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Executive Summary  

This deliverable reports on FlexiGroBots dissemination and communication activities that took 

place between December 2021 (M12) and November 2022 (M23). The implemented activities 

were part of the dissemination and communication plans presented at D7.1, D7.2 and D7.10, 

respectively. The activities that will take place in December 2022 (M24) will be included in 

D7.12 Communication report 3, which will inform about activities done within the third year 

of project implementation. 

Project activities described in this deliverable represent a joint effort of the consortium 

partners in order to increase the visibility of FlexiGroBots among targeted stakeholders. 

Performed activities contributed to positioning FlexiGroBots as an innovative project with a 

unique value for different engineers, service providers, as well as farmers to deploy flexible 

heterogeneous multi-robot systems that will contribute to empowering the European 

agrifood sector. 

Dissemination activities are the responsibility of T7.1 led by Wageningen University (WU), 

while communication activities are part of T7.2 led by BioSense Institute (BIO). Leader of T7.2 

until recently was ATOS which still contributes to this task to a significant extent. Together, 

FlexiGroBots successfully promotes its achievements at various levels, which is best shown by 

the results achieved so far: 

¶ Website: 12 021 unique visitors, 13 024 sessions, 18 768 page views and 736 

references to the project on search engine; 

¶ Twitter: 318 tweets, 1 747 retweets and likes, 231 followers, 3.32% engagement rate 

and 70 554 impressions; 

¶ LinkedIn: 957 visitors, 7.17% reactions, 46 629 organic impressions and 397 followers; 

¶ YouTube: 7 videos, 21 followers and 983 views; 

¶ Marketing material: 1 project poster, 1 promotional video, 1 brochure, 2 official press 

releases, more than 13 000 000 people reached by press releases and 3 newsletters 

(4th issue will be published in January 2023); 

¶ Events: Participation in 46 events/conferences/workshops/webinars with an audience 

of more than 100 000 people; 

¶ Scientific publications:  

o 1 journal article published; 

o 3 journal articles under review; 

o 15 journal articles, 13 conference articles and 1 book chapter in preparation. 

All of the communication & dissemination KPIs set by M24 have been achieved, except 

Scientific publications which will be given more importance during the last year of the project, 

as well as LinkedIn Visitors, which are expected to reach the target by the end of the 2022. 
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1 Introduction   

The FlexiGroBots project strives to create a platform based on flexible heterogeneous multi-

robot systems which would enable intelligent automation in precision agriculture. As such, 

the platform would provide ample benefits, as well as business opportunities to a wide 

audience of stakeholders. 

The dissemination task, as outlined in D7.1, D7.2 and D7.10, intends to make the results of the 

project public utilising adequate means, as well as to bring the research that is being done to 

the attention of various stakeholder and interest groups. This would be achieved by 

disseminating the results in a targeted way, allowing these groups to utilise the results for the 

benefit of their business ventures and activities. By focusing on the promotion of the activities 

and results to as wide an audience as possible, the communication task works on reaching out 

to society and the general public and to show how EU funding can be utilised to tackle societal 

challenges. 

In order to efficiently execute dissemination and communication activities and avoid 

duplicating efforts, an appropriate workflow based on the collaboration of these activities was 

developed. This workflow employs pillars that were defined in D7.10 ς Visibility, Awareness 

and Engagement, and has gone a long way in improving the results of the Dissemination (T7.1) 

and Communication (T7.2) tasks, as will be reported here. 

In short, the collaboration between T7.1 and T7.2 is based on communicating the activities 

that are planned and executed within T7.1 to T7.2 so they can be promoted on the project 

website, various social media networks and to provide support with organisation of events 

should that be necessary. Other than that, T7.2 is focused on creating blog posts, press 

releases, developing different communication materials and engaging WP7 partners in these 

activities in order to improve and amplify the impact of communication efforts. 

Future activities will be reported in the final deliverable D7.12 (M36). 

1.1 Purpose of the document  

This deliverable will report on the work and activities performed within T7.1 ς Dissemination 

and T7.2 ς Communication during the M12-M23 period of the FlexiGroBots project. 

An overview of strategies outlined in previous deliverables, as well as a report on specific 

activities performed by partners to increase the visibility of the project to stakeholders, will 

be presented. 

