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Executive Summary
The POWER (Political and sOcial awareness on Water EnviRonmental challenges) project (H2020-ICT102015) is funded under the H2020 programme ‘Collective Awareness Platforms for Sustainability and Social
Innovation’. This document forms the deliverable D3.4, the output of Work Package 3, Task 3.5: Engagement
model development and implementation. The main objective of Work Package 3 is to actively engage the
different target audiences of the POWER community so to ensure social, technological, environmental and
political uptake based on scientific evidence.
The present deliverable presents the POWER engagement model that has been developed following several
targeted objectives: (1) raise awareness on water-related issues at local level; (2) direct citizens,
professionals, and other groups towards the digital social platforms (DSPs) and the other engagement tools;
(3) encourage and facilitate involvement of the users in the decision process; (4) keep people engaged.
In doing so, it describes the different engagement approaches adopted to address the wide variety and
diversity of POWER target groups and main objectives in the Key Demonstration and Follower Cities. Each
target group, described in general manner in section 2.4 and specifically for each KDC in section 3.3, has very
different characteristics, and one single “engagement model” would not be suitable or satisfactory for all
target groups. Accordingly, the POWER project has developed a set of different approaches (explained in
section 3) to involve with its very different target groups and understanding the motivations behind each
target group to participate in a particular engagement approach. Theories and models behind motivations
for each approach are explained in section 3, but considering the principles of public engagement described
in section 2.3.1. The project aims to employ in an innovative manner the POWER DSP and related tools and
channels (described in section 2.4) to engage with citizens on three levels: top-down, middle-out and bottomup.
Section 2 (Engagement framework) starts with defining the context of action of the engagement model and
with explaining the main purpose and objectives of the process. It continues with the discussion of the
theoretical background and with the definition and analysis of the target group for the engagement activities
of the project.
Section 3 (Developed engagement approaches) presents the three engagement approaches developed by
the POWER project. (1) ConCensus, the Council for Citizen Engagement in Sustainable Urban Strategies, an
approach aimed at linking citizens and local politicians with the objective of enhancing representative
democracy and of overseeing the implementation of strategies at the local level. This new methodology is
briefly explained in section 3.2 and the process from workshop to practical political action is illustrated. (2)
The Collaborative idea contest approach which aims to nurture engagement in individual citizens and from
public and private organisations with the objective of facilitating grassroots and bottom-up initiatives in cities
and local communities and of co-creating innovative solutions. (3) The Citizen science engagement in the
KDCs approach which targets citizens, politicians, activists, SMEs at the local level with the objective of raising
awareness for an effective change in attitudes and behaviour, nurturing volunteering and crowdsourcing
time or skills.
Section 4 (Communication & dissemination actions) illustrates the communication and dissemination
strategy to support engagement. The first step for engagement is in fact awareness; to raise awareness is
therefore essential to have a communication and dissemination strategy in place.
To conclude, Section 5, presents the preliminary results of the engagement model and the work that is
planned for the next months of the project.
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1 Introduction
Water is a requirement for human, animal and plant life, an essential resource for the economy, and plays a
fundamental role in the climate regulation cycle (EC 2018). Therefore, protection of water resources, of water
ecosystems and quality of drinking water, is one of the cornerstones of environmental protection in Europe.
The EC has thus launched a European Innovation Partnership on Water (EIP Water) with the aim to support
and facilitate the development of innovative solutions to water related challenges and to create market
opportunities for these innovations.
At the same time, the recent developments in policy making around Europe revive the traditional forms of
governance by promoting participatory democracy and changing the relations between the state and the
public. Resulting from these changes in the context of techno-scientific development, new governance
approaches are needed to harness the dynamic societal forces to sustainable decisions. By governance we
refer to “the structure and processes for collective decision-making involving governmental and
nongovernmental actors”, also including a ‘cognitive dimension’ or modes of thought as a relevant
component of dynamic governance activity (Irwin, 2001; Renn, 2008, p. 78).
Taking into account the above mentioned aspects, the overarching aim of the POWER project is to share the
knowledge and experience of water scarcity, security, quality and water consumption-related issues in
different EU local authorities, using a user-driven approach.
This aim is achieved through the attainment of the following objectives:


Setting up a direct participatory process to gather evidence from stakeholders and environment data for
an enhanced awareness able to influence individual and collective sustainable behaviour and to exert
real influence on policy-making.
 Sharing progress, knowledge, opinions and best practices in an open consultation as well as the
implementation of a digital social platform (DSP) as a support tool for driving sustainable behaviour and
extending a raised collective awareness on the environment and the consequences of our actions.
 Mobilising social actions to respond to climate change with local strategies through incentive schemes
for online collaboration and through education campaigns enhancing knowledge and building capacity
and making available to all citizens.
EIP Water has identified priority areas which centre on challenges and opportunities in the water sector, and
on innovation driven actions that can deliver the highest impact. Smart technology is seen as an enabling
factor in all of the priority areas. Therefore, POWER focuses on these needs by implementing an innovative
engagement model performed through the digital social platform (DSP) system alongside other participation
mechanisms and tools, which are being demonstrated in four key demonstration cities which are each
addressing a priority issue:
 Milton Keynes (UK) - Reduction in water consumption
 Leicester (UK) - Extreme weather events (surface water flood risk)
 Sabadell (Spain) - Water quality
 Jerusalem (Israel) - Variables related to water conservation
Key to the POWER approach is the involvement of three target groups:




Top-Down. Politicians and mayors, who are supported in the implementation of EU water and
climate policy;
Middle-Out. Professionals, who can share knowledge and experiences to keep up to date with
current best practices;
Bottom-Up. Households and businesses, who can use the DSP to find out about water issues
affecting them and be enabled to change behaviours to promote water sustainability and
security.

Page 6 of 87

D3.4 Report on the engagement model

POWER

30.11.2018

687809

The present document aims at describing the model that has been defined and implemented by the POWER
project in order to attract and involve the various stakeholders and target groups. In particular, we first
provide a general context for the engagement model, then we describe the approaches that puts the model
into practice, and finally we give some preliminary results attained through the various implementation
actions, including communication and dissemination.

2 POWER engagement framework
2.1 Context
In environmental decision-making processes, public participation has become a standard component and
participatory methods are often institutionalised in environmental protection and natural resource
management projects. The support for an enhanced role for citizens comes from the risk perception
literature (Krimsky & Golding, 1992), which has illustrated that lay people's opinions of risk often differs from
that of experts. Often, public engagement in decision-making occurs after a decision has already been made
or the process entails insufficient deliberation or involves a very small number of participants and of the
"usual suspects" type (Applegate, 1997; Hadden, 1995). The end result of participatory processes depends
on the process that is in use and in the role of participants (Arnstein, 1969; Fiorino, 1990). Some public
engagement processes are organised for information exchange and civic engagement. Other processes aim
to produce an agreement that is acceptable to all participants and may go as far as planning real activities.
Many processes fall instead in the middle and have multiple outcomes.
One of the main objectives of the POWER project is to initiate and promote collaborative processes for
change and innovation in the water sector across the public and private sector, non-governmental
organisations, and the general public.
The POWER approach to create a collaborative process revolves around the Digital Social Platform (DSP).
Digital social media have reached a wide diffusion, across almost every socio-demographic group. Thus social
media seem a good candidate tool for the engagement and participation of both professionals and laypeople.
In addition, this tool facilitates an easy transition from local scale solutions to international scale participative
processes.
This cue is taken and put into effect by the POWER project with two actions. At first, POWER seeks to connect
the work of the four Key Demonstration Cities (KDCs) cited above with a number of follower cities, which are
members of the EIP Water Action Group City Blueprints, members of NetwercH2O, and cities which have
concluded their City Blueprints. The follower cities will benefit from the sharing of information and
experiences and the collaboration with the KDCs and other relevant stakeholders by exploring and analysing
the implementation of POWER actions in KDCs and replicating those actions suitable to the mechanisms of
these cities.
However, the use of digital tools such as the DSP must be accompanied by a solid understanding of the needs
of the different stakeholder groups, especially when the goal is to follow a user-centred methodology as in
the POWER approach. In fact, technology is not always easily adopted by users, particularly when
communities are very heterogeneous, which is the case of the POWER demonstration and follower cities. For
this reason, a preliminary analysis of the social, technical, economical, and regulatory requirements for the
design of the DSP platform has been conducted and reported in D3.2 (Report on Socio-technical
Requirements). In addition, consultations of stakeholders have been taking place and are planned in the
context of WP4 with different workshops held in each KDC. Feedback from these activities have shaped and
will continue to shape the requirements and future releases of the DSP. The goal is to maximise the adoption
among stakeholders and be capable of motivating the users so that they return to and contribute to the
platform for the co-creation and maintenance of the collaborative innovation process.
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Another point that should be considered when dealing with public engagement is the fact that engagement
processes are often thought as isolated initiatives, such as single events, and they rarely trigger a long-term
participatory process. Therefore, additional steps towards structuring the participatory approach are
considered so that this process becomes a natural part of the daily life of institutions, their actors and
counterparts (technicians, politicians, researchers, citizens, activists).
Based on these multiple foundations (importance of water, EIP Water priorities, collaborative user-led
innovation, digital social tools), the present engagement model is shaped and defined through a series of
objectives to be met and actions to be implemented in order to make the engagement strategy successful.

2.2 Purpose and objectives
In addition to sharing the knowledge and experience on water-related issues, one of the major goals of the
POWER project is to create a collective intelligence that is able to influence the decisions about water
concerns. This collective intelligence should be built through a socially innovative process, which involves all
citizens and lay people, thus enlarging the set of policy makers that has been so far constituted mainly by
politicians and professionals.
It is therefore essential to engage a large number of people, from different social and demographic tiers in
order to democratise the decision-making process to the widest extent.
The main objective of the engagement model is thus to develop a framework and set specific objectives to
reach the above mentioned goal.
In particular, there are several targeted objectives that contribute to the success of the POWER engagement
model:


Raise awareness on water-related issues at local level: this is the first step in the engagement process.
Awareness makes the water issue relevant for a large audience, possibly encouraging people to get
further interested, and ultimately involved in the water management. This is typically achieved by
means of dissemination and communication actions (see section 4 for details).
 Direct citizens, professionals, and other groups towards the DSP and the other engagement tools.
This is a first level of engagement, which allows people to get confident with these tools and thus
making easier the transition from a passive spectator to an active participant.
 Encourage and facilitate involvement of the users in the decision process: this is a core aspect of the
engagement. The involvement process must be tailored to suit the needs and expectations of the
various stakeholder groups. The identification of homogeneous user groups and design of the proper
tools and methods are fundamental steps for this objective (with particular attention to
disadvantaged groups and to gender equality).
 Keep people engaged: once users enter the participatory framework, it is of paramount importance
to maintain their interest high, so that they do not abandon the system. Thus, providing timely and
adequate feedback to each user group must also be devised with care, so that people feel rewarded
and that their provided contributions are useful.
Engaging people and creating this innovative social planning tool do not exhaust the goals of POWER. Indeed,
the project also aims at establishing a more effective decisional process, primarily with regard to local water
policies, but that can be subsequently exported and extended to governance of various themes (e.g.
environment) at local and global scale. Therefore, additional objectives related to the outcome of the
collective intelligence process were further identified:


Gather evidence of the successful set-up of the participation process: this is measured through
qualitative and quantitative indicators; the capacity to promote, influence and drive local, national,
and European water strategies from the bottom-up are also considered;
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Definition of a feedback loop, which allows the engagement framework to be changed and adapted
following the feedback from the users, as briefly described in section 2.5.3.

2.3 Theoretical background with application to the POWER context
Public participation can be defined as “the practice of consultation and involving members of the public in
the agenda-setting, decision-making, and policy-forming activities of organisations and institutions
responsible for policy development” (Rowe & Frewer, 2004, p. 512); and deliberation involves processes of
dialogue including “time to discuss information provided and explore key issues” (Stagl, 2006, p. 57).
Public engagement (PE) in governance involves the direct involvement of concerned stakeholders in decisionmaking about policies, plans or programmes in which they have an interest. Stakeholders are defined as
people, groups or organisations that might be affected or can have an influence on policy decisions (Freeman,
2010). Participation can often be limited to a series of actions, e.g. a workshop or focus group, however,
participation is more generally defined as the process of engagement in governance.
Public participation interest has changed its focus and interest since the first time it became a prominent
topic for governance in the 1960s, when the Arnstein ladder (Arnstein 1969) illustrated the basic stages for
increasing citizen influence and authority over government decision-making. Since then, this ladder has
become an expected feature of policy-making and it is currently recognised that when achieving the different
stages, the process is beneficial for decision-making, citizenship and inclusion (Bryson, Quick, Slotterback, &
Crosby, 2013). This refers also to the theoretical principles for public engagement developed by Webler
(1995; Webler, Kastenholz, & Renn, 1995).
Grounded in Habermasian theories of the “ideal speech situation” and of communicative competence, the
three theoretical principles for public engagement are fairness, competence and social learning (Webler et
al. 1995). Fairness refers to the possibility of any affected group to adopt an authentic position in the
decision-making process. For example, participants should have equal opportunities to attend meetings; they
also must have the opportunity to freely initiate discourses and to equally participate in the discussion.
Competence relates to the capacity of the procedure to achieve the best decision possible, starting from the
knowledge considered essential at the time the process is held. Competence is increased if local and lay
expertise is involved in the process and when professional knowledge is publicly tested. With social learning
it is intended that the process enables participants to develop new knowledge and in which they learn to
perceive their personal concerns in relation with the collective ones. There are two the main components of
this process: “cognitive enhancement” and “moral development.” The first term refers to an increase in
knowledge for all the involved parties. The second refers to the process through which participants become
more competent to make an evaluation about what is right and what is not.
Further to these principles, core attributes for public engagement involve: 1) considering the needs, desires
and abilities of the key audiences, 2) bi-directional dialogue between relevant stakeholders (policy-makers
or scientists) and audiences, and 3) both sides feeling empowered by the mutual learning experience
(Storksdieck, Stylinski, & Bailey, 2016).
There are, however, different types of engagement and it is relevant to define the engagement types within
the POWER project to be able to identify its variables.
Public engagement types can be defined as (AAAS 2016):




Deliberative - when its outcomes are directly tied to policy action and addressing issues at the
intersection of policy-making and society.
Dialogue - when its outcomes focus on personal-level changes in interest or knowledge.
Knowledge Co-Production - when its outcomes are related to building skills in the general public and
bringing non-experts perspective into governance.
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University-Led Cooperative - when the focus is on how universities can provide expert consultation and
collaboration to support their efforts.
 Informal - when the interaction between policy-makers and public is based on one-on-one interaction in
daily life.
As such, POWER engagement model is deliberative, wants to create a dialogue between the KDCs and the
public and is motivated by knowledge co-production through the DSPs.
Table 1 illustrates the model for POWER public engagement and the expected outcomes.
Table 1. Model for Public Engagement within POWER (Adapted from AAAS 2016)
Inputs

Communication
and dissemination
strategy
Partners’ research
and evaluation
Support to policy
Institutional
support for
scientists and
public

Participants

Researchers

Short-term
Outcomes


KDCs

Practitioners

Medium-term
Outcomes

Long-term
Outcomes

Vision

Raise interest and Enabled ability to Engagement as Influence
engage civically
part of work and individual
and
motivation
life
collective actions
around the topic
and behaviours
of water
about water
Improved sense
that people are
able to do more

Public

Improved sense of Enabled ability to Share scientific, Influence policy
engagement identity discuss science- policy or social about water in
Target groups in KDCs
policy-society
content
with KDC
(described in
intersections
networks
section 2.4)
Bring local council & Build
trust
water
companies between
local
closer to the people
council,
water
companies and
the public

Improved trust
between local
council/water
companies and
the public

Develop
a
dialogue
between citizens,
professionals and
institutions

As illustrated in Table 1, the theory of change or engagement model involves different components ((AAAS),
2016):






Inputs: different material offered to participants in order to achieve the outcomes and vision (aligned
with the objectives described in section 2.2). These inputs can include the POWER’s communication and
dissemination strategy, partners’ research and evaluation of the project as well as different contributions
to institutional aspects for policy support.
Participants: stakeholders involved in the POWER approach and further described in section 2.4.
Different participation channels are used to communicate and engage with these stakeholders, including
public dialogues through the DSPs, website and social media; workshops; knowledge co-production
through the DSPs; and participation and dialogues with public in physical events (including Citizens’
Science Cafes, industry panels), among others.
Outcomes: These represent a continuum of possible impacts from short-term impact on individuals (soon
after the engagement activity took place) to longer-term impacts that are more collective and societal.
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Outcomes can range from an enjoyable experience to development of skills, from empowerment to
behaviour, and decision-making.
 Vision: Main objectives to be achieved through the engagement model. This column summarises the
objectives described in section 2.2.
For achieving different goals (vision), the engagement model should operate beyond the “deficit model” of
communication where scientists or practitioners provide knowledge to the public. Engagement activities
need to involve a two-way interaction and mutual learning. Therefore, relevant factors alongside
engagement activities and tools (communication channels) should be considered (see Figure 1).
For example, trust on scientists and/or policy makers as well as credibility on a legitimate process are
important to attain informed public decision-making. To promote dialogue, interest of citizens can be
enhanced through the interaction with scientists and policy makers in an exciting, relaxed, social and low
pressure atmosphere. In this interaction, the perception and motivation to take of a more inclusive world
view can be enhanced through a mutual appreciation, respect and value of the different actors and their
contributions, while is also important to contextualise the water-issue within the sociocultural and personal
context of the public. Engagement activities can also aim to influence changes at the individual level in the
intention to act and self-efficacy (perception of one’s ability to succeed at a task). At the same time, the
recipient would also need to perceive that the mode of engagement is effective. Influence on the policy
should be based on mutual learning processes when engaged actors (citizens, professionals and institutions)
increase their ability to discuss their knowledge in ways that are relevant to other actors (following the
fairness and competence principles previously described).
Figure 1 - Factors influencing different engagement outcomes (adapted from AAAS, 2016)

2.3.1 Relevant principles of participation and engagement process
As previously mentioned, the theoretical principles for public engagement are fairness, competence and
social learning, grounded in Habermasian theories of the ‘ideal speech situation’ (Webler et al. 1995).
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Fairness refers to the possibility of all affected groups to adopt an authentic position in the process. This
principle considers not only how many people accessed the DSPs and participated in any of the engagement
activities of POWER, but also who the participants are.
Competence refers to the construction of the best possible understandings and agreements given what is
reasonably comprehensible to the participants at the time the discourse takes place. It is conceptualised as
two basic necessities: access to information and its interpretations and use of the best available procedures
for knowledge selection. It refers to the information that participants are able to find and how they are
participating in content co-creation in the DSP.
Social learning refers to the process that enables participants to develop new knowledge and in which they
learn to perceive their personal concerns in relation with the collective ones. This is strongly connected with
the production of knowledge based on the governance studies (Task 4.7).
The methodology for assessing the success of the public engagement model refers to the methodology for
assessing the social impact of the overall project, which is detailed in deliverable D4.2. As explained in D4.2,
the goals of POWER are ambitious and very broad, as such the impact assessment methodology have been
tailored to the heterogeneous needs and target audiences of the project, considering on one hand the four
key demonstration cities (pilot-specific impact reporting) and on the other the overarching project effort
(project-wide impact reporting).
For the particular relevance of the POWER impact assessment and the evaluation of outcomes of
engagement activities, the following dimensions were identified on the basis of the principles of fairness,
competence and social learning (Table 2), which are closely linked to qualitative and quantitative metrics that
are being monitored and analysed in the KDCs based on D4.2.
Table 2. Principles and dimensions related to engagement outcomes
Principle

Dimensions

Fairness

Community building and empowerment (including platform interaction – online and offline -,
collaboration and community building)

Competence & Knowledge production and sharing: based on the governance studies (Task 4.7) and the influence
Social Learning
that the project may have in policy making, policy implementation and policy evaluation (through
dissemination via networks).
Social Learning

Impact on users’ political awareness, based on civic and political participation.

Social Learning & Changes in attitudes, opinions and behaviour, based on activities performed to stimulate changes
Behaviour
in opinions, values and behaviours as well as raising awareness and self-reported behaviour (via
Change
the platform) related to the water environmental challenges in each city.
Behaviour
Change

Influence on policies and institutions: to examine the long-term impact of the project through the
interactions with follower cities.

The results of the engagement model report are being assessed with regard not only to the social impact
evaluation (as presented in deliverable D4.2), but also to the corresponding areas of the water Governance
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Capacity Framework (GCF) that are proposed in deliverable D4.7. The links between the social impact
assessment and the governance analyses are explained in detail in deliverable D4.2.
2.3.2 Barriers to engagement
This section briefly discusses some barriers of public engagement (PE) identified in the literature.
The main emphasis is put on the passivity of lay people to PE (Cook, 2014; Sturgis, 2014) which accordingly
embodies diverse metaphors such as ‘engagement fatigue’ (Stilgoe, Lock, & Wilsdon, 2014), ‘tyranny of
participation’ (Delgado, Lein Kjølberg, & Wickson, 2011). The unwillingness to get involved in PE is explained
by the following factors:


Distrust that has accidentally arisen due to failures in communication between science (governance) and
society (Groves, 2011).
 Failure in choosing the methodological approach to connect views of different groups together (Mohr,
2011).
 Fulfilment of formalities, no sensitiveness to PE (Cook, 2014).
 Lack of legitimacy of their voices at the stage of designing a rule (Cook, 2014).
 Participation in PE is considered as an optional extra onus (Neresini & Bucchi, 2011).
 Wrong time chosen to organise PE initiatives (Delgado et al., 2011)
 Failure to fulfil the general public’s initial expectations (Langeweg, 1998).
The identified factors hindering PE activities are connected to reasonable explanations: different attitudes in
diverse cultures and contexts, scarce education before consultation on PE (Cook, 2014; Neresini & Bucchi,
2011), mistrust because of former experience, memories of generations (Gwenneth Simmonds MSN, 2008),
lack of networks (Klassen & Feldpausch-Parker, 2011), uncertain impact of PE (it can be hard to lay people to
understand the point of the PE exercise and the technology related), then democratic deficit that is related
to procedures to channel public opinion into the national democratic procedures (Smith, McPhail, Ferenbok,
Tichine, & Clement, 2011), national culture of public debate (Cormick, 2012; Talwar, Wiek, & Robinson, 2011;
Wilkinson, Bultitude, & Dawson, 2011; Wynne, 2011). Looking at such spectrum of reasons, it is necessary to
recognise these barriers and attempt to provide the necessary mechanisms and tools to overcome or reduce
these barriers.
These barriers are being taken into account by POWER engagement model and addressed accordingly in the
different engagement approaches (ConCensus, collaborative idea contest and the Citizen Science
engagement in each KDC) explained in section 3.

