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Executive Summary 
This report presents the achievements of the MediaFutures ecosystem building, dissemination and 
communication activities after 23 months of the project (from September 2020 until end of July 2022) 
and is an extension of the Intermediary Dissemination report v1 (D5.3) which covered the first 11 
months. The report analyses all channels used, both online and offline. This includes the project 
website, the social media channels, realised videos, dissemination material, the organisation of 
events, the presentations at events through talks and exhibitions as well as media activities. It also 
reports on the development of the MediaFutures ecosystem and in particular the collaboration with 
initiatives like S+T+ARTS and the Big Data Value Association (BDVA). A particular focus is on the 
promotion of the 2nd Open Call from end of November 2021 until end of January 2022 as well as on 
the funded projects and the support programme (Accelerator and Residency for the three 
MediaFutures tracks).  
 
The report also includes the monitoring of the performance of communication, dissemination and 
ecosystem activities towards the Key Performance Indicators (KPIs) which can be considered as in 
line, achieved or even exceeded in regard to the planned target numbers.  
 
With this report, we provide an overview on the variety of implemented activities that should ensure 
that the MediaFutures project is visible to the target audiences and has become an important 
European data-driven innovation hub for the media value chain. 
 

1 Introduction 
The current report is the second in a row of three annual dissemination reports (Deliverables D5.3, 
D5.4 and D5.5), collecting, analysing and reviewing the dissemination activities undertaken by the 
MediaFutures consortium. They intend to give feedback to the consortium partners to coordinate 
and structure the dissemination of the project as a whole. This second report presents the 
achievements of the MediaFutures communication, dissemination and ecosystem building activities 
after 23 months of the project (from September 2020 until the end of July 2022). 
 
The analysis is based on the outreach to the identified target groups with the planned instruments 
identified in the Dissemination and communication strategy (D5.1) and the achievements presented 
in the first version of this deliverable, D5.3, which covered the first 11 months of the project. It also 
presents the achievements towards the KPIs so far. All this allows a progress evaluation of the 
communication, dissemination and networking activities and is a basis for adjustments of the overall 
strategy for the final project year.  
 
The report is also providing further details on the WP5 activities description in the second official 
progress report. 
 

https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
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The document is the fourth deliverable of WP5 “Ecosystem building, dissemination and 
communication”, aiming to help in aligning and exploring synergies between different outreach-
related activities in WPs 1 to 4 and 6. 
 
A general remark: in various chapters of this report we provide numbers about how many people we 
reached with our MediaFutures dissemination activities (e.g. at events or through online 
communication), in some parts divided by target groups. We would like to point out that in many 
cases it was not possible to obtain neither the exact number of recipients or participants, nor the 
target group to which participants belonged to. In particular, this refers to online events and online 
dissemination. Therefore, the numbers that we present here are a conservative calculation. 
 

2 Overview 
As written in the Dissemination and communication strategy and instruments (D5.1), MediaFutures 
dissemination activities are carried out in three main phases, supporting other project activities and 
following the general project work plan: 

 Phase I: Raise awareness (M1-M6); 
 Phase II: Increase impact (M6-M22); 
 Phase III: Adoption (M23-M36). 

 
In the first 23 months, Phase I and Phase II have been completed, and Phase III has started. Phase 
I (Raise awareness) focused on starting to raise awareness about the project among relevant 
stakeholders and promoting the 1st Open Call. A dedicated strategy was set up, communication 
materials were realised and initiatives and actions were implemented by all the partners in 
collaboration with their networks.  
 
During Phase II (Increase impact) the dissemination of MediaFutures focused on showcasing the 
successful proposals of the 1st Open Call and the activities of the 1st round of the Residency and 
Accelerator (support programme), as well all announcing the 2nd Open Call with a specific strategy 
and a communication kit containing press release, email template, social media posts, and an 
infographic with the results of the 1st Open Call. The MediaFutures support programme was also 
presented at some important topic-related events (Chapter 4.7). Additionally, to increase the impact 
of the project, the website has been constantly updated with blog posts written by partners and 
projects teams, and the layout has been optimised to make it more user-friendly and engaging. At 
the end of Phase II, in June 2022, the 3rd Open Call has been launched: a dedicated communication 
strategy with new promotional materials to launch the Open Call has been realised and all the 
partners have been involved in the dissemination process. The Open Call webpage was also 
updated and renovated with a new and more attractive layout and design. The Open Call is still 
running at the time of writing of this report and results will therefore be reported in the final version 
of this document (D5.5). 
 

https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
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The closure of the 2nd round of the support programme, the 3rd round of the support programme 
and the development and dissemination of the final outputs will be the focus of Phase III (Adoption) 
which has just started. At the beginning of this phase the strategy for the promotion of the Open 
Call was set up including these activities: 

 Organising the first Webinar to explain the application process;  
 Planning social media activities fostering the application to the Open Call and presenting the 

projects of the 1st and 2nd cohorts; 
 Setting up social media advertising campaign - a first set of Ads ran from the 6th to the 20th 

of July; 
 Sharing the 3rd Open Call in the S+T+ARTS, BDVA newsletter, and other relevant 

stakeholders' networks; 
 Updating the website by publishing blog articles and news on the project, editing the “Support 

Programme” section with additional information, improving the “Project” section listing all the 
projects from the two Open Calls.  

 
The promotion of the 2nd and 3rd cohort projects results, the toolkit, the data portal and outputs 
produced as part of the exploitation activities (e.g. policy briefs) will be in the focus in the next months 
in order to ensure the impact of project results also after the end of the project. 
The following chapters provide details on the single activities. Related statistics are presented, 
followed by the summarising table of key performance indicators and achieved numbers. 
 

3 MediaFutures Ecosystem after the first 23 months 
On the basis of activities described in the first intermediary dissemination report (D5.3), the 
MediaFutures project has continued to strengthen connections and collaborations with actors and 
networks in the media and the Cultural and Creative Industries (CCIs) ecosystem active at European 
level: vertically, according to the topic of disinformation, and horizontally according to the 
stakeholders engaged in the CCI field. 
 
The focus on disinformation, indeed, allowed MediaFutures to connect and bridge with on-going 
initiatives focusing on the topic, such as the Italian Digital Media Observatory (IDMO) and, through 
this project, to the European Digital Media Observatory (EDMO). The connection has allowed the 
dissemination of the Open Calls and project’s results directly to specific stakeholders working on the 
topic. 
 
In relation to stakeholders engaged in the CCI field, MediaFutures continued its close collaboration 
with related and complementary initiatives for creating synergies and cross-sectoral partnerships: 
with the S+T+ARTS initiative and the Big Data Value Association (BDVA) and with this strengthening 
the large cross-national innovation programme with a strong network.  
 
S+T+ARTS fosters alliances of science, technology, and the arts that effectively implement a 
European approach to technological innovation centred on human needs and values. MediaFutures 

https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://www.idmo.it/
https://edmo.eu/
https://www.starts.eu/
https://www.bdva.eu/


D5.4 - Intermediary dissemination report v2                                                                                                    

 
9 

reaches out to this arts and technology community for disseminating the MediaFutures Open Calls 
and support programme through contributions to the S+T+ARTS newsletters (12 articles until July 
2022). In addition, S+T+ARTS actively promoted the MediaFutures Open Calls and stories of the 
support programme through their website, social media and events. With this, MediaFutures 
increases the outreach to artists, artistic companies and startups. Cooperation has also been 
established with the graduated MediaFutures projects of the 1st Open Call with S+T+ARTS Prize. 
The two projects, indeed, share some driving principles, in particular the common interest to foster 
innovation and research through the use of creativity. On this basis it has been possible to align the 
two actions and in the next future the intention is to organise joint events. With the end of the 
S+T+ARTS Ecosystem programme in December 2021, MediaFutures has been included in the 
editor board. The MediaFutures communication team uploads important information on starts.eu, 
like the Open Call for example, and then shares them on the S+T+ARTS social media and 
contributes with articles to the newsletters. MediaFutures participates and presents in S+T+ARTS 
events, e.g. the S+T+ARTS IN MOTION day or in the S+T+ARTS day at the Ars Electronica 2021 
festival with a specific session Creating with Data: From Arts to Entrepreneurship on 9 September 
2021. At the Ars Electronica 2022 festival another MediaFutures workshop within the S+T+ARTS 
day is planned. 
  
Also the collaboration with BDVA continued. MediaFutures has used the BDVA newsletter/weekly 
digest (nine articles until end of July 2022) and website news section to disseminate the Open Calls 
and other project activities and news to reach the big data community. For the BDVA Data Week 
2022 MediaFutures was again very active: the MediaFutures coordinator was a member of the 
Programme Committee (PC), two partners organised the online session Citizen engagement for 
data-driven innovation and another partner was a speaker and participant in the on-site session 
Challenges and Opportunities for SMEs in the Data Economy. 
 
Moreover, the MediaFutures project also joined forces with the MÖBIUS project, a tech driven project 
aiming to innovate the publishing industry and MediaFutures news (e.g. the Open Calls)  are 
regularly posted through the MÖBIUS channels. 
 
Another important pillar for the development of the MediaFutures ecosystem continued to be the 
regular sharing of project information through thematic networks of which consortium partners are 
members. All MediaFutures partners have been very active and widely published information on the 
Open Calls (see Chapter 5 for details) and shared other MediaFutures news (e.g. on the funded 
projects and the support programme as well as on events), either through posts, articles, press work 
or through the presentation at events. These networks include e.g. the European Digital Innovation 
Hubs (presentation at their annual event), the Next Generation Internet (presentation at the NGI 
Forum 2021), the KCL Science Gallery, the LUISS Data Lab or the members of ODI and the network 
of cultural institutions and artists of IRCAM. 
 
In fact, MediaFutures is part of the European Digital Innovation Hubs strategy and the ecosystems 
of European hubs together with the recent funding of national ones. 
 

https://starts-prize.aec.at/en/
http://starts.eu/
http://starts.eu/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://www.youtube.com/watch?v=foo8SRlCwjA&t=4s
https://www.youtube.com/watch?v=foo8SRlCwjA&t=4s
https://www.youtube.com/watch?v=NCizFZUuWnA
https://mobius-project.eu/
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The participation to this European wide ecosystem of organisations with complementary expertise 
is of paramount importance for the connection of the project community to the overall EU’s digital 
strategy, which will be supported non only in Horizon Europe but also in the Digital Europe 
Programme and European Regional Development Funds. 
 
17 Digital Innovation Hubs (DIHs) at EU level1 are working on Cultural and Creative Industries, and 
are planned to be one-stop-shops that help companies to become more competitive with regard to 
their business/production processes, products or services using digital technologies. MediaFutures 
represent an important node for its wide multidisciplinary network and for the novel approach of 
connecting creatives and artists with the business domain. 
 
Furthermore it is important to underline the recent award of the European Institute of Innovation and 
Technology (EIT) partnership for culture and creativity: EIT Culture & Creativity. This is the ninth 
Innovation Community designed to strengthen and transform Europe’s Cultural and Creative Sectors 
and Industries (CCSI) by connecting creatives and organisations to Europe’s largest innovation 
network. The new pan-European partnership can expect to split approximately EUR 300 million of 
EIT funding under Horizon Europe (dedicated funding for two new EIT Knowledge and Innovation 
Communities (KIC) to be launched during the 2021-2027 EU funding period) with the possibility to 
leverage more funds from the private and public sector. 
 
MediaFutures partner Eurecat is one of the leading members of this initiative. EIT Culture & Creativity 
will help to strengthen the resilience and innovation potential of business entities, higher education 
organisations and research centres. The new KIC will train the sector’s future entrepreneurs helping 
deliver innovative solutions transforming CCI businesses. The connection of Eurecat represents an 
important opportunity for MediaFutures to synchronise its long-term objectives with EIC CCI and to 
potentially integrate the knowledge acquired during project life in the operation and strategy. 
 
A main lesson learned from the collaborations of MediaFutures is that connections are needed 
and increase the European ecosystem, in particular to foster the use of the art to support 
specific societal issues or technological development. For this reason, the bridge with on-going 
actions and strategies focusing on the art or projects related to creativity and culture is a priority and 
will be continued until the end of the project. 
 
To complete the qualitative analysis above, in total in the first 23 months, MediaFutures 
communicated about the project to more than 2 Mio. direct contacts from Big Data Associations, 
artists and technology, startup and SMEs, media associations, funding agencies, policy makers, 
related projects and research and others. 
 
While the wide ecosystem is mainly used for disseminating news about the project and in particular 
about the Open Calls and to strengthen the link to European initiatives, two project bodies are active 
in order to engage stakeholders more closely in MediaFutures activities: the MediaFutures Advisory 

                                                 
1 Information retrieved from the S3 platform, as of 5 August 2022. 

https://ec.europa.eu/info/strategy/priorities-2019-2024/europe-fit-digital-age_en
https://ec.europa.eu/info/strategy/priorities-2019-2024/europe-fit-digital-age_en
https://digital-strategy.ec.europa.eu/en/activities/digital-programme
https://digital-strategy.ec.europa.eu/en/activities/digital-programme
https://ec.europa.eu/regional_policy/en/funding/erdf/
https://eit.europa.eu/news-events/news/multi-million-euro-partnership-culture-and-creativity-launched-eit-culture
https://ec.europa.eu/info/research-and-innovation/funding/funding-opportunities/funding-programmes-and-open-calls/horizon-europe_en
https://s3platform-legacy.jrc.ec.europa.eu/digital-innovation-hubs-tool/
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Board and the MediaFutures ambassador network, while a third body, the stakeholder cluster, 
continued to be a loose network for promoting specific project activities. 
 