Additionally, given the fact that the project review report indicated the need to improve 

scientific dissemination, the necessary steps that were taken to increase the scientific 

production & contribution of the project will also be briefly presented. In this regard, it is 
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important to point out that a full list of scientific publications planned for the following period 

has been made. Also, planned events such as prime robotics conferences ICRA/IROS/RSS, 

European Robotic Forum ς typical forum for exploitation and dissemination, various 

exhibitions, as well as potential dissemination actions with identified DIHs are mentioned in 

this report. 

1.2 Structure of the document  

The document is divided into the following 5 Sections: 

¶ Section 1 includes the Introduction, Purpose and description of the deliverable, along 

with a detailed list of KPIs achieved by Dissemination (T7.1) and Communication (T7.2) 

until M23; 

¶ Section 2 provides an overview of the communication efforts of BIO, the lead for T7.2, 

reports on the performed activities, evaluates communication efforts by analysing 

defined KPIs and gives an overview activities that are planned for 2023; 

¶ Section 3 provides an overview of the communication efforts of WU, the lead for T7.1, 

reports on the performed activities, evaluates communication efforts by analysing 

defined KPIs and gives an overview activities that are planned for 2023; 

¶ Section 4 provides a short description of the involvement of individual partners in the 

activities performed within T7.1 and T7.2; 

¶ Section 5 provides the conclusions and next steps for these tasks. 
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2 Communication Strategy  

During the second year of the project, the main objectives of Phase 2 of the communication 

strategy were reaching out to target stakeholders and achieving maximum visibility and 

awareness of the FlexiGroBots project. This was achieved by communicating project 

achievements, primarily regarding the FlexiGroBots Platform and Pilots, as well as technical 

WPs. The final goal is to engage with stakeholders regarding the potential adoption of 

FlexiGroBots Platform and developed technologies. 

The strategy of communicating project activities and achievements during the M12-M23 

period included their promotion through press releases and media publications, newsletters, 

blogs, engagement on social media with valuable and creative content, as well as creating 

numerous marketing materials such as project brochure, poster, promotional video, new 

social media banners etc. 

2.1 Communication Reporting M12 -M23 

The table below (Table 1) shows the target KPIs for the second year of project implementation 

(Year 2), as well as those achieved since the start of the project, from January 2021 (Month 1 

- M1) to November 2022 (M23). Considering the time frame for the preparation of this 

document, the activities planned for December 2022 (M24) have not yet been fully statistically 

processed. Therefore, this report mainly shows the values obtained for the first 23 months of 

the project, with an emphasis on the M12-M23 period because the information for the first 

11 months have already been described in detail in D7.10 Communication Report 1. 

Accordingly, communication and dissemination activities conducted during the M24-M36 

period will be reported in the upcoming deliverable ς D7.12 Communication Report 3. 

Type Key Performance Indicators 
(KPIs) 

Target by 
Year 2 
(M24)  

Achieved until 
November 2022 (M23) 

Website Unique Visitors 4000 12 021 

Sessions 5333 13 024 

Page Views 8000 18 768 

Number of References to the 

project on the search engine 

30 736 

Twitter Tweets 250 318 

Retweets/Likes 550 1747 

https://flexigrobots-h2020.eu/sites/flexig/files/public/content-files/deliverables/FLEXIGROBOTS_D7.10_CommunicationReport1_1.0.pdf
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Type Key Performance Indicators 
(KPIs) 

Target by 
Year 2 
(M24)  

Achieved until 
November 2022 (M23) 

Followers 200 231 

Engagement Rate >1% 3.32% 

Impressions 70 000 70 554 

LinkedIn Visitors 1000 957 

Reactions 1.2% 7.17% 

Organic Impressions 15 000 46 629 

Followers  200 397 

YouTube Followers 20 21 

Marketing 

Material 

Project Poster 1 1 

Video 1 1 

Brochure 1 1  

Press Releases  2 2 

Audience reached by Press 

Releases 

1500 +13 000 000 

Newsletters 4 4 (4th issue will be 

published in January 

2023) 

Events Industrial conferences 1 10 

Industrial exhibitions 1 11 

Audience reached  500 102 470 

Table 1: Communication KPIs achieved in the M1-M23 period 

Each activity listed in Table 1 is described in detail in the following sections. 