2.4 Target groups and stakeholders
As per the POWER approach and objectives, the project strives to involve people from the widest possible
audience. This will ensure the most democratic attempt at building a participatory decision process on the
various water-related matters.
However, addressing the public in a general manner is typically inefficient, because different stakeholders
typically have different expertise, levels of knowledge, needs, motivations, attitudes, digital skills, and time
to dedicate to the process (see also section 1.4 of D5.2 for examples of the possible factors that make treating
all users in the same way not efficient).
Therefore, it is useful to identify a series of homogeneous groups and develop different strategies for each
group. In this way, the decision process can benefit from all participants, and similarly, all participants may
feel satisfied with their contributions, and their level of awareness of the water issues and engagement in
the decision process may be increased.
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Following the initial community building and engagement activities (see D3.2 and D5.2 for further details), 1
these stakeholder groups has been identified as:


Citizens, households, public and private institutions (e.g. schools), and businesses that have an ordinary
relationship with water-related issues. In other words, the general public whose knowledge on the topic
is formed mainly through their everyday life or activity.
 Politicians, mayors, policy-makers, and top-level managers of public institutions; these key actors might
be further categorised on the basis of the area(s) in which they operate, e.g. international, national,
regional, or local. There is particular emphasis on those politicians with a specific responsibility or interest
for the water issues or the environment.
 Professionals and technicians of municipalities and public utilities that manage the water resources.
Researchers, scientists, and other actors from the academia are also relevant stakeholders in this group,
which provides people with scientific / technical expertise in water management.
 Small and Medium Enterprises (SMEs) that have a direct water-related business (e.g. producers of
water-treatment equipment). This target group may also involve larger organisations.
 Activists and volunteers from various non-governmental organisations (NGOs) and involved in
environmental and water-related issues.
 Follower cities, which are identified municipalities that can benefit from sharing information and
experiences in collaboration with the POWER KDCs and other relevant stakeholders.
The potential participants of each of these groups are engaged in a different manner in the 3 main
engagement approaches. The engagement in each group consists of targeted motivational messages and
suitable tools and methods for participating in the decision process based on their expected contributions
and impacts. Different levels of engagement can be expected depending on the characteristics of each group
on the basis that engaging in the process leads to a more positive attitude towards water-related issues.
Table 3 summarises the involvement of the identified stakeholder group in the POWER engagement
approaches and the associated motivational and participation tools and mechanisms available for each
group. Further explanation on how the tools and mechanisms are implemented is explained in detail in
section 3.
Table 3. Stakeholder groups in POWER engagement framework
Stakeholder
group

Engagement
approaches

Citizens

Citizen science  Raise
engagement
awareness,
knowledge and
self-efficacy
Collaborative
around water
idea contest
topics
 Opportunity to
ConCensus
influence policy
about
water
and have an

1

Motivational
messages

Engagement
channels

Expected
contributions

Expected
impacts

 DSP
 Enabled
civic Individual or
engagement
 Workshops and
collective
panels
 Promote dialogue attitude
with
local change
 Local
for
government and improved
participatory
water
events
water
professionals in sustainability
 Social media
policy decision- and security
 Best
practice
making
repository

D3.2 (Report on socio-technical requirements) and D5.2 (Project communication strategy and
roadmap)
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active role in
policy
implementtation

Enhanced
gender
equality
opportunity
Enhanced
policy
continuity

Politicians

Activists

Citizen science Larger consensus
engagement
and
outreach
through a direct
and transparent
ConCensus
approach
to
ethical issues such
as water and
environment

 Promote dialogue
 DSP
with citizens on
 Workshops and
water-related
panels
issues
 Events on social
 Share experience
innovation
and opinions
 Social media

Attract followers
 Best
practice
repository

 Raise awareness
Citizen science Possibility
to  DSP
on
their
influence
the  Workshops and
engagement
communities
definition
and
panels
 Facilitate
realisation
of  Local events
Collaborative
communica-tion
water policies
 Social media
idea contest
with citizens
 Best
practice

Co-creation
of
repository
citizen
science
projects
 DSP
 Share knowledge
and information,
 Workshops and
raise awareness
panels
 Promote
 Local events
interaction with
 Social
media
users on water
and blogs
sustainability
 Best
practice
repository

Professionals

Citizen science  Improve
the
engagement
efficiency of the
water management
cycle
Collaborative
through
idea contest
feedback and
interaction with
users
 Increased social
acceptance of
projects
and
strategies

SMEs

Citizen science Explore
 DSP
 Share knowledge,
engagement
perception
of  Workshops and
raise awareness
consumers’
panels
attitudes
and  Local events
expectations for
the design of
better products
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or
national
water-related
regulations or
strategies
Enhanced
trans-mandate
policy
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Enabled
collective
action on water
sustainability
and security

Facilitate
implementation
of
current
best
practices

Facilitate
implementation of more
water-caring
products and
processes
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Follower cities

 Attract people of
Citizen science Explore
 DSP
all groups
engagement
opportunities
 Workshops and

Share knowledge
through the use of
panels
and best practices
POWER tools
 Social media
ConCensus
 Best
practice
repository

Explore
analyse
POWER
approach
relation
their
needs in
cities

and
the
in
with
own
their

Categorising the potential users in groups also helps to devise strategies to overcome barriers to engagement
(explained in section 2.6.2). Disadvantaged groups are brought onboard by captivating them with specifically
designed messages and actions (e.g. by understanding and discussing about local concerns and using their
local language, e.g. Jerusalem DSP has been translated into Hebrew and Arabic), and participation is being
activated by giving them the most suited tools and methods (e.g. gamified knowledge visualisation models).
Throughout all groups, equal opportunities are given to women and men. This is also clearly visible in
associated methods and mechanisms that have been developed to additionally support specific engagement
models. For example, in the gamification model developed in T3.4 and described in D3.3 (Report on the
Gamification Model) the gamification elements were carefully selected to address a variety of different
motivational drivers, in order to overcome common preconceptions or design biases (e.g. gender bias) that
may occur if the design elements chosen focus on just one or few motivational types (e.g. competition vs.
collaboration).

2.5 POWER engagement tools and channels
This section describes the different tools and channels for engagement that are being tested in each KDC and
at the consortium level to engage and motivate participants to take action.
2.5.1

The Digital Social Platforms of the KDCs

The POWER DSP (known as Water Community in each KDC) is a tool that provides suitable information and
incentives for users in the various cities to raise awareness about the water-related challenges and to
stimulate platform usage. The platform’s functionalities respond to the needs of different stakeholder groups
and motivate users to repeatedly return to and contribute to the platform. User needs have been translated
into incentives (gamified mainly) in order to motivate users to explore water-related information and to take
any necessary action to improve their behaviour with regard to water use and conservation as well as
preparedness to extreme weather events.
In order to address the needs of the different stakeholder groups, the DSP discusses and raises awareness on
the water-related topics of interest to each city/region.
The DSP was developed following initial activities to understand what user requirements were in order to
incorporate them onto the DSP. Therefore, the engagement process initially started in the compilation of the
socio-technical requirements (D3.2) and initial community building activities. The main activities involved
workshops with citizens and local stakeholders as well as interviews with city council workers and water
utility employees. Preliminary scenarios with regard to the DSP were construed to stimulate discussions
regarding the desired functionalities for the DSP. As each city or region has its own particular water-related
problems and issues, different thematic workshops were set up to address the various topics. Following the
releases of prototype design and content development in each KDC, further workshops have been conducted
to evaluate the effectiveness of the DSPs (Water Communities) to communicate and engage with the target
groups. These workshops are further described in sections 2.5.3 and 3.3.
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To further support user interaction with the POWER DSP, an innovative gamification approach is also used.
The gamification approach has been developed in Task 3.4 and fully described and assessed in D3.3 (Report
on the Gamification Model). Here it is just briefly referred to for completeness. The design elements of the
POWER gamification model allow self-assessment of contributions at different levels: individual (personal
preparedness), social (contributions to the social community) and political (contribution to the political
preparedness of the community). Three dimensions in each level are envisaged: Problem Awareness, KnowHow, and Readiness to Act. The problem awareness dimension reflects actions that contribute to raising the
awareness and knowledge about the problem. The know-how dimension reflects actions that contribute to
learning about what the users can do to contribute to better dealing with a given water issue. The readiness
to act dimension reflects actions that contribute to increasing the readiness of users to act upon a specific
water issue. For a detailed explanation and assessment of the gamification model see found in D3.3 (Report
on the Gamification Model).
The DSP is also a mean of recruiting new DSP users by connecting to social networks, as easy to use
functionalities are available for sharing best practices and community contributions from the POWER DSP
through existing social networks (Facebook, Twitter, etc.).
2.5.2

The best practice repository

The POWER best practice repository (depicted in Figure 3 and Figure 4) serves as an umbrella providing an
overall view to the outside world and a central entry point to the POWER DSP in the pilot cities. It is accessible
to all stakeholders beyond the Key Demonstration Cities and is thought as a mean to connect different cities,
to disseminate and discuss about best practices, to exchange results and ideas with the outside world, and
to engage with the Follower Cities.
The best practice repository is an important pillar of the POWER strategy to connect the local spheres of the
key demonstration cities with the outside world and to engage with a wide community of follower cities,
experts, professionals and other stakeholders as illustrated in Figure 2. In order to stipulate involvement of
a large number of cities in the repository, its entry page shows an interactive map of all POWER cities (Figure
3).
In order to connect the outside world of follower cities and experts with the local communities in the cities,
it consists of two areas: featured best practices (top-down) and a community contribution area (bottom-up)
(Figure 5).
Featured best practices are selected by the POWER project and is extended with a selection from community
contributed exchanges, online discussions, tip sharing and examples in the key demonstration cities. Each
best practice can be commented and discussed by external users beyond the KDCs.
In the community contribution area of the best practice repository, all external users and stakeholders
beyond the key demonstration cities can contribute their own best practices and discuss contributions from
others. In this area, unfiltered examples from community sharing in the KDCs (in original language and form)
are automatically collected and displayed. Members from the existing POWER networks (like NetwercH2O,
EIP water, etc.) are invited to check and contribute to the best practice repository.
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Figure 2 - POWER Best practice repository to engage with the wider POWER community

Figure 3 - Screenshot of the landing page of the Best Practice Repository
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Figure 4 - Screenshot of the featured best practices page in the BPR

2.5.3

Workshops in KDCs

Workshops are an essential participation tool of the engagement model that allows a bi-directional and
interactive communication with the different target groups and provides opportunities for dialogue and
mutual learning. Workshops are an integral part of the combination of online (digital) and offline (physical)
engagement channels used in POWER as they allow:


Establishing relationships between partners and the target groups on understanding water issues in the
local context.
 Making specialised knowledge about water widely understandable for the general public.
 Translating concrete and everyday problems and concerns of the public into an expert dialogue.
 Having the opportunity to listen and discuss the concerns, perspectives, positions, questions and
feedback from participants.
 Involving the different stakeholder makes the user-centred design process of higher quality.
Following the in-person (physical) environment of the workshops, the online tools (Water Communities, BPR
and social media) provide further opportunities for partners and other stakeholders (scientists and experts)
to interact and engage with each other and with the target groups, with the added benefit of lower
transaction costs (e.g. travel) and within their time availability.
The user-centred design process of the POWER approach is a key element of the POWER engagement model
through the ongoing consultation of different stakeholders during the development process, which started
with the user requirements elicitation activities, continuing with the evaluation of consecutive prototype
releases and the implementation of engagement approaches (described in section 3), and finally culminating
with the assessment of the system’s impact. The user-centred design process was introduced in Deliverable
D3.2 and presented in Figure 5.
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Figure 5 - User-centred design process

Feedback is a key part of this process in order to enhance the effectiveness of the sharing of knowledge and
experience. Workshops are a relevant physical (offline) engagement channel for eliciting user needs and for
collecting feedback from target groups in a relax and more personal environment to further understand their
concerns, perspectives and positions on water issues in their local context. Lessons learned at each stage of
the user-centred design process are input into the DSP development process (functionalities and content)
enabling improvements and further implementation of the engagement approaches.
In the initial stages of the project, workshops involving citizens and local stakeholders were conducted to
collect the social-technical requirements for the digital social platform (associated with Task 3.2) and for
initial community building purposes as shown in Table 4 (stages 1 and 2 in Figure 5).
Table 4. Workshops for the collection of socio-technical requirements and community building
Workshop date (month / year)
M4 – March 2016

Key Demonstration City
Milton Keynes

M5 – April 2016

Leicester

M6 – May 2016

Sabadell

M11 – November 2016

Jerusalem

From these workshops, the initial DSP requirements were gathered and comprised diverse classes of
functionalities that would serve the needs of different stakeholders in the project. For example, it was
explored whether citizens would be attracted by gamification methods and incentives, the type and
availability of data that can be collected and shared amongst citizens in their own local language, and the
ability to access information from a community of experts on water-related topics. Water utility companies
and policy makers were attracted by the fact that they would be able to access knowledge and information
from experts, i.e. the research partners in the Consortium, in water-related issues.
The following set of workshops in the project are related to tasks T3.5 (Engagement model development and
implementation), T4.3 (Impact of the DSP) and T4.4 (Trends and pressures and UWCS performance)
conducted between M25 and M27 (first round) and between M36 and M39 (second round). The target
Page 20 of 87

D3.4 Report on the engagement model

POWER

30.11.2018

687809

audiences for these workshops are: politicians, professionals in councils and utilities, local and regional
experts, citizens and academics.
The first round of workshops taking place between months M27 and M29 presented the DSPs design and
content to the target groups in each KDC and collected feedback from users on the effectiveness to
communicate and engage with them (Table 5) (stages 3 and 4). The initial version of the gamified knowledge
visualisation model and gamification features in DSP were explained as well as an introduction to the
ConCensus approach (explained in section 3.1). As the content of the DSPs varies in each KDC, so does the
feedback. Hence, the feedback in each KDC is described in more detail in section 3.3.
Table 5. First round of workshops related to Tasks 3.5, 4.3 and 4.4
Workshop date (month / year)
M28 – March 2018
M28 – March 2018
M30 – May 2018
M29 – April 2018

Key Demonstration City
Leicester
Milton Keynes
Sabadell
Jerusalem

Overall, participants in these workshops had a positive opinion of the Water Communities platforms (DSP),
but they highlighted the need to improve the communication and dissemination of the project with external
partners at a local scale using local media (such as radio, newspapers, sustainability-based fora) and
community events. Participants also pointed out that the personal and collective blueprints to visualise
individual and community progress in the initial gamified knowledge visualisation model were not sufficiently
clear because the progress was always not directly visible in the platform and due to the large amount of
information to understand in a glance in the visualisation graph. This feedback has been analysed and
incorporated in the ConCensus approach (see section 5.1) as well as in the final version of the gamified
knowledge visualisation model presented and successfully evaluated in the deliverable D3.3 (iterative stages
1 and 2 of the user-centred design process).
The second round of workshops will be repeated between M38 and M41 to better understand the use and
impacts of the DSPs in the target audiences (as presented in Table 6). Particular emphasis will be given to the
implementation of engagement approaches, such as ConCensus (see section 3.1) and KDC-specific activities
(see section 3.3).
Table 6. Second round of workshops related to Tasks 3.5, 4.3 and 4.4
Workshop date (month / year)
M38-M41 – January/March 2019
M38-M41 – January/March 2019
M38-M41 – January/March 2019
M38-M41 – January/March 2019

Key Demonstration City
Leicester
Milton Keynes
Sabadell
Jerusalem

Besides the workshops, physical (offline) engagement channels used in POWER also include the following
activities that aim to approach and engage different target audiences:



Industry panels and conferences: for sharing and exchanging knowledge and best practices among
professionals (middle-out).
Science Cafés and participation in cultural festivals/community events: for raising awareness on the local
water environmental challenges among the general public and enable citizens to engage with the topics
in a relaxed environment (bottom up).
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Bootcamps and design jams: for collaborative idea and content development among peers (bottom-up)
targeting POWER related issues.
These engagement activities are conducted for specific purposes according to the different POWER
engagement approaches and are further described in section 3.
2.5.4

Social media at the consortium and KDC level

Dedicated Social Media accounts for the project have been set up on Twitter, LinkedIn, and Facebook. The
main goal of the social media channels is to be used for project communication and dissemination.
Social media, due to their broad use, are an effective way to reach a varied audience, composed of scientists,
professionals, institutions, NGOs, but also a broader general and/or (semi-) professional audience, which
includes individuals and other stakeholders with a special interest in project-related topics
Social media, however, are not only useful for communicating with the target audience or disseminating
results. The core of digital technologies and social media are about participation (Shirky, 2008). In recent
decades, media communication has evolved from a ‘few to many’ model to a ‘many to many’ approach;
users’ engagement has been enabled by digital technologies and new knowledge is today generated through
co-creation by the community (Van Dijck, 2009). There are strong similarities between risk communication,
public engagement and social media theories: people talking and working together can generate new forms
of knowledge and contribute to more effective governance. Reflecting on the potential of discourse-based
social media of creating conversations and engagement, the parallels with public engagement theory
emerges as participation exactly is “interaction among individuals through the medium of language” (Webler,
1995, p. 40).
Big claims have been made in the last decade for social media to be a drawing force for a deeper
democratisation of society, from the role they played in Obama’s election (Cohen, 2008), to the Arab Spring
(Orr, 2011). Moreover, social media have been used by government and institutions to engage the public on
various issues (Stewart, Ambrose-Oji, & Morris, 2012), including sustainability, and by activists to organise
and mobilise protests (Gavin, 2010). Researchers recognised the possibility of new media to permit greater
participation and to foster a more egalitarian participatory form of citizenship (Flew, 2008). Shirky (2008)
cites numerous examples of social media to connect and mobilise people for collective action. Increasingly,
studies have been examining the potential of information technology and tools such as social media for
behaviour change towards a pro-environmental model (Burrows, Johnson, & Johnson, 2013; Crowley, Curry,
& Breslin, 2014; Foster, Lawson, Wardman, Blythe, & Linehan, 2012; Lehrer & Vasudev, 2010).
For the POWER project social media have an important role in supporting participation through linking
participants. Social media help people to socialise with other people with similar interests and concerns and
can shape users’ beliefs (Boyd & Ellison, 2007).
To maximise the effectiveness and impact of the project’s Social Media channels, a communication and
engagement plan on Social Media has been created and is coordinated and supervised by CUBIT (as
presented in section 4).

3 Developed engagement approaches
The POWER engagement model is based on the public participation in the digital context. As such it considers
social media, digital tools such as the DSP and online communities as useful tools for collaborative knowledge
formation, dialogue, information exchange and as a political instrument for collaboration. Digital
technologies have the power to connect different stakeholders and leverage combined knowledge.
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As explained in section 2.4 the project aims to engage with different target groups; each target group has a
different motivation for participating with the POWER project and has different needs, expertise, levels of
knowledge, motivations, attitudes, digital skills, and time to dedicate to the process.
For this reason, the project developed three different engagement approaches to nurture participation from
different audiences:


The ConCensus approach aimed at linking citizens and local politicians with the objective of enhancing
representative democracy and of overseeing the implementation of strategies at the local level.
 The Collaborative idea contest approach which aims to nurture engagement in individual citizens and
from public and private organisations with the objective of facilitating grassroots and bottom-up
initiatives in cities and local communities and of co-creating innovative solutions.
 The Citizen science engagement in the KDCs approach which targets citizens, politicians, activists, SMEs
at the local level with the objective of raising awareness for an effective change in attitudes and
behaviour, nurturing volunteering and crowdsourcing time or skills.
These three approaches are explained in the following sections.

