19 Mar 
2018 

Berlin DE Industry, 
students 
(Germany) 

80 TomTom 

ICT Days 2018 - 
Research&InnovationTalks@DI
SI - Mattia Zeni: Bridging 
Sensor Data and Human 
Knowledge  

14 Mar 
2018 

Trento, 
Italy 

Academic & 
general public 
(Italy) 

25 UNITN 

Percom 2018 19-23 
Mar 2018 

Athens, 
Greece 

Academic 
(global) 

30 UNITN 

Invited Talk: Bridging Sensor 
Data and Human Knowledge 
@Speck and Tech 

31 Mar 
2018 

Trento, 
Italy 

Academic & 
general public 

150 MT, UNITN 

"An ever-open city council - 
using open data to deliver 
valuable information: apps, 
chatbots, dashboards" 

14 Apr 
2018 

Trento, 
Italy 

Public Admin., 
citizens(Italy) 

20 MT 

Project presentations to Smart 
Cities Face-to-face interviews  

Oct-2017-
Mar2018 

Multiple 
locations 

Smart cities 
teams Spain, 
France, 
Belgium, Italy, 
UK, NL, SF 

12 city teams  Inmark 

 
Among publications created by QROWD partners: 

- C. Stadler, M. Saleem, A. Ngomo, and J. Lehmann. Efficiently Pinpointing 
SPARQL Query Containments.18th International Conference on Web 
Engineering (ICWE), 2018 

- C. Stadler, G. Dziwis, andn J. Lehmann. Integrating and Publishing 
Heterogeneous Data using SPARQL and DCAT.14th International 
Conference on Semantic Systems (SEMANTiCS), 2018(under review) 

- P. Westphal, L. Bühmann, S. Bin, H. Jabeen, and J. Lehmann. S SML-Bench 
– A Benchmarking Framework for Structured Machine Learning emantic Web 
Journal (SWJ), 2018 

- F. Giunchiglia, M. Zeni, E. Gobbi, E. Bignotti and I. Bison, Mobile Social 
Media and Academic Performance, the 9th International Conference on Social 
Informatics (SocInfo 2017). 

- Giunchiglia Fausto, Bignotti Enrico and Zeni Mattia “Human-like context 
sensing for robot surveillance”. In: International Journal of Semantic 
Computing (IJSC). 

- F. Giunchiglia, M. Zeni, E. Bignotti. “Personal Context Recognition via 
Reliable Human-Machine Collaboration”. In: Pervasive Computing and 
Communications (PerCom), 2018 IEEE International Conference on IEEE. 

- F. Giunchiglia, E. Bignotti, M. Zeni, and Wanyi Zhang “Assessing Consistency 
of in the wild Annotations”. In: Pervasive Computing and Communications 
Workshops (PerCom Workshops), 2018 IEEE International Conference 

- F. Giunchiglia, E. Bignotti, and M. Zeni, Combining Crowdsourcing and 
Crowdsensing to Infer the Spatial Context. In: Pervasive Computing and 
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Communications Workshops (PerCom Workshops) 
 

2.4 Online presence 

The first task to define the online presence of the project was to create Deliverable 
9.1, Online presence and brand guidelines. It presents QROWD graphics, colour and 
writing style in order that QROWD can be immediately recognised by its audience 
and is the basis on which the website and twitter channel were launched. 
Website: QROWD’s website was launched in March 2017 and can be accessed 
through http://qrowd-project.eu.  The website comprises a collection of formal and 
informal documents useful to those also engaged in smart cities and crowdsourcing 
actions. In Figure 3 a screenshot of the QROWD website is shown. 

 

Figure 4: Screenshot of the QROWD website 

The QROWD website currently contains the following sections and sub sections: 
ǒ HOMEPAGE This page presents the project and highlights all the other sections 

with click through to those pages: § Project § Downloads § Know more § Latest 
updates and News § Recent tweets § Social media links § Contact details § 
newsletter sign up. It mentions the EU funding acknowledgement and 
participation in the BDV-PPP.    

ǒ PROJECT describing its aim and basic features 
ǒ PARTNERS brief description of partners 
ǒ LATEST UPDATES relating to events and activities of interest 
ǒ DOWNLOADS allowing Download of Deliverables & Newsletter 
ǒ ABOUT US brief information on team 
The electronic newsletter published in the website (see screenshot in figure 5) and 
submitted to subscribers contains the current month’s articles and updates and 
offers an updated calendar of events for the incoming months. It was recently 
introduced and has already 712 subscribers.  
 

http://qrowd-project.eu/
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Figure 5: April 2018 newsletter screenshot 

 
Monitoring Website results: Main metrics referred to the last 6 months (November 
2017 - April 2018) show the following activity: 
ǒ Along this time, there were 1577 sessions. The home page concentrated 72% of 

the sessions, followed by the project and partners pages. 
ǒ Of the total pageviews (4333) for the period, the home page was the most 

viewed:1695, followed by the project page: 567; and latest updates: 485. 
ǒ People who visit the website land on the home page and then want to learn about 

the project; and thirdly they want to know about the latest updates. 
 