The MediaFutures Advisory Board is a high-level expert committee providing additional insights 
and strategic advice into the development of the project and assessing the effectiveness and fairness 
of the projects’ competitive calls and of the range of services and support that MediaFutures offers 
to the pilots. The Board consists of 8 members with expertise in media, art, journalism, social 
science, entrepreneurship and venture capital. The main activities, as well as the kick-off meeting, 
have started in March 2022 towards the start of the 2nd MediaFutures cohort but confirmed members 
were already involved in sharing the 1st Open Call information as well as the promotion of the 2nd 
Open Call. During the kick-off meeting the Board members shared their expertise and advice on the 
further development and strategic direction of the project. Furthermore the webpage about the 
MediaFutures Advisory Board has been published and is actively promoted through our channels. 
 
The Ambassador network builds grassroot support on MediaFutures activities and beyond. It was 
decided to start to build the network once the project has first experiences with the support 
programme in order to present first results and insights from the 1st Open Call and identify where 
the ambassadors can be involved in the project and where they can support it. In late spring 2021 
an application process through the MediaFutures website was set up to launch a campaign on the 
MediaFutures social media at the end of the summer 2021. Furthermore, graduates from the 
MediaFutures programme are invited to become ambassadors, to provide their platform and reach 
to MediaFutures and increase the exchange between cohorts. The ambassadors are invited to 
participate in selected project activities, e.g. in some of the training of the support programme as 
well as in project events. Throughout the remainder of the project we plan on further promoting the 
network in order to increase the visibility and reach of our 2nd and 3rd cohort. Currently we have 
nine MediaFutures ambassadors. 
 
The stakeholder cluster continued to be a loose group of organisations interested in MediaFutures, 
coming from the public, private and third sectors pertinent to the media value chain and its ties to 
journalism, science communication and government. They are contacted at key moments for the 
project, e.g. for the promotion of the Open Calls or the Demo Day and they are partly promoting this 
information throughout their networks. 

4 MediaFutures dissemination and communication 
achievements  
This Chapter gives further details on the single dissemination and communication outputs and 
related statistics and analysis in the first 23 months of the project. It is based on the identified 
channels defined in the MediaFutures Dissemination and communication strategy and instruments 
(D5.1). 

https://mediafutures.eu/our-advisory-board/
https://mediafutures.eu/our-advisory-board/
https://mediafutures.eu/ambassador-network/
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
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4.1 Web 

MediaFutures website 

The MediaFutures website (https://mediafutures.eu/) is one of the projects’ main online 
dissemination tools, together with the social media channels. The website is presenting the project 
and its on-going activities as well as key results and outputs. It was published in M3 for the launch 
of the 1st Open Call and has been regularly updated and restructured up to now. 
 
Figures 1-3 provide an overview on the activities and achievements of the first 23 months of the 
project, and specifically the visits of the website (with the summary of visits to the site, the average 
stay, the actions carried out for each session, etc.), the countries of the visitors and the acquisition 
overview (the summary of the user acquisition channels, divided into direct views, from search 
engines, from social networks). The reference period for the analysis is 21/11/2020 - 31/07/2022. 
Further details showing the growth in visits are available in Chapter 8.  

 
Figure 1 - Visits of MediaFutures website 

https://mediafutures.eu/
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Figure 2 - Countries of origin of MediaFutures website visitors (first 10 Countries) 

 

 
Figure 3 - MediaFutures website acquisition overview M23 

 
As shown by the figures, the MediaFutures website gained approx. 61,8k visitors, with almost 130k 
page viewers and an average visits duration of 2 min and 20 seconds. We more than doubled our 
web traffic in the second year of the project, showcasing an increase of 100% in total traffic and page 
views. The majority of this traffic came from people who directly enter the URL of the MediaFutuers 
website (54%), but a crucial role was played by Social Media (18%). Indeed, we saw significant 
increases in visitors from Social Media (200%) throughout the publication of organic posts on all 
MediaFutures channels and the launch of advertising campaigns. Visitors were also finding us 
organically through search engines (16%) and from our stakeholders' websites (10%). Compared to 
the previous period, more websites shared the MediaFutures project contents and we also acquired 
more visitors from external websites (+50%). The countries of visitors are in the majority from the 
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countries of the MediaFutures partners (UK, Germany, Italy, Spain), but also from other European 
countries and the United States of America.  

MediaFutures Website | Open Call 

The website serves as the official information hub and applications entry point for the MediaFutures 
Open Calls. It contains all the information concerning the challenges, the tracks, the stages and the 
Application Kit to participate in the support programme. After the end of the 2nd Open Call, the Open 
Call page was updated in a way that it provides general information and the results of the ended 
Calls.  

MediaFutures Website | Projects 

The website is a repository of the selected projects which are part of the support programme. Indeed, 
it collects the presentation of the projects from the 1st and 2nd cohort. Regarding the 2nd cohort, a 
page was created containing all the projects presented and each project has its own page with 
description, images and links leading to artist/startup website and social media accounts. In June 
2022, the Project webpage has been further improved: the projects from the 1st and the 2nd cohorts 
are displayed on the same webpage and users can select which projects to see by using the filter 
bar. All the projects still have their own page with descriptions and links leading to their websites and 
social media channels. These pages are accessible through the "read more" button. Moreover, a 
box collecting the News regarding the project's updates has been included at the top of the Project 
webpage. 

The MediaFutures Website | Blog 

The blog section informs about news and events around the project, as well as updates from the 
funded artists and startups (category Stories). More than 110 news and ad hoc articles were 
published in the first 23 months of the project, written by the consortium and the project team 
members. 

The MediaFutures Website | Additional pages 

The website presents the consortium, the team members, the Advisory Board and the Ambassador 
network. It also provides a page describing the Support Programme which has been improved and 
updated with new content and information, in particular on the training programme. The Resources 
page was updated with some new public material of the project, available for download (e.g. Datasets 
and Tools, selt-training resources, in addition to deliverables, dissemination materials, press 
releases). 

MediaFutures presence on partners and other websites 

Since the beginning of the project, all MediaFutures partners either created a dedicated 
MediaFutures page or publish blog articles and news. Dedicated pages on MediaFutures partners’ 
websites are: LUH, IRCAM, ODI, Eurecat, DEN. Examples of blog posts are: KCL, KULeuven, 
LUISS, NMA, Zabala. In addition, news articles were published on the S+T+ARTS (e.g. 
MediaFutures Open Call – Webinar & Matchmaking; MEDIAFUTURES CELEBRATES THE FIRST 

https://mediafutures.eu/open-call/
https://mediafutures.eu/open-call/
https://mediafutures.eu/projects/
https://mediafutures.eu/blog/
https://mediafutures.eu/our-partners/
https://mediafutures.eu/our-partners/
https://mediafutures.eu/our-advisory-board/
https://mediafutures.eu/our-advisory-board/
https://mediafutures.eu/ambassador-network/
https://mediafutures.eu/ambassador-network/
https://mediafutures.eu/support-programme/
https://mediafutures.eu/resources/mediakit/
https://mediafutures.eu/resources/mediakit/
https://www.tib.eu/de/forschung-entwicklung/projektuebersicht/projektsteckbrief/mediafutures
https://www.ircam.fr/article/mediafutures-nouveau-centre-dinnovation-europeen-dedie-aux-medias
https://theodi.org/project/mediafutures-a-data-driven-innovation-hub-for-the-media-value-chain/
https://eurecat.org/en/portfolio-items/mediafutures/
https://www.den-institute.org/380-2/
https://www.kcl.ac.uk/news/kings-working-with-artists-and-startups-to-tackle-online-misinformation
https://www.law.kuleuven.be/citip/en/news/item/old/applications-open-for-mediafutures-the-new-european-data-driven-innovation-hub-for-the-media-value-chain
https://www.luiss.edu/news/2020/03/12/luiss-awarded-horizon2020-grant-their-project-mediafutures?category=&date=
https://nma.vc/meet-the-nma-eu-project-task-force/
https://www.zabala.eu/news/cascade-funding-new-opportunities-for-businesses-across-europe-to-innovate/
https://starts.eu/events-2022-2/mediafutures-open-call-webinar-matchmaking/
https://starts.eu/article/detail/mediafutures-celebrates-the-first-cohort-of-artist-and-startup-projects/
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COHORT OF ARTIST AND STARTUP PROJECTS; ) and BDVA websites (e.g.MEDIAFUTURES 
TECHNICAL LEAD INVESTIGATES MODEL TO PREDICT INNOVATION PROGRAMME 
SUCCESS; APPLICATIONS OPEN FOR MEDIAFUTURES, THE NEW EUROPEAN DATA-
DRIVEN INNOVATION HUB FOR THE MEDIA VALUE CHAIN ). 

4.2 Data Catalogue 
A MediaFutures data catalogue has been created in the context of the support programme with the 
objective to provide MediaFutures applicants with a diverse set of resources to collect, analyse, 
model and visualise data. The data catalogue provides open datasets, open source data tools, and 
free access to courses on different aspects of the data chain. Detailed information about this data 
catalogue could be found in the reports  Data, tools and infrastructure for experimental support 
(D4.3), Report on training and experiment support v.1 (D4.4) and in the Report on training and 
experiment support v2 (D4.5). 
 
We started collecting data on access to the repository during the 2nd Open Call, particularly one 
month before the support programme started. Here, we report the main statistics during the period 
March to July 2022. 

 
Figure 4 - Users visiting Data Catalogue from March 1st to July 31st 2022 

 
In Figure 4, we observe the evolution of the access to the Data Catalogue. The access to the 
catalogue seems to have peaks especially when we launched the 3rd Open Call, where potential 
applicants consult data sets and tools for building their proposals. During the residency and 
accelerator programme of the 1st and 2nd cohorts, we provided personalised support to the 
applications.  

 
Figure 5 - Page views of Data Catalogue from March 1st to July 31st 

https://starts.eu/article/detail/mediafutures-celebrates-the-first-cohort-of-artist-and-startup-projects/
https://www.big-data-value.eu/mediafutures-technical-lead-investigates-model-to-predict-innovation-programme-success/
https://www.big-data-value.eu/mediafutures-technical-lead-investigates-model-to-predict-innovation-programme-success/
https://www.big-data-value.eu/mediafutures-technical-lead-investigates-model-to-predict-innovation-programme-success/
https://www.big-data-value.eu/applications-open-for-mediafutures-the-new-european-data-driven-innovation-hub-for-the-media-value-chain/
https://www.big-data-value.eu/applications-open-for-mediafutures-the-new-european-data-driven-innovation-hub-for-the-media-value-chain/
https://mediafutureseu.github.io/
https://mediafutures.eu/wp-content/uploads/2021/05/MediaFutures-WP4-D4.3-Data-tools-and-infrastructure-for-experimental-support-v.1.0.pdf
https://mediafutures.eu/wp-content/uploads/2021/05/MediaFutures-WP4-D4.3-Data-tools-and-infrastructure-for-experimental-support-v.1.0.pdf
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Report-on-training-and-experiment-support_D4.4.pdf
https://mediafutures.eu/wp-content/uploads/2022/08/MediaFutures-WP4-D4.5-Report-on-training-and-experiment-support-v2-v1.0_final.pdf
https://mediafutures.eu/wp-content/uploads/2022/08/MediaFutures-WP4-D4.5-Report-on-training-and-experiment-support-v2-v1.0_final.pdf
https://mediafutures.eu/wp-content/uploads/2022/08/MediaFutures-WP4-D4.5-Report-on-training-and-experiment-support-v2-v1.0_final.pdf
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In Figure 5, we present the page views of Data Catalogue. The most visited pages during this period 
are: (1) main page (19.85%); (2) tools page with a collection of free open source tools for data 
collection, analysis and visualisation (19.35%); (3) datasets page with the catalogue of open 
datasets that may be relevant for the calls (10.66%); and general datasets page (7.66%) where 
most of the traffic (86.61%) comes from datasets page. 
Finally, users arrive at the Data Catalogue directly from the link (71.06%) and from the MediaFutures 
website (18.70%). 

4.3 Social media 

MediaFutures social media - introduction 

As planned in the MediaFutures Dissemination and communication strategy and instruments (D5.1) 
the project is using social media with the following main aims: 

 to increase the awareness about project; 
 to disseminate news, updates and results; 
 to create a community and engage with it in a fruitful online dialogue. 

The project is currently active on Twitter, LinkedIn and Instagram and to a less extent on YouTube. 
Additionally, a Facebook page has been created mainly to sponsor some posts and set up 
advertising campaigns to promote the application to the Open Calls. The editorial plan of Social 
Media focuses on promoting the Open Calls, the webinars and matchmaking, the pilots, the various 
activities of the support programme and the organisation and participation in different kinds of events, 
as well as other, content-related news.  
 
As written in Chapter 3, we leverage the reach of the MediaFutures partner organisations, which 
already have an impressive social media footprint through their institutional accounts or personal 
accounts of the core team. 
 
In the following some more detailed information on the activities and performance for the various 
channels. 

MediaFutures Twitter account 

The MediaFutures Twitter account is managed by DEN to build up MediaFutures awareness and 
engagement, to attract startups, SMEs and artists to apply for the Open Calls and to take part in the 
conversations related to arts, media literacy and data. 
 
The MediaFutures Twitter account currently has 827 followers (end of July 2022) and is growing 
steadily (+75% compared to the previous period of analysis (D5.3)). From the starting of the project, 
we have published 488 tweets regarding, among others, the launch of the 1st and the 2nd Open 
Call, the presentation of the projects, the organisation of Webinar and Matchmaking days, and - at 
the end of June 2022 - also promoting the launch of the 3rd Open Call. 
 

https://twitter.com/MediaFuturesEU
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
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The structure of the tweets consists of captions (280 characters), Twitter tiles, hashtags and emojis, 
and mentions when useful to be noted into the Twitter feed. 
 
The main hashtags that have been used within the tweets are the following: #Media #SMEs 
#Startups #Artists #Innovation #Data #MediaTech #Entrepreneurship #AI #Disinformation 
#DataScience #Infodemic #H2020 #MediaValueChain #NextGenerationEU #DigitalEU. The 
MediaFutures partners' accounts and the project teams have been tagged whenever useful and 
possible. Additionally, some mentions to the relevant profiles identified in D5.1 have been added in 
the captions. The tweets also included the link to the official Website: 
https://mediafutures.eu/opencall. 
 