3.1 ConCensus
Empowering citizens to make their voices heard is not enough. We have to go beyond just listening to citizens;
rather, we need to support governments to build institutional systems that incorporate citizen voices in
decision-making processes, and thereby increase the responsiveness of government programmes to people’s
real needs (World Economic Forum, 2016).
POWER has a high degree of political content. The philosophy which the project embraces has been
summarised in a short video2 that the POWER consortium has produced and distributed in English, Catalan,
Arabic and Hebrew and which clearly demonstrates that a) POWER is aware of its albeit modest role within
what is a vital global challenge and b) that cities must embark upon truly effective open government
initiatives if water is to enjoy the same public visibility as other issues relating to sustainability such as energy,
transport or the local application of ICT.
The DSP itself is a communication tool, two of the principal objectives of which, are i) to set up a direct
participatory process and ii) mobilise social actions to respond to climate change with local strategies. These
are political ambitions based on a premise that the supranational strategies that are developed in order to
counteract the devastating future effects of climate change require the full participation of local
governments, who are able to incorporate, within their municipal and regional actions, the citizen.
Bypassing the complex obstacles constituted by national, religious, social, ethnic and territorial prejudices
and dogmas, avoiding the pitfalls of the increasing populism and xenophobia which have reappeared in force
to question the very existence of the European Union itself and whose vociferous leaders depict globalisation
as an enemy of national identity, the municipality as a political stakeholder has been vindicated by leaders
of the United Nations (UN), the World Bank, the Organisation for Economic Cooperation and Development
(OECD) and the European Union (EU) who recognise the local politician as someone who can communicate
easily with society’s grassroots and thus form a power base of extraordinary strength with which to address
global issues.
A DSP existing in splendid isolation will achieve nothing, no matter the issue for which it has been designed.
In order to ensure that scientific research becomes true citizen engagement and political effect, in order to
guarantee that knowledge is supplied openly and above all, clearly to the general public, in order to inform
the citizen and create concern, to channel that concern into a broad social consensus and to truly engage the
subsequently informed stakeholder thus producing a stable political continuity, one requires a specific socio2
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political approach which involves actions supported by the existence of an effective Digital Social Platform.
POWER, having developed the technical mechanism has sought to explore the DSP’s capacity to provide the
impetus for an innovative political approach. That approach has been named ConCensus, the Council for
Citizen Engagement in Sustainable Urban Strategies. Fully described and analysed in Deliverable 4.4, this new
methodology is briefly explained here and the process from workshop to practical political action is
illustrated.
3.1.1 Purpose and objectives of ConCensus
ConCensus is not a model of engagement. It is a mechanism whereby citizen awareness, interest and
preliminary engagement in the development of a specific municipal policy is rewarded. Citizens who have
clearly demonstrated an active willingness to be involved in the subsequent implementation of a strategy are
officially recognised as the overseers of that action’s progress and eventual completion. This reduces the
effect of post-electoral, party-based manoeuvres to belittle actions begun under a previous mandate,
guarantees the long-term effects of public financial investments and demonstrates a civic determination to
follow a broad local strategy, thus encouraging further future citizen participation in other projects. The
application of ConCensus is a vehicle through which a local administration, having already created a longterm roadmap with the active contribution of citizens, and interacting with representatives of the research
and private sectors, can implement this roadmap. ConCensus is an enhanced form of representative
democracy designed principally to oversee the implementation of strategy. It is also a move towards a more
direct form of municipal democracy in which the input of citizens themselves, and not just elected community
representatives, is embraced. The municipal council would name those who have contributed to the design
of a specific policy as the overseers of an action with which they fully identify. The decision as to which
citizens would constitute the ConCensus is an important one. Local political-party or financially-motivated
interests would seek to populate such an entity with their own people. However, by the conscientious and
effective employment of the Digital Social Platform developed in POWER, a solution has been found which
supports the selection of genuinely concerned private individuals that incorporates elements of the
collaborative idea generation and the gamified interaction process developed by the Consortium partners,
EIPCM. The local administration and/or subcontracted agencies responsible for the technical implementation
of a strategy must report the progress of the initiative to this voluntary group on a regular basis. The latter,
in turn, would report to the plenary session of the City Council, local neighbourhood associations and the
entire community, using as its principal communication structure the local POWER Water Community.
This concept was introduced to the participants at the workshops organised in each of the POWER project
KDCs (see Table 5). The reaction was enthusiastic but it was evident that action would be required in order
to demonstrate that the approach was i) practicable and ii) would be implemented and respected by the
municipalities governing bodies. Simultaneously, the local municipal authorities themselves were informed
of the consortium’s intention and invited to embrace the ConCensus methodology. ConCensus cannot be
deemed as operative unless the elected representatives of the cities are involved in the process.
3.1.2 The Creation of ConCensus in the POWER Key Demonstration Cities
A local Council of Citizen Engagement in Sustainable Urban Strategies consists of interested citizens who by
way of recorded attendance at the POWER workshops, through their participation in the collaborative idea
generation process through the POWER DSP, or through the results of their gamified interaction process with
the POWER DSP have demonstrated a serious concern regarding the water issue in question in their KDC. A
‘serious concern’ means that they will have answered the call to attend the initial workshop and they will
have voluntarily contributed to the shaping of the resulting policy in subsequent workshops and meetings
and as a consequence of an effective use of the POWER DSP together with other local channels of
communication. Regarding possible participants who did not attend Workshop 1, the active recruitment of
the ConCensus membership is a simple one. Employing the POWER DSP, virtual participants will, through the
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local water community run by the project partner in each KDC, participate in a number of activities for which
they are awarded points and different types of achievements reflecting their progress on learning about and
engaging with a given water issue (see D3.3 for details of the gamified interaction model). The citizens with
the highest achievements on the POWER DSP can thus be invited to participate in ConCensus, as their online
engagement reflects both their level of awareness and knowledge of a given issue, as well as their motivation
to engage with it. This reinforces two important aspects. First the role of social media in the furtherance of
local political transparency and secondly, the avoidance of a system whereby the local elected
representatives feel free to choose their own ‘people’. The absence of political party candidates means that
rather than seeking broad social influence, the members of the ConCensus are motivated by a genuine
concern for and belief in the specific policy they would be supervising.
The municipal government must officially recognise the existence and legitimacy of the ConCensus in their
municipality. It is essential that said administration recognises the fact that a number of citizen participants
will be offered the opportunity to play an important role during the detailed planning, implementation and
post-implementation stages of what will constitute a local political initiative.
The number of subsequent members of the ConCensus depends on a) the size of the municipality, b) the
original number of citizens who have become involved and c) the desire on the part of said citizens to accept
a role in the process. Nevertheless numbers should be limited. They should be sufficient to be representative
of the community and the Quadruple Helix while avoiding unwieldy size. Between approximately 10-20
members is an optimal number, and should include at least one representative from each interested nongovernmental municipal institution (NGOs, neighbourhood or community organisations, schools, colleges or
universities, SMEs or enterprises, commerce representatives) and distinct channels of public communication
(printed and digital press, local television and radio).
The formal creation of a ConCensus in any given municipality must comprise an integral part of the political
and legal text that must be presented for official approval of the designed policy proposals. The process of
legal municipal policy approval does vary from one state to another and this is reflected in the nature of the
process that is being developed in both the individual KDCs and certain follower cities of POWER but in
general the approval by a simple majority of elected city councillors in a plenary session is necessary. Specific
details regarding membership, duration of membership, budget, and other considerations should not be
taken for granted but be explicitly prescribed in a proposal in order to facilitate public trust and confidence
in the process, and further ensure transparency.
3.1.3 Subsequent Political Development of ConCensus
Many issues which municipalities face, be they environmental, social, or cultural, to name just three sectors,
require long term visions translated into practicable, coherent stages in order to be implemented. The
ConCensus approach may actually produce decisions that are more likely in the long run to lead to
environmentally sustainable cities and other localities, putting into effect the hitherto often unfulfilled claims
of earlier Agenda 21 reports. The individual stages themselves often require time in order to prove
themselves technically, socially and economically viable. In short, what is often required is constancy. Such
constancy in an often- volatile political climate is at best difficult to achieve and at worst is nigh impossible.
ConCensus, is a mechanism that can contribute to the obtaining of such stability, designed as it is, to defend
the trans-mandate continuity of sustainable strategies.
Ideally, ConCensus functions according to the following parameters. Once its constitution and roles are
approved, municipal councils delegate the responsibility for overseeing the policy’s progress to the
ConCensus, while ensuring that the entity is supported adequately with municipal manpower and resources,
if and when required. All members of ConCensus will have regular meetings with the municipal agents and
/or subcontracted entities responsible for the implementation of the policy in question. ConCensus and its
agents of implementation are supported by the POWER research stakeholders. These academic experts are
invited to participate in the ConCensus meetings when deemed necessary reflecting the opinion of (Cash et
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al., 2003) when they stated that ‘Scientific information is likely to be effective in influencing the evolution of
social responses to public issues to the extent that the information is perceived by relevant stakeholders to
be not only credible, but also salient and legitimate’. Other municipal institutions such as neighbourhood
councils, industry and SMEs, schools and colleges and relevant NGOs will be kept informed and their opinions
taken into consideration by ConCensus. Each member of ConCensus acts as the contact for specific
institutions, drawing their attention to the POWER DSP and permitting a close, knowledgeable relationship.
If necessary, larger public meetings and/or workshops may be organised. This is especially important at the
conclusion of policy deliberations, when both a post-implementation analysis and further proposals are
prepared.
ConCensus, agents responsible for policy implementation, and other municipal stakeholders will report, at
least every three months, to the municipal council in public plenary session in order to articulate its concerns
and policy recommendations. This will be followed by a media communiqué and formal press conferences
organise by the ConCensus media officer, as well as social media dissemination through the POWER DSP and
supplementary local means of communication.
ConCensus opens the floor to people who would not necessarily wish to be under the direction of a specific
party platform or ideology – an important consideration, historically, in Europe, and elsewhere. One must
ask oneself if it would be preferable to guarantee the participation of a certain percentage of men and
women, different academic levels, types of profession, age and so on. The POWER consortium contends that
the only prerequisite should be a genuine interest in the issue at hand and that the participants are residents
in the neighbourhood affected.
Figure 6 - Overview of the ConCensus mechanism

Continual output from the ConCensus and input from all stakeholders can be obtained employing the POWER
DSP, social media such as Facebook, Twitter, LinkedIn and the printed press thus ensuring an effective and
continual social communication and engagement. The use of the POWER DSPs permits all stakeholders to be
able to efficiently contribute data, submit forms and access necessary information from other actors with
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ease. ConCensus would be encouraged to interact with other similar entities in other municipalities in order
to exchange experience and knowledge, thus improving the efficiency and quality of its work. This aspect will
be further enhanced at the proposed POWER Followers Cities Conference in April 2019 and the Final POWER
Conference at the end of the same year. The completion of the implemented policy and the postimplementation analysis, a report of which will be presented to the municipal council in plenary session will
signify the cessation the ConCensus activities.
The POWER consortium has developed the ConCensus methodology and is the first to put it to effect. There
has previously been no process within the context of environmental policy in Europe whereby engaged
citizens have been granted a legally recognised oversight and control role by a local authority. POWER has
now entered the stage in which ConCensus is being undertaken in Key Demonstration Cities before being
replicated in a series of ‘follower cities’. The KDCs addressing water scarcity, reuse, and water quality and
flooding from the perspective of different approaches to municipal government within Europe and beyond
are providing valuable practical evidence for the political development of the approach. The impact
assessment undertaken towards the end of the pilot deployment (October, 2019) will help the consortium
better understand the role and impact of ConCensus and how to better enable the transition towards more
effective decision-making and implementation of urban water services. Most importantly it will measure the
continuity capacity established and engaged citizens’ perception of the process with the full support of and
a central role for the POWER DSP.
3.1.4 The role of the POWER DSP within the ConCensus Approach
As stated above, The POWER DSP, as is the case with all specific issue DSPs existing in isolation will achieve
nothing. But, the simultaneous development of the project’s technical motor and the ConCensus approach
endows the POWER DSP with an innovative role. Public information vital for effective engagement is by the
DSP which acts as the central communication tool and meeting point within the cities’ water communities.
In a mutually beneficial relationship between modern communication technology and political will, the
conscientious and effective employment of the POWER DSP provides a solution that effectively supports the
selection of genuinely concerned private individuals instead of party-political supporters to participate in an
exercise of open and transparent government. Central to the advanced form of representative democracy
we are proposing is a bold focus on public information and its dissemination. Public information concerning
ConCensus will be reinforced by the DSP that would be made widely available together with more traditional
methods such as regular press conferences, district meetings and similar activities. This results in an
enhanced administrative transparency and accountability of political leaders that POWER believes will
improve civic confidence and trust. In order to overcome the digital divide faced by minorities and the poor
who lack access to digital decision-making processes, ConCensus encourages the local administrations to
provide yet more open access to networks within the KDCs. The continuity of a long-term sustainable strategy
will be assured regardless of what political party or faction governs a municipality – thereby protecting the
mandate of public support. Finally, the often-observed abandonment of publicly financed policies before
their conclusion, due to the waxing or waning of local or regional party political support is likely to be avoided.
Via the POWER DSP and face-to-face meetings, facilitators, are able to engage people quickly and effectively.
The traffic is bi-directional and this communication aspect is further enhanced by different members of a
KDCs ConCensus being able to interact with their counterparts in other cities thus providing a climate of
mutual support and exchange learning. It is the facilitator's task to create a safe place in which common
bonds among participants can be built, maintained, and strengthened through good communication. This is
the POWER DSP. What ultimately makes this model of facilitation transformative is that participants listen to
one another, share common experiences in a collective reality, and acknowledge the need to balance and
integrate perceptions of data, fact and truth in such a way that the rifts between opposites can be minimized
Page 27 of 87

D3.4 Report on the engagement model

POWER

30.11.2018

687809

and healed. The POWER DSP is a forum for the expression of contradictions and differences which instead of
being ignored can be the inspiration for the further source of debate, and the finding of common ground.
Within POWER, different concrete approaches of using a Digital Social Platform to support and facilitate
ConCensus are being tested, taking into account the specific contexts and requirements in each Key
Demonstration City. In Jerusalem where the process of ConCensus is most advanced with a nucleus group of
participants already recruited, the ConCensus process starts with the collective development of ideas for
policies to be addressed and the joint selection of the best/most urgent ones to be presented to the city
council of Jerusalem. For that purpose, a dedicated section has been created on Jerusalem’s DSP (as shown
in Error! Reference source not found.) where participants can share their policy ideas, comment and discuss t
hem and refine them and vote for the top 3 ideas – all in a structured, platform-supported process (see Figure
7):
1. First, participants have 2 weeks (until Dec 10 2018) to collect ideas on the platform and to discuss
them and give suggestions for improvement.
2. Subsequently, each idea owner has 11 days (until Dec 21 2018) to refine his/her idea and to submit
an updated version of their proposal.
3. Then 10 days (until Dec 31 2018) of idea voting (liking) by all members of the ConCensus group takes
place.
4. Based on the community voting, the top 3 ideas are being selected for presentation to the City
Council of Jerusalem for implementation.

Figure 7: Snapshot of the ConCensus section on the DSP of Jerusalem
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In Sabadell, Milton Keynes and Leicester, the selection of ConCensus participants will be facilitated by the
DSP, specifically through the idea contest (described in Section 3.2): Those users that are most active within
the respective city’s contest on the DSP (be it as idea initiators or supporters) will be invited to take part in
ConCensus. The step of generating, refining and selecting ideas for policies to be developed within ConCensus
will be carried out via the DSP just like described for the case of Jerusalem. This system of recruitment for
the ConCensus in each city employing the collaborative idea contest guarantees that the truly interested,
non-professional and traditionally apolitical citizen may take part and that local political party interests will
not be able to ensure a biased representation.

3.2 Collaborative idea generation
3.2.1 Purpose and objectives
POWER not only supports top-down and middle-out approaches to increase awareness on water- and
sustainability issues. It also aims to facilitate grassroots and bottom-up initiatives addressing related
challenges in cities and local communities and to co-create innovative solutions in the field. As previously
mentioned, overall engagement for water-related issues by the general public remains rather low, much
lower than for instance for the field of energy consumption. Nonetheless, there is broad community
knowledge and creativity for water-related ideas among citizens which POWER aims to involve. Yet,
harvesting such bottom-up solution ideas is difficult as attention for the topic is rather low and a structured
process is needed to enable such collaborative idea generation. To overcome these barriers, the format of
an open idea contest was chosen as and specifically designed and implemented within the POWER approach,
serving the following main objectives:


To attract attention among citizens within KDCs and across Europe for the sustainability and waterrelated challenges local communities face.
 To foster open collaborative innovation on water and sustainability topics between citizens supporting
knowledge exchange and joint activity in a structured process with a clear timeframe.
 To support the exchange of knowledge, ideas and experiences between different local communities that
relate to similar issues,
 To support the transformation of the best ideas into viable added value sustainability initiatives.
 To support platform uptake and usage within each city.
 To communicate the solution approaches to likeminded communities and cities worldwide.
 To give cities a platform and expert audience to publish and propagate their best practices and solutions
to sustainability issues.
 To bridge online and offline engagement by bringing together innovative and enthusiastic individuals in
each city and beyond.
In order to support these goals, the contest consists of two different strands:




POWER Idea contest for Sustainable Communities: To foster open collaborative innovation on water
and sustainability topics between DSP users, the project has launched the POWER Idea Contest for
Sustainable Communities. To participate, every individual or organisation can submit an idea that
addresses a sustainability challenge that cities face or explore, comment and vote already submitted
ideas.
POWER Water Cities Best Practice Award: Cities publish their solution approaches on the POWER Best
Practice Repository to the extended POWER expert community and the best three submissions will be
awarded.
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3.2.2 Target groups and stakeholders
The POWER Idea Contest for Sustainable Communities is open to submissions from individual citizens as well
as from public and private organisations from all EU member states and Israel. While the scope of the contest
– just like the topic of the POWER project – effects basically everyone, there are, however, segments of the
society that are more likely than others to generate an idea themselves or to provide feedback to
contributions already made by other users. In order to stimulate an effective process of idea generation and
to an active discussion around them, the following specific target groups have been identified for the contest
(Table 7).
Table 7. Target audience of the Collaborative Idea Contest
Target audience

Description / Value proposition

Social entrepreneurs /
activists / innovators




People with a strong interest in and knowledge of sustainability topics,
The POWER idea contest allows for participation in the design and implementation of
strategies in order to address specific issues of their concern and improves dialogue
with local government and elected representatives and to find likeminded supporters

General public



People with average interest in and knowledge of sustainability issues, comparatively
low awareness of water-related problems in cities
Possibility to learn about sustainability/water issues in cities through the POWER idea
contest and to support ideas submitted by their peers


Policy
makers
professionals

/





Policy makers and administrative employees in cities dealing with sustainability /
water issues, professionals in water utilities concerned with public awareness on
water sustainability issues
The POWER idea contest provides a practical capacity to establish approaches and to
design policies and actions which are based on a social consensus with increased
political continuity

Researchers

Scientists concerned with sustainability / water issues
Value of more transparent, inclusive approaches to sustainability / water issues,
possibility to develop new approaches to citizen science and to test them in the
field involving the experience and knowledge of the citizens involved

Students

Young academics studying subjects related to sustainability issues
The POWER idea contest enables the collection of public feedback to
sustainability ideas and provides the possibility to receive expert feedback in
implementing the idea

3.2.3 Engagement and participation tools
Scientific literature provides a range of different typologies of citizen engagement: from political consultation
and participation to consumer involvement, participatory social innovation or citizen science approaches.
Table 8 provides a selection of engagement mechanisms relevant to the POWER project (for a more detailed
overview see for example: Novak et al., 2018 or Rowe & Frewer, 2005. Bonney et al. (2009) differentiate
between citizen science projects where citizens collect and contribute data (contributory projects), projects
where citizens help with the data analysis and may contribute to refining the project design (collaborative
projects) and projects in which citizens co-design the project together with scientists and are involved in all
stages of knowledge creation (co-created projects). The typology proposed in Haklay, 2013 relates to the
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level of cognitive engagement and the type of contribution. Crowdsourcing resources (e.g. citizen sensors) is
the “simplest” form of participation with little cognitive engagement and no influence of citizens on the
project design. Involving citizens in activities such as data collection and annotation, is a way of harnessing
their distributed intelligence. Enabling users to contribute to the problem definition and data analysis leads
to participatory science projects. In “extreme citizen science”, citizens are empowered to collaborate with
professional scientists on many core aspects of designing the scientific project and on ensuring the relevance
to their local context.
In the field of social innovations, Davies, Simon, Patrick, & Norman (2012) differentiate projects with respect
to the type of knowledge generated, from involving users in gathering information about present needs to
participation in the development of future solutions, often performed with ethnographic techniques,
workshops or consultations for eliciting user knowledge of the problem, competitions for novel solution
ideas, various testing and rating techniques for evaluating the suitability of different solution ideas or
assessing the importance of different problem aspects. From another functional perspective, users can help
in the provision of information and resources (e. g. crowdsourcing data or donations), support problem
solving (e.g. competitions, co-design) or be involved in taking and influencing decisions (Davies & Simon,
2012).
Table 8. Overview of typologies of user engagement (Novak et al. 2018)
Design factor

Typology of engagement

Source

Control level



Contributory, collaborative, co-created citizen science projects

Bonney
2009

Cognitive complexity and
type of contribution



Crowdsourcing, distributed intelligence, participatory science,
extreme citizen science

Haklay 2013

Type
of
knowledge



Information about present needs (understanding individual
problems and needs, understanding larger patterns and
trends),
Developing future solutions (co-developing or crowdsourcing
solutions).

Davies et al.





Provision of information and resources,
Problem solving,
Taking and influencing decisions

Davies et al.



Small-scale vs. large-scale engagement

Davies et al.

contributed


Function

Scale

et

al.