 

Figure 6: Website general overview 

Twitter: The Twitter account (@QrowdProject) is used to refer to the latest news 
from the project, with images from events and workshops. Retweets are made from 
related accounts on similar initiatives, such as LH projects and “sibling” BDVA -PPP 
projects. 
Retweeting content from partners and people in the industry is proving to be a good 
strategy to obtain visibility and increase our number of followers. Monitoring Twitter 
results show that by the end of April 2018, 113 tweets were cast. QROWD´s Twitter 
account has 180 followers, follows 418, and has received 229 likes. The registered 
activity in the Twitter account indicates that impressions have systematically grown, 
from 60/day in January, (total: 1.9K impressions) in January to 302/day (total:9.1K) in 
April.  
 

https://twitter.com/QrowdProject
https://twitter.com/QrowdProject
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Figure 7: Screenshot of top tweets 

Dissemination support material 
QROWD project’s dissemination support material has been produced to support 
partners ‘efforts in communicating the project’s main achievements, benefits and 
outcomes. This support material includes slide decks (Figure 8), press releases and 
flyers (Figure 9). 
 

 

Figure 8: Project overview Slides deck 
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Figure 9: Flyer 
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4. OUTREACH FOR REPORTING PERIOD 2 

2.5 Overall Activity 

 

During the second half of the project the progressive delivery of new project results 
and continuous activity of the project team should generate special interest amongst 
its four target groups. 
 
The three main Dissemination action lines for RP2 are to: 
a) Promote interest in the QROWD platform and services 
b) Broaden the outreach spectrum 
c) Continuously update and enhance our dissemination content and channels. 

 
Operational implementation of these actions will combine: 
- One-to-One actions, based upon Direct Marketing campaigns engaging a critical 

mass of prospects via personalized promotion and invitations, using the different 
Directories created previously, partners´ contacts and participation in diverse 
collaborative initiatives. are supported with other events such as innovation focus 
groups and presentations in workshops and conferences. 

- Interactive dissemination events where project outputs and evidence arising 
from the pilots will be showcased, e.g. hackaton, plugfest, combining internal 
participation with interested outside parties.  

- QROWD online channels: usage of organic marketing (Web and social media) 
to support targeted actions and to provide access to the project to unidentified 
interested people.  

 

2.6 Action lines 
 
Action Line 1: Engage QROWD early adopters prospects 
 
The QROWD platform, the urban mobility dashboard, the crowdsourcing service and 
other results such as the evidence arising from the pilot experiments provide tangible 
results of the project which are relevant not only to SC but also to industry players 
who provide technological solutions to cities. Taking advantage of the availability of 
these tangible outputs, the Dissemination actions within this Action line will be 
specifically aimed at: 
ṉ Encouraging EU smart cities, as the main final customers and final users of 

QROWD platform and related services, to check, experiment and eventually 
adopt some of the initial services to test their suitability to be integrated in their 
respective services portfolios. 

ṉ Engaging with solutions suppliers of the LH projects that might be of value, while 
at the same time contribute to enhance the attractiveness of the QROWD 
platform and services. 

ṉ Engaging with institutions and organisations that are suppliers of technological 
solutions to SC to explore collaboration opportunities and eventually engage in 
tactical alliances to orchestrate such collaboration.  
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Main Outreach activities planned within this Action line include: 

 
Target: Smart Cities  

General Objective: promote willingness to use QROWD results among cities’ 
representatives/those responsible for mobility 

What: direct marketing campaign 

Mailings: bimonthly waves of messages to the Smart Cities 

How: Steps to achieve results 
ǒ Explain the value proposition: QROWD platform, dashboards, modal split 

solutions, etc. 
ǒ Possible package includes: letter, message, brochure/Whitepaper. 
ǒ Reach target using directories  
ǒ Personalise message 
ǒ Follow-up until contact is made 
Who: carries out task: Inmark with partners’ support 

When: Sept 2018 – Nov 2019 

 

 
Target: Smart Cities  

General Objective: create awareness/reinforce knowledge among cities’ 
representatives  

What: presentation/pitch at targeted event 

Where: selected third party event  

How: Steps to achieve results 
ǒ Select event from QROWD list of events  
ǒ Decide presenter. 
ǒ Prepare a presentation that explains the value proposition: QROWD platform and 
related services, focusing on the selected event’s assistants and core theme.  

