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Executive Summary 

Communication and engagement activities are key elements of the success of the POWER project, because 

widespread involvement at political, professional, and community levels has been of paramount importance 

for POWER during its whole life cycle and beyond. This document describes the implementation and results 

of the engagement and communication strategies (outlined in deliverables D3.4 and D5.2) during the fourth 

year of the project, that is for months from 37 to 48. Communication and public engagement in POWER are 

intertwined and closely linked with each other and the campaign-based activities implemented targeted a 

broad range of stakeholder, e.g. politicians and professionals, in addition to the general public. To reach its 

goals – namely to raise awareness, to engage a large audience, to communicate progress and to facilitate 

knowledge exchange – the project used different instruments, including the project and partners' websites, 

social networks, media, research institutions and community outreach events in which partners are 

participating. More in detail, this deliverable reports and discusses the actions and achievements for the 

following tools: 

 

• Website – launched in M6 and updated throughout the project; 

• Social media – POWER is present on Twitter, LinkedIn and Facebook and is regularly posting progress 

and engagement with the community; 

• Media and Press – aimed at maximizing the visibility of the POWER project and activities across a 

wide range of relevant media channels and promote engagement with different stakeholders; 

• the so-called ‘Link and scale up approach’: a set of actions to raise extended awareness for public 

engagement, including training, knowledge mobilization workshops and Industry panels as well as 

the Best Practice Repository and social hub activities; 

• Conferences and events participated to communicate POWER progress  

• Public engagement in the Key Demonstration Cities (KDCs) - various actions, carried out by each city, 

aimed at increasing awareness and engagement, including the four local Digital Social Platforms 

(DSPs); 

• Completion of the collaborative idea contest as an overarching instrument for engagement and open 

co-creation to water-related sustainability challenges; 

• ConCensus approach developed and implemented in the KDCs as a new way to enable public 

participation and political continuity 

• Engagement with POWER Follower Cities facilitating inter-city collaboration and knowledge 

exchange 

 

Overall, during the M37-M48 period there has been a strong set of activities for communication and 

engagement of the project from the consortium. This has attracted a high number of people to the project, 

half a million people were in fact reached by the social media accounts of the project throughout its 

extension. The social impact achieved in the four KDCs are also a result of the communication efforts and the 

fact that the various engagement activities developed by POWER have proven effective. The local DSPs have 

managed to reach and engage a substantial number of citizens: 

 

• More than 16,000 platform visitors in total (65 % growth at M48 compared to M36) 

• Overall conversion rate of 7 % of all visitors signing up (growing from 5 % since M36) 

• Active user base with for example 36 % of all registered users commenting 
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POWER, however, is much more than just an online platform and consequently the impact of the approach 

in the 4 KDCs goes far beyond mere digital engagement bridging as much as possible the gap between online 

and offline interaction. Real-world results of the engagement include: 

 

• 9 new policy recommendations developed, of which 7 are currently being implemented in the KDCs 

• 141 unique ideas generated on the platforms of the four KDCs in the course of the idea contest (also 

resulting from a series of knowledge mobilisation workshops organised at the local level), several of 

the winning ideas are currently being further developed into real-world prototypes  

• 86 links with new cities established by the KDCs 

• 18 follower cities signed up, 9 are intending to setup their own local DSP, 1 city (Hanau, Germany) is 

already implementing a DSP 

• Application and transfer of key elements of the POWER approach by the UN World Water Quality 

Alliance or the OECD Commission on Smart Cities ensuring post-project continuity.  
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The project website has continuously played a central role in the POWER communication strategy. The 

website has been regularly updated throughout the project. During this last year some major updates have 

been made to the POWER website: 

1. The Idea Contest finalists have been shared on the website first to announce them and to ask the 

audience for their votes and secondly to announce the winners of the contest, as shown in Figure 1 

and Figure 2. More in depth analysis of the Idea Contest is done in Section 2.7 Collaborative idea 

contest; 

 

Figure 1 - Screenshot of the page of POWER website dedicated to the Idea Contest finalists 