2012a

2012b

2012a

As Novak et al. (2018) could show in examining real-world initiatives, online platforms for collective
intelligence can facilitate user engagement by offering not only one but a range of different participation
modalities with varying levels of effort, allowing users to switch between different types of engagement
based on their motivation, capabilities, needs and resources. This should encompass an array of activities –
from simple, low-effort and one-time-only tasks to complex activities requiring more effort and/or more
regular engagement. There is a full array of different tools and methods available to use and combine in order
to develop a mix of high- and low-effort engagement: face-to-face workshops, co-design sessions, continuous
online feedback and well-known innovation methods such as lead user involvement and citizen
experimentation in real-world piloting, coaching, training and monitoring support (online and offline) or
crowdsourced approaches. As such, creativity challenges and idea contests have been applied and well
established in many different settings.
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In POWER, however, we aim to apply and evaluate a novel setting of a contest that stimulates collaborative
and open innovation, and that provides different levels of participation (from low to high effort and intensity).
Moreover, we also integrate gamified elements from the POWER gamification model (described in D3.3), not
only to stimulate interaction in general, but to provide a way that both enables an effective communitybased screening of ideas and that stimulates participants to increase their awareness and knowledge of the
different issues at hand. In this way, the participants should be enabled to produce higher quality ideas and
provide better feedback, thus helping the collaborative refinement process to take place. Linking the inferred
level of awareness, know-how and preparedness of participants to engage with a given issue (as reflected
through their online actions), with a relevance indicator that is given to their feedback and actions also
contributes to mitigating the common problems of community-based idea screening and selection. Finally,
this approach also explores ways to overcome well-known problems of existing participatory processes in
general, such as emotional manipulation (due to many participants being generally little informed about the
issue at hand), dominance (of loudest or politically most skilful participants) or free-riders (participants
following the least effort strategy by piggy-backing on the work of others and claiming it as theirs).
Figure 8 - Overview of the POWER Idea Contest for Sustainable Communities

Figure 8 outlines how the POWER idea contest fosters different forms of user-engagement considering the
different levels of effort, in order to diminish the entry barriers for participation. Participation in the contest
can take place as “ideators” who develop and submit an idea addressing a local issue, engage with their peer
groups to get their support and feedback and refine their ideas (high effort) or supporters who explore ideas
and comment on them, or vote for or share ideas (low to medium effort). What is new for the POWER idea
contest engagement model is its integration with the gamification model further stimulate user engagement.
As described in detail in D3.3, the POWER Community Platforms integrates a comprehensive gamification
model combining the visualisation of users’ knowledge acquisition inferred from their interaction with and
contribution of content to the POWER DSP (e.g. point assignments, progress tracking, etc.) with gamified
incentives relating this to different types of achievements and rewards. In the POWER idea contest, this
model is applied in order to address one challenge that is common in similar competitions, which is the fact
that is difficult to ensure that low-effort contributions like voting for an idea happen in an unbiased way.
More commonly, supporters of an idea tend to support only one idea rather than taking the effort to explore
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different ideas and learn about the matter before giving their vote. In contrast, the POWER contest aims to
stimulate the collective learning of both ideators and their supporters and to provide a mechanism of
quality control not only for submitting an idea but also for the low-effort activity of voting for an idea. The
scoring of ideas rewards user interaction and learning on the platform through a specific feedback multiplier
(see D3.3 - Report on the gamification model for details on the gamification aspects). Registered users collect
points and reach different types of achievements by exploring and interacting with the issues described on
the given platform – and with each other - thus informing themselves about the issue at hand, existing
solution approaches and concrete possibilities to act in preparing themselves and their community. Within
the collaborative idea contest, the higher the POWER score and achievements of an ideator, the higher the
score of his/her idea in the ranking because the more he/she learns about water and sustainability issues of
a city, about what is currently being done and about what they can do, the more informed he/she is and the
more weight is given to his/her idea. Similarly, the higher the score of the voters and commenters of an
idea, the higher the weight of their votes and comments: the more they learn about the water issues of a
city, about what they can do and what is currently being done, the more informed they are and the more
weight is given to their votes and comments. In other words: the more active the supporters of an idea are
on the local DSP, the better the chances for that idea to get selected for the final assessment process by a
jury of experts (or in the case of the ConCensus, to be considered as input the ConCensus process).
The more comments are given to an idea, the higher the score of that idea because more comments indicate
that more knowledge is being exchanged and thus the idea is likely to be of higher quality. Also, comments
show more engagement and are more valuable than votes (likes) of an idea. Therefore, ideators have an
incentive to generate supporters and to motivate them to become active users on the platform and gives
ideators and supporters another reason to explore & contribute content on the POWER platform of a given
city. To prevent spamming and gaming the system (e.g. posting fake comments), the comments are screened
and need to be approved by the community moderators before they actually appear online.
The POWER idea contest – just like the overall POWER approach – not only supports online interaction on
the local DSPs, but also aims to engage with citizens in the physical world. To achieve this, a special form of
innovation workshops has been developed, to enable interested citizens to effectively develop solution ideas
for sustainability issues in their local community. Inspired by Google’s Design Sprint methodology, the
workshops were specifically developed for the POWER idea contest aiming to gather individuals with an
interest in local water or environmental issues and to guide them through a structured process of identifying
the most pressing challenges, to generate ideas addressing the problems, to develop first sketches of their
solution approaches and to submit them to the POWER idea contest as a way to test and refine their ideas
through the DSP by collecting feedback and refining their solutions accordingly. Similarly to what hackathons
aims to achieve for technically versed users, the developed workshop model represents a kind of “ideatons”
in which also technically non-savvy citizens can participate and still effectively develop solution ideas in a
form that already presents a type of “prototype” that can be assessed and further developed by feedback
from an online community (in this case on the local DSPs). This is especially important, as existing approaches
such as hackathons and bootcamp most often require technical proficiency (e.g. programming) and thus
exclude a wide group of potential citizen participants. By developing a model where this is not required, we
thus effectively address those users that in the sense of technological proficiency would be disadvantaged.
A particular feature of the adopted approach is that we were able to effectively comprise a process that
usually takes a week’s time (e.g. the original Google Design Sprint model) into a one day or even a half-day
workshop that still allows participants to produce some initial but tangible results. In fact, as discussed on
the next section, the results of these workshops that we performed in practice confirm this.
To demonstrate, implement and test this approach in practice, a series of such workshops (Innovation
Bootcamps / Design Jams) has been organized in several cities across Europe both in and beyond the KDCs:


Berlin: November 2nd, 2018
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 Sofia: November 18th, 2018
 Leicester: November 28th, 2018 and November 29th, 2018
 Sabadell: November 29th, 2018
 Milton Keynes: November 29th, 2018
Furthermore, the idea contest also goes hand in hand with the ConCensus approach described in section 3.1:
the more ideators and supporters learn about sustainability/water issues of a given city, about what they can
do and what is currently being done, the more informed they are and the more qualified they are to
participate in the ConCensus meetings. As described in section 3.1.4, participants for the ConCensus process
in Milton Keynes, Leicester and Sabadell can include the most active ideators and supporters within the idea
contest, i.e. those users that submitted the most ideas and/or were the most active in giving feedback to the
ideas of others. Similarly, the ideas generated in the collaborative idea contest that attracted most
community attention and feedback could be selected for inclusion in the ConCensus process. Another
variation that the model allows is to provide a specific, adapted version of the idea generation contest
specifically for a given ConCensus process and its policy topic (an approach being implemented in the
Jerusalem ConCensus process).
Accordingly, the POWER Idea Contest for Sustainable Communities provides combines different elements of
known engagement models and techniques in a novel and transparent way for cities to engage with their
citizens in a collaborative open innovation venture. By implementing it in the course of the POWER project
in four quite different cities will enable us to evaluate its applicability to different water and sustainability
issues and its transferability to other cities.
Literature on behaviour science, neuroscience and psychology provide a broad spectrum of different
motivational mechanisms and theories (for an overview see for example: (Kanfer, 1990) that support the
contextualisation of the described approach with respect to the well-known motivational mechanisms and
approaches. For the POWER idea contest, three motivational mechanisms are of highest interest: intrinsic
motivation, creative self-efficacy and prosocial motivation (Liu, Jiang, Shalley, Keem, & Zhou, 2016). Intrinsic
motivation is the self-desire to search for and try out new things and new challenges, to analyse one's
capacity, as well as to observe and to gain knowledge (Ryan & Deci, 2000). It is driven by an interest or
enjoyment in the task itself, and exists within the individual rather than relying on external pressures or a
desire for consideration. The concept of creative self-efficacy as another stream of motivational research has
drawn on social cognitive theory (Bandura, 2001; Bandura, Freeman, & Lightsey, 1999) to conceptualize and
test creative self-efficacy as an alternative motivational mechanism that connects contextual and personal
factors to employee creativity. More recently, prosocial motivation has been conceptualised and verified as
a new motivational construct conducive to creativity (Grant, 2008). Researchers also have found that
prosocial motivation amplifies the positive relationship between intrinsic motivation and creativity (Grant &
Berry, 2011; LI & BAI, 2015).
In the context of the POWER idea contest, intrinsic motivation is especially relevant for the target group of
social entrepreneurs / activists / innovators as well as researchers and students. These groups are the ones
most likely to develop and submit ideas to the issues at hand in order to challenge themselves and to try out
new approaches. Relatedly, these are also the groups that we can assume having a high creative self-efficacy
in the process of finding new solutions to the sustainability challenges given. Both motivational mechanisms
are likely less relevant drivers for the general public, yet they are important as supporters commenting on
and voting for ideas submitted by others. They are most likely engaged through prosocial motivation: they
want to relate to and support their peers and also gain satisfaction by social acknowledgement of their
commenting activity.
3.2.4 Implementation within the POWER platform
As mentioned before, the contest runs in two different strands: the POWER Idea contest for Sustainable
Communities and the POWER Water Cities Best Practice Award.
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The first strand is implemented and carried out within the four Digital Social Platforms of the Key
Demonstration Cities. The contest solicits ideas for solutions to sustainability challenges (water-related
issues in particular) that local communities face and explicitly target social entrepreneurs, innovators,
activists, students and everybody else who cares about achieving a sustainable future. Ideas should tackle
one or more of the following topics:
Climate change
Ideas for actions that address the effects of human-induced climate change. Special
focus is put on initiatives that raise awareness and preparedness for extreme
weather events such as floods and droughts.
Water sustainability
Ideas on how to ensure access to water and sanitation, water quality, biodiversity
and the development of sustainable water infrastructure.

Sustainable consumption & production
Ideas for sustainable reuse of water and other resources as well as smart solutions
for creating renewable products. Special focus is put on educational and awareness
building initiatives on sustainability.
Civic engagement
Ideas on how to increase citizens’ involvement in local decision-making processes, as
well as straightening the cooperation between local stakeholders on sustainability
issues.
The special but non-exclusive interest of the POWER contest is in ideas that take advantage of digital tools
and technologies and/or collaboratively engage citizens. Inventors are requested to show how their idea
could solve a sustainability problem in one of the POWER cities and how it could be replicated in another city
of their choice. All individuals and organizations (public and private) from EU member states and Israel can
submit their ideas to the contest using the idea space on one of the four water community platforms.
The contest has been implemented as a collaborative innovation process (described in the previous section)
and the selection of the ideas to win support for their implementation occurs in two steps:
● Step 1: Collaborative feedback and voting
The collaborative community on the platform will give feedback (by commenting) and vote (by liking)
the submitted ideas. The more votes (likes) and comments an idea gets, the better its chances are to
win the contest. Furthermore, all members of the community are encouraged to engage with the
content on the platform by reading, liking, commenting and sharing it.
o For ideators: increasing their personal platform score means better chances to win the
contest. The personal platform score is also increased when the user comments and upvotes
the ideas of others and thus helps the community develop overall better sustainability
proposals.
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o

●

For supporter: increasing their personal platform score means that their votes and
comments for the contest will weigh more, thus making the support for their favourite
projects more valuable.
o In the end, the top 20 ideas that got most comments and votes will get to the next stage of
the contest.
Step 2: POWER Jury
After the top 20 idea submissions are selected in the collaborative feedback and voting process, their
authors will be requested to create a short video or audio recording to explain their idea and send it
to the POWER jury. The POWER jury consists of international sustainability experts, members of local
municipalities, members of academia, and innovation specialists. The jury will evaluate the videos
and audio presentations based on predefined criteria (which will be communicated to the ideators
beforehand) and will select the top 10 contest winners.

Figure 9 - Snapshot of the idea space on one of the four water community platforms in a KDC

The top 10 best-voted ideators will receive the POWER Sustainability Innovation Award and will be offered
support to implement their idea. The support consists of:
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An invitation to the POWER conference to present their ideas to international high-profile audience of
innovation and sustainability experts. Travel costs will be covered.
 Networking and matching session with organisations and individuals interested in helping the ideators
– financially, materially or with mentoring – to implement their ideas.
 Workshop on Innovation Design and Implementation from experts in the field to help them learn how
to best proceed in making their idea a reality.
 Communication & dissemination of their idea through the POWER international network and
communication channels.
In order to reach potential supporters and work towards the implementation of their ideas, top 10 winners
will also be given the chance to participate in the POWER Innovation Supporter Matching session at the
POWER final event. During this session the winners will meet potential supporters from local municipalities,
NGOs, public institutions and companies who are interested in supporting their ideas towards
implementation with know-how, mentoring and/or material means. The session will be organised as a round
of short face-to-face talks where the ideators are matched with the potential supporters.
The second strand of the contest, the POWER Water Cities Best Practice Award stipulates the submission of
community contributions to the POWER Best Practice Repository. The Top 3 best practice submissions from
the community area of the BPR (ranked according to the number of comments, the number of followers and
a jury vote) will be awarded with the POWER Water Cities Best Practice Award ceremonially handed over at
the final POWER event alongside with a presentation of the best practice at the event.
Figure 10 - Teaser image for POWER Idea Contest for Sustainable Communities

The POWER Idea Contest for Sustainable Communities has been communicated and promoted widely
through the POWER communication efforts, through the project website and social media channels, through
networks in the fields of sustainability and social innovation as well as through press releases and publication
in media (see D5.4 for details). Yet, its successful implementation also needs to entail measures for idea
generation in order to avoid cold-start problems that similar idea contests often face. This is especially
important for contests that do not award their winners with direct financial support but rather address
intrinsic motivations of idealistic ideators that care for their communities. Hence, in order to reach out to
real-world communities and social activists, a suitable format of idea generation workshops needed to be
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found and implemented in order to support the bottom-up generation of new solution approaches. In order
to find the best format for these workshops, we examined a broad variety of existing techniques and
methodologies in the field, but none of them fit the specific needs and objectives of the POWER Idea Contest:
broad ideation/creativity formats like Design Thinking or Google’s Design sprint are very effective in
generating ideas and developing and evaluating first prototypes, yet they are very time- and resource
intensive, and often carried out in settings which require participants to be present for several days (e.g.
Google’s Design Sprint is a format that in its original version is planned for 5 consecutive days, a shorter
version being done in 4 days). Knowledge mobilization workshops on the other hand can be run with much
less time and are very inclusive as they by definition try to involve many different target groups and their
diverse local knowledge and from that angle seem very suitable for the POWER Idea Contest as they directly
try to overcome a central barrier to engagement (see section 2.3.2). Yet, such formats mainly focus on making
existing knowledge of a certain issue visible and not so much on finding and developing new solution
approaches which is a key objective of the POWER contest. Hackathons are events that aim to create usable
software (or hardware) by the end of the event. So while participants are developing prototypical solutions,
hackathons exclude all those that don’t know how to program or develop hardware.
In order to overcome such limitations of the methodologies mentioned, the tailored approach of POWER
Ideathons for Digital Social Innovations has been developed and successfully tested: laid out as a flexible
half- to full-day workshop (depending on local constraints), the events bring together a very diverse group of
ideators coming from all kinds of backgrounds, age groups, genders etc. with the main target groups being
students and staff at local universities & schools, environmental / social volunteers, young professionals and
social entrepreneurs. In the course of these Ideathons, participants co-create solution ideas to water and
sustainability issues, develop a first prototype (e.g. mock-ups of a digital solution, a new municipal service or
a citizen intervention) in a very short time and learn how to evaluate it online by stimulating and collecting
community feedback. The later is performed by the ideators submitting the generated ideas to the POWER
Idea Contest and gathering feedback from the POWER Water Communities that helps them to improve their
submissions. At the same time, ideators get the chance to win the contest and receive support to implement
their ideas. At the time of writing, six of these workshops have been carried out: in Leicester (2 times), Berlin,
Sofia, Milton Keynes and Sabadell (see section 5 for preliminary results). More workshops are being planned
to take place in other locations until the end of the idea submission phase of the contest. Figure 11 shows an
example of the invitation flyer used to recruit participants for the POWER ideathon (communicated to the
public as a “Design Jam”) in Leicester.
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Figure 11 - Invitation flyer to the POWER Ideathon in Leicester on November 28

In the second strand of the collaborative idea generation approach, the POWER Water Cities Best Practice
Award, cities and municipalities are invited to publish their solution approaches on the POWER Best Practice
Repository to the extended POWER expert community and the best three submissions will be awarded. The
Best Practice Award will be open for community contributions between 1. December 2018 and 31. March
2019. Participating cities can contribute their best practices directly in the submission form provided (as
depicted in Figure 12.
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Figure 12: Submission form for community-driven best practices to take part in the best practice award

Contributions will automatically be listed in the overview map of the POWER Best Practice Repository
(depicted in Figure 13) and will be ranked according to the number of comments, the number of followers
and a jury vote with a final decision for the winning best practices made by the POWER jury who will select
the top 10 nominees in May 2019 and invites all of them to the final event where the top 3 are announced.
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Figure 13: Overview map of cities and municipalities enlisted in the POWER Best Practice Repository

The communication flyer shown in Figure 14 is being used to invite cities and municipalities across Europe to
participate in the POWER Best Practice Award.

Page 41 of 87

D3.4 Report on the engagement model

POWER

30.11.2018

687809

Figure 14: Communication flyer for the POWER Best Practice Award

3.3 Citizen science engagement in the KDCs
As described in section 4.1 in D5.2 (Project Communication strategy and roadmap), Citizens’ Science Projects
can serve different purposes, such as:
 Raising awareness for an effective change in attitudes and behaviour
 Building up large datasets through volunteer monitoring
 Crowdsourcing time or skills
 Involving citizens in local decision-making
The Water Community Platforms (DSPs) are open to all citizens and residents in the key demonstration cities
(KDCs) or to people interested in global water environmental challenges, having access to the information
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provided in the DSP challenges. Those who register on the platforms also can access the more interactive
functionalities and gamification elements, such as submitting comments, pledges, and uploading
photographs, among other activities to actively participate in a given DSP i.e. a local POWER Water
Community. Therefore, instead of using a population segmentation to target particular behaviours, the
identification and selection of target groups in the citizens’ engagement approach within the KDCs are based
on the following assumptions of selected individuals or groups according to the Theory of Planned Behaviour
(Ajzen, 1991) (attitudes, subjective norms, perceived control behaviour, intentions and behaviour)
(Vanobberghen, 2016b):




Have a strong intention (or made a commitment) to perform the specific behaviour [intention]
Possess the necessary skills to perform the behaviour [perceived control]
Believe that the advantages (benefits, anticipated outcomes) of performing the behaviour outweigh
the disadvantages (costs, anticipated negative outcomes) [attitude]
 Perceive more social pressure to perform the behaviour than to not perform the behaviour
[subjective norm]
 The individual’s emotional reaction to performing the behaviour is more positive than negative
[attitude]
 Perceive that the individual has the capability to perform the behaviour under a number of different
circumstances [perceived control]
 The individual is encouraged to form a new habit by connecting the new behaviour with an existing
one or new environmental cue [behaviour]
The Theory of Planned Behaviour assumes that the identified groups may have pro-environmental attitudes
towards specific behaviours; however, the motivations for engagement differ highly from individual to
individual, including: needs-based motivations (understanding the needs and providing the tools to achieve
those needs by increasing the belief of individuals on their abilities); social-based motivations (involvement
of individuals in a task based on their personal opinions, abilities, incentives and beliefs); and rewards-based
motivations (based on the individual’s subjective expectations of attainment, utility or usefulness, relevance
associated to the task). Hence, various engagement/participation methods and behavioural interventions are
envisaged and used to accommodate different types of users by addressing or supporting their individual
motivations.
In addition, specific objectives related to knowledge, behaviour and beliefs are defined for each of the
different target groups in order to achieve the main purposes and objectives in each KDC. The objectives are
as follows:


Knowledge objectives: The information and skills that the target groups may find relevant and
motivating to conduct the behaviour in order to be able to act.
 Behavioural objectives: The reasons that interest the identified groups to achieve the specific
behaviour based on their willingness to participate and the difference they can make.
 Belief objectives: Closely related to behavioural objectives, these objectives provide the enabling
mechanisms to increase the self-efficacy (perception of one’s ability to succeed at a task) based on
enhancing positive attitudes, opinions, feelings or values.
The implementation within the platforms (DSPs) summarises how different existing and planned challenges
provide support and increase motivation towards action as well as offering positive experiences related to
the desired behaviours by applying levers and interventions adapted from the 7-E model framework (Table
9) successfully used in the EU-funded project “Saving Food” (An innovative solution to tackle food waste
through the collaborative power of ICT networks) (Vanobberghen, 2016b, 2016a). In each of the Water
Communities Platforms (DSPs) and the best practice repository, several of these behavioural interventions
are being implemented. For example, the quantification report can be seen via the gamified knowledge
visualisation model as a result of the points earned in each of the different categories (problem awareness,
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know-how and readiness to act). The gamified visualization dashboard also enables collective assessment of
users through the community preparedness on three levels: individual (personal preparedness), social
(contributions to the social community) and political (contribution to the political preparedness of the
community; see D3.3).
Table 9. Levers and interventions of the 7-E model (adapted from Vanobberghen, et al. 2016b)
Levers

Explanation

Behavioural interventions

Provide support towards action

Enlighten

Providing information on how to act, making
individuals more enthusiastic and supporting them
when making the choice to act.

