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Webinar Objectives 

 The webinar will provide advice on how to best design 

a successful stakeholder engagement strategy designed 

around FET projects, by exploring the concept and its 

definition, methodologies and examples of 

participatory actions for a wider engagement. 

 

 Different approaches towards stakeholder engagement 

will be taken into account.   
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AGENDA 

The EFFECT project, Elisabeth Schmid, youris.com 

 
Stakeholder engagement, Chiara Buongiovanni, APRE 

   - Definition 

   - Methodologies  
   - Examples  
 

The EFFECT Guide, Marta Calderaro, APRE  

 
Civil Engagement through social media Alice De Ferrari, 
youris.com 

 
Q&As 
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Communicate FET  

Enhance visibility and impact 

of FET research among a 

variety of actors – 

researchers, policy makers, 

investors, the general public - 

via public communication 

and a mix of tools and media 

 

Engage with FET 

Stimulate debate and 

collaboration among multiple 

stakeholders through dedicated 

community building and 

engagement activities – 

workshops for policy makers, 

Meet&Match events, EU 

researchers’ night, social media 
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The FET communication & 

engagement challenge 
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How to combine FET visionary 

thinking towards future possible 

scenarios with the need for 

technological concreteness of these 

ideas and tangible impacts for 

society?  

15/11/2018 
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EFFECT approach to  

Communication & Engagement 

Easy-to-access  

communication tools 

Multiple channels 

Online and off-line  

engagement activities 

Communication creates a favourable 

environment for engagement 15/11/2018 



The EFFECT communication hub 
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      www.fetfx.eu  

 
@FETFX_EU 

LinkedIn page 

   

15/11/2018 
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PUBLIC ENGAGEMENT 

> GET DIRECTIONS 

Chiara Buongiovanni, APRE,15/11/2018 

Stakeholder Engagement in FET 



Chiara Buongiovanni - APRE 
Chiara Buongiovanni is a journalist and communication 
specialist with a strong focus on stakeholder 
engagement and community management in the field 
of public innovation policies. Graduated in Institutional 
and Public Sector Communication, she holds Master 
degree in International Public Management and in 
Human Rights Promotion.  

 

Over more years she has been designing and managing 
of empowerment and capacity building projects for 
public sector organizations, with a major focus on 
social innovation, open government, civic engagement 
and collaborative economy.  

 

She has been working with major national government 
institutions and agencies, regional public bodies, city 
councils as well as formal and informal municipalities 
associations. At the same time, she has been active on 
COs project design and community building, with a 
specific focus on the Italian local dimension.  
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Say WELCOME to the “PUBLIC”! 

11 

www.publicengagement.ac.uk 
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Public engagement (PE) 

What  

General Framework 

Practical inputs 
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WHAT  
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“The involvement of specialists 

listening to, developing their 

understanding of, and interacting 

with, non-specialists”. 
 

England's university funding agency, HEFCE, 2006 
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"Public engagement describes the  

myriad of ways in which the activity and 

benefits of higher education and research can 

be shared with the public.  

Engagement is by definition a two-way process, 

involving interaction and listening, with the goal 

of generating mutual benefit.”  
 

UK National Coordinating Center for Public Engagement 
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“Public engagement (PE) in Responsible Research 

and Innovation (RRI) is about co-creating the 

future with citizens and civil society organisations, 
and also bringing on board the widest possible 
diversity of actors that would not normally interact 
with each other, on matters of science and 
technology.” 

 
                                                    European Commission  

 

 

public 

engagement  
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RRI is an approach that anticipates and assesses 
potential implications and societal expectations with 
regard to research and innovation, with the aim to 
foster the design of inclusive and sustainable research 
and innovation. 
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RRI implies that societal actors work together during 
the whole research and innovation process, in order 
to better align the process and its outcomes with the 
values, needs and expectations of society. 



Source ec.europa.eu 
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 Inclusive - as an aim: for the society; as a process: all stakeholders should be 
involved throughout the whole research process, as of the early stages.  

 Anticipatory - able to understand understand how the current processes will 
effect and define future needs;  

 Reflexive -  able to examine and reflect on its actions and consequent effects – 
e.g. in terms of environment, or societal changes.  

 Responsive and adaptive - ready to respond to new approaches, principles, 
norms and knowledge. 