The implementation of this Twitter strategy allowed us to gain 275k post impressions and 3,9K post 
likes, and 1,8K post retweets and 1,2K mentions. Figure 6 shows some analytics of Twitter publishing 
activities from September 2020 to July 2022. 

 
Figure 6 - MediaFutures Twitter publishing 

 

https://mediafutures.eu/opencall
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Figure 7 shows two examples of particularly successful tweets. 

 
Based on the results of the 2nd Open Call promotion, we have realised Twitter tiles and captions for 
the 3rd and last Open Call of the project, maintaining consistency with colours and visual identity. 
An editorial calendar has also been created - and shared with the consortium - to schedule weekly 
tweets, regarding both the launch of the 3rd Open Call and presenting the 2nd cohort project. These 
tweets aim to drive users to the MediaFutures website in order to find information about the Open 
Call, and to discover more about the support programme and the current projects.  
 

Figure 7 - MediaFutures successful tweets in terms of impressions (on the left from the 2nd Open Call, on the 
right from the 3rd Open Call) 

Figure 8 - MediaFutures tweet examples from the Communication Kit of the 3rd Open Call promotion (on the left 
a tweet fostering the application to the 3rd OpenCall, on the right a tweet showing a project from the 2nd cohort) 
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Twitter Advertising campaigns for the 2nd Open Call  
To foster the application to the 2nd Open Call an advertising campaign has been launched on Twitter. 
The overall strategy consisted of 3 campaigns diversified based on targets and timing of the Open 
Call (first days, follow up and final days). This sponsored activity reached approx. 106k impressions 
and 105k people. Additionally, results are shown in Table 5. 
 
Twitter Advertising campaigns for the 3rd Open Call 
In June 2022, an advertising campaign for the promotion of the 3rd Open Call has been planned. 
This campaign consists of two groups of Ads, scheduled in two time periods based on target location: 
one promotion is running from the 6th to the 20th of July, the second one will run from the 10th to 
the 28th of August. 

MediaFutures LinkedIn account 

The MediaFutures LinkedIn company page is used to attract startups, SMEs and artists to apply for 
the Open Calls, as well as business persons and domain experts from the startup/entrepreneurship 
scene or Venture Capital investors. Besides, interesting project updates, achievements or next steps 
are shared via reports or dedicated communication campaigns. Relevant studies, scientific research 
papers, reports or events are regularly shared or reposted to attract MediaFutures stakeholders and 
to provide the community with knowledge and relevant industry expertise. As already mentioned in 
the introduction of Chapter 4.3, the focus of the second project year (M12-M23) was made on the 
startups and artists teams of the 1st and 2nd MediaFutures cohorts.  
 
The MediaFutures LinkedIn account, operated by LUH, is posted on several days during the working 
week, to gain maximum reach but also to provide variance in the posts, which are consistent and 
always structured similarly. Most of the posts begin with a call to action, catchy statement or a 
question to generate interest, followed by some background information, e.g. about the content 
shared. At the end of the post, the content is referred to the MediaFutures project, showing practical 
implementation and topicality as well as relevance of the subject and useful and relevant hashtags 
are used: #media #smes #startups #artists #creativeartists #innovation #data #journalism 
#mediatech #entrepreneur #entrepreneurship #medialiteracy #AI #artsandculture #creativeai 
#disinformation #datascience #dataliteracy #medialiteracy #infodemic #H2020 #mediavaluechain 
#mediatech #innovation #innovationhub 
 
We are always tagging the LinkedIn account of S+T+ARTS as well as the LinkedIn account of 
BDVA/DAIRO - Big Data Value Association as being part of their ecosystem and to increase our 
visibility throughout these communities. All LinkedIn posts are accompanied with pictures or graphics 
related to the shared content or our project in general. Through the images, we tag our project 
partners and other stakeholders, which enables reposting on their part and increases our 
engagement rate.  
 

https://www.linkedin.com/company/mediafutures
https://www.linkedin.com/company/starts-eu/
https://www.linkedin.com/company/big-data-value-association/
https://www.linkedin.com/company/big-data-value-association/


D5.4 - Intermediary dissemination report v2                                                                                                    

 
20 

 
Figure 9 - MediaFutures successful LinkedIn posts 

 
In Figure 9 above, the MediaFutures LinkedIn posts with the highest number of likes and reposts 
(during the period M12-M23) have been displayed. 
 
Currently, the MediaFutures account registers 1,075 followers (by end of July 2022), which were all 
attracted organically and not through sponsoring2.  
 

                                                 
2 Sponsored content display formats bring native ads into the LinkedIn feed of members of your target audience. These 
are displayed to LinkedIn members on desktops, tablets, and mobile devices. Sponsored content ad formats include: Single 
Image Ads, Carousel Ads, Video Ads, Single Job Ads, Event Ads [https://www.linkedin.com/help/lms/answer/a425628]  

https://www.linkedin.com/help/lms/answer/a425628
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Demographic data about our followers 
The follower demographics per industry during the second project year (M12-M23) has a similar 
distribution as during the first project year (M1-M11):  IT & Services, followed by Higher Education 
on the second place as well as Research and Management Consulting as shown in Figure 10 below. 

 
Figure 10 - MediaFutures LinkedIn account - category of followers 

 

Being an EU-funded H2020 project, most MediaFutures followers are located in the EU and UK. As 
shown in Figure 11 most followers come from Spain (Barcelona), France (Paris), Italy (Rome) and 
Germany (Berlin). Thus, the region distribution remains almost the same as during the first 11 months 
(see D5.3). 
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Figure 11 - MediaFutures LinkedIn account - countries of followers 

 
Trends in follower number 
The following Figure 12 shows the development of follower numbers and new additions over the last 
12 months (August 2021 - July 2022). The LinkedIn account of MediaFutures experienced a 
significant growth in followers during late September 2021, November/December 2021 as well as 
January 2022. This was the period where the 1st MediaFutures cohort as well as the 2nd 
MediaFutures Open Call have been actively promoted in the scope of social media campaigns.  The 
LinkedIn account of MediaFutures grew continuously in followers. More specifically, during the 
second project year, 519 new followers could be generated and the total number of MediaFutures 
LinkedIn followers is 1,075 as of end of July 2022, as can be also seen in Figure 12 below. Similarly, 
as during the 1st and 2nd Open Calls, it is expected that the amount of followers and profile visitors 
will further increase during the final Open Call from 28th of June to 30th of August 2022.  
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Figure 12 - MediaFutures LinkedIn account - trends in follower numbers during the period M13-M24 

MediaFutures Instagram account 

MediaFutures dissemination team created the Instagram account 1st of April, 2021 and is operated 
by IRCAM. It was set up at the beginning of the START phase of the acceleration and residency 
programme, once the artists, startups and SMEs were selected and contracts were signed. The aim 
of this channel is to communicate about the selected teams, the event MediaFutures’ consortium 
and/or teams took part in, and share other useful information concerning art, media and technology.  
We considered Instagram to be a platform with a high level of target accuracy, aiming at enhancing 
discovery of and engagement with research by new audiences, especially adolescents and more in 
general young people. 
 
The results after one year are the following: about 40% of our followers are aged between 25 and 
34, and 8% are aged between 18-24.  
 
Overall, about 48% are aged 34 or less, and almost 80% are aged 54 or less. This Instagram account 
is hence reaching young adults and adults, and growing both in terms of followers and interactions 
thanks to the activities of the past year which are presented in the following paragraph.  
  

https://www.instagram.com/mediafutures.eu/
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From July 2021 on, the activities on Instagram were to: 
 Continue on publishing individual posts about the teams into the BUILD phase; 
 Publish about events the teams and/or the consortium took part in; 
 Communicate about the DemoDays: online access, jury, winners. 

Then, from November 2021 to January 2022, the account was used to promote the 2nd Open Call. 
Also, some projects from the 1st cohort (BUILD) were further presented to give concrete examples 
of what a team can achieve with MediaFutures’ support programme. 
 
In April 2022, after the announcement of the selected teams we initiated the promotion of the 2nd 
cohort. We first presented the 24 teams selected in the START phase. Then at the end of the month 
we published the results of the jury days for the Startup meets Artist (SmA) and the Startups for 
Citizens (SfC) tracks of the MediaFutures support programme. From May to June we shared 

Figure 13 - MediaFutures Instagram account - impressions 
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individual posts about the 12 teams engaged in the BUILD phase. We offered the artists the 
possibility to edit their presentation texts, based on the application materials and new shortened 
versions we sent them for modifications. It helped some teams to write a new presentation text closer 
to the evolutions of their project when building. When we first physically met the teams in May in 
Hamburg we published a long story about the workshop day and the visits. It is now pinned on the 
Instagram page as a “highlight”. 
Highlights have been used since then to guarantee a permanent access to important information 
and external links: there are ‘Events’, ‘Open Call’, ‘Media Coverage’, finally ‘Hamburg’ highlights. 
 
On the 28th of June, we started promoting the 3rd Open Call and are maintaining a rhythm of two 
posts per week minimum in order to stay visible despite the summer holidays. Our communication 
strategy for the 3rd Open Call is to share the visuals about the call itself, both in post and in stories 
(pinned as “highlight” afterwards). We also aim to communicate as much as possible on the activities 
of the 2nd cohort in order to inspire the new applicants. Quotes from each track have been published 
to share the thoughts of the actual supported team. 
 
By the end of August, we plan to publish: 

 Posts about the blog articles written by the supported teams (one post per team); 
 A weekly post counting the weeks until the end of the Open Call; 
 A post promoting the toolkit; 
 Share any stories mentioning the Open Call, the teams or MediaFutures in general. 

Compared to the state of the account by end of July 2021 as described in D3.3, we have:  
 Published 56 posts: there are now 76 in total; 
 Published about 110 stories (per slide); 
 Gained 439 followers: on the 31st of July, we had 560 followers and this number is still 

growing.  

Other MediaFutures social media activities 

The MediaFutures YouTube Channel is a repository channel and currently hosts 22 videos which 
were produced during the first 23 months of the project. The channel has 64 subscriptions and more 
than 4,3k views (see Figure 14). Figure 15 shows also that countries of visitors are in the majority 
from the countries of the MediaFutures partners (Frace, UK, Germany, Italy, Spain), but also from 
other European countries and the United States of America. 
 
Though the channel has not a regular schedule, it hosts promotional videos, webinars and pitches 
from the projects (see Chapter 4.4). Every video has a structured description with hashtags and links 
that lead to the MediaFutures website and social media channels. This is due to accessibility reasons 
and to increase the reach from the YouTube search engine. 

https://www.youtube.com/channel/UCW2240B3hXMFrTYgZGkWOGQ
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Figure 14 - MediaFutures YouTube channel views until M23 

 

 
Figure 15 - MediaFutures YouTube channel viewer location M23 

 
The MediaFutures Facebook page has been used to run advertising campaigns for the Open Calls 
in order to enlarge their dissemination. For the 2nd Open Call we planned a campaign consisting of 
four ads which was run in two different periods in December 2021 and January 2022. We reached 
more than 900k people with more than 1M impressions. The campaign was diversified based on 
targets and timing of the Open Call (first days, follow up and final days). The MediaFutures Facebook 
account is also used for the promotion of the 3rd Open Call: as for Twitter, a promotional campaign 
consisting of two different groups of advertisements has been created. The first group of ads was 
launched at the beginning of July 2022 for 15 days, and the second one at the beginning of August 
2022. 

https://www.facebook.com/MediaFuturesEU
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Outreach through partners 

All MediaFutures partners are regularly tweeting/retweeting or posting /reposting MediaFutures 
news on their social media channels. These include Twitter, LinkedIn and Instagram. Direct social 
media followers reached have been approx. 600k of all partners together so far. Including the 
personal accounts of the team members the number would be far higher, but these activities are not 
tracked by the project due to resources and privacy issues. 

4.4 Videos and video clips 
MediaFutures has produced 32 videos or video clips so far (with approx. 4,3k views up to now). The 
videos are published on the MediaFutures YouTube Channel, organised within different playlists, 
based on the Open Calls or on specific events. 

 1st Open Call - Collection of informative videos about the 1st Open Call (Promotional video 
of the launch of the call and recordings of the two webinars); 

 2nd Open Call - Collection of informative videos about the 2nd Open Call (Promotional video 
of the Open Call and recording of the two webinars); 

 3rd Open Call - Collection of informative videos about the 3rd Open Call (Promotional video 
and recording of the first webinar); 

 2nd cohort projects - Collection of videos presenting some of the 2nd cohort projects; 
 1st cohort projects - Collection of videos presenting some of the 1st cohort projects; 
 Demo Day 1st cohort - Collection of video presentations of the 1st cohort projects at the 

DemoDay; 
 PITCHES - 1st cohort projects - Collection of video pitches from some 1st cohort projects at 

the and of the START phase; 
 MediaFutures presented at events - Collection of videos regarding the presentation of the 

MediaFutures programme during some events. 
The video regarding the current 3rd Open Call is also available on the MediaFutures Website and it 
is shared among the different social media channels of the project. 

4.5 Newsletters 
As written in Chapter 3, MediaFutures uses newsletters of the consortium partners and of the two 
networks S+T+ARTS and BDVA to publish project information or thematic articles. 
 
12 articles have been published through the S+T+ARTS newsletter which has approx. 3,5k 
subscribers. For the BDVA newsletter nine news articles have been published. The newsletter has 
1,255 subscribers (status end of July), in Europe and globally. They include EU and national level 
policy-makers, research organisations and academic representatives, SMEs, startups and large 
industries. 
 
