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Disclaimer  

Use of any knowledge, information or data contained in this document shall be at the user's sole risk. 
Neither the ChArGED Consortium nor any of its members, their officers, employees or agents accept 
shall be liable or responsible, in negligence or otherwise, for any loss, damage or expense whatever 
sustained by any person as a result of the use, in any manner or form, of any knowledge, information or 
data contained in this document, or due to any inaccuracy, omission or error therein contained. 

The European Commission shall not in any way be liable or responsible for the use of any such 
knowledge, information or data, or of the consequences thereof. 

This document does not represent the opinion of the European Union and the European Union is not 
responsible for any use that might be made of it. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Copyright notice  

© Copyright 2016-2019 by the ChArGED Consortium 

This document contains information that is protected by copyright. All Rights Reserved. No part of this 
work covered by copyright hereon may be reproduced or used in any form or by any means without the 
permission of the copyright holders. 
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%ØÅÃÕÔÉÖÅ 3ÕÍÍÁÒÙ 

The main objective of the ChArGED dissemination strategy is to describe the achieved and planned 
dissemination activities and tools to ensure that various target groups get aware of the activities of the 
project. More specifically, through these activities, ChArGED aims to create public awareness and 
generate interest to different communities (scientific, industrial, wider public, policy makers, etc.) as 
well as to inform and consult industrial players in the field across Europe about the ChArGED solutions 
for energy efficiency in public buildings, in general. Dissemination/ Communication activities help 
towards the identification of the benefits of the ChArGED outputs and the exploitation of these in order 
to maximise the impact of the project on all stakeholders. 

To this end, the project has been communicated (during the first year of its life) through different online 
and offline channels; these activities are thoroughly presented in this document. This report presents 
the dissemination effort and material which have taken place during the entire second year of the 
project implementation. 
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1 )ÎÔÒÏÄÕÃÔÉÏÎ 
This report, part of WP5, summarises the dissemination activities, along with the communication 
material, that were performed during the first year of the ChArGED project. At the beginning of the 
project, the identity and the main communication channels with the stakeholders were built. The 
identity contributes i nto the recognition of the ChArGED project, and is mainly based on the graphical 
consistency of the material and the dissemination of project results. The following are the main topics 
of the ChArGED dissemination efforts during the second year: 
Ɇ The ChArGED as a project in general, 
Ɇ The ChArGED end-user deployment plans (results of WP4), 
Ɇ The ChArGED architecture and initial design (results of WP3),  
Ɇ The ChArGED planned system components and particularly the gamified app. 
Ɇ The ChArGED baseline assessment methodology 
 
A wealth of activities, online and offline, have taken place. These are described in more detail in the next 
chapters. 
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2 #ÏÍÍÕÎÉÃÁÔÉÏÎ ÍÁÔÅÒÉÁÌ 

 

2.1 Flyer and poster  

A flyer has been re-designed, in order to present the recent results of the project as mentioned above. 
The flyer is also publicly available for download at the ChArGED website. 

 

 

Figure 1 ChArGED flyer v1 
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Figure 2 ChArGED flyer v2  

 

2.2 Presentation template  

The project presentation was updated for complete project presentation, further contributing to the 
identity forming and making the project recognisable. 

The project general presentation has been also updated to include project results related to the system 
components and validation methodologies.  

 
 

Figure 3 Extracts of ChArGED baseline presentation  

 

2.3 Document templates  

Although document templates can be considered part of the quality management, since some 
deliverables are public, the consistent form of these documents contributes to the ChArGED graphic 
identity . 
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Figure 4 Extracts of ChArGED deliverable  template  
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3 /ÎÌÉÎÅ !ÃÔÉÖÉÔÉÅÓ 