 Socially desirable - the future we want 

 Sustainable - a future also for later generations… 

 Ethically acceptable - in line with values, needs and expectations of our 
societies. Ethics includes being safe /acceptable risk 

 Openness and Transparency – open to society in a meaningful and honest way 

RRI - Underpinned  VALUES 



21 

 

 

in practice 

RRI is implemented as a package 

that includes multi-actor and 

public engagement in research and 

innovation, enabling easier access 

to scientific results, the take up of 

gender and ethics in the research 

and innovation content and 

process, and formal and informal 

science education. 



 

 Public engagement 

 Open access 

 Gender equality 

 Ethics 

 Science education 

 Governance 
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WHERE  
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Public engagement has its rightful place 

 in all science/policy/society interfaces supporting  

thematic policy development and implementation 
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Design & 

manage  

science/policy

/society 

supporting 

interfaces 
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WHY 
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IMPLEMENTING  

PUBLIC ENGAGEMENT 

ACTIONS  

IN HORIZON 2020 

 

 

 

 Build participatory Research & Innovation (R&I) actions 

 PE can be specifically called for or voluntarily built-in to 

projects to promote more societally relevant outcomes. 

 Provide inputs to influence EU R&I policy agenda 

 Launch more widespread initiatives (similar to VOICES) involving 

citizens’ engagement that employs face-to-face as well as on-

line participatory methods to provide input to policy and 

participatory foresight for selected themes. 

 Support the development and implementation of thematic 

policies 

 A major aim of R&I policy is to provide knowledge and evidence to 

support the design and implementation of thematic policies (e.g. 

environmental, health, transport) at national to local level, in 

particular in relation to societal challenges.  



www.fetfx.eu 
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Sharing what we do (inspiring, informing, make understand)  

Creating knowledge/Doing research together (collaborating, innovating) 

Learning from others (consulting)  

Promoting the attitudes/behaviour - research as an experimentation tool 

(e.g. energy, transports, health) 

…  

(Given the big Why) what we achieve through PE 
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VALUE 

for the publics (yours)  

vs  

PURPOSE  

for the project  

14/11/2018 
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The three types of public engagement, Rowe and  Frewer 2005  





Project PE2020, Final Report on Conceptual Model  
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 Identify the value 

proposition per 

public 

 

 Be clear & honest 

on the process 

 

 Be sure you will 

use the results  
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WHEN  



Research 

needs 

identifications  

Research 

Priority 

setting – 

Policies and 

Programmes 

Project 

definition – 

research 

questions 

Project 

execution - 

exploration 

Solution 

implementation/ 

Knowledge 

application 

Dissemination 

and 

Communication 

35 

Upstream Midstream Downstream 
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Project PE2020 
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WHO 
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www.publicengagement.ac.uk 
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 Identify 

precisely your 

«public» 

 

 Connect your 

publics with 

your purposes 
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HOW 
(to choose your own methodology) 



www.fetfx.eu 

 Purpose  

 Depth of engagement  

 Audience *publics 

 Number of participants 

 Time needs 

 Human resources 
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SERCH FOR YOUR METHODOLOGY  
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Concept 

A short talk (of about 10 minutes) followed by informal discussions directed to the 

general public; One expert briefly presents a current research or innovation 

topic and invites the audience to discuss; An informal event designed for small 

groups to keep a high degree of interaction. It is meant to be inclusive and open 

for the general public. The total length should not exceed 30-45 minutes. 

 

 

 

-> Outcome New personal connections between experts and audience, building 

trust and openness to dialogue. New input and stimulation for research 

improvement. 
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Science Shops are mediators between citizens, citizen groups and research 

institutions. They translate citizens’ and other stakeholders’ issues into topics and 

questions to be worked on or processed in scientific research. 

Citizens are “clients” in the context of the “shop” which encourages them to 

actively participate in science by formulating research requests and initiating the 

dynamics of community-based research. 

 

 

-> Pop-up Science Shops are great formats to run in parallel to an exhibition or other 

participatory activities to generate real life problem-based research questions 

from visitors or participants. 
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A science café usually has experts giving a talk and answering questions from the 

public. The format is reversed: experts ask questions to the public to get 

inputs on issues relevant to their work. 

Experts and citizens work together in small groups to formulate solutions to the 

challenge of making research and innovation more diverse, inclusive and open. 