2.1.1 FlexiGroBots Website  

The FlexiGroBots website (https://flexigrobots-h2020.eu/), the main source of all significant 

information about the project, clearly communicates project aims, activity and achievements 

to the scientific community, as well as to the wider audience. Its regular maintenance by 

publishing relevant and creative content, such as latest news & events, monthly blogs, press 

https://flexigrobots-h2020.eu/
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releases, biannual newsletters, scientific and non-scientific publications, videos, media 

appearances, marketing material, deliverables, etc. enable the project to have a strong online 

presence. 

 
Figure 1: FlexiGroBots Website Structure M12-M23 

The current structure of the website (Figure 1) is more informative ς it represents an updated 

version of the previous one in order to provide more detailed information about the project 

and results achieved so far. In this regard, an animated video showing the aims of the project 

was made and located within the home page (Figure 2). The page about the cutting-edge 

FlexiGroBots Platform (Figure 3), which clearly shows its features and benefits, has been 

relocated to the main menu and thus made more accessible to website visitors. Also, the 

Newsletter section, which contains biannual overviews of each work package progress, can 

now be found under the News & Events tab. 
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Figure 2: FlexiGroBots website ς Home page 

 
Figure 3: FlexiGroBots Platform page 

The next step in revamping the website is the relocation of the Pilots section to the main 

menu, in order to make the Pilots research progress more visible and accessible. 

When it comes to the metrics, we used the Google Analytics platform to collect relevant 

statistical data from the website in order to monitor and provide insights into website traffic. 

Figure 4 shows Audience Overview ς obtained data regarding the number of users, page 

views, sessions, pages per session and average session duration. 
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Figure 4: FlexiGroBots Website ς Audience overview (M12-M23) 

In accordance with the data presented, during the M12-M23 period the FlexiGroBots project 

website had 6948 users who initiated at least one session on the website. Also, the total 

number of sessions in this period is 7562, whereby both parameters increased by 39% and 

38%, respectively, compared to the first 11 months of the project. This is a clear sign that we 

are on the right track to increase the project's online presence. 

The analysed website traffic (Figure 5) resulted in 10 199 page views (increased by 19% 

compared to the M1-M11 period), with an estimated 1.35 pages per session and average 

session duration of 00:35. 

 

 
Figure 5: Website traffic by countries 

As in the first 11 months of project implementation, the majority of the website users are from 

countries represented by the consortium partners such as Spain and Finland. However, 

compared to the M1-M11 period, the number of users from other countries represented by 
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FlexiGroBots partners, such as Germany and Serbia, also increased significantly ς by 341.5% 

and 150%, respectively. 

Germany represents one of the countries with a need for technologies such as those being 

developed by the FlexiGroBots project, considering that its agricultural sector in 2022 has 

reached its highest growth in the last 30 years [1]. 

Due to Serbia also placing importance on the agricultural sector, as well as BioSense Institute 

(BIO) leading both Pilot 3 ς Blueberries and T7.2 ς Communication task, the project's activities 

were, to a greater extent, communicated and disseminated through national digital and 

printed media, together with guest appearances on national TV shows. 

Another relevant parameter for analysis is how users access the website (Figure 6). The 

highest percentage of website traffic (67.8%) is through Direct Search ς users accessed the 

website by entering the address in the web browser or via a saved tab containing the URL. 

Website traffic through Organic Search was 21.5% and the remaining 10.7% of traffic was 

through Social Media and Referral (links on third parties' websites). The plan for the next 

period is to increase website traffic through Organic Search and Social Media. 

 
Figure 6: Website traffic acquisition 

 

As announced in the previous deliverable (D7.10), in Phase 2 of project implementation we 

successfully increased website traffic to sections with content that represents project progress 

(Figure 7) such as FlexiGroBots Platform (increased by 65%), Deliverables (increased by 50%) 

and Blog (increased by at least 150%). 
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Figure 7: Website visitorǎΩ ōŜƘŀǾƛƻǳǊ 

 

Metrics achieved so far for the FlexiGroBots website are in accordance with expectations and 

in line with the KPIs presented in D7.2 Communication Plan & Communication Kit. 