MediaFutures also agreed with the H2020 project Möbius that project news will be published through 
their newsletter. Various news articles were published, in particular in regard to the Open Calls. 

https://www.youtube.com/channel/UCW2240B3hXMFrTYgZGkWOGQ
https://www.youtube.com/watch?v=9sH5apQc-QQ&list=PLWqyACTEJA2d2_QEk2P7R7ObDwqjUiQzy
https://www.youtube.com/watch?v=pF-RsAHrOoM&list=PLWqyACTEJA2erbllFUfBNf0nN1zDHNzUV
https://www.youtube.com/watch?v=Ng5vtMkxC2c&list=PLWqyACTEJA2dbXEE1OJWrIgiCmkL3h5kD
https://www.youtube.com/watch?v=YBapGRZ4LSU&list=PLWqyACTEJA2dIDgSwIKaWaaE_vLOlgQhi
https://www.youtube.com/watch?v=bdKaRjM9cS8&list=PLWqyACTEJA2ejUAK7TO6VMDOUDHcUJO9_
https://www.youtube.com/watch?v=bUhmy6IY9wE&list=PLWqyACTEJA2fTxlbSsT_I0QplVwPYWrcM
https://www.youtube.com/watch?v=XJ9r-xMEkq0&list=PLWqyACTEJA2cITUIXKYioPQOae8L0nF2f
https://www.youtube.com/watch?v=Llfv7fJK6Ms&list=PLWqyACTEJA2eY8C9PgGTaNb1lKnDMTpWP
https://mobius-project.eu/
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In addition, some consortium partners published articles through their institutional newsletters (e.g. 
LUISS, nma, ODI, KCL). In total we have reached approx. 27k subscribers through these. 

4.6 Dissemination materials 
Due to the fact that only very few face-to-face meetings have taken place during the first 23 months 
of the project (due to the Covid-19 pandemic), printed material for the dissemination at events have 
not been produced. Nevertheless, for online dissemination or personal contacts, the following 
materials have been developed: 

● Two infographics on the results of the 1st Open Call and the 2nd Open Call to offer a 
snapshot of the crucial data and outcomes; 

● A leaflet to give an overview of the project, such as what does it offer, how to participate, the 
consortium and some key information; 

● A slidedeck to support partners presenting the project during events; 
● A postcard to be shared among stakeholders and widen the dissemination of the Open Call. 

4.7 Events and meetings 
One important pillar of our dissemination strategy is to to organise our own (side)-events (Table 1) 
or to present MediaFutures at events, webinars and scientific conferences (Table 2). The tables 
below give an overview and some important events are described in more detail in the following sub-
chapters. 
 
Note: as written in the Introduction to this report (Chapter 1) the number of participants are often 
approximate numbers as it was not possible to obtain the exact number from the event organisers. 
The numbers that we present here are a conservative calculation. 

 
Table 1 - MediaFutures events up to July 2022 

Event Date(s) Partner(s) involved 
Approximate 
number of 
participants 

3rd Open Call: 
1st Webinar & 
Matchmaking Day 

12 July 2022 
IRCAM, NMA, 
ZABALA and other 
partners 

Dissemination circle 
meeting  with cultural 
institutions and 1st 
and 2nd cohort 
MediaFutures’ artists  

30 June 2022 IRCAM 

https://mediafutures.eu/wp-content/uploads/2022/06/1st-open-call-mediafutures-infographic.pdf
https://mediafutures.eu/wp-content/uploads/2022/06/2nd-open-call-mediafutures-infographic-1.pdf
https://mediafutures.eu/wp-content/uploads/2022/06/Mediafutures-leaflet-1.pdf
https://mediafutures.eu/wp-content/uploads/2022/06/MediaFutures-third-open-call-press-release-06_22.pdf
https://youtu.be/JOhcti2G10Q
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Event Date(s) Partner(s) involved 
Approximate 
number of 
participants 

Session Citizen 
engagement for data-
driven innovation at 
BDVA Data Week 
2022 
Blog article 
Recording 

24 May 2022 EURECAT, KCL 

Welcome Meeting for 
2nd cohort 
MediaFutures projects 

5 April 2022 
IRCAM, NMA and all 
partners 

Vertigo Forum - panel 
discussion with Marta 
Handenawer from 1st 
cohort project 
Domestic Data 
Streamers 

10 March 2022 IRCAM 

2nd Open Call: 
1st Webinar & 
Matchmaking Day 
2nd Webinar & 
Matchmaking Day 

16 December 2021 
12 January 2022 

LUH, ZABALA, 
IRCAM, NMA with the 
participation of several 
other MediaFutures 
partners 

The AI times: 
application of artificial 
intelligence to 
journalism workshops 

27 to 28 September 
2021 

LUISS 

DemoDay 1st cohort 23 September 2021 
IRCAM, NMA, all 
partners 

2 workshops during 
Ars Electronica 
Festival «Art and 
(invisible) technology» 
by 1st cohort artists 
Ania Catherine & 
Dejha Ti and «An hour 

10 September 2021 IRCAM 

https://data-week-2022.b2match.io/components/20122?attendance_type=ONLINE&session=c2Vzc2lvbjoxMjAxNzg%3D
https://data-week-2022.b2match.io/components/20122?attendance_type=ONLINE&session=c2Vzc2lvbjoxMjAxNzg%3D
https://data-week-2022.b2match.io/components/20122?attendance_type=ONLINE&session=c2Vzc2lvbjoxMjAxNzg%3D
https://mediafutures.eu/mediafutures-at-the-bdva-dairo-data-week-2022/
https://www.youtube.com/watch?v=foo8SRlCwjA
https://mediafutures.eu/mediafutures-starts-its-2nd-cohort-from-augmented-reality-dinosaurs-to-deep-fake-cctv/
https://mediafutures.eu/mediafutures-starts-its-2nd-cohort-from-augmented-reality-dinosaurs-to-deep-fake-cctv/
https://mediafutures.eu/mediafutures-starts-its-2nd-cohort-from-augmented-reality-dinosaurs-to-deep-fake-cctv/
https://vertigo.ircam.fr/agenda/reseaux-et-interactions/detail/
https://youtu.be/C7Hk1BrlpIE
https://youtu.be/pF-RsAHrOoM
https://mediafutures.eu/the-ai-times-application-of-artificial-intelligence-to-journalism-2/
https://mediafutures.eu/the-ai-times-application-of-artificial-intelligence-to-journalism-2/
https://mediafutures.eu/the-ai-times-application-of-artificial-intelligence-to-journalism-2/
https://mediafutures.eu/the-ai-times-application-of-artificial-intelligence-to-journalism-2/
https://www.youtube.com/playlist?list=PLWqyACTEJA2fTxlbSsT_I0QplVwPYWrcM
https://ars.electronica.art/newdigitaldeal/en/art-and-invisible-technology/
https://ars.electronica.art/newdigitaldeal/en/art-and-invisible-technology/
https://ars.electronica.art/newdigitaldeal/en/an-hour-of-violence/
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Event Date(s) Partner(s) involved 
Approximate 
number of 
participants 

of violence» by 1st 
cohort artists 
Domestic Data 
Streamers 
(see Chapter 4.7.1) 

Round table at Ars 
Electronica Festival 
"Creating with data 
from art to 
entrepreneurship" 
Blog article 
Recording 
(see Chapter 4.7.1) 

9 September 2021 IRCAM, KCL, DEN 

Dissemination circle 
meeting  with cultural 
institutions and 1st 
cohort MediaFutures’ 
artists  

25 June 2021 IRCAM 

Workshop “New data 
requirements: AI-Arts 
collaborations” - | 
BDVA (Big Data Value 
Association) Data 
Week 2021 

25 June 2021 KCL 

Welcome Meeting  for 
1st cohort 
MediaFutures projects 

6 April 2021 
IRCAM, NMA and all 
partners 

1st Open Call: 
1st Webinar & 
Matchmaking Day 
2nd Webinar & 
Matchmaking Day 

17 December 2020 
13 January 2021 

LUH, ZABALA, 
IRCAM, NMA with the 
participation of several 
other MediaFutures 
partners 

 
 
 

https://ars.electronica.art/newdigitaldeal/en/an-hour-of-violence/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://mediafutures.eu/mediafutures-host-panel-at-ars-electronica-on-creating-with-data-from-arts-to-entrepreneurship/
https://www.youtube.com/watch?v=Llfv7fJK6Ms&t=8525s
https://mediafutures.eu/exciting-discussions-of-arts-and-ai-at-bdva-workshop/
https://www.bdva.eu/node/1760
https://www.bdva.eu/node/1760
https://www.bdva.eu/node/1760
https://mediafutures.eu/first-19-projects-receive-funding-mentoring-and-training-to-develop-innovative-ideas-to-tackle-misinformation-using-data/
https://mediafutures.eu/first-19-projects-receive-funding-mentoring-and-training-to-develop-innovative-ideas-to-tackle-misinformation-using-data/
https://mediafutures.eu/first-19-projects-receive-funding-mentoring-and-training-to-develop-innovative-ideas-to-tackle-misinformation-using-data/
https://www.youtube.com/watch?v=Bi6-Y3sREJ4&feature=youtu.be
https://www.youtube.com/watch?v=Bi6-Y3sREJ4&feature=youtu.be
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Table 2 - Presentation of MediaFutures at events up to July 2022 

Event Date(s) Partner(s) involved Approximate number 
of participants 

IMPETUS project kick-
off meeting 
(presentation of 
MediaFutures during a 
talk) 

1 July 2022 DEN 15 

EDMO annual 
conference (bilateral 
presentation of 
MediaFutures to other 
participants) 

13 - 14 June 2022 KUL 50 

South Summit 2022: 
booth (see Chapter 
4.7.4) 

8 to 10 June 2022 Zabala 15k 

BDVA Data Week in 
Naples, Italy; session 
on “Challenges and 
Opportunities for 
SMEs in the Data 
Economy” 
Talk and participation 
in roundtable 
Recording 

8 June 2022 DEN 80 

#OMR22: booth 
(see Chapter 4.7.3) 

17 - 18 May 2022 NMA 
At booth approx. 200 
visitors; event in total 
70k 

EU Industry Days 
(bilateral presentation 
of MediaFutures to 
other participants) 

8 February 2022  LUH 3,5k 

NGI Explorers final 
event (member of jury 
panel) 

2 February 2022 LUH 1,5k 

https://edmo.eu/2022/04/28/edmo-2022-annual-conference-save-the-date/
https://edmo.eu/2022/04/28/edmo-2022-annual-conference-save-the-date/
https://www.southsummit.co/
https://www.youtube.com/watch?v=NCizFZUuWnA
https://omr.com/de/events/omr22/
https://mediafutures.eu/mediafutures-at-the-eu-industry-days-2022/
https://mediafutures.eu/mediafutures-at-the-ngi-explorers-oscars-ceremony/
https://mediafutures.eu/mediafutures-at-the-ngi-explorers-oscars-ceremony/
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Event Date(s) Partner(s) involved Approximate number 
of participants 

Media Data Space 
Workshop (talk) 

31 January 2022 LUH 100 

Sweden Innovation 
Days 2022 (bilateral 
presentation of 
MediaFutures to other 
participants) 

17-20 January 
2022 

LUH 5k 

FIWARE Smart Fest - 
Edition 2 (participation) 

19-20 January 
2022 

LUH 1,7k 

ODI Summit in 2021 
(see Chapter 4.7.2) 

2 November 2021 ODI 1,5k 

ACCA 2021 (bilateral 
presentation of 
MediaFutures to other 
participants) 

17 September 
2021 

KUL 15 

STARTS IN MOTION 30 June 2021 LUH 300 

STARTS Urban Fest 29-30 June 2021 LUH 350 

European Research 
and Innovation Days 
2021 

23-24 June 2021 LUH, ODI 350 

IDSA Summit 2021 22 -23 June 2021 LUH 350 

Making data good for 
society 

14 June 2021 ODI 50 

les ateliers de la 
pensée 

12-13 June 2021 IRCAM 20 

European Semantic 
Web Conference 2021 

6 to 10 June 2021 LUH 100 

“Rethinking the 
possibilities of data 
and technology in the 

26 May 2021 LUH 300 

https://mediafutures.eu/mediafutures-at-the-media-data-space-workshop/
https://mediafutures.eu/mediafutures-at-the-media-data-space-workshop/
https://mediafutures.eu/mediafutures-at-the-sweden-innovation-days-2022/
https://mediafutures.eu/mediafutures-at-the-sweden-innovation-days-2022/
https://mediafutures.eu/mediafutures-participates-at-fiware-smart-fest-edition-2/
https://mediafutures.eu/mediafutures-participates-at-fiware-smart-fest-edition-2/
https://theodi.org/event/odi-summit-2021-data-people/
https://www.usaintlouis.be/sl/acca2021.html
https://mediafutures.eu/mediafutures-coordinator-keynote-speaker-for-starts-in-motion-day-2021/
https://www.startsurbanfest.eu/
https://mediafutures.eu/mediafutures-at-the-european-research-and-innovation-days/
https://mediafutures.eu/mediafutures-at-the-european-research-and-innovation-days/
https://mediafutures.eu/mediafutures-at-the-european-research-and-innovation-days/
https://mediafutures.eu/mediafutures-presented-at-the-idsa-summit/
https://www.bcs.org/events/2021/june/webinar-dmsg-dama-collaboration-event-making-data-good-for-society/
https://www.bcs.org/events/2021/june/webinar-dmsg-dama-collaboration-event-making-data-good-for-society/
https://mediafutures.eu/workshop-how-to-manage-art-tech-collaborations-at-european-level/
https://mediafutures.eu/workshop-how-to-manage-art-tech-collaborations-at-european-level/
https://2021.eswc-conferences.org/
https://2021.eswc-conferences.org/
https://mediafutures.eu/mediafutures-presented-at-the-final-event-of-the-h2020-fandango-project/
https://mediafutures.eu/mediafutures-presented-at-the-final-event-of-the-h2020-fandango-project/
https://mediafutures.eu/mediafutures-presented-at-the-final-event-of-the-h2020-fandango-project/
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Event Date(s) Partner(s) involved Approximate number 
of participants 

fight against 
disinformation” - 
FANDANGO 

“Role of Data 
Incubators in the 
shaping of European 
Data Spaces” - BDVA 
DataWeek 

25 May 2021 LUH 300 

NMA Virtual Media 
Match 

20 May 2021 NMA 75 

NGI Forum 2021 18-19 May 2021 LUH 150 

Hackashop of the 
H2020 EMBEDDIA 
project 

April 2021 LUH unknown 

EU Industry Days 
2021 

22-26 February 
2021 

LUH 300 

European Digital 
Innovation Hubs 

26-27 January 
2021 

LUH 400 

Data Natives Unlimited 
2020 

18-20 November 
2020 

LUH unknown 

European Big Data 
Value Forum 

3 to 5 November 
2020 

LUH unknown 

 
Overall MediaFutures reached at least 1,4k people through MediaFutures project events as well as 
at least 31k people through the presentation of the project or the participation in other events. 
 