ǒ Support with visual material: poster, flyer 
ǒ Follow-up on attendees 
Who carries out task: all partners with Support from Inmark: those who are more 
closely related to Event theme. 

When: Oct 2018 – Oct 2019 

At least one presentation by each partner. 

 
Target: Smart Cities  

General Objective: Recruit cities as the earliest customers/adopters (or incentivize 
willingness to adopt QROWD) 

What: dedicated presentations to selected representatives/those responsible for 
mobility 

Where: partners’ respective countries 

How: Steps to achieve results 
ǒ Select participants to be invited (Long list²Feedback and shortlist + 

Replacements list) 
ǒ Contact interviewee and set presentation date 
ǒ Follow -up until appointment is made 
ǒ Decide presenter. 
ǒ Decide content /key message /relevant whitepaper: explained in a story. What 

can be said about QROWD solutions? Why are we innovators? What evidence is 
there of this? Adapt message to target. 
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ǒ Contact interviewee with Personalized message reinforcing with brochure/ 
Whitepaper/ visual support material  

ǒ Explain the value proposition: QROWD platform, dashboards, modal split 
solutions, etc. 

ǒ Follow-up  
Who carries out task: All Partners* with technical support from Inmark.  

When: Oct. 2018–May 2019 

* QROWD partners can easily/directly access 57% of the Priority 1 and 2 group of 
cities in the European area by addressing the cities in their respective countries and 
areas of influence as follows: 

Partners Located in  Approach cities in countries 

ATOS & Inmark  Spain France, Portugal, Spain 

MT & UniTn Italy Italy, Austria 

SOTON UK UK, Ireland, NL 

InfAI & Tom Tom Germany Germany, Austria 

Ai4BD Switzerland Switzerland 
 

 
Target: Smart Cities  

General Objective: Engage cities representatives as potential early 
customers/adopters/endorsers & gather feedback for final business model 

What: innovation focus group 

Where: at partners sites: Trento, Madrid, Berlin/Leipzig, Southampton/London, 
Zurich 

How: Steps to achieve results 
ǒ Select 6-8 cities’ representatives / targeted allies. 
ǒ Prepare guideline / list of Discussion points 
ǒ Explain the mission, activities and benefits foreseen for the QROWD platform.  
ǒ Gather quantitative and qualitative evidence, facts, stories, of all the claims about 
QROWD’s benefits (value proposition). 

ǒ Collect information on what real benefits are seen in QROWD solutions & why 
QROWD solutions are good/ attractive as compared to the existing ones/ those 
currently used. 

ǒ Collect information on main problems in applying QROWD solutions 
ǒ Collect lessons learnt, anecdotes, illustrative data, recommendations 
ǒ Follow-up on attendees 
Who: partners from each country, with technical support from Inmark: MT & UniTN in 
Italy, ATOS & Inmark in Spain, InfAI & Tom Tom in Germany, SOTON in UK, AI4BD 
in Switzerland. 

When: Feb - May 2019 

One focus group at each group of partners’ site (5)  

 
Target: Lighthouse project partners’ technology suppliers  

General Objective: create awareness/increase knowledge among potential allies. 
Secondarily, generate/ reinforce alliance to engage endorsers of QROWD to smart 
cities. 

What: Demo presentation of Pilot results  

Where:  QROWD organized workshop at location selected by Tom Tom location & 
Trento Municipality and University 

How: Steps to achieve results 
ǒ Select Lighthouse projects representatives / targeted allies from directory. 
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ǒ Invite participants using LH directory, supporting with web and social media. 
ǒ Prepare a presentation that explains and demonstrates the result.  
ǒ Support with visual material: poster, flyer/slide deck. 
ǒ Follow-up on attendees 
Who: Tom Tom/Trento partners with support from Inmark 

When: Apr – Jun 2019 

One at each location. 

 
Action Line 2: Broaden outreach spectrum 
This Action line aims at mobilising a community of market and non-market players 
around the QROWD project. Under this line, there are two key activities: 

a) the co-operation with other projects and  

b) the dissemination of results in suitable events. 

Regarding the co-operation with other projects, the “natural” field of operations is, in 
a first instance, the group EU funded H2020 projects, as described in 3.2.3 and 
3.2.4. The possibilities to be explored for joint/coordinated efforts include: 
ǒ Technical cross-fertilisation (avoid reinventing the wheel) 

ǒ Co-operation in promotional activities 

ǒ Collaboration in market intelligence gathering and/or analyses, community 

boosting, alliances with industry, etc. 