The project website, at http://www.charged -project.eu/  , has been continuously updated with project 
results, and ÅÖÅÎÔÓȢ &ÏÒ ÔÈÅ ÖÉÓÉÔÏÒÓȭ ÃÏÎÖÅÎÉÅÎÃÅ ÁÌÍÏÓÔ ÁÌÌ ÓÕÂÐÁÇÅÓ ÏÆ ÔÈÅ ×ÅÂÓÉÔÅ ÁÒÅ ÁÃÃÅÓÓÉÂÌÅ Ây 
the main page with respective quick links. Moreover, links to the social media accounts (LinkedIn and 
4×ÉÔÔÅÒɊȟ ȰÁÍÐÌÉÆÙÉÎÇȱ ÔÈÅ ÂÒÁÎÄÉÎÇ ÏÆ ÔÈÅ ÐÒÏÊÅÃÔȟ ÁÒÅ ÁÖÁÉÌÁÂÌÅ ÏÎ ÔÈÅ -ÁÉÎ 0ÁÇÅ ÏÆ ÔÈÅ ×ÅÂÓÉÔÅȢ  

http://www.charged-project.eu/
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Figure 2 Screenshot of ChArGED website (main page)  
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The ChArGED website has proved highly effective in the dissemination of the project. The number of 
visitors shows increasing trends, while the monthly number of unique visitors are beyond the 2000 
mark since June 2017. A constant increase at the number of visits appears in January 2017, after the 
dissemination of ChArGED in the European Utility week and the VIMSEN project workshop. 

 
Figure 3 ChArGED website sitemap 

The duration of the visits, which is one of the factors in calculating the audience engagement1, is slowly 
declining following the increase in visitors. This is an expected behaviour, as normally more visitors 
means that the site is accesses by a wider audience which is not necessarily interested in all the technical 
details of the projects. Nevertheless, the overall average duration is at the 2 minutes mark, which is 
assessed as good performance based on industry standards.2 

 

Figure 4 ChArGED website visit durat ion 

                                                             

1 The other factors are: click depth, return frequency and long-term loyalty, Peterson E., Carrabis J., ñMeasuring the 

immeasurable: visitor engagementò, WebAnalyticsDemystified, 2008 

2 https://www.spinutech.com/blog/digital-marketing/7-website-analytics-that-matter-most/#AvgSessionDuration 
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Hits on the project web pages via search engines show increased interest, with more than 80 hits per 
month constantly after October 2016. 

 

Figure 5 ChArGED website hits  from search engines 

Public deliverables are also available for download at the website. The total number of downloads after 
March 2017 is constantly above 100. 

 

Figure 6 Public deliverables downloads  
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3.1 Social media 

3.1.1 LinkedIn  

During this period the project LinkedIn group was renamed to Energy Efficiency projects as this is now 
used by other projects and specifically the projects ENTROPY, BENEFFICE(common coordinator), 
PEAKapp. This has been created with the initiative of ChArGED proposed and welcomed by other 
projects. More project will be invited. Furthermore, while the group itself is a way to connect relevant 
interested persons and parties, and promote to them the project results and relevant discussions, the 
same news and results of the project have been also published as posts of partners and republished by 
others in order to reach larger audience. Indicatively while the group now includes x members, recent 
project news have been reported to have 1164 views . 

 

Figure 7 LinkedIn Energy Efficiency Projects H2020 group   

Therefore in the second year the Linkedin group has expanded from 30 LinkedIn members to 51, 
showing a big increase and real benefit of cooperating with other relevant projects. The aim is to engage 
with the different communities (academic, industrial, etc.) and enable them to actively participate in the 
professional conversations or even initiate their own, thus creating a focused audience. 
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Figure 8: LinkedIn post in the open space 

The statistics of the Group members industries are summarised in the following graph: 

 

Figure 9: Industries of LinkedIn group members  
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3.1.2 Twitter  

A twitter account has been also set up and updated with the latest news and events.  

  

Figure 10 ChArGED twitter announcements 

 

Up to the time of creating this document the twitter account had 45 followers and a total of 22 tweets. 

 

Figure 11 Last 28 days summary of Twitter account  

 

The ChArGED tweet impressions, as expected do not have a constant number since they are largely 
dependent on the number and nature of the tweets themselves. However, a constant trend for an 
average value of 300 tweet impressions per month can be observed. 












































