In the following paragraphs we describe in more detail some important events strengthening the 
ecosystem around the project. 

https://mediafutures.eu/mediafutures-presented-at-the-final-event-of-the-h2020-fandango-project/
https://mediafutures.eu/mediafutures-presented-at-the-final-event-of-the-h2020-fandango-project/
https://mediafutures.eu/mediafutures-presented-at-data-week-2021/
https://mediafutures.eu/mediafutures-presented-at-data-week-2021/
https://mediafutures.eu/mediafutures-presented-at-data-week-2021/
https://mediafutures.eu/mediafutures-presented-at-data-week-2021/
https://mediafutures.eu/nma-virtual-media-match-innovation-made-simple/
https://mediafutures.eu/nma-virtual-media-match-innovation-made-simple/
https://mediafutures.eu/mediafutures-at-the-ngi-forum-ngi-explorers-awards-ceremony/
https://mediafutures.eu/mediafutures-presented-at-the-hackashop-of-the-h2020-embeddia-project/
https://mediafutures.eu/mediafutures-presented-at-the-hackashop-of-the-h2020-embeddia-project/
https://mediafutures.eu/mediafutures-presented-at-the-hackashop-of-the-h2020-embeddia-project/
https://mediafutures.eu/mediafutures-at-the-eu-industry-days-2022/
https://mediafutures.eu/mediafutures-at-the-eu-industry-days-2022/
https://mediafutures.eu/edih-gearing-up-towards-european-digital-innovation/
https://mediafutures.eu/edih-gearing-up-towards-european-digital-innovation/
https://mediafutures.eu/mediafutures-presented-at-data-natives-unlimited-2020/
https://mediafutures.eu/mediafutures-presented-at-data-natives-unlimited-2020/
https://mediafutures.eu/mediafutures-presented-at-the-european-big-data-value-forum-ebdvf/
https://mediafutures.eu/mediafutures-presented-at-the-european-big-data-value-forum-ebdvf/
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4.7.1 MediaFutures as organiser of a panel and two workshops at Ars Electronica 
2021 

In September 2021, MediaFutures was at the Ars Electronica Festival 2021 with the panel Creating 
with Data: From Arts to Entrepreneurship and two workshops from MediaFutures artist teams 
with a reflection on how they use data in their creative process. 
The panel took place on 9 September from 12:40 – 13:40 CEST as part of the STARTS day. 
 
Data has changed our lives in more than one way, from how we socialise online and run businesses 
to how we access public services and do science. It has been called the “raw material” of the digital 
age, fuelling creativity and innovation. And yet, its use has also raised challenges, including privacy, 
online polarisation, and digital inequality. The panel discussed some of these tensions with artists 
and entrepreneurs – artists have long used data to create new work, sometimes commenting on 
some of these challenges; businesses have valued the way it can inform decisions, despite concerns 
that it tends to promote incremental rather than disruptive innovation.  
 
The panel was moderated by Elena Simperl, professor of computer science – King’s College London 
and technical lead of MediaFutures. Speakers were: David De Roure, professor of e-Research / 
Engineering Science Department – University of Oxford; Julie Freeman, computer scientist and 
artist; Helene Guillaume, founder and CEO of WILD.AI; Mariana Lanari, performance artist from 
MediaFutures’ SmA track; Obvious Collective collective of researchers and artists from 
MediaFutures’ AfM track.  
 
Other two occasions to interact with MediaFutures were the following two workshops: 

 On 10 September from 14:00-15:00 the artists Ania Catherine and Dejha Ti implemented the 
workshop Art and (invisible) technology: A closer look at Soft Evidence and On View. In both 
Soft Evidence (2021) and On View (2019), Ania Catherine and Dejha Ti incorporate 
advanced technologies into immersive works that appear to be non-digital – even though 
they are the opposite. While critically engaging with dilemmas around large scale AI, 
ubiquitous computing, extractive technologies, and synthetic media, their work highlights the 
nuanced ways in which technology affects our lives in often invisible ways. In this talk, the 
duo dive into their approach to using technology both conceptually and technically in their 
practice. 

 On 10 September from 16:00-17:00 the artists of Domestic Data Streamers made a dive in 
An hour of violence into the contents and experience of the “730 hours of violence” exhibition. 
In this workshop the creative team at Domestic Data Streamers walked the audience through 
eight invisible contemporary violences that have a great impact in our everyday lives. The 
team addressed the conceptual research behind the project, how they’ve turned such 
complex information into an interactive exhibition and ended up with a live collective debate 
on meaningful questions around the topic. 

The interventions of MediaFutures at Ars Electronica Festival gathered 50 people around the 
question of data, art, entrepreneurship and society. 
 

https://ars.electronica.art/newdigitaldeal/en/
https://ars.electronica.art/newdigitaldeal/en/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://ars.electronica.art/newdigitaldeal/en/starts-day-morning/
https://ars.electronica.art/newdigitaldeal/en/starts-day/
https://ars.electronica.art/newdigitaldeal/en/starts-day/
https://www.kcl.ac.uk/people/elena-simperl
https://www.kcl.ac.uk/people/elena-simperl
https://eng.ox.ac.uk/people/david-de-roure/
https://eng.ox.ac.uk/people/david-de-roure/
https://fineacts.co/julie-freeman
https://fineacts.co/julie-freeman
http://wild.ai/
http://wild.ai/
https://marianalanari.com/
https://marianalanari.com/
https://obvious-art.com/
https://obvious-art.com/
https://ars.electronica.art/newdigitaldeal/en/art-and-invisible-technology/
https://ars.electronica.art/newdigitaldeal/en/art-and-invisible-technology/
https://ars.electronica.art/newdigitaldeal/en/an-hour-of-violence/
https://ars.electronica.art/newdigitaldeal/en/an-hour-of-violence/
https://ars.electronica.art/newdigitaldeal/en/an-hour-of-violence/
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MediaFutures will also join the 2022 edition with a panel discussion on misinformation and climate 
crisis. Four modules of the artwork 730 hours of violence by Domestic Data Streamers will also be 
exhibited. Apart from a moment of showcase and exchanges, the festival is also a great place for 
informal discussions and social moments as many professionals from the art and technology worlds 
are present. This year, in addition to the speakers and artists we invited, we will also meet with the 
S+T+ARTS family members, artists from MediaFutures coming with other projects and curators from 
all over the world. It will be a great time to plan the dissemination of MediaFutures artworks and the 
future of this project. 

4.7.2 MediaFutures as a sponsor at ODI 2021 Summit 

As part of the ODI Summit in 2021, the ODI organised and produced a video of MediaFutures 
consortium members and participants which was presented on the main stage, while a MediaFutures 
booth was held which exhibited the artistic works of the 1st Open Call participants, along with the 
opportunity for delegates to speak with consortium members. The Summit was held online, with over 
1,500 delegates from 94 countries. MediaFutures was included in all ODI Summit branding and 
featured as part of the social media promotion in the lead up to and on the day. 
 
MediaFutures will be exhibited across three booths at the 2022 ODI Summit, each booth featuring a 
video including all of the 2nd cohort teams for their respective tracks. Currently we are planning for 
the winning teams of the final pitch session (to be determined), to have a Q&A session in their 
respective booths supported by a member of the consortium. 

4.7.3 MediaFutures with booth at OMR 2022  

On 17 and 18 May 2022, MediaFutures partners and participants from the 2nd cohort were able to 
participate in the OMR Festival in Hamburg, Germany with more than 70k spectators. The OMR 
Festival is well known as the festival of the digital universe, and it is a prominent platform for 
marketing makers. The festival also aims to inspire, inform and create chances to network via 
different events, seminars, blogs, podcasts and masterclasses. 
 
MediaFutures partners IRCAM and NMA and four startups and artists from the 2nd cohort had the 
opportunity to join the event: Citizens Economy Dashboard from SfC, Time-lapse migration from 
SmA and the two AfM teams, The more the better two truths and a lie and Synthetic Identities 
Speculations.  
 
NMA provided a big networking booth where startups were able to connect with mentors, investors 
and other startups in the media industry from all over Europe. The booth was a joint collaboration 
between the MediaFutures and the STADIEM projects (NMA is a partner in both projects). STADIEM 
stands for Startup Driven Innovation, and is a project funded by the European Commission to foster 
collaborations between media companies and startups from different european countries. 
Furthermore, other partner companies such as VRT (Belgium), Storytek (Estonia) and MediaCity 
Bergen (Norway) were part of the booth and provided startups and expertise.  
 

https://theodi.org/event/odi-summit-2021-data-people/
https://www.youtube.com/watch?v=LfupQ7rcOMc
https://www.youtube.com/watch?v=LfupQ7rcOMc
https://theodi.org/event/odi-summit-2022-data-decade/
https://omr.com/en/events/omr22/
https://mediafutures.eu/2nd-cohort-projects/citizens-economy-dashboard/
https://mediafutures.eu/2nd-cohort-projects/time-lapse-migration/
https://mediafutures.eu/2nd-cohort-projects/themorethebetter/
https://mediafutures.eu/2nd-cohort-projects/synthetic-identity-speculations/
https://mediafutures.eu/2nd-cohort-projects/synthetic-identity-speculations/
https://www.stadiem.eu/?mc_cid=49272fba62&mc_eid=UNIQID
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Inside the booth, startups and artists were offered to schedule 1 on 1 meetings with NMA’s network. 
For this purpose, we used Dealroom, in order to connect startups, corporates and investors easily. 
Moreover, startups and artists provided some information about who they are, what they were 
seeking and what they offer to pursue better and more insightful connections. Finally, thanks to the 
platform the teams made successful matches and were conducted to the right slot at the right table 
with the right people.  

4.7.4 MediaFutures with booth at South Summit 2022  

From 8 to 10 June 2022, the MediaFutures partner Zabala had a booth at the South Summit 2022 
in Madrid which gained more than 15k visitors. Six desks were dedicated to two acceleration 
programmes: three for MediaFutures and three for the DAPSI project. Initially, Startups for Citizens 
(SfC) and Startup meets Artist (SmA) teams which are part of the 2nd cohort BUILD phase were 
offered a ticket, a desk in the booths and a pitch slot. After this offer, there were still available spaces, 
so the opportunity was then also given to teams from the 2nd cohort START phase. The four teams 
that accepted the invitation also had the opportunity to pitch physically on the 9th and 10th June. 
The ‘Enlight Hub’ team from Ukraine (which was part of the reserve list of the 2nd cohort) tried to 
attend the conference but due to war restrictions they only pitched online. 
 
List of participating MediaFutures projects (see also Table 3): 

● MUMIDIS (SmA - BUILD phase); 
● FACTINSECT (SmA - START phase); 
● The ORACLE network (SmA - BUILD phase); 
● Our Tribune (SfC – START phase); 
● Enlight Hub (SfC – Reserve in START phase). 

 
Table 3 - Presence of MediaFutures projects on MediaFutures booth at South Summit 2022 (dark green: SmA 

track project, light green: SfC track project) 

 8th June 9th&10th June 

Desk 1 MUMIDIS (uTrigg + Samuel van Rasbeeck) 

Desk 2 FACTINSECT (Silja Kempinger + Christina Kapetaniou) 

Desk 3 Our Tribune (Ginka Nedeva + Anna 
Tsinzova) 

The Oracle Network (TechWave Dev + 
Radu-George Caravateanu) (2 tickets) 

Pitches / 
MUMIDIS, FACTINSECT, Our Tribune, 

Enlight Hub 

 
  

https://www.southsummit.co/
https://dapsi.ngi.eu/
https://mediafutures.eu/2nd-cohort-projects/museum-of-misinformation-and-disinformation/
https://mediafutures.eu/2nd-cohort-projects/factinsect-aquarium/
https://mediafutures.eu/2nd-cohort-projects/the-oracle-network/
https://mediafutures.eu/2nd-cohort-projects/our-tribune/
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4.7.5 Dissemination of 1st cohort projects 

The teams of the 1st and 2nd cohorts are of course also communicating and disseminating their 
projects widely. An overview for 1st cohort projects is provided in Table 4. The list is based on 
information provided by the projects to the MediaFutures communication team. 
  

Table 4 - List of dissemination activities of 1st cohort projects 

Team Track What? Where? (City, Event Place, Name of 
the Event) Country 

When? 
(Date of the 

event, of 
publishing, 

etc.) 