 

Figure 2 - Screenshot of the page of POWER website dedicated to the Idea Contest winners 

 

2. Announcing the Follower Cities Conference, as shown in Figure 3. More information on the Follower 

Cities Conference can be found in Section 2.9 Engagement with Follower cities; 
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Figure 3 - Screenshot of the page of POWER website dedicated to the Follower Cities Conference 

 

3. Updating the calendar of events on the website. This was useful to keep the community of interest 

around POWER and water issues informed of what was happening around the world about water 

throughout the year in addition to the events organised by POWER partners, as shown in Figure 4; 

 

Figure 4 - Screenshot of the page of POWER website dedicated to the Event Calendar 

 

4. Posting project updates throughout the year when major events where happening, thanks to the 

updates of each partner, as show in Figure 5; 
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Figure 5 - Screenshot of the page of POWER website homepage dedicated to the Latest News 

5. Announcing the POWER Final Conference, as shown in Figure 6. 

 

Figure 6 - Screenshot of the page of POWER website homepage dedicated to the Final Conference 

During the last year (M37 to M48) the average number of monthly visitors was of 5,410 users, whereas for 

some months, it has been higher and reaching over 7,000 users. Visitors have increased during the months 

when special events or communication where shared; for example, when the Idea Contest finalists have been 

announced or during and after the POWER Follower Cities Conference.  

 

As visible from Table 1, POWER has reached and by far surpassed the targets for visitors and visits to the 

website set in D5.2 with 64,954 visitors and 345,443 visits during M37-M48. The numbers of total visits and 

visitors for the whole duration of the project also exceeds by far the targets – a total of 362,921 visitors have 

come to the POWER website in the four years in which the project was active (target was 100,000) and the 

number of visits comes to the striking 793,117 for the whole project period (target was 500,000).  
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Table 2 illustrates the search terms that drive traffic to the POWER website showing that visitors that landed 

on the website were either searching for the project itself, or for environmental or water related information, 

proving that the website was well indexed on the web.  

 

Table 2 - Search terms leading to the POWER website (updated in M48) 

Page title Percentage 

Power 18.84% 

World environment day 10.87% 

Water pollution 7.25% 

Water 4.35% 

Environment day 3.62% 

World environment day 2018 3.62% 

Water quality 3.62% 

The power 2020 2.90% 

H2020 power website 2.90% 

Power project 2.90% 

2.2. Social media 

Dedicated social media accounts for the project have been set up on Twitter, LinkedIn, and Facebook which 

are being used for project communication, dissemination and public engagement.  

These are the social media channels of the POWER project: 

• Facebook: PowerH2020 

• Twitter: @PowerH2020 

• LinkedIn: Power Project  

 

The target audience of the project social media accounts is an international audience with a focus on: 

- scientists,  

- professionals,  

- institutions and  

- NGOs active or interested in the topical areas related to the project.  

In addition to the specific audience, thanks to the fact that social channels tend to be used by a broader 

general and/or (semi-) professional audience, the secondary target group also includes citizens with a special 

interest in project-related topics.  

 

The social media channels have been used throughout the project: 

- to share updates about the project and generate interest around the events organised by partners, 

https://www.facebook.com/Powerh2020-1938737746415576/?ref=aymt_homepage_panel
https://twitter.com/powerh2020
https://www.linkedin.com/in/power-project-772b45116/?ppe=1
https://www.linkedin.com/in/power-project-772b45116/?ppe=1
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- to nurture engagement for Follower Cities, 

- to generate traffic and interest around the Best Practice Repository 

- generate traffic and interest in the challenges published by each KDC in their Water Community, 

- to increase the number of registered users on the Water Communities,  

- to generate discussion around the challenges published, and 

- to increase the number of votes for the ideas of the Idea Contest finalists. 

 

The goal of these social channels is to facilitate the communication of project results and related topics and 

activities, but also to stimulate interest in the project activities and conversations around the topic of water 

conservation, flood risk, water quality and water use reduction. Continuing from the previous period, the 

communication partner of the POWER project (i.e. CUBIT) have been preparing and sharing communication 

to be published by partners, as to increase the reach of the project. Different partners have been as such 

mentioning and publishing posts and tweets about the POWER project; Some examples are visible from the 

screenshot attached.  