-> The format empowers a diverse audience to share opinions and knowledge, thus 

initiating a public dialogue involving experts and representatives of different policy 

agendas or processes of RRI. Invited experts will consider their research issues and 

might find solutions to unresolved questions considering a citizen’s perspective. 
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Concept 

The Scenario Workshop is based on a presentation of possible future 

developments for a topic or problem. The Scenarios are formulated in advance 

and critically discussed by participants from various backgrounds based upon 

their own experience. This criticism forms the basis for visions and action plans. 

Audience 

Political and administration staff, technical experts, investors, business 

leaders, citizens and local associations. Age group: adults 

 

-> Engaging different groups and organisations in an effective dialogue and 

development processes, laying the foundations or local action. 

 

-> Gathering knowledge about visions and experiences on the proposed 

scenarios, identify potential barriers and testing participants’ attitudes 

towards the given scenarios. 
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CHOOSE  

YOUR  

METHODOLOGY 



14/11/2018 
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Research 

needs 

identifications  

Research 

Priority setting 

– Policies and 

Programmes 

Project 

definition – 

research 

questions 

Project 

execution - 

exploration 

Solution 

implementation

/ Knowledge 

application 

Dissemination 

and 

Communication 
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Upstream Midstream Downstream 



 

The Zooniverse is the world’s largest and most popular platform 

for people-powered research. This research is made possible by 

volunteers — hundreds of thousands of people around the 

world who come together to assist professional researchers. 

Our goal is to enable research that would not be possible, or 

practical, otherwise. Zooniverse research results in new 

discoveries, datasets useful to the wider research community, 

and many publications. 

14/11/2018 
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http://www.zooniverse.org/
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MARINA Future Actions in 2017-2018 

    

 LOCAL MML Workshops 2- Round 

International MML  Workshops 

EU-Level Policy 
Workshop 

Full release of the MARINA 

Knowledge Sharing Platform 

Lessons Learned and 

Good Practices  

Traveling Awareness Exhibition 

MARINA Annual 
Conferences 

Spillover 
Activities 

Change 

Management  

www.marinaproject.eu 



14/11/2018 

57 



What is an on going FET project? 
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Publications 

Social purposes 

Interdisciplinarity 

Foundational 

Curiosity 

Paradigm Changing  

Novel 

Creative Excellence 

High Risk 

Ambitious 

Young Researchers 

Cross Boundaries 

High-tech SMEs Challenging 

Patents 

Emerging Technologies 

Market Creation 

Research 
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Dialogue 

Consulting 

Involving Collaborating 

Empowering  

Decisioning 

Why to engage in a FET project? 
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Why to engage in a FET project? 

The NanoSmell project 

www.nanosmell.org 
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Available tools and guidelines 

www.fetfx.eu 66 

Communication Channels  

managed by the European Commission 

Digital Agenda - Future & 

Emerging Technologies 
Website 

https://ec.europa.eu/dig

ital-single-

market/en/policies/futur

e-and-emerging-

technologies 

FET Newsletter e-Magazine 

https://ec.europa.eu/dig

ital-single-

market/newsletters-list 

Digital Single market Facebook 
https://www.facebook.c

om/DigitalSingleMarket/ 

Europe’s Digital Agenda 

Initiatives 
LinkedIn 

https://www.linkedin.co

m/groups/Europes-

Digital-Agenda-

Initiatives-3791690 

@DSMeu Twitter 
https://twitter.com/DSM

eu 

@FET_EU Twitter 
https://twitter.com/fet_

eu 

@FETFlagships Twitter 
https://twitter.com/FETF

lagships 

FUTURIUM 
Online 

Forum 

https://ec.europa.eu/fut

urium/en 
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CIVIL ENGAGEMENT  

THROUGH SOCIAL MEDIA 
Alice De Ferrari - social media coordinator, youris.com 

http://youris.com
http://youris.com


Your research and your discoveries must be 

communicated to the wide society, the so 

called “general public”. 



Questions to ask before starting on social media 
 

What are my goals? 

What is the brand identity of my project? 

What is the target audience I want to reach? 

What contents will my project produce? 

Do I have a budget to invest in ADV? 



Objectives 
Reaching a wider audience, the "general public"  

Increase awareness and involvement with the project 

Stimulate the debate on the themes of the project 

Create a community or interact with a pre-existing community 



Identity 

The Brand identity determines 
the way in which a brand 
communicates with people. 