730h of 
violence 

AfM 

Article in 
general 
media 
outlet 

Les violències quotidianes protagonitzen 
la nova mostra del Mutuo Centro de Arte 

de Barcelona, 324 (Catalonia news) 
Spain 

September 
2021 

730h of 
violence 

AfM 

Article in 
general 
media 
outlet 

La violencia cuantificada en 730 horas 
de arte digital y analógico. DIARIO 

DESIGN (Design blog) 
Spain 

13 September 
2021 

730h of 
violence 

AfM 

Article in 
general 
media 
outlet 

Les violències quotidianes protagonitzen 
la nova mostra del Mutuo Centro de Arte 

de Barcelona LA REPÚBLICA 
(Newspaper) 

Spain 2021 

730h of 
violence 

AfM Exhibition 
Mutuo Gallery. Carrer de Méndez 

Núñez, 7, 08003 Barcelona 
Spain 

07-30 
September 

2021 

730h of 
violence 

AfM 
Radio 

announcem
ent 

Rac1 news RAC 1 (National Radio) Spain 
September 

2021 

730h of 
violence 

AfM 
Radio 

announcem
ent 

Matins Catalunya Ràdio Catalnya Ràdio 
(National Radio) 

Spain 
10 September 

2021 

730h of 
violence 

AfM Others 
Collaboration with CNN London for 
International Day of Non-Violence 

UK 2021 

730h of 
violence 

AfM 
TV 

announcem
ent 

Exhibition announcement on TV 
Barcelona News TV TVNews Beteve 

(Local TV) 
Spain 2021 

730h of 
violence 

AfM Talk 
Paris, Ircam, Vertigo Forum, "Networks 

and interactions" 
France 10 March 2022 
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Team Track What? Where? (City, Event Place, Name of 
the Event) Country 

When? 
(Date of the 

event, of 
publishing, 

etc.) 

730h of 
violence 

AfM Exhibition Grenoble, Experimenta 2022 France 
19-22 October 

2022 

730h of 
violence 

AfM Talk 
Grenoble, Experimenta 2022, talk on 

phenomena of violence online 
France 

19-22 October 
2023 (TBD) 

730h of 
violence 

AfM Exhibition Ars Electronica 2022 Austria 
7-10 

September 
2022 

Biblio-
Graph 

SmA 

Article in 
general 
media 
outlet 

Article in the Cosmic Bulletin Online TBD 

Biblio-
Graph 

SmA Exhibition 
Sao Paolo, Implementation of the 

microtools at Casa do Povo 
Brazil 

December 
2021 

Biblio-
Graph 

SmA Exhibition 
Amsterdam, de Appel (art center), 

“Catching up in the archive” 
Netherlan

ds 
7 April-29 May 

2022 

Biblio-
Graph 

SmA 
Interview / 
Podcast 

1-hour interview broadcast live as part of 
the Symposium Open Archive, Institute 

of Social History 
 8 June 2021 

Biblio-
Graph 

SmA Festival 
Barcelona, Booth at 4YFN during the 

World Mobile Conference 
Spain 

June 29th to 
July 1st 2021 

Biblio-
Graph 

SmA Podcast Voiceblind, Ep 6, How to read a library  2021 

Biblio-
Graph 

SmA 
Scientific 

paper 

Mariana Lanari, ”Reading as Sculpture: 
A new layer for the library in ruins” 

Stedelijk Studies Journal 11 (2022). 

Netherlan
ds 

2022 

Biblio-
Graph 

SmA Talk 
Ars Electronica Festival - "Creating with 

data: from arts to entrepreneurship" 
Austria 

9 September 
2021 

Biblio-
Graph 

SmA Talk 
Brazilian online seminar The Library as 

Artistic Practice 
Brazil 

23 November 
2021 

Biblio-
Graph 

SmA Talk 
Netherlands, Amsterdam, Process-

presentation at the Rietveld Academy 
Netherlan

ds 
26 November 

2021 
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Team Track What? Where? (City, Event Place, Name of 
the Event) Country 

When? 
(Date of the 

event, of 
publishing, 

etc.) 

Biblio-
Graph 

SmA Talk 
Presentation of the model in an online 
contribution to Schemas of Uncertainty 

Netherlan
ds 

2021 

Critical 
Climate 
Machine 

AfM 
Code/Algori

thm 
Online Online TBA 

Critical 
Climate 
Machine 

AfM Exhibition 
ZKM Karlsruhe, Digiloglounge Who Can 

We Trust? 
Germany 

January-May 
2022 

Critical 
Climate 
Machine 

AfM Exhibition Deutsches Museum Nürnberg Germany 
October 1-

November 7 
2021 

Critical 
Climate 
Machine 

AfM Exhibition Experimenta, Grenoble France 
19-22 October 

2022 

Critical 
Climate 
Machine 

AfM 
Article on 
Ircam's 
website 

Jérémie Szpirglas published on 
IRCAM’s website 

France 2021 

Critical 
Climate 
Machine 

AfM Interview 
Interview with Gaëtan Robillard and 
presentation of the work in progress, 

ZKM 
Germany August 2021 

Critical 
Climate 
Machine 

AfM Talk Sónar Lisboa 2022 Portugal April 2022 

Critical 
Climate 
Machine 

AfM Talk 
CSM London, online, The Role of Data 

in the Ecological Crisis 
UK 19 April 2022 

Evil Magic 
Mirror 

AfM Talk 
“Creating with data: from arts to 

entrepreneurship” at Ars Electronica 
Festival 

Austria 
9 September 

2021 

HYPERViz SmA 

Article in 
general 
media 
outlet 

MediaFutures' Website Online 
10 August 

2021 
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Team Track What? Where? (City, Event Place, Name of 
the Event) Country 

When? 
(Date of the 

event, of 
publishing, 

etc.) 

JECT-
Sense 

SmA Exhibition 
14th ACM Creativity & Cognition 
Conference Art Exhibition, Venice 

Italy 
22-25 June 

2022 

JECT-
Sense 

SmA Exhibition 

Participation in the Bulgarian-Austrian 
group exhibition entitled "How soon is 

now" at Structura Gallery with curators: 
Walter Seidl & Maria Vassileva; Sofia 

Bulgaria 
20 September 

2022 

JECT-
Sense 

SmA 
Peer-

reviewed 
paper 

14th ACM Creativity & Cognition 
Conference, Venice 

Italy 
June 20-23 

2022 

JECT-
Sense 

SmA Talk Italy, STARTS Talks Genova Italy 
29 October 

2021 

Social 
Sandwich 

AfM Exhibition 
Social Sandwich preview: online, 

September 6 to 12, 2021 
Online 

6-12 
September 

2021 

Soft 
Evidence 

AfM 

Article in 
general 
media 
outlet 

Ars Electronica, “Art and (invisible) 
technology: A closer look at Soft 

Evidence and On View” 
Austria 2021 

Soft 
Evidence 

AfM 

Article in 
general 
media 
outlet 

How Ania Catherine & Dejha Ti are 
Elevating Digital and Immersive Art, By 

Julien Delagrange 
Online 22 March 2022 

Soft 
Evidence 

AfM Others 
DetektorFM Podcast interview about 

Soft Evidence 
Online 

25 October 
2021 

Soft 
Evidence 

AfM Talk 
Online, Data week: New data 

requirements AI-Art collaborations 
Online 25 May 2021 

Soft 
Evidence 

AfM Talk 
Ars Electronica Festival - Art and 

(invisible) technology: A closer look at 
Soft Evidence and On View 

Austria 
10 September 

2021 
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Among the 43 elements listed, some AfM and SmA teams noticeably managed to get exhibited:  
 Biblio-Graph has had a solo show at the de Appel, Amsterdam (NL); 
 Domestic Data Streamers’ installations 730 hours of violence will be partially exhibited at Ars 

Electronica 2022 (AU) and Experimenta 2022 (FR) after a solo show in Barcelona (SP);  
 Gaëtan Robillard’s Critical Climate Machine was exhibited at the ZKM (DE) in the first months 

of 2022 and will be shown at Experimenta 2022 (FR). 

4.8 Press and media work, interviews, articles 
Several articles have been developed, in particular on the funded projects. They were mainly 
published through institutional channels. These are: 
 Written and published by MediaFutures partner LUISS: 

○ Edit Wars: the vaccine against the military rhetoric (Interview with one of the 2nd cohort);  
○ Digital Art Against Misinformation on Climate Change (Article about one of the 1st cohort 

projects);  
○ 730 hours of violence (Interview with one of the 1st cohort projects); 
○ Idmo-Ipsos survey on trust in media in Italy (Article related to disinformation);  
○ 730 hours of violence (Interview with one of the 1st cohort projects - italian translation) ; 
○ Soft Evidence (Interview with one of the 1st cohort projects - italian translation);  
○ Soft Evidence (Interview with one of the 1st cohort projects);  
○ MUMIDIS, the digital disinformation museum (Article about one of the 2nd cohort projects 

- italian translation); 
○ “Time-lapse migration”: dipingere una nuova vita nel Metaverso (Article about one of the 

2nd cohort projects - italian translation). 
 Written and published by MediaFutures partner IRCAM:  

○ Gaetan Robillard - Critical Climate Machine (1/4); 
○ Gaetan Robillard - Critical Climate Machine (2/4); 
○ Gaetan Robillard - Critical Climate Machine (3/4); 
○ Gaetan Robillard - Critical Climate Machine (4/4). 

 

Nine press releases have been developed so far and were distributed through the project and the 
consortium members’ channels (partly in translated versions). They were published at key moments 
of the project: 

● at the beginning of the project in September 2020; 
● for the launch of the 1st Open Call in November 2020; 
● for the start of the 1st round of the support programme in April 2021; 
● for the start of the BUILD phase in May 2021; 
● at the 1st cohort graduation in September 2021; 
● for the launch of the 2nd Open Call in November 2021; 
● for the start of the 2nd cohort support programme at the beginning of April 2022; 
● for the start of the BUILD phase of the 2nd cohort at the end of April 2022; 
● for the launch of the 3rd Open Call at the end of June 2022. 

https://mediafutures.eu/projects/1st-cohort-projects/biblio-graph/
https://www.deappel.nl/en/
https://mediafutures.eu/projects/1st-cohort-projects/730-hours-of-violence/
https://ars.electronica.art/planetb/en/
https://ars.electronica.art/planetb/en/
https://www.experimenta.fr/
https://mediafutures.eu/projects/1st-cohort-projects/critical-climate-machine/
https://zkm.de/de
https://www.experimenta.fr/
https://zetaluiss.it/2022/04/16/the-vaccine-against-russia-news-media-and-propaganda/
https://zetaluiss.it/2022/04/14/digital-art-against-misinformation-on-climate-change/
https://zetaluiss.it/2022/04/14/the-many-faces-of-violence/
https://zetaluiss.it/2022/04/13/italian-citizens-attitude-towards-social-media-and-information/
https://www.idmo.it/2022/04/12/violenza-quotidiana/
https://www.idmo.it/2022/04/11/soft-evidence/
https://zetaluiss.it/2022/04/16/soft-evidence-how-algorithms-mislead-men/
https://datalab.luiss.it/news-e-eventi/mumidis/
https://www.idmo.it/2022/07/12/time-lapse-migration-media-futures/
https://www.ircam.fr/article/gaetan-robillard-data-portrait-du-climatoscepticisme
https://www.ircam.fr/article/critical-climate-machine-saison-1-episode-2-dyci2-dans-la-machine-climatique
https://www.ircam.fr/article/critical-climate-machine-composer-avec-dyci2
https://www.ircam.fr/article/critical-climate-machine-skeptical-science
https://mediafutures.eu/wp-content/uploads/2021/01/MediaFutures-press-release-09_2020.pdf
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_results1stOpenCall.pdf
https://mediafutures.eu/wp-content/uploads/2021/04/MediaFutures-first-cohort-press-release_6.4.2021.pdf
https://mediafutures.eu/wp-content/uploads/2021/08/Press_release_BUILDphase_May2021.pdf
https://mediafutures.eu/wp-content/uploads/2021/10/Press_release_First-MediaFutures-prizes-awarded.pdf
https://mediafutures.eu/wp-content/uploads/2021/11/MediaFutures-second-open-call-press-release-11_2021.pdf
https://mediafutures.eu/wp-content/uploads/2022/04/MediaFutures-second-cohort-press-release-04_22.pdf
https://mediafutures.eu/wp-content/uploads/2022/04/2nd-cohort_BUILD-stage-announcement-04_22.pdf
https://mediafutures.eu/wp-content/uploads/2022/06/MediaFutures-third-open-call-press-release-06_22.pdf


D5.4 - Intermediary dissemination report v2                                                                                                    

 
42 

A MediaKit with general information on the project is part of the MediaFutures website in the 
Resources page. 

4.9 Scientific outreach 
We are currently working on several scientific publications based on work in MediaFutures. This 
includes: 

1. A study together with cohort 1 Fast Familiar participants into the short and long-term effects 
of their structured social encounters about misinformation; 

2. A study of the expertises and collaborations of artists in the MediaFutures support 
programme; 

3. An analysis of the legal and ethical challenges in innovation in MediaFutures; 
4. An analysis of the applications for MediaFutures with a comparison to similar innovation 

programmes. 
We aim for these publications to be presented at conferences and/or submitted to academic journals 
before the end of the programme in 2023. 

5 The promotion of the Open Calls 
This Chapter focuses on the promotion of the 2nd Open Call which took place from November 2021 
until January 2022. Detailed information on activities in regard to the promotion of the 1st Open Call 
is available in the D5.3 while the 3rd Open Call promotion will be covered in the upcoming deliverable 
D5.5, as it is running during the time of writing. 
 
As for the 1st Open Call, for the promotion of the 2nd Open Call a specific communication strategy 
was developed and implemented. The strategy took learnings of the 1st Open Call strategy into 
account and focused on networks that could reach groups that were not well represented in the 
applications for the 1st Open Call, namely: women and innovation associations, institutions from 
countries that were underrepresented in the 1st Open Call applications (e.g. from Southern and 
South-East Europe and the Baltic States), groups representing ethnic minorities as well as the LGBT 
community Dedicated social media campaigns were implemented and representatives contacted via 
email by all partners. 
 