2.1.2 Social Media  

Social media platforms significantly help the communication and dissemination of project 

activities, which leads to an increase in visibility and enables reaching large audiences, as well 

as social networking. Also, social media enables direct connection with the target audience, 

such as companies potentially interested in technologies being developed by the FlexiGroBots 

project. In previous deliverables it was described that FlexiGroBots has accounts on Twitter 

and LinkedIn and uses them to promote project activities and achievements by sharing 

information such as scientific and non-scientific publications, testing within Pilots, 

participating in various events, blog posts and submitted deliverables. The project also has its 

own YouTube channel, which contains an animated project video, recordings of TV interviews, 

field tests, virtual sessions, etc. 

The activities of the FlexiGroBots project are also promoted on other (external) social media 

accounts, mostly from consortium partners and related organisations. T7.2 keeps track of this 

type of content within the Dissemination Activity Registry (DAR) available to each partner and 

takes it into account when presenting the additional impact on FlexiGroBots-related visibility 

and reach. In this regard, Table 7 included in Annexes shows more than 140 social media posts 

on external accounts from the M12-M23 period. 

The following sections show activities on social media accounts and monthly metrics for M12-

M23, with regards to the first 11 months of project implementation. 

https://flexigrobots-h2020.eu/sites/flexig/files/public/content-files/deliverables/FLEXIGROBOTS_D7.2_CommunicationPlanCommunicationKit_V1.0_0.pdf
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2.1.2.1 Twitter 

 
Figure 8: @FlexiGroBots Twitter profile 

As for the FlexiGroBots Twitter account ς @FlexiGroBots (Figure 8), we continued the practice 

established during the first year of the project that proved effective: 

¶ Using creative visuals, banners, emojis, as well as relevant hashtags 
¶ Promotion of project activities ς event participation, media coverage, blog posts, 

publications, field tests, etc. 
¶ Redirecting traffic to the project website 
¶ Monitoring events and posts from targeted profiles working on similar topics as 

FlexiGroBots 
¶ Retweeting and liking the content of relevant accounts 
¶ Strengthening relationships with targeted stakeholders by mentioning them in posts 
¶ Planning communication campaigns in advance 
¶ Using Twitter Analytics to monitor posts and defining which content type works more 

efficiently 

In the M12-M23 period, a total of 170 tweets were published on the FlexiGroBots profile. Of 

the total number, there were 127 original tweets, which is 108% more original tweets 

compared to the first 11 months of the project (Figure 9). The rest are represented by retweets 

and quoted external tweets, which are significant for the variety of content on the profile and 

interactions with other relevant accounts. 
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Figure 9: Number of Tweets per month (M1-M23) 

As announced in the previous deliverable, in Phase 2 of the project we tried to tweet original 

content at least two times per week. Therefore, Figure 10 represents T7.2 dedicated 

engagement in the communication of increased number of project activities in the second 

year of the project on Twitter. 

 
Figure 10: Number of Tweets per month (M12-M23) 

However, in M13 and M19 there was an expected decrease in publications on Twitter due to 

the normal reduction in the number of project activities during the winter holidays in January 

and the summer season in July. 
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Figure 11: Retweets and Likes (M1-M23) 

One of the most important indicators of the quality and creativity of content are Retweets and 

Likes. Figure 11 shows a significant increase in the number of Likes during the M12-M23 period 

compared to the first 11 months of the project ς from 327 Likes to 846. It can be observed 

that the trend of increasing monthly Likes over time is consistent with the increasing number 

of monthly Tweets. 

 

 
Figure 12: Retweets and Likes (M12-M23) 

The highest number of Likes was during M16 (April 2022) and M17 (May 2022), which is in line 

with the increased number of project activities at that time, and therefore also Tweets. 

Regarding Retweets, although their average number during M12-M23 is higher in Phase 2 of 
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the project compared to the M1-M11 period, there has been a decrease in recent months 

(Figure 12). 

 

 
Figure 13: Twitter Engagement Rate (M1-M23) 

Twitter engagement rate is a percentage representation of tweets' engagement divided by 

the number of tweets' impressions. Figure 13 represents a significant increase in the 

engagement rate during the first two years of the project, which means that we are on a good 

path to a high level of Twitter visibility. 