 

- Climate Alliance sharing the Follower Cities Conference 

 

 
 

 

- EIPCM tweeting about the Idea Contest to ask people to participate in the vote for deciding the winners 
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- Aigües de Sabadell tweeting about the International Water Day 2019 

 

 
 

- CUBIT posting on Facebook about the Follower Cities Conference 
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- Eurecat tweeting to invite people to participate in discussion on the DSP 

 

 
 

One of the most important purposes behind the creation of POWER social media accounts was to not only 

increase the number of directly involved audiences, but also to reach out to a broader network of experts 

and citizens worldwide interested in water management and thus engage them further with such topics. The 

broader outreach not only increases the chances of more people joining the DSPs, but also puts the topic of 

water management on the agenda of people who otherwise might not be actively engaged in this field thus 

ensuring a broader public awareness of the importance of the overall topic. As the results from POWER’s 

social media channels suggest, this major goal was not only achieved, but exceeded the expectations several 

times: POWER has reached a total of more than half million people on social media (the target was 38,000).  

 

While some of the very ambitious targets for direct audience support were not always reached, the overall 

goal of distributing the POWER messages to a broader audience was achieved, which suggests that POWER’s 

social media communication was led in a very effective way. The initial assumption in D5.2 was that the 

outreach of 38,000 will be achieved with having many direct followers and connections. However, it was not 

always the quantity of the direct followers and connections, but rather their quality and well-connectedness 
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online that allowed POWER to reach to such a large audience. As an example, some of the most prominent 

Twitter followers of POWER are @EU_ENV, the official account for the EU Commission Directorate-General 

for the Environment with 80,800 followers and @EUClimateAction, the Twitter account of the Directorate-

General for climate action, that is responsible for the EU commission’s international and domestic activities 

fighting climate change with 59,300 followers.  

 

Table 3 - Social media metrics in November 2018 (M36) 

Metrics M48 actual M48 target Overall actual Overall target 

Number of Twitter 
followers 

1,071 1,200 2,007 2,500 

Number of Tweets 852 2,500 2,688 3,800 

Actions on Twitter 1,135 1,200 1,964 2,400 

Number of LinkedIn 
followers 

58 600 228 1,000 

Number of LinkedIn 
posts 

244 500 392 700 

Actions on LinkedIn 108 600 156 1,000 

Number of Facebook 
Fans 

1,622 1,500 3,398 2,500 

Number of Facebook 
Posts 

339 500 565 700 

Actions on Facebook 2,721 5,000 6,800 6,000 

Overall Social media 
reach 

120,5771 25,000 520,348 38,000 

 

2.2.1. Twitter 

The POWER project is on Twitter at https://twitter.com/powerh2020. 

The Twitter account (@powerh2020) and the corresponding hashtag (#powerh2020) were set-up at the 

beginning of the project for: 

- communicating easily the project results and activities 

- sharing news and information related to the broader area of the project topics and the project 

objectives 

- supporting and nurturing engagement and participation around these topics.  

As already explained in D5.2 and D5.3 other relevant hashtags are being monitored with the intention of 

retweeting relevant information so to organically attract people that are interested in these issues. 

                                                 
1 90,411 impressions on Twitter, 27,231 on Facebook and 2,935 on LinkedIn 

https://twitter.com/EU_ENV
https://twitter.com/powerh2020
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These are the keywords that were monitored on a weekly basis: #WaterIsPrecious, #Water, #ClimateChange, 

#watermanagement, #WaterSecurity, #WaterReuse, #savewater, #ThinkWater, #Waterpedia, #drought, 

#WaterIsLife, #FloodAware, #flooding. Also the KDCs geographic locations were monitored to make sure to 

be able to participate in relevant conversations about the key themes in the cities. 