A communication kit was created. It included a press release, several banners for social media, a 
short video, an email format to be used by all the partners for promoting the call through their 
contacts, Twitter, Facebook, LinkedIn and Instagram post templates again to be used by project 
partners following an agreed calendar for posting, a standard PPT presentation presenting the 
project, the call and the submission procedure and a dedicated dissemination strategy for the Open 
Call in particular with internal deadlines and the division of work among project partners. As 
described in the previous chapters, this led to an intensive promotion through the project and 
partners’ websites and social media channels, media campaigns, newsletters and networking 
activities of all partners in their communities at events or with direct contacts. Paid advertisement 
campaigns were carried out on Twitter and Facebook in order to support the Call-related information 

https://mediafutures.eu/resources/mediakit/
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
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to reach new contacts at EU level: thanks to these campaigns we were able to reach more than 1M 
of people. Tables 5 and 6 show the total audience reached through these campaigns. 
 

Table 5 - Twitter ad campaign in relation to the MediaFutures 2nd Open Call 

Campaign name Objective Campaign 
start 

Campaign 
end 

Impressio
ns 

Total 
audience 

reach 

2nd Open Call Startup 
meets Artist 

Reach 
13 January 

2022 
21 January 

2022 
23,604 22,998 

2nd Open Call - 
COUNTRIES 

Reach 
6 December 

2021 
21 January 

2022 
29,744 29,476 

2nd Open Call #1 Reach 
6 December 

2021 
21 January 

2022 
52,857 52,114 

 
Table 6 - Facebook ad campaign in relation to the MediaFutures 2nd Open Call 

Ad set name Result Type Starts Ends Results 
(Link clicks) Reach 

2nd Open Call #1 
Artists 

Link clicks 
6 December 

2021 
21 January 

2022 
411 213,360 

2nd Open Call #1 
Startup 

Link clicks 
6 December 

2021 
21 January 

2022 
724 374,566 

2nd Open Call #1 
Startup Women 

Link clicks 
19 January 

2022 
21 January 

2022 
1 77,823 

2nd Open Call #1 
Countries 

Link clicks 
6 December 

2021 
21 January 

2022 
274 294,871 

 
Table 7 shows the number of contacts to stakeholders with a distinction in regard to categories and 
also includes social media. It should be noted that the division of contacts into categories cannot be 
completely precise, as e.g. categories of subscribers to newsletters (which are counted in the column 
“People”) are not always known and we decided to allocate the numbers to the most relevant 
category. Therefore, some numbers seem very low, e.g. to policy makers, although it can be 
assumed that they are included in other categories. 
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Table 7 - Stakeholders reaches during the promotion of the 2nd Open Call 

Category People Twitter Linkedin Facebook Instagram 

Cultural institutions 
in Low- and Low-

middle income 
countries, in 

particular from South 
and South-East 

Europe 

38 1,009,256 12,271 571,713 416,107 

Women and 
innovation 

(associations) 
16 56,385 8,336 9,876 36,771 

Organisations 
working with or 

representing ethnic 
minorities and 

individuals originally 
from lower-income 
countries) working 

with artists or 
startups 

1,507 44,496 41,515 110,157 53,298 

LGBT community 15 335,867 47,702 133,291 37,364 

Big Data 
Associations 1,158 3,772 3,187 - - 

Artists and 
Technology 

751,962 
 

383,442 56,107 408,524 211,308 

Startup and SMEs 2,006 530,114 373,816 77,289 6,366 

Media Associations 122,791 61,306 13,088 89,714 57,673 

Policy makers and 
funding Agencies 14 384,334 176,081 99,402 24,678 

Related Projects and 
Research 28 344,015 244,227 307,518 251,755 

Others 19,345 140,466 39,884 7,514 9,460 
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Category People Twitter Linkedin Facebook Instagram 

Advisory Board 25 - - - - 

~Totals 899k 3,2Mio 1Mio 1,8Mio 1,1Mio 

 

Summarising members of the different networks as well as followers on social media, we had over 
8 Mio contacts for the 2nd Open Call. The campaign resulted in 104 eligible applications from 39 
countries (see report Summary of Open Calls v2 (D1.5)).  

The stakeholders reached for the promotion of the 1st Open Call was reported in D5.3 with a total of 
approx. 3 Mio contacts. Most of these contacts were also contacted for the 2nd Open Call promotion 
in addition to a number of new groups as explained above. So, regarding the cumulative outreach 
for the first two Open Calls, we can calculate approx. 11Mio contacts. 

6 The promotion of the support programme and the 
participating projects 
Part of MediaFutures communication and dissemination activities is the sharing of the funded 
project’s learnings and knowledge with a wide audience but also supporting the selected teams in 
spreading their work and results. 
 
All along the support programme, the MediaFutures’ communication team present the project teams, 
share their work in progress, publish their results and showcase their final outcomes. In order to do 
so, several tools are used: the website, social media as well as events. 
  
In the following the support programme communication actions, from the selection of the teams, to 
the post residency / acceleration phase are described in more detail. 
  
Once the teams are selected for the START phase, their project is published on the MediaFutures 
project page. One can find the 24 projects from the 2nd cohort classified by track: Artists for Media 
(AfM), Startup meets Artist (SmA) and Startups for Citizen (SfC). The social media are there to reveal 
the results of the Open Call. It is an important moment where posts are published about the selected 
teams, and point out to the website for details. 
 
During the START phase, many training sessions and meetings take place. The communication 
team attends the session and publishes posts on the content of those gatherings. It allows the 
community to know more about the programme and teams. It is also a way to increase the interest 
of the followers that will potentially apply to the next Open Call. 
  
At the end of the START phase, less than half of the SfC and SmA teams are selected. The website 
is updated with the results of the competition. The selected teams are highlighted on the project 

https://mediafutures.eu/wp-content/uploads/2022/04/MediaFutures-D1.5-Summary-of-calls_v2.pdf
https://mediafutures.eu/wp-content/uploads/2022/04/MediaFutures-D1.5-Summary-of-calls_v2.pdf
https://mediafutures.eu/wp-content/uploads/2022/04/MediaFutures-D1.5-Summary-of-calls_v2.pdf
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://mediafutures.eu/all-projects/
https://mediafutures.eu/all-projects/
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page. During the five following months, the online descriptions of the projects are updated regularly. 
On social media the BUILD projects are presented in detail. The communication team shares posts 
on the meetings, gatherings and training sessions as well as updates on the progress of the teams 
and events they participate in. 
  
The supported teams are asked to write 2 blog articles3: one by mid-term and one at the end of the 
programme. This allows the communication team to have redacted content to share widely with the 
community. It helps to create links between the followers and the teams. At the end of the 
programme, the artists and startups produce a short video presenting their MediaFutures’ project 
and explaining their results. Those videos are uploaded on MediaFutures YouTube channel and 
added to the project descriptions on the website. Those videos are very helpful as they sum up the 
projects, and present in an entertaining way the results of MediaFutures. Those videos are also a 
great tool to disseminate the works as it’s easy to share with potential exhibitors or investors. 
 
Finally, to close each round of the support programme we organise Demo Days. In 2021, all teams 
of the 1st cohort successfully reached their defined KPIs thresholds at the BUILD phase and were 
invited to take part in the EXHIBIT phase, a public virtual Demo Day. In this event, the teams had 15 
minutes to present their outcomes and answer questions from an expert jury panel. The jury 
consisted of internal and external experts in the fields of business, data, and art, and was responsible 
for selecting one winner from each of the three tracks. At the same time, the audience was invited 
to experience the solutions in virtual exhibition rooms via Zummit, a platform created to offer live 
online events and online booths. The 1st Demo Day took place on 23 September 2021. At the end 
of each of the track’s presentations, the jury panel had the opportunity to meet in separate rooms to 
discuss their final scores and select the winner of the specific track. After the three track 
presentations, the announcement of the winners took place, defining the graduation of the 1st cohort 
of MediaFutures. Around 100 persons attended the event. We invited cultural and business partners 
for them to discover the final results. On the whole, the Demo Day represented an opportunity for 
startups and artists to showcase their work on the programme and to engage one last time as a 
cohort. The spirit, ambitiousness, and passion of the teams were greatly reflected in their pitches 
and their online booths.  
 
For the 2nd cohort, the Demo Days will take place at IRCAM Paris, on 10 and 11 October 2022. 
During the afternoons the teams will pitch their projects in front of a panel of experts. Their 
interventions will be interspersed by keynotes on misinformation conducted by experts on the subject 
or supported teams from the 1st cohort invited to present their MediaFutures projects. In order to 
allow the participation of speakers unable to travel and an audience from all over the world, the public 
event will be streamed live. 
  
In addition to the online visibility and the Demo Days, the communication team puts important effort 
in finding places to showcase the works and results of MediaFutures. For this we rely on existing 
events and collaboration with partners. 
 

                                                 
3 The blog posts from the projects can be found here, selecting the filter “Stories”. 

https://www.youtube.com/channel/UCW2240B3hXMFrTYgZGkWOGQ/playlists
https://www.youtube.com/channel/UCW2240B3hXMFrTYgZGkWOGQ/playlists
https://mediafutures.zummit.com/
https://mediafutures.eu/demodays-october-2022/
https://mediafutures.eu/blog/
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During the support programme, we organise dissemination meetings with the artists of the funded 
projects. We invite cultural partners and ask the artists to present their project in 10 minutes. The art 
partners are there to ask questions, discover the work and potentially help the artists find places to 
exhibit the works. In 2022 it took place on 30 June, online. The panel was composed of Hannah 
Redler Hawes - Data as Culture Art Programme (UK), Alejandro Martin - Espronceda (Spain), 
Clément Thibault - Le Cube (France), Yannick Hofmann – ZKM (Germany), Reeli Kõiv - Estonian 
Academy of Arts (Estonia), Antònia Folguera - Sonar (Spain). We also shared the recording with the 
partners interested but who could not attend the meeting Veronika Liebl / Karla Spiluttini - Ars 
Electronica (Austria), Gilles Alvarez – NEMO (France), Ulrich Schrauth - VRHAM (Germany), Miha 
Tursic - Waag (Netherlands), Irini Papadimitriou - FutureEverything (UK). After the meeting, several 
artists and curators came into contact. In June 2021 a first meeting took place with the artists of the 
1st cohort (see Table 1 in Chapter 4.7). 
 
In 2021, even though the artworks were not finalised, we invited artists to take part in events and 
talks. 
 
At the beginning of September 2021, the Ars Electronica Festival took place. We organised  a panel 
discussion on creating with data: from arts to entrepreneurship, chaired by Elena Simperl from KCL 
in which one representative from the Obvious Collective as well as the artist Mariana Lanari 
presented their artworks developed within the funded projects. In addition two workshops also took 
place in the framework of the event. One by Ania Catherine and Dejha Ti about their two last artworks 
On View and Soft Evidence. The second was led by Domestic Data Streamers who discussed the 
use of violence in the 21st century, the theme of their MediaFutures project. For more information 
see Chapter 4.7.1. 
 
We are currently working on the 2022 edition and will organise a MediaFutures panel discussion 
about misinformation and climate change during the STARTS day, on September the 9th. The panel 
will be moderated by the journalist Gianni Riotta from MediaFutures partner LUISS, and will include 
a climate expert, an artist and a startup both dealing with this topic. In addition to this round table, 
four modules of the artwork 730 hours of violence from the collective Domestic Data Streamers 
supported in 2021 will be exhibited: slow violence, data violence, hostile architecture and violence 
by omission.  
  
A month after the end of the 1st round of the support programme, the ODI Summit took place (see 
Chapter 4.7.2). As a sponsor of the event, MediaFutures held a virtual booth where all the supported 
projects were presented with links to their websites and members from the consortium were there to 
answer questions from the audience. In the ODI Summit 2022 there will be three virtual booths for 
MediaFutures, one per track, with videos of the projects from the 2nd cohort. The winners of each 
track will have the chance to present their results during a Q&A session moderated by MediaFutures 
partners. 
 
For the first time since the beginning of MediaFutures, we organised a physical gathering during the 
support programme in May 2022 in Hamburg. We took the opportunity of the Online Marketing 
Rockstars (OMR) fair taking place in Hamburg on 17 and 18 May (see Chapter 4.7.3), to invite all 

https://mediafutures.eu/projects/1st-cohort-projects/evil-magic-mirror/
https://mediafutures.eu/projects/1st-cohort-projects/biblio-graph/
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the supported teams from the BUILD phase to meet in Hamburg. These days were the occasion for 
the teams to meet and discuss with advisors from MediaFuture and experts (e.g. Network SE, an 
XR-expert, a sound artist and the manager of local programmes for artists, the Factory 
Hammerbrooklyn, the artistic director of VRHAM festival, the Tom Reichstein Contemporary gallery). 
As mentioned in Chapter 4.7.4, four startups from the 2nd cohort had the chance to participate in 
the South Summit in Madrid in June 2022 where ZABALA had booths and time for stage 
presentations.  
 
We are currently developing further the dissemination opportunities. One example is the  
Experimenta Art-Science Biennale taking place from 19 to 22 october 2022 in Grenoble. 730 hours 
of violence and Critical Climate Machine from the 1st cohort will be exhibited. Additional discussions 
with BOZAR, Scopitone, ISEA 2023, Sonar+D are underway.  
 
In addition to these actions led by the MediaFutures consortium, the artists also solicit their 
dissemination networks. In Table 4, the reader can discover the dissemination actions of each 
project.   

7 The MediaFutures Data toolkit dissemination 
The MediaFutures toolkit was presented to the consortium, and participants from the 1st and 2nd 
cohort, in June 2022. We will run an additional workshop with participants at the demo day in Paris 
in October 2022. 
 
The first version of the toolkit was published at the end of July 2022. Further workshops are planned 
throughout the rest of the project and once the final version is released, a communication campaign 
for a wider distribution is planned. 
 

8 Dissemination impact assessment after the first 23 months  
The implementation of the communication and dissemination strategy with its planned activities is 
monitored regularly (e.g. each 6 six months) in order to assess its effectiveness and progress as 
well as changes, if necessary. In order to facilitate the monitoring and evaluation some Key 
Performance Indicators (KPIs) had been identified in the Description of Acton (DoA) and  the 
Dissemination and communication strategy and instruments (D5.1) report. 
 