●
●
●
●

Provision of resources
Motivational videos
Ambassadorship
Calculation tools

Exemplify

Providing examples of policies and measures
supporting the action and increasing the trust and
credibility of the organisations delivering these
measures.

●
●

Awareness raising events
Social media pictures

Enable

Providing tools and opportunities to act, by
removing barriers to perform the behaviour and
assisting with the learning process to perform the
act

●
●
●

Practical tips and workshops
Ambassadorship
Crowdsourcing

Increasing motivation towards the action

Enthuse

Understanding and connecting with the personal
(intrinsic) values and concerns of the target groups,
and portray within the content the positive aspects
of the behaviour and associated consequences
(internal benefits)

●
●
●
●

Motivational videos
Pledges
Social media pictures
Gamification

Encourage

Portraying the potential benefits (extrinsic
motivation) by offering rewards to the target groups
in recognition of their performed action

●
●
●

Awareness raising events
Social media pictures
Gamification

Engage

Based on social motivations, support the target
groups performing the activities and making them
feel as part of a community of practice.

●
●
●

Social media pictures
Ambassadorship
Gamification

Providing a positive experience of the desired behaviour

Experience

Letting individuals experience the behaviour in a
positive way and supporting their choice, by
experiencing the meaning of the behaviour,
ensuring that the contextual factors are congruent
to the behaviour, and be attentive to the steps
leading toward the behaviour and the processing of
the behaviour.

●
●
●

Community feedback
Social media pictures
Gamification.

Behavioural interventions conducted through physical (offline) engagement activities (such as workshops,
awareness raising events, ambassadorships) and digital (online) activities (such as motivational videos,
crowdsourcing, pledges, social media pictures) address different needs-based and social-based intrinsic
motivations of users. These interventions may trigger participants of the target groups to become regular
users of the DSP for searching specific information or events, but not necessarily become registered users.
Individuals with either a high intrinsic or rewards-based motivations are the ones who usually become
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registered users and whose motivations could be further supported and amplified by the gamified features
of the DSP.
The application and use of interventions differ in each KDC according to their target groups, culture and local
context as explained in the subsequent subsections.
3.3.1 Leicester engagement approach
3.3.1.1 Context
Leicester is the tenth largest city in the UK with a population of 337,000 in 2014. The Principal Urban Area
(PUA) is the eleventh largest with a population of around 725,000 (ONS 2015). Leicester was Britain’s first
‘Environment City’. Leicester City Council has a strong track record in developing and implementing strategies
aimed at improving the environment and wellbeing of the city, whilst reducing the risk of environmental
impacts from its activities.
The city is situated in the upper catchment of the River Soar, which flows through the city from the south to
the north. The Grand Union Canal also runs through Leicester City and at multiple locations the River Soar
and Canal merge, before separating in the North of the city. The River Soar later joins the River Trent, which
discharges into the Humber estuary. The City of Leicester is considered at high risk from both pluvial and
fluvial flooding because of the topography (bowl shaped catchment), underlying geology (predominantly clay
and mudstones) and weather patterns (high intensity, low frequency rainfall). As a result, Leicester has been
designated as a National Flood Risk Area under the European Commission Flood Directive 2009.
In Leicester, the risk of flooding is not obvious as often tributaries of the River Soar are hidden in the urban
environment and can occur over a short period of time, with little warning and may not be geographically
confined to a particular area of the city.
3.3.1.2 Purpose and objectives
The main goal for Leicester City Council is to promote awareness of potential extreme weather events such
as flooding. The Leicester Water Community (DSP) allows citizens to monitor their flood risk by providing real
time river water levels and knowledge about the flood risk at a neighbourhood level with interactive GISbased flood risk maps.
The key objectives of the engagement approach for Leicester are:



Increase individual and collective knowledge of different types of flooding that can take place in Leicester
Enable citizens, communities and businesses to understand their flood risk and monitor their risk through
a visual exploration of water flood risk information
 Raise awareness and preparedness on flood risk to encourage participants to take actions within the
platform such as developing a flood plan
 Co-creation and co-design of topical contributions from young users on flood risk awareness and
preparedness
3.3.1.3 Target groups and stakeholders
Leicester’s Water Community is opened to all citizens and residents in Leicester or to people interested in
flood risk management. Within the goals and objectives of POWER, the following target groups and
stakeholders have been identified (Table 10).
Table 10. Target groups for the Leicester’s Water Community
Target audience
People living in high
flood
risk
areas
(residents
and
businesses)
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The DSP provides basic, but essential knowledge for gaining understanding of flood
risk, becoming more prepared for flooding and understanding where they can find
out more information.




Volunteers located in the city areas that experience flooding frequently and support
local communities with regard to flood risk.
The DSP allows local wardens to communicate within their communities and among
each other to shares ideas and experience.

Schools
(pupils,
teachers, parents)





Primary and secondary pupils, teachers, parents
Raising awareness on flood risk, pollution of water courses and water conservation
Provide relevant educational material through the platform

Local
and
national
activist groups, NGOs
and charities



Activists (local volunteer groups), NGOs (e.g. Friends of the Earth) and charities (e.g.
Canals and Rivers Trust)
Advertise their local and national projects and engage citizens in their activities
through the platform, increase awareness of their organisations and share best
practices.

Academic
and
professional institutions



Flood wardens







Local universities, such as De Montfort University, University of Leicester,
Loughborough University.
Professional institutions, such as: Institution of Civil Engineers (ICE), Charter
Institution of Water and Environmental Management (CIWEM), Charted Institution
of Ecology and Environmental Management (CIEEM)
Sharing best practice, increase awareness of the organisation and promoting new
ideas/research.

3.3.1.4 Engagement and participation tools
Using similar type of engagement mechanisms as explained in section 3.2.3 (collaborative and co-design
project, distributed intelligence, participatory science, crowdsourcing, etc.), the main goals and objectives
were further defined in knowledge, behavioural and belief objectives by target group as shown in Table 11.
Table 11. Knowledge, behavioural and belief objectives of Leicester’s Water Community
Design factor

Purpose of engagement by target groups

Typology of engagement

Knowledge
objective

Citizens and businesses (including schools): To have access to
localised flood risk information within the city and understand
how both individuals and communities can improve their
preparedness against flooding.



Flood wardens: To gain information on the main duties and
responsibilities to become a Flood warden and provide
opportunities to recruit volunteers.







Academic and professional institutions & local and national
activist groups and charities: To promote activities of their
organisations, gain access to information about best practices
of flood risk awareness/management/adaptation and share
their own best practices.
Behavioural
objective
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Citizens and communities (including school pupils): Improved
awareness and preparedness to flooding by monitoring their
flood risk and develop a flood plan.



Provision of information
and resources
Collaborative content
(e.g. best practices)
Crowdsourcing
(e.g.
flooding pictures)
Community-based social
marketing

Information
present needs

about
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Belief objective

Flood wardens: Support communities in the development of
flood plans and increased ability to respond on a flood
emergency in the community.



Co-creation and codesign
of
topical
contributions

Citizens and communities (including school pupils): Increased
awareness and resilience of flood risk and belief of self-efficacy
to respond on a flood event.



Businesses, academic and professional institutions & local
and national activist groups and charities: To believe in the
ability to implement flood risk management practices



Co-creation and codesign
of
topical
contributions
Taking and influencing
decisions

Reasons to participate in Leicester’s Water Community engagement activities may vary by target groups, and
even for each individual, from personal concerns, such as potential consequences of flooding due to a
previous experience or to potential human or monetary flood damages (need-based motivations); altruistic
motives, such as becoming a local champion (flood warden) to help the community (need-based
motivations), to social-based motivations, when individuals decide to take action because relevant people
for them, such as friends and relatives take action to prepare for flood risk.
In order to approach and engage with these target groups, offline and online communication and
engagement activities are focused on providing enough resources or prompts in the iterative process of risk
perception and response to engage with or act on flood risk as suggested by Orr et al. (2015): 1)
understanding and become aware of the flood risk (risk perception), 2) consider the need to take action and
the possible options, 3) thinking about the possible responses (response perception), 4) deciding on whether
act or not to act, and 5) acting on a decision.
In order to understanding the needs of the target groups, raise awareness on flood risk and providing
information on how they can monitor their flood risk and consider the options to act upon, the following inperson (offline) activities are being conducted:
 User’s needs elicitation workshop: 27th April 2016
 Knowledge Mobilisation workshop: 2nd March 2018
 Festival of Teaching Citizen’s Science Café: 17th April 2018
 Information stand in the Riverside Festival: 2nd and 3rd June 2018
 50th Anniversary Flood Risk Memories Exhibition: 13th and 14th July 2018
In addition, several activities in schools have been planned for the school year 2018-19 to raise awareness
on flood risk, pollution of water courses and water conservation in young generations through the EcoSchools programme, expecting a participation of 250 students in primary and secondary schools. The
engagement and participation methods envisage in schools are: school assemblies, in-class workshops, pre
& post workshop activities (e.g. homework), use of the Water Community platform for educational purposes,
and a poster competition.
In terms of digital (online) engagement, various challenges have been developed to provide resources and
prompts. These challenges are briefly described in the following section.
By using a combination of communication and engagement activities, it not only provides an opportunity to
raise awareness of flood risk, but also an opportunity for direct dialogue between the partners (scientists and
professionals) with the audience (target groups) and to receive immediate feedback (verbally or through
questionnaires).
One of the lessons learned in past in-person events is that citizens in general and residents/businesses in high
flood risk areas in particular are difficult to engage with as there is a lack of interest on flooding potentially
because large flooding has not occurred in Leicester for several years and people assume that the hazards
are negligible. However, people that have previous flood experience are highly interested in the topic and
willing to share their experience offline and online with other people as shown in the Flood Risk Memories
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Exhibition. Despite this lack of interest, it has been observed that social media and media exposure increases
attendance to events and usage of Water Community.
In the case of physical engagement, the project also offers rewards and incentives for the general public and
target groups to participate in the events and register to the platform, such as free events, prizes (e.g. books),
and POWER merchandise (goodie bags and water bottles). In the particular case of the Eco-schools project,
schools are incentivised to conduct the POWER-related activities (e.g. school assembly, in-class workshops,
pre & post workshop activities and poster competitions) in order to achieve a Green flag certification and be
presented with a physical flag at the end of the school year.
The POWER – Eco schools project also consists of participation in the Eco-Schools road show (venue-based
workshops) and end of year award ceremony. In addition the winning designs from the poster competition
will be converted into banners and be displayed in public parks around the city (on a rotational basis). The
intention of this is to increase awareness of water pollution, water conservation and flood risk to a wider
audience than just the students, parents and teachers involved in the poster competition.
3.3.1.6 Implementation within the POWER platform
Challenges in the Leicester’s Water Community platform (POWER DSP) have been developed and will
continue to develop in order to promote and achieve the knowledge, behavioural and belief objectives as
part of the digital engagement strategy of the project.
Table 12 provides a brief description of the existing challenges and the intended behavioural interventions
levers implemented for each challenge. Further description and outcomes of their actual implementation is
provided in the deliverable D5.4 (Public engagement activities report_2nd release).
Table 12. Leicester’s Water Community Challenges and behavioural intervention levers
Challenges

Purpose

Behavioural
interventions levers

● Do you know your flood
risk?
● Prepare yourself for
flooding!
● What can you do against
flooding?

● Increase awareness about flood risk (live flood
warnings and river levels and interactive map of flood
risk areas) as well as a flood awareness checklist.
● Increase preparedness for flooding (residents,
businesses and communities) including templates to
develop a flood plan.

● Enlighten (information)
● Enthuse (connect with
individual needs)
● Enable (provision of
tools)

● Sustainable Drainage in
the City

● Promote the management of surface water in a more
sustainable manner.

● Enlighten (information)
● Encourage
(potential
benefits)

● What is the city of
Leicester doing to help
prevent flooding?
● Leicester’s capacity to
address
flood
risk:
barriers
and
opportunities

● Provide information about the local authority’s efforts
to manage flood risk, including a brief explanation of
'Leicester Integrated Flood Risk Management Strategy.
● Increase awareness on Leicester’s flood vulnerability
and governance structures to deal with flooding

● Enlighten (information)
● Exemplify (policies and
measures)

● Flood
exhibition
Anniversary

● Increase awareness of flood risk among citizens
● Engage with citizens who experienced the flooding in
1968 and new generations to understand those
experiences
● Remember the 50th anniversary of last major floods
and increase awareness on flooding

●
●
●
●
●
●
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Enthuse
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Engage
Experience
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● Eco-schools

● Best practice repository

● Request submission of photos and memories for the
platform and for the exhibitions
● Increase awareness on flood risk, water pollution and
water conservation
● Activities for the participating schools (pre- and postworkshops)
● Dissemination of posters and other material created
by young users – online and within parks throughout
Leicester
● Dissemination of events in the schools
● Showcase featured best practices from the city of
Leicester (such as Sustainable urban drainage
systems, Minimising flood risk in the planning process
, and Increasing capacity of flow plain areas), and
encourage users to share best practices from their
organisation, community or city.

●
●
●
●

Encourage
Engage
Enable
Experience

●
●
●
●

Enlighten
Encourage
Exemplify
Enable

It is important to highlight the challenges developed to provide resources for the process of risk perception
and response to engage with or act on flood risk:




Understanding and become aware of the flood risk: “Do you know your flood risk?”, “Flood memories
exhibition – 50th Anniversary”
Consider the need to take action and the possible options: “Prepare yourself for flooding!
Thinking about the possible responses: “What can you do against flooding?”, “Sustainable Drainage
in the City”
Figure 15 - Snapshot of the Leicester’s Water Community Platform
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Figure 16 - Snapshot of the “Leicester Flood Memories – share your stories!” Challenge

Leicester’s Water Community Challenges and behavioural intervention levers are also supported by POWER’s
gamification model in order to help users become better prepared for flooding and help Leicester community
feel safer. As described in detail in deliverable D3.3, it has been shown that gamified applications can help
users change their behaviour to be conscious of environmental issues. To support this goal, user actions on
the platform are divided among nine categories reflected in a 3x3 matrix consisting of the following
dimensions. From the perspective of personal preparedness, problem awareness, know-how, and readiness
to act are the main dimensions identified. Impact has been broken-down into the individual, social, and
political dimension (see deliverable D3.3 for a comprehensive description of the dimensions). By interacting
with the platform the user is able to contribute to the gamified objective i.e. to increasing the personal and
community preparedness knowledge. Depending on the nature of a given action (e.g. reading a post on the
problem of local flood risk) the user is contributing to increasing the personal and/or community
preparedness, to a different extent in the different dimensions. Table 13 provides some examples of actions
and interactions through the DSP for Leicester within the gamified model.
Table 13. Examples of actions within the Leicester Water Community and their categorisation within the
different dimensions of the POWER Gamification Model
Preparedness/
Impact

Personal

Social

Political

Problem awareness

Learning about flood risk in
Leicester

Share information with the
individual social network.

Learning about the local
flood
management
governance structure
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Know-How

Helping prevent flooding

Engage other members of the
community to learn about how
to prevent flooding.

Proposing a solution idea on
how to improve flood
management to responsible
authorities (i.e. Leicester City
Council,
Environment
Agency) and organisations
(Severn Trent Water).

Readiness to act

Filling out a check-list to
verify their preparedness to
act on protecting themselves
and their family in the case of
flooding

Support other members of the
community
in
getting
prepared
to
protect
themselves in case of flooding.

Lobbying to get policies or
actions to be adopted by the
local policy makers.

3.3.2 Milton Keynes engagement approach
3.3.2.1 Context
Milton Keynes was created in 1967 as a modern interpretation of the garden city movement, and was
deliberately located to be equidistant from Birmingham, Leicester, London, Oxford and Cambridge. Today,
Milton Keynes is one of the leading cities in energy and climate protection in the UK. It has a track record in
implementing low-energy housing and industrial developments and addressing transport and waste issues.
Milton Keynes had a younger age profile than England as a whole: in 2013 22.6% of the Milton Keynes
population were aged under 16 compared with 19.0% in England; 65.3% of the Milton Keynes population
were aged 16-64 compared with 63.8% in England as a whole; 12.1% of the Milton Keynes population were
aged 65+ compared with 17.3% in England as a whole.
Milton Keynes is growing rapidly: the population increased by 43,000 to 255,700 between 2001 and 2013, a
rise of 20.2% (MKC 2017). In comparison, the growth rate for England as a whole was 8.9% over the same
period. The Milton Keynes Core Strategy forecasts the population will grow by 29,450 people between 2013
and 2020 with an average annual housing completion rate of 1,720 dwellings (MKC 2013).
Water scarcity could constrain the building of new developments in the City of Milton Keynes. Reducing the
water demand per capita will allow Milton Keynes to grow with the present available water supply.
3.3.2.2 Purpose and objectives
In the POWER project, Milton Keynes encourages water conservation using social awareness incentives. The
engagement approach provides frameworks to incentivise householders. Milton Keynes is a smart city and
pioneer’s data management through projects and initiatives such as the many strands of MK Smart and the
Transport Catapult.
The key objectives of the engagement approach for Milton Keynes are:





Raise awareness on the importance of water conservation and water efficiency at the household
level;
Provision of information and resources on how to save money on energy costs by using less hot
water;
Improve belief of self-efficacy to reduce per capita consumption through the exchange of knowledge
about water savings;
Co-creation and co-design of topical contributions from young users on water scarcity awareness and
water conservation.
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3.3.2.3 Target groups and stakeholders
Milton Keynes’ Water Community (DSP) is open to all citizens and residents in Milton Keynes or to people
interested in water efficiency and water savings. Within the goals and objectives of POWER, the following
target groups and stakeholders have been identified (Table 14).
Table 14. Target groups for the Milton Keynes’ Water Community
Target audience

Description / Value proposition

Young
adults
(demographic age 2535)




Young adults and families aware of water scarcity and water efficiency
The DSP provides information about what is feasible to reduce water consumption in
households and providing them tools for community engagement.

Local citizens and group
interested in gardening




Individuals and groups interested not only in gardening, but also in water
conservation.
Through the discussion in the DSP, participants receive advice on ways to reduce
water consumption by choosing the right plants and watering efficiently.

and




Contacts at Universities, the New Town Heritage contacts, City Discovery Centre MK.
Information sharing

School children (age 1214)



Anglian Water collaboration with schools – lesson plans supported by Milton Keynes
City Council (MKC) sustainability team
Engage with three or four activities before being asked for feedback on what they
have learnt and their ideas for saving water
Students take home the message of saving water so lifestyle changes can be made to
reduce wasting water.

Academia
professionals




3.3.2.4 Engagement and participation tools
Based on the main goals and objectives for Milton Keynes, further knowledge, behavioural and belief
objectives by target group were developed (Table 15).
Table 15. Knowledge, behavioural and belief objectives of Milton Keynes’ Water Community
Design factor
Knowledge
objective

Purpose of engagement by target groups
Young adults and school children: To have access to
information about tips and advice to save water.



Local citizens interested on gardening: To gain information on
how to save water in the garden, about soil types and drought
resistant plants



Academic and professional institutions: To promote activities
of their organisations, gain access to information about best
practices of water conservation, awareness campaigns, and
share their own best practices.
Behaviour objective

Page 52 of 87

Typology of engagement

Young adults, school children and local citizens interested in
gardening: To reduce their per capita consumption to 80 litres
per day through the exchange of knowledge about water
savings.







Provision of information
and resources
Collaborative content
(e.g. best practices)
Crowdsourcing
(e.g.
pictures)
Community-based social
marketing

Information
about
present needs
Co-creation and codesign
of
topical
contributions
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Belief objective

Academic and professional institutions: Link their knowledge
and efforts with local organisations and communities



Taking and influencing
decisions

Young adults, school children and local citizens interested in
gardening: Increased awareness on water scarcity and
increased belief of self-efficacy to reduce their individual water
consumption.



Co-creation and codesign
of
topical
contributions
Taking and influencing
decisions

Academic and professional institutions: In collaboration with
local communities and businesses, increase the ability to
implement good water management practices.