Following the successful activity from the last years, all project researchers have been encouraged to tweet 

and communicate the project content to ensure that the project content and activities could reach a larger 

audience and to send material to CUBIT when they are participating in relevant events, so that it can be 

shared to reach a wider audience with immediacy. This activity has proven to be quite successful as it is visible 

from the following Figures. In the month of November 2019 a Poster competition was organised by Milton 

Keynes City Council as part of the Refill scheme and announced on Twitter (Figure 7). 

 

 

Figure 7 - Tweet about the Poster Competition in Milton Keynes 

 

After the poster competition, it was asked by the MK council to help spread awareness of the outcome of 

the competition and to nurture engagement around the vote and different partners participated as visible in 

Error! Reference source not found. and Error! Reference source not found.. In addition, the competition 

was echoed by two other Twitter accounts of projects with which POWER has been in contact in the last 

months of activity (presented in Error! Reference source not found. and Error! Reference source not found.) 
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Figure 8 - Tweet of EIPCM about the Poster 
Competition 

 

 

Figure 9 - Tweet of a member of CUBIT about the 
Poster Competition 

 

Figure 10 - Tweet of the DAFNE project about the 
Poster Competition 

 

Figure 11 - Tweet of the encompass project about 
the Poster Competition 

 

During M37-M48, the POWER Twitter acquired 1,071 new followers, reaching an overall count of 2,007 

followers, tweeted 852 times, reaching a tweet count of 2,688 in total and received 1,135 actions, for a total 

of 1,964. Even though the project didn’t reach all the very ambitious targets initially set in D5.2, it arrived 

close to those targets, while the achieved results are in general higher than the Twitter activity of similar 

Horizon 2020 water-related projects. In addition, on Twitter the account achieved a growth of 100% 
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compared to the number of followers during the previous reporting period2. POWER’s Twitter activities 

generated more than 85,000 impressions for this reporting period alone – this number shows that the 

indirect audience reached with POWER messages is much bigger than the number of followers, thus proving 

again that the overall goal of the POWER social media communication and dissemination of reaching a 

broader community and creating a wider awareness about water-related topics was successfully achieved. 

 

Table 4 provides an extract the most insightful tweets where POWER has been tagged in the period M37 to 

M483. A list of all the Twitter mentions of the POWER project account in this period are presented in Table 

32 (Annex I). As depicted in Table 4, the POWER project is being successful in networking with experts and 

professionals on Twitter, as most of the accounts that interact with the project are from these target groups.  

 

Table 4 - List of the most insightful Twitter mentions of POWER M37-M48  (updated in November 2019) 

Date Preview of the tweet and link Partner Name 

Number of 

followers of 

account 

07/08/2019 

 

Covenant of 

Mayors 

@eumayors 

13,200 

                                                 
2 In M36 the followers of the POWER Twitter account were 956 as it can be verified in D5.3 page 12. 
3Tweets are selected looking at the number of followers of the account and after a qualitative analysis of the mentions that were 
more interesting for the main goals and objectives of the project 
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29/01/2019 

 

ACA 

@aigua_cat 
6987 

12/04/2019 

 

Francesc Cruanyes 

@fcesccruanyes 
5,940 

08/01/2019 

 

Office 

International de 

l'Eau (OIEau) 

@OI_Eau 

3,957 
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16/01/2019 

 

Water JPI 

@WaterJPI 
2,358 

 

2.2.2. Facebook 

The POWER project is on Facebook at https://www.facebook.com/Powerh2020-1938737746415576/. 

The Facebook account was launched in M18 of the project and is one of the main channels of 

communication given the predominance of this social network in today’s society4. As with the other social 

media accounts different strategies have been implemented to attract more people to the Facebook page 

and to visit POWER website and the DSPs: 

- Sharing the page within the POWER network and invite all interested partners to join the 

community. 

- All POWER project partners actively invite people they know and that could be interested to like the 

page. 

- Find groups of people interested in water issues and sustainability and ask them to share the 

POWER page and news items. 

- Streaming the live sessions of webinars and workshops. 