ǒ Cross-advertising, especially across online channels  

 

Main Outreach activities planned within this Action line include: 
 

Target: Lighthouse project partners’ technology suppliers  

General Objective: create awareness/increase knowledge among potential allies. 
Secondarily, generate/ reinforce alliance to engage endorsers of QROWD to smart 
cities. 

What: presentation /pitch at workshops/conferences/fairs/meetings 

Where: selected third party events OASC, BDVA, EIP-SCC, OASC Mobility Working 
Group, etc. 

How: Steps to achieve results 
ǒ Select Lighthouse projects representatives / targeted allies from directory. 
ǒ Select event/s that bests fit QROWD’s dissemination purpose from QROWD 

calendar of events. 
ǒ Prepare a presentation that explains the value proposition: QROWD platform, 
dashboards, modal split solutions, focusing on selected event’s core theme. 

ǒ Support with visual material: poster, flyer, slide deck 
ǒ Follow-up on attendees 
Who: all partners with technical support from Inmark 

When: Oct 2018 – Sept 2019 

At least 1 event per partner 

 
Target: Knowledge creators/technology suppliers  

General Objective: reinforce knowledge among allies, engage endorsers of QROWD. 

What: hackathon/plugfest 

Where:  UK / Germany 

How: Steps to achieve results 
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ǒ Define specific purpose of event. (What for?) 
ǒ Select Lighthouse projects’ and BDVA representatives / allies from Lighthouse 

projects directory (researchers/academia). 
ǒ Prepare introduction to QROWD and invitation: purpose, define what is expected, 

regulations 
ǒ Follow-up on attendees 
Who: tech partners: (ATOS, AI4BD, InfAI)/SOTON with technical support from 
Inmark 

When: Feb.- May 2019 

 
Action Line 3: Improve dissemination content and online channels  
This second half of the project lifecycle brings in new requirements in terms 
audiences and higher and wider quantities of content to be disseminated, as results 
need showing, and the first targeted audiences begin to react. The experience of the 
first period of operation renders recommendations to enhance the existing 
dissemination channels and activities supporting direct marketing actions and 
QROWD-organised or third-party events. 
 
Whitepapers and briefing notes to influence the decision-making processes of 
prospective customers. These focused documents will inform of the problems 
QROWD is addressing and advocate that our solution is the adequate one. Some of 
the exploitable assets the whitepapers focus will be: the QROWD platform, the urban 
mobility dashboard, iLog, modal split services, road event reporter, on and off-street 
parking information, modal split service, QROWDSmith. These whitepapers and 
briefing documents will be used as standalone hand-outs as well as for generating 
content for dissemination on the web and social media and contribute to 
consolidating the QROWD brand image.  
 
Online presence and social media support and reinforce person-to-person 
communication. Major activities related to these include: 
a) Tune-up of the website content, making it more captivating, sharpening the key 

message, aiming at making communication more streamlined, providing more 

content related to QROWD results.  

b) Continue enhancing and extending the role of social media channels as traffic 

channelizer for the website. This includes expanding the number of 

tweets/month, adding more content and expanding the number of followers and 

follows. 

c) Improvements in the messages to the different target audiences referred to the 

future offering as well as to specific project outputs such as the pilot case 

experiments. 

d) Description of the opportunities for collaboration with third parties: Research & 

Innovation projects. 

e) Specific campaigns to support the pilot case experiments 

f) Secure the flow of relevant content for the QROWD updates and newsletter. 

g) Improve monitoring and reporting of dissemination actions carried out by 

partners, on the one hand becoming more systematic in the reporting asap of 
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planned actions and on the other, in providing meta information about the events 

(quantity, quality, audience, etc.) 

h) Cross advertising activities in relationship with other EU funded projects and 

institutional stakeholders.  

 

5. CONCLUSIONS 
 

In this deliverable we outlined the DEP guiding the formulation and execution of 
outreach activities to support future exploitation of project results. This first version of 
the Outreach Report integrates the overall design of the DEP, the initial preparatory 
activities performed during the first half of the project and the Action plan for the 
second half of QROWD lifecycle. It sets out a comprehensive and inclusive approach 
that provides guidance and direction for all partners in their own actions to promote 
the usage of project results.  
 
Dissemination and engagement of an innovation action such as QROWD aimed at a 
very well defined and finite target group of potential Early Adopters calls for a 
coordinated set of direct, one-to-one engagement actions with carefully identified 
influential individuals, who are decision makers affecting the lives of numerous 
citizens. To support these actions, we planned the elements and mechanisms that 
will be used in the period until the end of the project, now that results start to become 
showable to third parties. 
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ANNEX 1   PRIORITY 1 & 2 SMART CITIES DIRECTORY 
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ANNEX 2    CALENDAR OF RELEVANT THIRD-PARTY EVENTS 

 