Research has shown that water consumption behaviour is affected by a multitude of psychological,
demographic, climatological, and economic factors (Jorgensen et al. 2009). For example, in regions where
water is scarce or may become scarce, this has or will have a special value for consumers. Correa-Verdugo et
al. (2002) argues that individuals interested in performing or maintaining a pro-environmental behaviour
regarding water conservation may have intrinsic and extrinsic motives. Intrinsic motives may include actions
to keep the environment clean for ecological reasons or the satisfaction of participating in environmental
campaigns. Extrinsic motives may include paying less for the consumed resource or receiving rewards for
conserving water.
In order to understand the needs of the target groups, raise awareness on water scarcity, and relevance of
water conservation, provide information on how people can save water in the households and gardens and
consider the options for action, the following in-person (offline) activities were conducted:
 User’s needs elicitation workshop: 16th March 2016
 World Water Day information stand: April 2017 and April 2018
 Knowledge Mobilisation workshop: 16th March 2018
 Milton Keynes Regatta 2018 information stand: 22nd September 2018
 Imagine a Day Without Water information stand in Central Library: 10th October 2018
Experience showed that conducting these events in libraries are preferable to commercial areas as the
general public were more willing to discuss about water conservation and the POWER project. Between June
2018 and November 2019, partners are also raising awareness on the good quality of drinking water and the
environmental impact of single use plastic bottles through a Refill campaign. Physical rewards and incentives
are provided to the general public and target groups willing to participate in these events and register in the
platform through POWER merchandise (goodie bags and refillable water bottles) and water saving devices
provided by Anglian Water.
In terms of digital (online) engagement, various challenges have been developed to provide resources and
prompts. These challenges are briefly described in the following section.
The offline communication and engagement activities aim to raise awareness on water conservation and
allow a direct dialogue between the partners (scientists and professionals) with the target groups and receive
immediate feedback. For example, the Knowledge Mobilisation workshop held in March 2018 was mainly
attended by Milton Keynes Water Community users, council officers, politicians and representatives of the
local water company (Anglian Water). Some of the feedback received in this workshop was the
recommendation to have more simplistic customised messages in targeted and multi-layered
communication with specific audiences. Examples of this are focus on messages to adult householders,
younger audiences or businesses rather than the same general message to everyone. Participants also
recommended connecting to broader social and sustainability-based forums for a digital perspective as well
as linking the project in-person events with community events (including social and cultural).
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3.3.2.5 Implementation within the POWER platform
Challenges in the Milton Keynes’ Water Community platform (POWER DSP) have been developed and will
keep developing to promote and achieve the knowledge, behavioural and belief objectives as part of the
digital engagement strategy of the project.
Table 16 provides a brief description of the planned and existing challenges and the intended behavioural
interventions levers implemented for each challenge. Further description and outcomes of their actual
implementation is provided in the deliverable D5.4 (Public engagement activities report_2nd release).
Table 16. Milton Keynes’ Water Community Challenges and behavioural intervention levers
Challenges
●
●
●

●
●

Purpose

World-wide water
scarcity
Water scarcity in
Milton Keynes
Water
Deficit
warnings
for
England

●

Saving water in the
home
Saving water in the
garden

●

Increase knowledge and awareness of water scarcity at
the global, national and local level.
Understand socio-demographic and climatic variables that
could exacerbate water stress at different geographic
scales.
Caption competition to encourage local citizens to read
the water meters.

●

Stipulate the exchange of knowledge about water saving
among its citizens and to reach the water consumption
goal of 80 litres per person per day.
Users can submit their personal tips on water saving and
engage with the user community to discuss contributions
and vote for their favourite tips.

●
●
●
●

Enlighten
(information)
Encourage
Engage
Enable

Provide information and resources of educational
programmes and schools’ engagement projects
conducted by Milton Keynes City Council and Anglian
Water Education
Using the platform to promote local events for
communicating the POWER project and its objectives in
Milton Keynes (water saving)
POWER representatives function as ambassadors of the
project and its objectives

●
●

Enlighten
Enable

●
●

Enlighten
Enable

Raise awareness on the consequences in our daily lives of
not having water
Testing users on their knowledge on how water is used on
our daily lives (quiz)
Encourage users to make a pledge to save water

●
●

Engage (quiz)
Enthuse (pledge)

Showcase featured best practices from the city of Milton
Keynes (such as the Smart Water reduction initiatives,
monitoring and reducing water consumption in Council offices
and properties, anticipated reduction in supply-demand
balance among others). Encourage users to share best
practices from their organisation, community or city.

●
●

Enlighten
Encourage

●

●

●

Schools

●

Events:

●

●
●

Milton
Keynes
Regatta 2018
Central
Library
event

Imagine a day without
water 2018 (quiz and
pledges)

●
●
●
●

Best practice repository
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It is important to highlight the challenges developed to provide resources for raising awareness of the
importance of water scarcity and water efficiency and motivate the target groups to take action on saving
water:



Raising awareness on water scarcity: “World-wide water scarcity”, “Water scarcity in Milton Keynes”,
“Water Deficit warnings for England”, “Imagine a day without water”
Exchange of knowledge on how to save energy: “Saving water in the home”, “Saving water in the
garden”
Figure 17 - Snapshot of the Milton Keynes’ Water Community Platform
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Figure 18 - Snapshot of the “Saving water in the home” Challenge

Just as described in section 3.3.1, the user challenges and behavioural intervention levers for Milton Keynes
have also been designed to map the different dimensions of the POWER Gamification model. Table 17
provides some examples of actions and interactions through the DSP and their respective focus area.
Table 17. Examples of actions within the Milton Keynes Water Community and their categorization
within the different dimensions of the POWER Gamification Model
Preparedness/
Impact

Personal

Social

Political

Problem awareness

Learning about the need to
save water in Milton Keynes

Share tips on water saving with
the individual social network

Learning about the local
water
supply-demand
balance

Know-How

Learning about ways to save
water

Using the water efficiently in
the community

Propose a new solution to
reduce water consumption
to responsible authorities
(MK City Council) and utility
(Anglian Water)

Readiness to act

Making a pledge of reducing
water

Engage others to save water

Lobbying for policies that
citizens would like to bring
into MKC planning guidance
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3.3.3 Sabadell engagement approach
3.3.3.1 Context
Sabadell is a city of 207,444 inhabitants located in Catalonia within the Barcelona’s Metropolitan Region
(Institut d’Estadística de Catalunya 2017). Companyia d’Aigües de Sabadell,S.A is part of the CASSA Group
which currently supplies water to over 40 municipalities in the regions of Catalonia, Aragon, Canary Islands
and Cape Verd, managing several wastewater treatment plants, including two of the ten largest in Catalonia,
and seawater desalination plants.
All drinking water in Sabadell comes from an external company that supplies the water up to the deposits
and subsequently distributed to households and businesses by CASSA. Non-potable water comes from
different sources including mines, wells and reclaimed water from the wastewater treatment plant (WWTP)
of Riu Sec (Vinyoles et al. 2005). This water is mainly used for irrigation of parks and green spaces as well as
for street cleaning. Close to the Riu Sec WWTP, a dual water (drinking and non-drinking) supply network is
available and customers. In this specific commercial and business area, customers are obliged to use the nondrinking water for direct purposes such as toilet flushing. There is another plant, the Ripoll WWTP in the basin
of Ripoll river, but its location, so far from the points of use of non-potable water, does not allow a direct
reuse to the treated water. An indirect use of non-drinking water is pouring it into the Ripoll river, so the
water is cleaned naturally downstream. Some of the water is treated into green filters and eventually can go
to aquifers, from which is extracted and treated to make it suitable for bathing and can be used to fill in some
public pools at particular districts in summer time.
From an economic viewpoint, non-potable water that is used for direct or indirect purposes implies less
purchase of drinking water.
3.3.3.2 Purpose and objectives
In the city of Sabadell water is supplied in two qualities: drinking water and water for non-drinking purposes.
CASSA is implementing an information system that enables real-time information about the quality and
conditions of service throughout their distribution networks. This allow users to take appropriate decisions.
The main goals of the city of Sabadell is to promote improved water quality as well as a reduction in the
consumption of drinking water to be replaced by non-potable water through the active involvement of
citizens. Key objectives to achieve these goals are:




Increase knowledge and awareness on different water topics to promote environmental protection and
responsible water consumption, including drinking water quality and reuse of non-potable water
Co-creation and co-design of topical contributions from young users on water quality and water
conservation.
Expand the existing non-potable water network according to citizens’ demand and to promote its use
through transparent public participation

3.3.3.3 Target groups and stakeholders
Sabadell’s Water Community is open to all citizens and residents in the city or to people interested in water
quality at the local level and non-potable water reuse. Within the goals and objectives of POWER, the
following target groups and stakeholders have been identified (Table 18).
Table 18. Target groups for the Sabadell’s Water Community
Target audience

Description / Value proposition

Local citizens
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School children and
teachers participating in
EDUCASSA





CASSA customers





Increase knowledge on different water topics to promote environmental protection
and responsible water consumption
Increase by 5% the number of people who know about non-potable water reuse in
the city and willing to reuse non-potable water in households.
School children and teachers involved in the educational programme EDUCASSA with
particular emphasis on age group 12-14
Collaborate in improving the EDUCASSA programme and the content of the Water
Community (teachers)
Co-creation and co-design topical contributions on water quality to contribute with
modern, relevant and collaborative science education content targeting young users.
People who come to its offices and request information about water works and water
service interruptions
Reinforce trust of citizens about the quality of drinking water from the tap and water
service.
Minimum of 80% satisfaction with the quality of the water service

3.3.3.4 Engagement and participation tools
Based on the main goals and objectives for Sabadell, further knowledge, behavioural and belief objectives by
target group were developed (Table 19).
Table 19. Knowledge, behavioural and belief objectives of Sabadell’s Water Community
Design factor

Purpose of engagement by target groups

Typology of engagement

Knowledge
objective

School children and teachers, local citizens and CASSA
customers: To have access to information about water quality
and opportunities for non-potable water reuse and how
individual can contribute to local decision-making



School children and teachers, local citizens and CASSA
customers: To increase non-potable water reuse in order to
reduce consumption of drinking water for non-drinking water
purposes. To encourage active participation of citizens in
decision-making on water quality, water service delivery and
non-potable water reuse.



School children and teachers, local citizens and CASSA
customers: Increased awareness on environmental protection
and responsible water consumption; increased trust on the
quality of drinking water, and increased belief on self-efficacy
to reduce drinking water consumption.



Behavioural
objectives

Belief objective









Provision of information
and resources
Crowdsourcing
(e.g.
pictures)
Information
about
present needs
Co-creation and codesign
of
topical
contributions
Taking and influencing
decisions
Co-creation and codesign
of
topical
contributions
Taking and influencing
decisions

Acceptance of drinking water quality derives strongly in intrinsic motives, i.e. own personal opinion of water
quality, frequently based on water’s taste, odour, colour, cloudiness and turbidity. Doria (2010) also states
that perception of water quality is mostly influenced by organoleptic properties, but also in risk perception
(concerns about personal health risks), attitudes towards water chemicals (which may affect the taste, odour
and colour due to levels of mineral content or chlorine concentration), and trust in the water suppliers among
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other factors. Considering the factors that influence public perception on water quality can contribute not
only to consumers’ service satisfaction, but also to the acceptability of water reuse (Doria 2010).
A positive public attitude towards water conservation and reuse is also critical to the development and
effective management of the resource and successful implementation of water policies (Gu et al., 2015).
Hartley (2006) argues that people generally favour reuse that not only enhances water conservation, but also
protects human health and provides environmental protection benefits.
Key factors contributing to the public acceptance of water reuse are (Hartey 2006):





Good perception of the water quality of the resource to be reused
Protection of human health is clear
High awareness of water supply problems (e.g. scarcity) in the community
Clear understanding of the role that water reuse has in the overall water supply scheme. High
confidence in local management of public utilities and technologies
Various challenges have been developed in Sabadell’s Water Community to increase knowledge and
awareness of drinking water quality in the city and promote the reuse of non-potable water. These challenges
are briefly described in the following section.
However, individuals need multiple motives to participate, engage and stay involved. Hence, it is important
that the communication and public dialogue highlight both individual and community benefits (e.g.
community and unity promotion, availability and reliability of water supply, economic benefits,
environmental and sustainability benefits). For this reason, several in-person (offline) engagement activities
have been conducted to support the digital engagement and enhance the interaction and dialogue with the
general public and target groups, such as:







User’s needs elicitation workshop: 12th May 2016
Aigua i Món’17 Conference Cycle: February – June 2017
Knowledge mobilisation workshop: 3rd May 2018
Aigua i Món’18 Conference Cycle: February – June 2018
Water Quality Customers Survey: May-July 2018
Information stand and presentation on the 2nd Circular Economy Market Place- Vallès Region: 10th
May 2018
 Milla the Nord Race information stand: 1st July 2018
 Gandesa Hackaton: 26th October 2018 (presentation of the POWER project and participation as
mentors to the hackathon).
Partners also engage strongly with young users (school pupils) to increase their knowledge and awareness
on different water topics to promote environmental protection and responsible water consumption through
EDUCASSA. EDUCASSA is a programme where schools participate in different activities about the water cycle
organised by CASSA. The programme has been developed during the last 25 years and it is delivered to school
pupils from 3 to 14 years old. As part of the EDUCASSA activities, scholars between the age of 12-14 years
old (one of the target audiences for POWER project in the Sabadell case) visit a water treatment plant (WTP),
they conduct experiments to learn how water is filtrated in the WTP and they complete a survey or a test to
evaluate their learning on these activities.
Water-related lectures with re-known key speakers (Aigua i Món’ Annual Conference Cycles) as well as
POWER information stands and presentations on non-potable water reuse at regional fora (e.g. Circular
Economy Market Place Conference) are useful to communicate and promote responsible water consumption
with the general public and professionals and understand that local citizens are interested in water topics.
While the customer surveys about water quality and service (1,267 respondents) has been useful to promote
Sabadell’s Water Community, but also to gather relevant information about public perception on water reuse
in the city. Some of the survey findings were that 75% of the respondents would accept to reuse of nonPage 59 of 87
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potable water for some applications in their households, but 42% of the respondents did not know that nonpotable water is being reused in some parts of the city for cleaning streets, toilets, etc. This reinforces the
need of promote strongly the efforts that CASSA and the municipality are conducting regarding the reuse of
non-potable water.
The workshop with DSP users in May 2018 (involving EDUCASSA teachers and students, technicians of the
City Council of Sabadell, customers, business representatives interested in reused) has been useful to collect
their feedback on the platform. On one hand, school teachers perceived that the platform is a good tool for
the pupils, but children prefer highly interactive features, such as games and videos. On the other hand,
citizens would like the opportunity to edit themselves the platform, which can be a reward for them.
Physical rewards and incentives are provided to the general public and target groups willing to participate in
the events and register in the platform through POWER merchandise: CASSA’s refillable water bottles (to
encourage citizens to drink tap water instead of bottled water) and POWER goodie bags.
Future activities in Sabadell include: continuation of work in the EDUCASSA programme (October 2018February 2019), Aigua i Món’19 Conference Cycle (February – June 2019) and the implementation of
challenges in the platform explained or even written by people that is currently reusing non-potable water
successfully in Sabadell. The latter has the purpose of giving voice and the opportunity of content crocreation in the DSP to people actually using systems of water reuse.
3.3.3.5 Implementation within the POWER platform
Challenges in the Sabadell’s Water Community platform (POWER DSP) have been developed and will keep
developing to promote and achieve the knowledge, behavioural, belief and gamified objectives as part of the
digital engagement strategy of the project.
Table 20 provides a brief description of the planned and existing challenges and the intended behavioural
interventions levers implemented for each challenge. Further description and outcomes of their actual
implementation is provided in the deliverable D5.4 (Public engagement activities report_2nd release).
Table 20. Sabadell’s Water Community Challenges and behavioural intervention levers
Challenges

Purpose

Behavioural
interventions levers

EDUCASSA, education
from the beginning








Information about the EDUCASSA at three levels: Great
path of water (3-5 years old), how water is transformed
(6-9 years old), the water cycle (10-14 years old)
Evaluation survey for teachers and pupils participating in
the EDUCASSA programme [Catalan version only]
Test for the pupils (10-14 years old) after they visit the
water treatment plant

Children’s space



Raise awareness and increase knowledge in a simple
language for young users about the integral water cycle,
water potable treatment, wastewater treatment and
good practices of water consumption.

Know more about our
River: The Ripoll River!



Increase knowledge about water sources at the local
level and raise awareness on water pollution and water
conservation.
Engage local citizens to preserve wildlife and biodiversity
surrounding the Ripoll River.
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Enlighten
(information)
Engage
(support
groups
performing
activities)
Enable
Experience



Enlighten





Enlighten
Enable
Encourage
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Potable water, tell us
your opinion



Encourage citizens to upload comments or photographs
of similar measures to help biodiversity conservation
surrounding rivers.



Promote environmental protection and responsible
water consumption in Sabadell
Provides information about the relevant parameters
under local legislation on potable water.
Enables information about the water quality and
conditions of service throughout their distribution
networks (interactive map).
Water quality service that request feedback from CASSA
customers





Non-Potable
water,
contracting
&
exportation, ask for it!







Conference cycle: Aigua
i món (Water & World)






Torre de l'Aigua, 100
years




Events:
●



POWER workshop


Best practice repository
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Enlighten
Engage
Enable
Experience

Increase knowledge and awareness on the use of non- 
potable water for non-drinking purposes, its associated 
water quality parameters and efforts CASSA is 
conducting to expand non-potable water reuse.
Provide information about the non-potable water
supply network and supply points in different
neighbourhoods in Sabadell (interactive map)
Provide opportunities (via feedback and contact details)
to request information on how citizens can request the
supply of non-potable water
Annual conference cycle to supplement EDUCASSA 

pedagogic activities and open to the general public.
Promote environmental protection and responsible 
water consumption in Sabadell through physical lectures
(and recorded videos) by well-known local and national
experts.
Among the topics delivered in these lectures are:
o Importance of water reuse
o Water efficiency in agriculture
o Water and climate change
o Water and sustainable development
o Water and physical exercise
o Relevance of the access to water
o Distribution of precipitation around the world
Increase awareness of local citizens about historic water 

Enlighten
Exemplify
Encourage

management infrastructure in the city
Commemorate the 100th anniversary of the
construction of this relevant infrastructure for the
history of the city
Using the platform to promote local events for
communicating the POWER project and its objectives in
Sabadell (education, quality and reuse)
POWER representatives function as ambassadors of the
project and its objectives

Showcase featured best practices from the city of Sabadell
(such as managing aquifer recharge, the non-potable water
expansion Master Plan, CASSA’s analytical water quality
monitoring, controlling and reporting). Encourage users to

Enlighten
Enthuse
Engage
motivation)

Enlighten




Enlighten
Enable




Enlighten
Encourage

(social
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share best practices from their organisation, community or
city.

The challenges developed in Sabadell’s Water Community platform to increase knowledge and awareness on
different water topics to promote environmental protection and responsible water consumption are:





Raise awareness and knowledge about drinking water quality: “Potable water, tell us your opinion!!”
Raise awareness and knowledge about non-potable water reuse: “Non-Potable water, contracting &
exportation, ask for it!”
Materials for young users: “EDUCASSA, education from the beginning”, “Children’s space”
Provision of information about environmental protection and water resources: “Know more about
our River: The Ripoll River!”, “Conference cycle: Aigua i món (Water & World)”, “Torre de l'Aigua,
100 years”
Figure 19 - Snapshot of the Sabadell’s Water Community Platform
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Figure 20 - Snapshot of the “Non-potable water, contracting & exportation, ask for it!” Challenge

Just like described in section 3.3.1, the user challenges and behavioural intervention levers for Sabadell have
also been designed to map the different dimensions of the POWER Gamification model with Table 21
providing some examples of actions and interactions through the DSP and their respective focus area.
Table 21. Examples of actions within the Sabadell Water Community and their categorization within the
different dimensions of the POWER Gamification Model
Preparedness/
Impact

Personal

Social

Political

Problem awareness

Learning how to reuse nonpotable water

Share information about nonpotable water usage with
individual social network

Learning about the local
relevance of more efficient
water management.

Know-How

Understand
how
nonpotable water is reused in
the city

Engage other members of the
community to use non-potable
water

Propose a new solution that
have a global vision of the
integral water cycle to the
local authorities and water
utility

Readiness to act

Reuse non-potable water for
non-drinking purposes in
households

Initiate a water reuse project
in order to create more
efficient,
reliable
and
sustainable
local
water
resources

Participate in local decisionmaking related to desired
delivery points for nonpotable water in the city and
promote new delivery points
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3.3.4 Jerusalem engagement approach
3.3.4.1 Context
Hagihon Company Ltd, the Jerusalem Region Municipal Water & Wastewater Utility, provides advanced 24/7
water and wastewater services to the about 1 million residents (about 15% of Israel's total population) of the
City of Jerusalem, the Town of Mevasert Yerushalaim and the Town of Abu Gosh. Hagihon's service area is
150 square km, ranging from 450 to 860 meters above sea level; it includes desert, semi-arid and alpine
climates (Hagihon 2016).
Hagihon does not treat water for supply (except for limited facility in case of emergency). Treatment of waste
water is carried out through a subsidiary of Hagihon. The treated wastewater is returned to Israel Water
Authority for reuse for agricultural purposes. Hagihon supplies to the City of Jerusalem recycled water for
irrigation of city parks. Mekorot is a national water company, and it is supervised by the Israel Water
Authority, an independent regulatory body under the auspicious of Minister of Energy and Water Resources
(Mekorot 2016).
Previously, water shortage was engrained in the Israeli psyche, therefore the population can be viewed as
being very aware of water issues, and people are likely to report leakages if they see them. However,
increasing awareness about water quality is more of an issue at the present.
A water distribution system can comprise thousands of kilometres of pipes between a treatment work and
consumers. The water from the treatment work is transported by big diameter transmission mains which
then branch into distribution mains going along individual streets. Houses are connected to a distribution
main via connection pipes up to a point of metering/consumption. All mains consist of short individual
sections linked by joints every few meters depending on the pipe material. Such piping systems are prone to
leaks which may happen at joints between pipe sections, connections between distribution mains and the
individual houses or by pipe breaks due to corrosion. Hagihon have already reached a good level of efficiency
of their Water Distribution Network.
3.3.4.2 Purpose and objectives
The main goal for the city of Jerusalem is to promote water conservation behaviours, achieve quantifiable
water savings and improved awareness regarding water quality by sharing data with other water utilities.
The key objectives of the engagement approach for Jerusalem are:





Raise awareness that water is a limited resource and should be conserved and quality maintained
Encourage the rational use of water among citizens and achieve quantifiable water savings
Facilitate sharing information to promote efficient water use in community gardens
Encourage the implementation of non-revenue water (NRW) reduction and water quality monitoring
technologies and methodologies among other water utilities
3.3.4.3 Target groups and stakeholders
Jerusalem’s Water Community is opened to all citizens and residents in the city or to people interested in
water conservation and using water more efficiently in the city. Within the goals and objectives of POWER,
the following target groups and stakeholders have been identified (Table 22).
Table 22. Target groups for the Jerusalem’s Water Community
Target audience
Community
activist groups

garden

Description / Value proposition



Page 64 of 87

Activists in community gardens to promote efficient water use using water saving
plants and water saving methodologies
Achieve 20% water savings in the participating gardens compared to previous years
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School children




Primary and high-school students
Raising awareness that water is a limited resource and should be conserved and
quality maintained

Hagihon’s
customers
and general public




Increase awareness about water quality and enable this target group to conserve and
maintain water quality
Encourage rational use of water

Home Owners with
water storage tanks on
roof



To maintain water quality of rooftop storage tanks through the provision of advice

Other water utilities and
municipalities



To encourage the implementation of NRW reduction and water quality monitoring
technologies and methodologies

3.3.4.4 Engagement and participation tools
Based on the main goals and objectives for Jerusalem, further knowledge, behavioural and belief objectives
by target group were developed (Table 23).
Table 23. Knowledge, behavioural and belief objectives of Jerusalem’s Water Community
Design factor
Knowledge
objective

Purpose of engagement by target groups
School children, Hagihon’s customers and general public: To
have access to information on the rational use of drinking
water and on its quality.