 

The Social identity determines 
how a brand communicates with 
people on social media. 



Tone of voice 

 

The personality of a brand expressed in written form.  

The content and style of written communication, the way in 

which the project communicates externally through its 

different channels. 



Examples 

• Person in which you 
address users; 

• More or less technical 
vocabulary, 
formal/informal; 

• Type of interaction with 
users; 

• Use of irony; 

• Use of emoticons, photos, 
memes; 



Target audience 

Who do want to talk to?  

Identify your target audience when defying your 

social media strategy 



Stories 

Stories originates from project activities and results 

and can be produced by communication partners or 

other partners. 

For distribution on social media content must be 

selected and adapted. 



How to adapt scientific concepts? 

Imagine having to explain them to your 

grandmother! 



How to adapt scientific 

concepts? 
The simplicity: 
 
• consider the audience's ability to understand scientific 

concept;  
• consider the typical use of the channel; 
• never trivialize or debase: reality is complex, science 

too. 
 

The length: 
 

• a short text will be understood by many people in a 
more superficial way; 

• a long text will be understood by a few people who 
wish to deepen. 



Channels and format 

What channels do the target audience use? 

Which channels are in line with the topics you 

cover? 

Which kind of content will you display?  



Chose the right 

channels 



Facebook 
✔ It is the most widespread channel; 

✔it allows immediate interaction with 

users. 

 

 

✘It is dedicated to leisure time, therefore it 

is used in a very personal way; 

✘requires advertising investments. 



Twitter 

✔Much used for science and technology; 

✔Suitable for live communications. 

 

✘A high frequency of posts is required 

✘creates less personal relationships 



LinkedIn 

✔Ideal for professional and technical content; 

✔it can create closed groups. 

 

✘High competition for the attention of the contents; 

✘ the outreach within the groups is very limited. 



Instagram 

✔ One of the most influential social networks with over 

800 millions users; 

✔ customisable contents with filter and other layouts. 

 

✘ The app is over dependant on original images; 

✘ The web version has fewer features as compared to 

the mobile app. 



Community Management 

It means proposing relevant stories and 

giving life to a conversation with users, 

stimulating their engagement. 



Editorial Plan 
The drafting of an editorial plan allows you to: 

Maintain a constant publication frequency; 

Vary the format of post (text/link/photo/video..)  

Create "appointments" with a fixed term 



FETFX 

#mondaymotivation 
 

 

 

 

 

 

 



FETFX #imagineif 



Monitoring impacts 

The assessment of the impact and the success of social 

activities must be carried out according to shared criteria: 

• Establish the KPIs, that will be evaluated and agree 

on the expected results at the beginning of the activity 

• Perform periodic checks and possibly review 

strategies: most social networks provide metrics for 

evaluating an account activity, they must be 

interpreted to be meaningful and to give useful 

feedback 



Social KPIs 

KPI: The amount and quality of engagement recorded 

by the contents and the composition of the community. 

Types of measurements: visitors, click-through rate, 

outreach and spread, engagement rate, sentiment 

Tools: Social networks Analytics 



Twitter Analytics 



Indicators 

• Reach: it is an important marker that indicates the 

number of users who have seen a given content 

at least once. 

• Engagement rate: it indicates the number of 

interactions (clicks, Retweets, responses, I like) 

divided by the total number of views of a 

content. 



Advertising 

 

Some social networks require ADV investments to 

achieve appreciable results. 



Suggestions 

• Evaluate at the beginning of the activity if an 

investment in adv is possible. In some cases, no 

budget can compromise the whole strategy; 

• Plan the schedule and the formats of the investment 

carefully, in order to maximize it; 

• The investment does not necessarily have to be 

substantial: even small amounts guarantee 

appreciable results. 



Recap 

• Set up a strategy (targets, channels, identity); 

• Define your KPIs; 

• Identify your stories and create an editorial plan; 

• Start a dialogue with your community; 

• Monitor impacts and if needed rebalance the strategy. 

• Enjoy!  



Questions? 
 



WHAT’S NEXT? 

• E-Magazine 

• FETFX Online Communication Toolkit 

• Recommendations on communication in 

FET 

 



More webinars 

Journalist in the Lab Initiative 

FET Start Cup  

Photo Contest 

…and  

 

FETFX Hub 
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WHAT’S NEXT? 



Thank you 

 

info@fetfx.eu   
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