 

The efforts to populate POWER on Facebook and create a vivid Facebook community there have resulted in 

acquiring 1,622 new fans in the last year of the project and reaching a total of 3,398 fans of the Facebook 

page for the whole project period – a number that exceeds by far the already challenging target of 2,500 fans 

in total for the whole duration of the project (for more details Table 30, in Annex I, illustrates the target 

number of Facebook fans to be reached in different stages of the project, as defined by D5.2). In the period 

M37-M48 the POWER Facebook page posted 339 new posts and generated 2,721 new actions on the page. 

While some of the targets were not entirely met, the overall goal of the POWER communication strategy to 

reach and engage a broader number of audiences with related messages was achieved also on Facebook – in 

the last 12 months alone POWER has reached 27,231 Facebook users. Furthermore: 

1. The communication strategy has ensured that posts would be published on a timely and constant 

manner, making sure that the audience could be engaged on a timely basis; 

2. The communication strategy has been developed based on the interaction that it obtained, as such 

sometimes, the number of posts published each week has been decreased to ensure that the ones 

that were published could reach a wider audience – again, it is the quality of the posts that was aimed 

at and not merely their quantity; this has led to a lower number of posts published in the last 12 

months; 

3. Engagement and conversations have been monitored closely and nurtured to make sure to make 

everyone feel welcome to participate (which relates to the principles of engagement described in 

deliverable D3.4). 

 

                                                 
4Roughly two-thirds of U.S. adults (68%) now report that they are Facebook users, and roughly three-quarters of those users access 

Facebook on a daily basis. (PEW Research Center, 2018) 

https://www.facebook.com/Powerh2020-1938737746415576/
http://www.pewinternet.org/2018/03/01/social-media-use-in-2018/
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In parallel with Twitter, Facebook is being used as a networking platform with other EU projects, institutions 

and for the events the POWER project participates in. However, compared to the previous period, there has 

been a bigger engagement of individual people profile; the content of the posts that they share refers back 

to the strategy presented at the beginning of the chapter. Individuals have in fact engaged with the more 

engaging content and the one that they empathised the most, less technical, but capable to reach a wider 

audience. As stated in the strategy, this was a specific goal of the project. Table 34, included in Annex I, lists 

all the Facebook mentions of the POWER project account for the period M37 to M48. In Table 5 there is 

instead an extract of the table detailing the most insightful mentions5.  

 

Table 5 - List of the most insightful Facebook mentions of POWER project M37-M48 (updated in 
November 2019) 

Date Preview of the post and link Partner Name 

Number of 

followers of 

account 

11/10/2019 

 

Aimen Centro 

Tecnologico 
720 

                                                 
5Posts are selected looking at the number of fans of the account and after a qualitative analysis of the mentions that were more 

interesting for the main goals and objectives of the project 
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13/10/2019 

 

Oscar Marino 

Guerra Osorio 
415 

17/06/2019 

 

BUND Kreisverband 

Frankfur 
477 
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29/05/2019 

 

Business 

Development Group 
563 

13/10/2019 

 

Ana Amina Costa-

Acosta 
n/a 

 

2.2.3. LinkedIn 

The POWER project is on Linkedin at https://www.linkedin.com/company/11257601/ (project business page) 

and https://www.linkedin.com/in/power-project-772b45116/ (project business profile)6. 

Relevant LinkedIn water network and other groups were targeted to communicate and disseminate the 

project research news, results, potential networking opportunities and impact to a large community of 

professionals. 

 

At the moment the LinkedIn account has 228 members, created 392 posts and acquired 156 actions, while 

the targets for LinkedIn in M48 are 1,000 members, 500 posts, and 600 actions. Table 35, included in Annex 

                                                 
6 The LinkedIn page was launched in M18, as such it still reaches a small community of people. The profile was instead launched at 
the beginning of the project and as such it reaches a bigger community. However, for the objectives of the project it is more 
important to share updates through the project page, rather than through a personal profile. 

https://www.linkedin.com/company/11257601/
https://www.linkedin.com/in/power-project-772b45116/































































































































