Typology of engagement



Community garden activist groups: To have access to
information on the water use in their gardens (irrigation
calculator) and how to save water in the gardens.

Provision of information
and resources
Crowdsourcing
(best
practices)

Home Owners with water storage tanks on roof: To have
access to information on how to keep the water quality in their
storage tanks.
Other water utilities and municipalities: To gain knowledge on
the NRW reduction and water quality monitoring technologies
and methodologies conducted by Hagihon.
Behavioural
objective

School children, Hagihon’s customers and general public: To
use water in a rational manner in their daily lives.



Community garden activist groups: To reduce water
consumption in the irrigation of community gardens and share
their tips to other communities.



Home Owners with water storage tanks on roof: To correctly
maintain the water quality in their storage tanks.



Information
about
present needs
Co-creation and codesign
of
topical
contributions
Taking and influencing
decisions

Other water utilities and municipalities: To link and share
information on their innovative technologies and
methodologies.
Belief objective
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School children, Hagihon’s customers, home owners with
water storage tanks on roof and general public: Increased
awareness on water use and water quality and increased
beliefs on self-efficacy on using water rationally and keeping
water quality in their homes.



Co-creation and codesign
of
topical
contributions
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Community garden activist groups: Increased belief on their
ability to reduce water consumption in their gardens.



Taking and influencing
decisions

Other water utilities and municipalities: To believe in the
potential implementation of innovative technologies and
methodologies for water management.

Water consumption behaviour is influenced by a multitude of psychological, demographic, climatological,
and economic factors (Jorgensen, Graymore, & O’Toole, 2009) as well as intrinsic and extrinsic motives to
perform or maintain a pro-environmental behaviour regarding water conservation (Corral-Verdugo, FriasArmenta, Pérez-Urias, Orduña-Cabrera, & Espinoza-Gallego, 2002) (as previously mentioned in section
3.3.2.4). Besides, this behaviour can also be influenced by the consumers’ level of awareness, price, income,
perception of water quality and the impact water has on the quality of life (Ghosh, Kansal, & Aghi, 2016).
Tanellari, Bosch, & Mykerezi (2009) based on an analysis on the model of the consumer decision process
describe the consumer behaviour stages as problem recognition, information searching, information
processing, evaluating alternatives and making a choice. This model assumes that consumer choices are not
affected by the accumulated knowledge gained from searching and processing information about water
quality and infrastructure, but also by the perceptions and attitudes consumers have towards water quality.
Their findings point out that information campaigns can be useful to gather public support for expenditures
in water infrastructure as the information gathered from media sources affect consumers’ behaviour.
Various challenges have been developed in Jerusalem’s Water Community to increase knowledge and
awareness of the rational use of water, maintain the drinking water quality and promote efficient water use
in gardens. These challenges are briefly described in the following section.
In addition to the digital engagement through Jerusalem’s Water Community, partners conducts several inperson (offline) activities to support its target groups, such as:
 User’s needs elicitation workshop: 23rd November 2016
 Knowledge mobilisation workshop: 29th April 2018
 Connect children to the experience of working in community gardens: June 2018
 Festival in neighbourhood gardens: August 2018
 Training for the construction of irrigation beds: August 2018
 Children's books festivals in the gardens and guiding children for smart irrigation: August 2018
Regarding schools, Hagihon hosts educational visits in a wide variety schools from different cultural & ethnic
backgrounds and delivers sessions regarding importance of water conservation. In 2018, 48 schools were
visited, providing school activities to over 4,680 students. In addition, Hagihon provides professional advice
to schools regarding installing rainwater storage tanks for irrigation in the summer or washing toilets
throughout the year. During 2018, Hagihon has been working with 5 schools.
In 2018, Hagihon collaborated with more than 74 community gardens. This collaboration includes discussing
and operating in and with Jerusalem’s Water Community platform, providing advice on the use of watersaving irrigation methods, sharing knowledge of the community gardens with private gardens in
neighbourhood and provision of professional assistance as well as real equipment that helps gardens to save
water.
Participants attending the workshop with DSP users in April 2018 agreed that the platform (DSP) is a relevant
digital tool that supports and strengthens their cause and it also helps to raise awareness among Jerusalem’s
citizens on water savings. However, activists from community gardens mentioned that they communicate
mainly through Facebook groups, WhatsApp, Twitter, LinkedIn or Instagram. For a stronger engagement with
this target group, participants recommended that the platform could facilitate their communication in a
similar manner as the mentioned social media channels.
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Future activities in Jerusalem include: develop “twinning” relationships between Jerusalem schoolchildren
and schoolchildren from other POWER member cities, sharing experiences and methodologies used in highly
successful “Israel is Drying Up” water conservation campaign (2008 – 2018), connect with further community
gardens throughout the city and provision of instructions regarding installing one-directional valve to prevent
reverse flow of contamination from home irrigation / businesses to Hagihon network.
3.3.4.5 Implementation within the POWER platform
Challenges in the Jerusalem’s Water Community platform (POWER DSP) have been developed and will keep
developing to promote and achieve the knowledge, behavioural, belief and gamified objectives as part of the
digital engagement strategy of the project. Table 24 provides a brief description of the planned and existing
challenges and the intended behavioural interventions levers implemented for each challenge. Further
description and outcomes of their actual implementation is provided in the deliverable D5.4 (Public
engagement activities report_2nd release).
Table 24. Jerusalem’s Water Community Challenges and behavioural intervention levers
Challenges
●
●

Community
gardens
Smart irrigation Greening
Jerusalem with less
water

Educating
children

Purpose
●

●

●

Behavioural
interventions levers

Provide information to local citizens about the
community gardens in Jerusalem (interactive map) and
tips on how to save water in gardens
Activist groups are encouraged to share tips, ideas and
best practice examples of gardening and irrigation
techniques that use less water.
Understand the water use in their gardens through the
irrigation calculator [only available in Hebrew]

●
●
●
●

Enlighten
Enthuse
(intrinsic
motivation)
Engage
Experience

Provide information about the educational programmes
that Hagihon is conducting to teach future generations
about the importance of water
Provide information about testing quality of drinking
water in Jerusalem and periodically tested drinking
water quality status
Providing information on how citizens can recognise the
quality of drinking water

●

Enlighten

●

Enlighten

School

●

How is the drinking
water quality of
Jerusalem?
Can you tell water
quality just by its
look, taste, or
smell?

●

Do you know how to
clean your water tank?

●

Provision of information on how homeowners can
correctly clean and maintain their rooftop water storage
tanks in terms of maintenance, disinfection and
safeguarding, including the cleaning of municipal water
pools.

●
●

Enlighten
Enthuse
(intrinsic
motivation)

Non-revenue
(NRW)

●

Provide information about the importance of reducing
water wastage in the distribution networks from water
leakage or water theft

●

Enlighten

Showcase featured best practices from the city of Jerusalem
(such as maintaining water quality in rooftop tanks,
Hagihon’s water quality laboratory, Hagihon’s multilayer
approach for lowering non-revenue water). Encourage users
to share best practices from their organisation, community
or city.

●
●

Enlighten
Encourage

●

●

Best
repository
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The challenges developed in Jerusalem’s Water Community platform to raise awareness about reduction of
water consumption and maintenance of water quality are:




Encourage rational use of water and promotion of efficient water use in community gardens:
“Community gardens”, “Smart irrigation - Greening Jerusalem with less water”
Raising knowledge and awareness of water quality: “How is the drinking water quality of
Jerusalem?”, “Can you tell water quality just by its look, taste, or smell?”, “Do you know how to clean
your water tank?”
Water quality monitoring technologies and methodologies: “Non-revenue water (NRW)”
Figure 21 - Snapshot of the Jerusalem’s Water Community Platform
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Figure 22 - Snapshot of the “Join Jerusalems Community Gardens to beautify our city!” Challenge

Just like described in section 3.3.1, the user challenges and behavioural intervention levers for Jerusalem
have also been designed to map the different dimensions of the POWER Gamification model. Table 25
provides some examples of actions and interactions through the DSP and their respective focus area.
Table 25. Examples of actions within the Jerusalem Water Community and their categorization within the
different dimensions of the POWER Gamification Model
Preparedness/
Impact

Personal

Social

Political

Problem awareness

Learning
about
water
scarcity and quality in
Jerusalem

Sharing information with the
individual social network

Learning about the different
community
gardens
in
Jerusalem

Know-How

Learning how to properly
clean a water tank by
following a step-by-step
instruction

Engaging other members of
the community learn about
community gardens

Propose a new community
garden
to
the
local
authorities (Jerusalem city
council)

Readiness to act

Conducting proper irrigation,
planting vegetation with low
water consumption and
using of plants that can be
irrigated with marginal water

Report a leaking water pipe to
the
responsible
utility
(Hagihon)

Lobbying
for
watersaving/sustainability policies
or actions to get adopted by
local policy makers.

3.4 Engagement with Follower Cities
The engagement of what the POWER consortium have named as “Follower Cities” can be defined as the
recruitment of municipalities who are willing to:
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Observe, be informed and be able to provide their opinions on the development of the objectives
and the results of the POWER project in the latter stage of the initiative’s progress;



Adopt the use of the POWER DSP to their own local needs regarding water-based issues;



Based on the extent these cities develop the previous steps, implement the socio-political approach
ConCensus which employs the POWER DSP as the communication focus of its activities;



Extend the methodology of POWER in order to enhance the progress of other environmental issues
or indeed other non-environmental issues within their municipality.

3.4.1 Purpose and objectives
The involvement of Follower Cities is relevant for a number of reasons:


Increased dissemination of the project’s results;



Provision of further objective external input and feedback regarding the mechanisms developed by
POWER;



Exploration of the extent of the applicability of the POWER results with regards to water in regions
whose idiosyncrasies both in Europe and beyond differ to that of the POWER KDCs;



Replication of the process which would extend beyond the lifespan of the POWER project itself;



Opportunity to test the mechanisms of POWER in other non-water related settings at a municipal
level;



Exploration of the use of POWER within the broad Science-Art-Sustainability Diplomacy approach
named RENAISSANCE.

3.4.2 Target cities
Target municipalities are drawn from a number of sources:


Municipalities who appeared in the Urban Water Atlas for Europe and had thus indirectly been
involved in the predecessor project of POWER, known as BlueSCities; these municipalities are
approached as they are members of the Network for Water in European Regions and Cities
(NETWERC H2O);



Cities who had signed the Dubrovnik Declaration of Intent;



The Association of German Towns and Municipalities and the association known as The Cities with
Lakes;



Further contacts are established with cities beyond Europe in the Middle East, the USA (with the
support of the American members of the External Advisory Board) and the Caribbean.
The main stakeholders within the Follower Cities are politicians and technical staff of the approached target
cities.
3.4.3 Engagement and participation tools
The steps for engaging with follower cities are as follows:
Phase 1: General communication of POWER activities in the KDCs Water Communities
Phase 2: Information transmitted via the broad social channels of communication such as Twitter,
Facebook and LinkedIn, the POWER website (Power Water Community) together with a direct mailing
to Target Cities. The first group of Target Cities are those who appear in The Urban Water Atlas for
Europe (BluesCities publication)
Phase 3: Target municipalities are formally invited to participate in POWER (activity led by CTM and
supported by Climate Alliance)
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The political advantages of the POWER approach are emphasised to local politicians in the Target Cities using
a video produced especially for the task in English, Catalan, Arabic and Hebrew and those attending a number
of public events in which members of the POWER consortium are invited as key speakers. During the
recruitment work, it was observed that national associations are an excellent way to recruit and to
communicate with far more city councils than otherwise would have been possible. Section 3.4.4 describes
the entities and municipalities that are official follower entities of the POWER project.
Further recruitment will continue throughout 2019. An important element will be the POWER Conference
for Follower Cities to be held in April 2019. This event will allow representatives of KDCs to inform the
followers of their progress, for followers to express their opinions and ambitions and to establish a formal
link between the attending entities before the celebration of the POWER Final Conference in the autumn of
2019. Both events and the work undertaken in 2019 must create a strong foundation for the continuing
application of the POWER mechanisms from 2020 onwards. This will be further enhanced by the Water Smart
Cities unit of the WssTP and the new City Associate Members of the aforementioned organization which is
currently being and led by members of the POWER consortium.
3.4.4 Implementation of the POWER approach in the Follower Cities
At the time of writing this deliverable (November 2018), the following entities and individual municipalities
are considered as official follower entities of the POWER project:


National Associations: The German Federation of Towns and Municipalities (DE) representing 14,000
municipalities,
 Regional Associations: The Xarxa de Ciutats I Pobles Cap a la Sostenibilitat (ES) representing 283
municipalities in the Province of Barcelona,
 Spain: Tossa de Mar, Figueres,
 Portugal: Lisbon,
 Germany: Hanau,
 Rumania: Constanta, Ovidiu, Harsova, Cernavoda,
 Hungary: Nagykanizsa, Szentkiraly,
 Jordan: Amman,
 Cyprus: Nicosia,
 The National Government of Bermuda,
 United States of America: Los Angeles.
At present, POWER has the capacity to directly or indirectly interact with these organisations or individual
cities that represent a total of 14,297 municipalities.
Among these municipalities, Constanta, Ovidiu, Nagykanska, Szentkiraly, Amman, Nicosia and Bermuda have
indicated that during the course of 2019, they will establish a POWER Water Community (DSP) in their own
municipalities.
All of the above have stated that they will provide information in the Best Practice Repository and interact
with other cities. In addition, Amman, Nicosia and the National Government of Bermuda have indicated that
they will commence the deployment of the ConCensus engagement approach (described in section 3.1)
employing the POWER DSP as the principal organisational mechanism. This enhances a further aspect of the
work of POWER. The experience in Jerusalem where both Hebrew and Arabic speakers are involved in the
same process has opened the opportunity to a Science-Art-Sustainability Diplomacy process which is
proposed for the only officially divided city in Europe, Nicosia. The work undertaken by POWER in Jerusalem
and proposed in Nicosia is being closely observed by the RENAISSANCE programme of the Joint Research
Centre of the European Commission and by the WATER-EMPLOYMENT-MIGRATION initiative of GWP-MED
in Athens.
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4. Implemented communication & dissemination actions supporting engagement
The objective of the activities described in this section is not only to maximise the visibility of the POWER
Project and of its achievements in its framework, but mainly to describe how the communication and
dissemination activities can support and are supporting the engagement activities of the project. The first
step in fact for engagement to happen is to raise awareness of the specific activities and of the issues with
the selected stakeholders. Without awareness it is in fact impossible that people can decide to participate in
the process and then to choose the tools or channels to engage and change their attitudes or behaviours. As
such communication is an important support activity for engagement.
The specific items described here have been implemented between since the start of the project and up until
M36 to receive feedbacks and support engagement of stakeholders. The set of these actions can be suitably
grouped in the following macro areas:
a. The Project website
The project website and the linked social media are playing a central role in the POWER communication
strategy. POWER project has its own website making project information available online for different
audiences. It is also the entry point to the KDCs’ Water Communities. The website has been developed during
year one of the project and is being regularly updated throughout the project. The site is interactive and
contains project and partners’ descriptions and regular updates on the progress of the project. The website
is at http://www.power-h2020.eu and it was released in May 2016. The POWER website material related is
published under a Creative Commons BY Attribution 4.0 International License.
b. Social Media strategy
In addition to the project website, dedicated Social media accounts for the project have been set up on
Twitter, LinkedIn, and Facebook which are being used for project communication and dissemination. The
goal of these social channels is to facilitate the communication of project results and related topics and
activities to an international audience with a primary focus on scientists, professionals, institutions and NGOs
active or interested in the topical areas related to the project. Furthermore, as these social channels also
tend to be used by a broader general and/or (semi-) professional audience, the secondary target group also
includes individuals and other stakeholders with a special interest in project-related topics, results and
activities.
Deliverable 5.2 explains in detail the strategy in place for engagement and communication on social media.
In general however Table 26 presents the structure of activities that the project follows:
Table 26. Communication activities in social media

Twitter
2/day

Daily

Sharing one item of discussion from each city each week and nurture conversation about it
(define a day per issue so people know what to expect and can participate more easily to the
discussion)
 Monday: Water conservation
 Tuesday: Flood risk and extreme weather events
 Wednesday: Free agenda, asking people to share their concerns about water and what
they want to discuss about
 Thursday: Water Quality
 Friday: Reduction of water consumption
Invite people to visit the website and the DSPs websites
Sharing the news about the project (progress, upcoming conferences, etc.)
Sharing articles about water issues and other environmental issues from reputable sources
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Engaging in conversations with followers/other water-related accounts
Ad-hoc
Tweets

Replying to followers’ questions
Sharing articles added on the website
Sharing events added on the website
Live-tweeting from conferences where POWER is presented
Sharing one item of discussion from each city each week and nurture conversation about it
Invite people to visit the website and the DSPs websites

Daily

Sharing the news about the project (progress, upcoming conferences, etc.)
Sharing one article about water issues from reputable sources - can also be things from retweet
customised to be shared on Facebook

Facebook
1/day

Sharing updates from partners
Sharing articles added on the website
Ad-hoc
posts

Sharing events added on the website
Explaining particular issues raised by participants
Posting about conferences where POWER is presented
Invite people to visit the website and the DSPs websites

LinkedIn
5/week

Daily

Sharing the news about the project (progress, upcoming conferences, etc.)
Sharing one article about water issues from reputable sources or sharing updates from partners
- can also be things from retweet customised to be shared on LinkedIn

In addition relevant keywords are monitored on a daily and weekly basis on Twitter: #WaterIsPrecious,
#Water, #ClimateChange, #watermanagement, #WaterSecurity, #WaterReuse, #savewater, #ThinkWater,
#Waterpedia, #drought, #WaterIsLife, #FloodAware, #flooding. Also the KDCs locations are monitored to
make sure to be able to participate in relevant conversations about the key themes in the cities.
These keywords are being monitored for various reasons:





Reshare relevant information shared on these hashtags to the POWER community
Interact with the relevant account
Engage and make them participate in the activities of the project;
Attract interest in what the POWER project is trying to achieve and stimulate them to take part and
register on the Water Community.
c. POWER newsletters
As presented in D5.1 a POWER newsletter will be published every 4 months starting with M6 both not only
to disseminate the results of the POWER project, but also to serve as a communication and engagement tool.
The electronic newsletter eClimail of Climate Alliance is used regularly to disseminate the latest results.
POWER Newsletter no. 1 – July 2016
The 1st newsletter deals with best practices in water management of the cities of Leicester and Milton Keynes
in the United Kingdom and the water utilities of the city of Sabadell, Catalonia and Jerusalem, Israel.
POWER Newsletter no. 2 – November 2016
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The 2nd newsletter deals with best practices in water management of the Catalan city of Sabadell, provides
a compendium of best practices for water, waste water, solid waste and climate adaptation and an interview
to Richard Elelman, Director General of NETWERC H2O, on the role of cities in water management.
POWER Newsletter no.3 – February 2017
The 3rd newsletter gives insight to water governance & the City Blueprint Approach management tool.
POWER Newsletter no. 4– May 2017
The 4th newsletter gives insight to water governance strategy of the city of Milton Keynes, whose Council is
actively seeking ways to reduce water consumption. Besides, you will find a presentation of the new research
project netWORKS 4, exploring the connections between urban development and water infrastructure.
POWER Newsletter no. 5 – January 2018
The 5th newsletter presents the four new Water Communities for water challenges faced by cities, a short
movie about the benefits of urban wetlands, new publications about governance and water management in
cities published by the network, insights into how towns can prepare for heavy rains with the project “Regen
// Sicher” in the city of Worms and the new events to come
POWER Newsletter no. 6 – May 2018
The 6th newsletter of the Power project we present outcomes of the participation of POWER at the Energy
cities annual conference in Rennes, we reflect about the fact that 12 World Leaders Issue a Call for
Accelerated Action on Water, and discuss the results of a recent study on waste water in the Netherlands
that demonstrates that municipalities can not only reuse wastewater, they can derive energy and raw
materials from it.
d. POWER presence in events and conferences through presentations, special sessions, workshops
Presentations at conferences are an important communication tool for the POWER project. A plan for all
conferences and presentations was introduced in deliverable D5.2 and D5.1. Presentations to create
awareness of the importance of the POWER DSP model are a central communication and dissemination
activity for the whole consortium.
Deliverable 5.4 reports on the conferences attended by the POWER consortium since the beginning of the
project.
e. POWER promotion through press release campaigns
In order to ensure the effective demonstration of the POWER model and foster the political, social, and
environmental uptake, continuous media work is accompanying the actions of the project. The use of this
tool could reach a large audience because of the credibility of the mass media.
Climate Alliance is the partner drafting the press releases for partners to adopt and translate them according
to their requirements and target groups. Topics include:
 Progress and results of POWER
 Launch of the DSPs websites
 Special events
 Important news on water issues (legal or political aspects, etc.).
Table 27 presents a list of press releases prepared by the POWER project and its partners. All press releases
are available in the POWER project website at this address:
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Table 27. List of press releases prepared by POWER project and partners

Date

Dissemination via

Title

Partner name

May 2016

Press / contacts /
members / Catalanspeaking
Press / contacts /
members / Englishspeaking
Press / contacts /
members / Germany or
German-speaking
NETWERC H2O Channels
of communication
BlueSCities channels of
communication
Press / contacts /
members / Catalanspeaking
CA members / nonmembers contacts / press

La Seu Social d’Aigües Sabadell acull un focus group
sobre l’aigua potable

CASSA

New EU project POWER published best practices on
water management for four cities

Climate
Alliance

Neues EU-Projekt POWER veröffentlicht Best practice
aus der Wasserwirtschaft von vier Städten

Climate
Alliance

New EU project POWER published best practices on
water management for four cities
New EU project POWER published best practices on
water management for four cities
Els integrants del projecte europeu POWER es
reneixen a la seu d’Aigües Sabadell

CTM

07/06/16

08/06/16

08/06/16
09/06/16
Nov. 2016

16/03/17

16/03/17

CTM
CASSA

Soziales Netzwerk für kommunales
Wassermanagement nutzen / Eine neue Idee von vier
Städten zum Weltwassertag am 22. März
Cities put social network benefits to use in water
management / A new idea of four cities on World
Water Day on 22 March
El projecte europeu POWER, en el qual participa
Aigües Sabadell, posa en marxa una plataforma digital

Climate
Alliance

Neue interaktive Plattform für Wassermanagement
ist online!