 

 
Figure 14: Twitter Engagement Rate (M12-M23) 

As presented in the past deliverables, the M36 target for engagement rate is >1%. During the 

M12-M23 period, this number was exceeded every month (Figure 14). Our aim is to maintain 
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these percentages over 1.5% in the following period as well (i.e. until the end of project 

implementation). 

 

 
Figure 15Υ ϪCƭŜȄƛDǊƻ.ƻǘǎ CƻƭƭƻǿŜǊǎΩ ŜǾƻƭǳǘƛƻƴ όaм-M23) 

Since the beginning of the project, the number of followers on the FlexiGroBots Twitter profile 

has steadily increased every month, reaching 231 followers at the end of November 2022 

(Figure 15). Considering the success of this KPI, it is expected to reach the target number of 

followers set for the end of the project ς 300 followers. 

 
Figure 16: Twitter Impressions (M1-M23) 

Finally, impressions mean the number of times FlexiGroBots tweets were seen. During the 

M12-M23 period, the number of impressions was 36 974, which is a total of 70 554 

impressions achieved from M1 to M23 (Figure 16). 
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Figure 17: Twitter Impressions (M12-M23) 

Despite the decrease in numbers over the past months, tweets reach the expected 1 800 

impressions per month, with the exception of M23 (Figure 17). Therefore, in a few months we 

expect to reach 100 000 impressions, which is the target number of impressions set for M36. 

In summary, all expected targets set for Year 2 of the project have been achieved. Therefore, 

project activity and visibility on Twitter can be evaluated as successful, although some 

improvement measures can be taken in order to increase the number of Retweets and 

Impressions. 

2.1.2.2 LinkedIn  

Created as a company page, the FlexiGroBots account on LinkedIn (Figure 18) is an important 

element of project communication strategy because it is used to share and highlight the most 

important project-related activities on the internet's largest professional network. 

As with the Twitter account, in the case of the LinkedIn page we also continued the practice 

established during the first year of the project that proved effective: 

¶ Using original and creative visuals & banners, interesting emojis, as well as relevant 

hashtags; 

¶ Posting relevant content to engage and inform our target audience about project 

progress such as blog posts, press releases, newsletters, scientific publications, 

deliverables, testing within Pilots, etc.; 

¶ Redirecting traffic to the FlexiGroBots website; 

¶ Using Analytics on LinkedIn to monitor posts and defining which content type works 

more efficiently. 
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Figure 18: FlexiGroBots LinkedIn Page 

As emphasised in the previous deliverable, in Phase 2 of project communication strategy 

FlexiGroBots strengthened its thought leadership on different topics covered by the project 

through blog posts and using its LinkedIn page as a secondary channel for promoting content 

and increasing impact. 

When it comes to metrics, data for LinkedIn-related KPIs (visitors, followers, organic 

impressions and reactions) were collected using LinkedIn Analytics and shown in the following 

figures. 

 
Figure 19: LinkedIn Visitors (M1-M23) 

The FlexiGroBots LinkedIn page had a total of 456 visitors during M12-M23, totalling 957 

visitors from the beginning of the project until the end of November 2022 (Figure 19). The 
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target number of visits for Year 2 of the project was 1000, however, since this report did not 

include data for M24 (December 2022) we predict reaching the target number by the end of 

the year. 

 

 
Figure 20: LinkedIn Visitors (M12-M23) 

As in the case of Likes on Twitter, the highest number of Visitors was during M16 (April 2022) 

and M17 (May 2022), which is in line with the increased number of project activities at that 

time. The month with the lowest number of visits corresponds to January (M13) when the 

frequency of posts decreased due to the winter holidays (Figure 20). 

 

 
Figure 21: LinkedIn Organic Impressions (M1-M23) 

The LinkedIn organic impressions represent the number of times unpaid content is shown to 

LinkedIn members. This parameter is one of the most important for showing that the content 

actually increases the visibility of the project. With 35 385 organic impressions during the 

M12-M23 period and a total of 46 629 achieved during the first two years of the project, the 


































































































