Climate
Alliance

New Digital Social Platform for water related issues is
online!

Climate
Alliance
Hagihon

19/10/17

CA members / nonmembers / contacts /
press
Press / contacts /
members / Catalanspeaking
CA members / nonmembers / contacts /
press
CA members / nonmembers / contacts /
press
Contacts

09/10/17

Contacts

17/10/17

Press release

New Digital Social Platform for water related issues is
online!
New campaign raises water shortage issue to MK
pupils
http://eipcm.org/newsfeed/

20/10/17

Website

The new POWER Digital Social Platform is online

NetwercH2O CTM

03/03/18

Press release

Nature-based solutions key to combatting local water
challenges (World Water Day)

Climate Alliance

03/10/18

Press release

New contest supports sustainable municipal water
concepts

Climate Alliance

Oct. 2017

10/10/17

10/10/17
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May 2018

Press / contacts /
members / Catalanspeaking

L’aula de l’Aigua acull un taller participatiu per fer
créixer la plataforma digital del projecte europeu
POWER

CASSA

Nov. 2018

Press / contacts /
members / Catalanspeaking

Aigües Sabadell organitza un taller participatiu per
trobar solucions innovadores als principals reptes de
l’aigua al món

CASSA

5 Preliminary results and future work
The main goal of this deliverable is to describe the engagement model and the different engagement
approaches and tools that are being employed by the POWER project to carry out the participatory process,
whereas the results are (or will be) explored and analysed in detail in other deliverables rather than in the
current one.
Results regarding the ConCensus process and the workshops that are being organised for its implementation
will be explained in deliverable D4.3 Report on the Workshops (M40). An in-depth study of the consequences
and lesson learnt during the implementation of the ConCensus process will be described in D4.4
Methodology for the implementation of the long-term visions (M44). As explained in section 3.1, these
workshops are taking place in each KDCs during the second trimester of 2018 and during the first trimester
of 2019. The results and feedback collected during the first round of workshops have informed further
development of the DSP and the implementation of the subsequent actions for the ConCensus action plan.
Results on the engagement activities in the KDCs, as presented in section 3.3, are being reported in three
different deliverables:


D5.3 Public engagement activities report 1st release for activities from the start of the project until
November 2017 (M24)
 D5.4 Public engagement activities report 2nd release for activities in the period from December 2017
to November 2018 (M25-M36).
 D5.5 Public engagement activities report 3rd release for activities in the period from December 2018
to November 2019 (M37-M48).
The first report on engagement activities (D5.3), reported some key barriers in engagement in KDCs in the
initial stages. For instance, Sabadell and Jerusalem reported that the fact that the DSP content was written
only in English was a strong barrier for engagement in the local area. As a result, continuous and important
work of translation has been carried out in the second reporting period (M25-36) to ensure that the
communities can access content that is relevant to them and that the identified barriers are minimised.

5.1 ConCensus
As an important part of the socio-political advances of the POWER project, CTM with the support of Prof.
David Feldman of the University of California (Irvine) created the ConCensus approach during 2017. The
resulting academic paper was accepted in June, 2018 and published in the peer-reviewed journal FUTURES
in August, 20183.
The local municipal authorities in each KDC have been approached by POWER partners to identify the water
issues they would like to put forward to test the ConCensus methodology. The summary of issues identified
with the key meetings that were held and are planned is presented in Table 28 summarizing the progress for
3

https://doi.org/10.1016/j.futures.2018.06.012

Page 76 of 87

D3.4 Report on the engagement model

POWER

30.11.2018

687809

all KDCs (see also deliverable D5.4 for more details about the process of communicating the ConCensus
approach to the local policy makers and politicians aimed to initiate the uptake and implementation of the
approach).
Table 28. ConCensus progress in KDCs
KDC

Meeting with
politicians

Water issue

Initial
recruitment

ConCensus
meeting

Follow up

24/10/18

26/11/18 virtual
meeting for
English Speakers
27/11/18 virtual
meeting for Arabic
Speakers

January 2019

28/11/18

December 2018
/January 2019

Jerusalem

30/04/18

Leicester
04/10/18
Milton
Keynes
Sabadell

16/10/18
20/11/18

Improvement of
water use within
the Community
Urban Gardens
Riverside
Development
Project
Project at Parish
Council level
Water Quality

29/11/18
29/11/18

December 2018
/January 2019
December 2018
/January 2019

Q1 2019
Q1 2019
Q1 2019

As described in section 3.1.4, different concrete approaches of using a Digital Social Platform to support and
facilitate ConCensus are being tested, taking into account the specific contexts and requirements in each Key
Demonstration City. In Jerusalem, the implementation of the ConCensus approach is the improvement of
water use within the Community Urban Gardens was selected as the key issue. This is a special case in that
the ConCensus is already created and a nucleus group of 16 ConCensus participants has already been
recruited via e-Mail and as the result of preliminary consultative meetings with both Hebrew and Arabicspeaking volunteers among DSP users and potential stakeholders. This initial group has been introduced to
the ConCensus approach in a direct meeting held in Jerusalem on the 24th and 25th of October, 2018. The
next step in the ConCensus process is the collective development of ideas for policies to be addressed and
the joint selection of the best/most urgent ones to be presented to the city council of Jerusalem (see section
3.1.4 for details of this process of online idea selection and proposal refinement). A webinar has been
designed and held on the 26th November 2019 with 22 participants to train the members of the Jerusalem
ConCensus on how to use the DSP to upload, discuss, refine and vote their ideas and consequently choose
the three options they like best. These options will be presented to the City Council of Jerusalem by members
of the ConCensus, with support of POWER representatives in January 2019. The recently-elected Mayor of
Jerusalem has already stated his full support for the approach, continuing the agreement that had been
obtained with the previous administration on the 30th of April, 2018.
In Sabadell, Milton Keynes and Leicester, the selection of ConCensus participants will be facilitated by the
DSP, specifically through the collaborative idea contest: Those users that are most active within the
respective city’s contest on the DSP will be invited to take part in ConCensus. The step of generating, refining
and selecting ideas for policies to be developed within ConCensus will be carried out via the DSP just like
described for the case of Jerusalem. With regard to the specific topics addressed, in Leicester the Riverside
Development Project (a major inner city redevelopment project) has been identified as a potential candidate
within which to implement ConCensus. The ConCensus idea was presented on the 28th of November, 2018
during the Ideathon for collaborative idea generation (see sections 3.2.4 and 5.1.2 for details) held in
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Leicester and participants introduced their ideas with regards to the Riverside Project and they confirmed in
writing their willingness to participate in ConCensus. In December 2018 or January 2019 a virtual meeting
will be held to discuss the ideas, followed by a series of face-to-face encounters. In Milton Keynes the
ConCensus methodology will be applied to a project at Parish Council level. The ConCensus idea was
presented to citizens on the 29th of November 2018 during the Ideathon workshop held in the Council
Chambers of the Civic Offices in Milton Keynes. 11 participants introduced their ideas with regards to the
project at Parish Council level and they confirmed in writing their willingness to participate in ConCensus. In
Sabadell, the quality of non-potable water and the extension of its usage throughout the city has been
defined as the working topic for ConCensus. The ConCensus approach was presented on the 29th of
November, 2018 during the Ideathon held in Sabadell. 15 participants introduced their ideas for extending
the usage of non-potable water and they confirmed in writing their willingness to participate in ConCensus.
One of the basic principles of the ConCensus approach is to avoid the influence of established political parties
regarding the membership of ConCensus itself. By linking the recruitment of the ConCensus in each city to
the presentation of the collaborative idea generation, the POWER Consortium is ensuring that members are
genuinely interested, non-professional citizens who are not influenced by local political party strategies.
An important further development concerning ConCensus is that due to the fact that the ConCensus in
Jerusalem includes both Hebrew and Arabic speaking citizens of the city, the European Commission,
specifically DG JRC and DG ENV together with the WATER-EMPLOYMENT-MIGRATION initiative of GWP-MED
are observing the technique closely. This aspect of what is described as SCI-ART-SUSTAINABILITY DIPLOMACY
is being further advanced due to the fact that the cities of Nicosia, the only officially divided city in Europe,
Amman and the National Government of Bermuda have indicated that they will, employing the POWER DSP
as the principal organizational mechanism, commence the deployment of the ConCensus strategy during the
course of 2019.
It is predicted that the ConCensus methodology, together with all the aspects of the work of POWER will be
further adopted by other municipal authorities as a direct result of the POWER Follower City Conference to
be held in Pisa in April, 2019.

5.2 Collaborative idea generation
As to the collaborative idea generation, the contest has been only recently launched and it is currently in its
first phase. At the time of writing, the contest is still open for idea submission, discussion and voting but has
already managed to successfully engage with over a hundred ideators and supporters who submitted 117
ideas and 114 comments and 422 votes as detailed in Error! Reference source not found..
Table 29: Overview of preliminary contest results at the time of writing
Leicester

Milton Keynes

Jerusalem

Sabadell

Number of contest views

822

356

62

261

Number of idea
submissions

24

48

11

34

Number of replies

41

33

8

32

No. of votes

147

132

22

121
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Number of contest shares

59

32

2

32

To foster idea generation and submission, a series of so far 6 different Ideathons (described in section 3.2.4)
has been carried out and physically brought together 72 ideators to co-create ideas for the submission to the
contest. These Ideathons varied in duration (between 3 and 8 hours) and event title depending on the local
circumstances and specific target groups addressed and were carried out during October and November 2018
in Leicester, Berlin, Sofia, Milton Keynes and Sabadell. At the time of writing, more Ideathons are being
planned and prepared to take place until the end of the idea submission phase (31st January 2019).
Through the series of Ideathons, POWER once more bridged the gap between online and offline engagement.
In the course of this intense co-creation format specifically developed by and for the POWER project, further
attention for sustainability and water-related challenges of local communities has been created and the
exchange of bottom-up knowledge has been fostered among citizens within KDCs and across Europe.
Furthermore, participants were enabled to transform their ideas into first sketches and prototypes and to
submit them to the POWER idea contest as a yet another way to evaluate their project ideas. Error! Reference s
ource not found. shows selected impressions from these Ideathons in Berlin, Sabadell and Sofia.
Figure 23 – Collection of impressions from the Ideathons carried out in different cities

5.3 Citizen science engagement in the KDCs
The Water Community Platforms (DSP PUB) are opened to all citizens and residents in the key demonstration
cities (KDCs) or to people interested in their respective water environmental challenges, having access to the
information provided in the challenges. Although progress are reported in Deliverable D5.3
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Public_engagement_activities_report_1st and in D5.4 Public_engagement_activities_report_2nd here are
summarised the fist results and most important achievement to date for the engagement in KDCs.
Table 30 summarises the activity and variables in all KDCS.
Table 30 – Snapshot of activity on POWER KDCs’ DSPs in November 2018 for M20-M36
Variables

Leicester

Milton Keynes

Jerusalem

Sabadell

Number of unique DSP
visitors

3,736

2,181

978

2,826

Number of registered
platform users

198

146

76

108

No. of logins

480

335

140

233

Number of best practices
uploaded

8

5

2

3

Number of issues shared

132

85

68

57

Number of all touch-point 417:
interactions (DSP usage & - 59 accepted
physical interaction) for
comments
the target audience
- 51 accepted replies
- 147 likes
- 132 challenges
(issues) shared

148:
- 28 accepted
comments
- 34 accepted replies - 12 accepted
replies
- 132 likes
- 22 likes
- 85 challenges
- 68 challenges
(issues) shared
(issues) shared
0
events
published
- 0 events
- 18 events published
in
challenges
published in
in challenges
challenges
- 17 surveys
- 10 surveys
- 0 surveys
answered
answered
answered

272:
- 47 accepted
comments
- 33 accepted replies
- 121 likes
- 57 challenges
(issues) shared
- 1 event published in
challenges
- 13 surveys
answered

Topical contributions
addressing changes in
behaviours to be
stimulated

11 challenges (issues)
published

12 challenges
(issues) published

11 challenges
(issues) published

12 challenges (issues)
published

No. of communications
(e.g. mailings,
socialmedia, flyerc
ampaigns, publications,
etc.)

40:
- Newsletter: 2
- Events: 17
- Engagement mail: 2
- Tweets: 5
- Facebook ads: 10
- Facebook posts: 3
- Press release: 1
- media reports: 1

85:
Newsletter – 1
Events – 7
Press coverage
external – 1
Press coverage
internal -1
Engagement Email –
1
Social media
postings – 2

n/a

6
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Social media issues
shares - 72

No. of recipients of the
communications

149.515:
Newsletter c.a. 7000
- Newsletter: ~7.000
Events – 500
- Events: 160
Email - 10
- Email: 10
- Tweets: 73900
- Facebook ads:22688
- Facebook posts: 757
- media
reports:45000

n/a

40650

The main goal for Leicester City Council within the POWER platform is to promote awareness of potential
extreme weather events, such as flooding, by providing real time river water-levels, flood warnings and
information on how people can become better prepared for flooding. Representatives from Leicester City
Council have reported a variety of strengths and weaknesses, resulting from the implementation of the
project communication and engagement strategy during their events over the last year. Through selfreflection and sharing of event experiences between each of the KDC’s and the consortium, measures have
been implemented to maximise the benefits of the strengths and have been built upon the weaknesses. A
summary of the identified strengths and weaknesses is presented in D5.4 and will be presented below
together with the other KDCs.
Milton Keynes is a smart city and pioneers data management through projects and initiatives such as the
multiple strand MK Smart and the Transport Systems Catapult. The POWER DSP model is used to share and
exchange knowledge and exploits social gamification mechanisms to increase individual and community
awareness. POWER partners from the Milton Keynes City Council have reported different strengths and
weaknesses to the strategy and implementation during the last year, which the partners are currently
working on to make it stronger. A summary of the identified strengths and weaknesses is presented in D5.4
and will be presented below together with the other KDCs.
The main goal for the city of Jerusalem is to promote water conservation behaviours, achieve quantifiable
water savings and improve awareness regarding water quality by sharing data with other water utilities. The
objective is to encourage a rational use of water, and encourage the implementation non-revenue water
(NRW) reduction and water quality monitoring technologies and methodologies.
In the city of Sabadell water is supplied in two types of water: drinking water and water for non-drinking
purposes. The main goal of the city of Sabadell is to promote improved water quality by the active
involvement of citizens. The POWER DSP will provide the consumer with information to encourage better
management of resources and a reduction in the consumption of drinking water to be replaced by nonpotable water.
The full list of the identified strengths and weaknesses is presented in D5.4 and a summary is reported below:
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Strengths:


It has been proved beneficial to refer to the DSP as the “Water Community” to enable target
audiences to be more receptive to the resource and its contents and to improve their understanding
of flood risk (LCC, MK, JR).



Exposure to all forms of media (newspaper articles and press releases, social media, television, radio,
podcast and newsletters) are fundamental for increasing not only exposure of project, but also
encouraging attendance of events and increasing usage of the Water Community (LCC, MK).



Collaborating with existing events, which are organised by other organisations, partners or projects
in KDCs, has been the most successful way of disseminating the project outcomes and engaging with
new stakeholders (LCC, MK).



Shorter events have been more successful than longer ones, because attendees are less likely to
experience fatigue and therefore are supportive of the project and its outcomes (LCC, MK).



Different kind of profiles were motivated to participate and chose to participate if things are made
really easy and there is some kind of prize (Sabadell)
Things to improve:


Given the ad hoc nature of extreme weather in the UK, it has been difficult to nurture interest in the
water subject to each of the different stakeholder groups (LCC).



In the wake of the recent data mining scandals by social media corporations such as Facebook and
the introduction of GDPR (General Data Protection Regulations) 2018, stakeholders are extremely
reluctant to register on the DSP (LCC, MK, Sabadell).



It has been very difficult to motivate people to register to the DSP (LCC, MK, JR, Sabadell)

6 Conclusions
The present document has provided a description of the engagement model that has been defined and
implemented by the project in order to inform, attract, and finally involve the various stakeholders and target
groups in the active participation in the POWER Water Communities.
The four POWER key demonstration cities (KDCs) of Milton Keynes, Leicester, Sabadell, and Jerusalem are
working on differing water challenges whose priorities are identified by EIP Water. The POWER digital social
platform is being developed to make a contribution to their work and to be a tool for engagement,
communication and dissemination of experience and expertise to local stakeholders and to follower cities.
The four KDCs are representative of different examples of cities addressing different types of water
challenges and issues through a coherent engagement model.
The objective of POWER engagement model is to provide a framework for effective citizens engagement at
the local level through different approaches that are able to involve the diverse interested stakeholders.
Through the ConCensus approach voluntary participation in the creation of a policy is rewarded, through the
Collaborative idea contest open collaboration on water, sustainability and innovation is fostered, and
through the Citizen science engagement local action is supported and nurtured.
Supporting engagement in the different cities with the DSP requires a solid understanding of the underlying
needs and motivation from different stakeholder groups. A user-centred design method was reinforced in
this deliverable for the development of the three approaches and the support of user needs.

6.1 ConCensus
Within POWER, different concrete approaches of using a Digital Social Platform to support and facilitate
ConCensus are being tested, taking into account the specific contexts and requirements in each KDC. The
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different KDCs are at different level of implementation of ConCensus. In Jerusalem, the implementation of
the ConCensus approach in the improvement of water use within the Community Urban Gardens was
selected as the key issue. This is a special case in that ConCensus is already created and a nucleus of 16
participants has already been recruited via e-mail. This initial group has been introduced to the ConCensus
approach in a direct meeting held in Jerusalem on the 24th and 25th of October 2018. The next step in the
ConCensus process is the collective development of ideas for policies to be addressed. These options will be
presented to the City Council of Jerusalem by members of the ConCensus, with support of POWER
representatives in January 2019.
In Sabadell, Milton Keynes and Leicester, the selection of ConCensus participants will be facilitated by the
DSP, specifically through the collaborative idea contest: those users that are most active within the respective
city contest on the DSP will be invited to take part in ConCensus. The step of generating, refining and selecting
ideas for policies to be developed within ConCensus will be carried out via the DSP just like described for the
case of Jerusalem. In December 2018 or January 2019 a virtual meeting will be held to discuss the ideas,
followed by a series of face-to-face encounters.

6.2 Collaborative idea contest
Although recently launched (end of September 2018) the collaborative idea contest in conjunction with its
offline idea generation workshops is proving to be an effective and powerful approach for fostering
engagement and participation through the DSPs. In the month of October and November 2018, six workshops
have been organised with 72 participants in total to stimulate participation and increase the number of ideas
submitted with very promising results. Through the series of Ideathons, POWER once more bridged the gap
between online and offline engagement. The contest has also brought more visitors to the DSPs and
increased the number of registered and active users. These are very active participants who at the time of
writing have submitted 117 different ideas on all 4 local POWER DSPs and given 114 comments and 422
votes.

6.3 Citizen science engagement in the KDCs
Behavioural interventions conducted through physical (offline) engagement activities (such as workshops,
awareness raising events, ambassadorships) and digital (online) activities (such as motivational videos,
crowdsourcing, pledges, social media pictures) have shown that these approach is effective in nurturing
participation in KDCs.

6.4 Engagement with Follower Cities
By engaging further municipalities with the POWER project, we can achieve several goals, and in particular
increase the reach and critical mass of the project, with positive consequences on awareness of water-related
matters, in terms of increased civic responsibility and participation. In addition, this allows to test the POWER
approach in different settings than the ones represented by the four KDCs, obtaining precious feedback to
improve the POWER approach itself. Engagement of Follower Cities has already witnessed good results
during the first period of the project, as more than 14 thousand cities have officially been embarked, either
directly or through associations. More important however will be the creation of the new Water
Communities that are going to take place in 2019, and whose outcome can be assessed and exploited at the
end of the project.
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