In the following Table 8, the achieved numbers for the first 23 months (September 2020 to July 2022) 
are shown, summarising and completing the numbers presented in the previous chapters. The 
numbers are based on information from all MediaFutures consortium members as well as tracking 
MediaFutures dissemination activities. An analysis is added for each instrument and KPI. A final 
interpretation can be found in Chapter 9.

https://www.experimenta.fr/
https://mediafutures.eu/projects/1st-cohort-projects/730-hours-of-violence/
https://mediafutures.eu/projects/1st-cohort-projects/730-hours-of-violence/
https://mediafutures.eu/projects/1st-cohort-projects/critical-climate-machine/
https://mediafutures.eu/wp-content/uploads/2022/06/D4.1-Data-Innovation-Toolkit-v1.pdf
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
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Table 8 - MediaFutures achieved numbers for dissemination and communication activities from September 2020 to July 2022 

(The numbers are based on defined KPIs in D5.1 and D5.2. The description was shortened, without changing the content. The Table includes a brief analysis for each KPI.) 

Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

Flyer, distributed 
online and offline 

Number of flyers 
distributed 

>1k by M18 
>2k by M36 

Distribution at 
events, 

workshops, via the 
website, etc. 

~ 20 unknown 

Due to the Covid19 
pandemic and the 
fact that outreach 

activities mainly took 
place online, also the 

dissemination of 
project information 

via e..g 
flyers/postcards (see 

Chapter 4.5) is 
mainly online. 

Therefore this KPI is 
not relevant 
anymore. 

Poster / roll-up 
Number of 

designs, updated if 
needed 

2 

Presented at 
events and 

downloadable from 
the website. 

n/a  

The comment in 
regard to the flyers 
applies also here. 

However it is 
probable that some 

material will be 
produced for the 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

upcoming events 
planned in presence, 
e.g. theDemoDay of 
the 2nd cohort and 

the final event at the 
end of the 3rd cohort 
support programme. 

Videos 
Number of videos 

and views 

2 videos with 500+ 
online views per 

video 

One video about 
the project, one 
about the Open 

Call 

1 with approx. 
500 views 

1 video of the 1st 
Open Call with 

approx. 560 views; 
1 video of the 2nd 

Open Call with 
approx. 189 views; 
1 video of the 3rd 

Open Call with 
approx. 25 views. 

A video for each 
Open Call was 
produced and 

promoted online, 
through social media 
and websites. All the 
videos are published 

in the YouTube 
channel within 

specific playlists and 
freely available all the 

time. Instead of 
producing one overall 

video about the 
project, we have 

evaluated the 
creation of different 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

playlists (Open Calls, 
cohorts project, etc.). 
Playlists enable video 
to play one after the 

other on a roll, 
stimulating viewers to 
stay back and watch 
the following video.  
Playlists also help 
viewers to have a 

better overview of the 
channel and easily 
look for the videos 
they want to watch. 

Numbers of 
interview clips and 

related videos 

30 to be edited in 
2-3 longer videos 

Interviews with 
project partners, 
stakeholders and 
incubated entities 
will be produced 

They will be edited 
in 2-3 longer 

videos for key 
events. 

11 (2 project 
partner 

interviews, 2 
webinar 

recordings, 1 
workshop 

recording, 6 
project pitch 
videos), with 

29 (14 project 
videos, 

6 project pitch 
videos 

5 webinar 
recordings, 

2 project partner 
interviews, 

We have evaluated 
creating playlists 
instead of longer 

videos. To clarify the 
reason for that, refer 

to the comment 
regarding the playlist 

in the above row. 
The interviews and 
registrations were 



D5.4 - Intermediary dissemination report v2                                                                                                    

 
52 

Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

approx. 600 
views 

6 further project 
pitch videos, not 

published 

1 workshop 
recording, 

1 promotional 
video for ODI 

Summit) 

promoted through 
social media and the 

project website. 

Project website 

Number of visitors 
+ page views 

1,5k visitors, 3k 
pages views in 

total Web traffic 
statistics collected 
and documented. 

20,5k visitors 
32k unique page 

views 

61,8k visits 
94,6,2k unique 

Successful 
dissemination 

through website, 
planned targets 
already reached. Average visit 1 minute 

2min 35s 
average visit 

duration 

2min 20s average 
visit duration 

Social media 

Number of 
followers on 

Twitter, LinkedIn 
and Instagram 

10k in total by M36 

Weekly updates 
and engagement. 

1,1k in total by 
M11 

2,4k in total by 
M23 

The number of posts 
is on track in regard 
to the planned ones, 

as all three social 
media channels post 

regularly. The 
number of followers 

is lower than it should 
have been after the 

first 23 months, 
looking at the target 

Number of 
posts/tweets 

3k by M36 
460 in total by 

M11 

1,190 by M23 (827 
Tweets, 76 

Instagram posts, 
287 LinkedIn 
posts in total) 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

numbers. This can be 
explained by the fact 
that people lost trust 

in news as a 
consequence of the 
COVID-19 pandemic 
and the  war between 
Russia and Ukraine4 
and of course by our 

social media 
strategy: 

Our growth was 
steady but slow, and 

the social media 
strategy was more 
focused on creating 

engagement and 
driving users to the 

MediaFutures 
website, which is the 

                                                 
4 In the 2022 Digital News Report it is said that "Access to news continues to become more distributed. Across all markets, less than a quarter (23%) prefer to start their news journeys 
with a website or app, down nine points since 2018. Those aged 18–24 have an even weaker connection with websites and apps, preferring to access news via side-door routes such 
as social media, search, and mobile aggregators. Facebook remains the most-used social network for news but users are more likely to say they see too much news in their feed 
compared with other networks. While older groups remain loyal to the platform, we show how the youngest generation has switched much of its attention to more visual networks over 
the last three years”. 

https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2022
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

main repository 
where users can find 

information on the 
OpenCalls and other 
project information. 

Indeed, looking at the 
website traffic, social 

media represents 
18% of all visits. 

We use the 
consortium partner 

social media 
channels which are 
well established and 
have in total approx. 
600k followers of all 
partners together so 

far (not counting 
personal accounts). 
Important tweets of 
e.g. the Open Call 

are tweeted also on 
S+T+ARTS and 

BDVA. 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

So overall we are 
confident that we can 

reach a wide 
audience even if they 

are not direct 
followers. 

MediaFutures 
events 

Number of events 
organised 

10 
MediaFutures 
events will be 

organised as part 
of each of the 

project WPs (peer 
networking events, 

training 
workshops, 
graduation 

ceremonies and 
demo days). 

Promotion before 
and dissemination 
of results after the 

events. 

6 17 MediaFutures was 
active in the 

organisation of 
events for different 
parts of the project. 
Due to the Covid-19 

pandemic most 
events up to now 
have taken place 

online. The project 
reached the planned 
overall targets and 
will continue with 

important events in 
the last project year. 

Number of 
participants overall 

1k 280 1,4k 

External events 
Number of events 

attended 
50 Presented 

material, photos, 
16 28 As written in Chapter 

4.7 MediaFutures 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

social media, trip 
reports. News on 

the project 
website. 

partners presented or 
promoted 

MediaFutures in 28 
events and reached a 
large audience (exact 
numbers are difficult 
to calculate, for some 
information see Table 
2). News about most 

events were 
published on the 

MediaFutures 
website and social 
media. The project 

can be considered on 
track with this 

indicator, considering 
in particular the 

impact of the Covid-
19 pandemic in the 

cancellation of many 
events, and 

participation in further 
events is planned in 
the final project year. 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

Media coverage 

Press releases 20 

Paid and free 
articles in sectorial 

online and 
traditional 

magazines. Paid 
and free short 

news or in 
magazines 
promotional 

spaces (visual). 

4 
MediaFutuers+9 

partners 

9 
MediaFutures+11 

partners 

On the basis of the 9 
press releases the 

MediaFutures 
partners produced 11 
others, so arrived at 

20 in total. 

Number of articles 
in magazines 

20 0 13 

Here a considerable 
effort has been made 
in the second project 
year. The published  

articles (Chapter 4.8), 
are mainly reporting 
on selected funded 

projects to raise their 
visibility. 

Editorials and 
clippings 

100 13 

27 
(communication 

campaigns), > 110 
blog posts 

We show in this 
indicator the number 

of communication 
campaigns as well as 

the number of blog 
posts by the project 

and all partners 
channels. 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

Communication 
campaigns have 

focused so far on the 
promotion of the 

Open Calls and the 
information about 

funded projects. Blog 
posts include 

information about key 
moments of the 

project, events but 
also content-related 

articles. 

Open Call 
campaigns 

People reached by 
M36 

1 million 
Specific Open Call 

promotion 
strategy. 

272k direct 
contacts and 3 
Mio contacts 

including 
outreach through 

social media 

> 1Mio direct 
contacts and > 8 

Mio contacts 
including outreach 

through social 
media 

The campaigns for 
the first two Open 

Calls (Chapter 5) can 
be considered 

successful, looking at 
the numbers of 

people reached and 
the quality and 

variety (in terms of 
content and 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

applicants) of 
received proposals. 

Stakeholder 
cluster 

Number of 
organisations 

50 

The cluster is 
planned to cover 
areas in demand 
among startups 

and artists and be 
representative of 
the community. 

26 26 

26 organisations 
confirmed their 

participation at the 
beginning of the 

project and they form 
a loose network that 
is contacted at key 

moments of the 
project (e.g. Open 
Calls, DemoDays, 

etc).  As the 
collaboration with 
other projects and 

networks (as 
S+T+ARTS and 
BDVA) has been 

further strengthened, 
it was decided to not 
further formalise the 
stakeholder cluster, 

but build up the 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

ecosystem through 
these collaborations. 

Advisory Board Number of people Up to 10 

Starting from 
identified 
confirmed 

members during 
the proposal 

phase, recruitment 
of additional 

advisors. 

4 8 

A high expert 
Advisory Board has 

been established with 
8 confirmed 

members. The Board 
contributes to the 

project with strategic 
guidance and 

expertise in their 
respective field. No 

further members are 
planned to be 

involved. 

Ambassador 
network 

Number of 
ambassadors 

30 

Invitations of 
professionals from 
different sectors as 
well as interested 
members of the 
public to apply to 
join the network 

and add new 

2 9 

The Ambassador 
Network invites 

experts, 
entrepreneurs and 
interested people 

from the media, art 
and tech scene to 

help us build 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

impulses and 
perspectives to our 

work. 

grassroots support, 
generate more 

awareness about our 
Open Calls and to 

better put the 
spotlight on our 

startups and artists. 
New members can 

join any time as there 
is a frequently 
ongoing call for 
ambassadors. 

DIH network Number of hubs 50 

Reaching out to 
additional DIHs in 
Europe, especially 

in countries or 
regions that are 

not yet well 
represented in the 
current network of 

LUH. 

276 Approx. 200 

We reached out to 
approx. 200 DIHs for 
the promotion of the 
open calls. Further 

links to DIHs on 
Cultural and Creative 
Industries as well as 

the upcoming EIT 
Culture & Creativity 

Knowledge and 
Innovation 

Community(KIC) can 
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Instrument Indicator Target Description Numbers 
reached by M11 

Numbers 
reached by 23 Analysis/comments 

be found in Chapter 
3. 
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9 Conclusions 
The MediaFutures project and all partners put considerable effort to make the project known in 
related communities, to attract artists, startups and SMEs to participate in the Open Call and to 
support participants of the residency and accelerator programme to promote their project results and 
find future opportunities to develop them further.  
 
MediaFutures has been established as the European data-driven innovation hub for the media value 
chain as well as being part of the S+T+ARTS network and related to the BDVA and both the project 
and the funded projects are invited to events in the ecosystem. 
 
Activities and outputs on all planned channels were increased in relation to the activities reported in 
D5.3 (so in the Months 12 to 23 of the project), in particular in those areas where the performance 
in the first year was low (e.g. an increase in social media activities, in particular pointing recipients 
to the project website; articles to non-experts, in particular on the results of the funded projects). 
Another aspect was the adaptation of the 2nd and 3rd Open Call communication strategies which 
were adapted to reach underrepresented groups in the 1st Open Call.  
 
An analysis of Table 8 above and the activities and outcomes described in the previous chapters, 
shows that the performance of the dissemination, communication and ecosystem building activities 
in MediaFutures can be considered as mostly in line with the planned target numbers. Nearly all 
KPIs are on track (e.g. videos, social media posts, participation in events, media coverage) or have 
been already exceeded (as e.g. the views and average time of visit of the website, organisation of 
events and target number of participants, people reached during the Open Call campaign, contacts 
to the ecosystem).  
 
What can be noted is that an extensive audience has been reached, but differently than originally 
planned. The main channel is the MediaFutures project website (demonstrated by the high increase 
of number of visitors of the website; see Chapter 4.1 and Table 8), more than the originally planned 
outreach through social media (measured by followers). In fact, as written in Table 8, the social 
media strategy focuses on creating engagement and driving users to the MediaFutures website, 
which is the main repository where users can find information.  
 
The involvement of experts and key players of the ecosystem has also shifted from the originally 
planned involvement through various specifically created groups for the project, as e.g. the 
Ambassador network or the stakeholder cluster, to an intense collaboration with related and 
complementary initiatives for creating synergies and cross-sectoral partnerships, in particular with 
the S+T+ARTS ecosystem and the Big Data Value Association (BDVA) , but also with other funded 
projects and innovation programmes (see Chapter 3). This ensures that a wide number of experts 
are regularly informed about MediaFutures activities. The Advisory Board ensures a more specific 
involvement in project activities or for gaining feedback, and selected experts are invited to project 
activities, as e.e. the evaluation of the proposals or the juries for the pitch session and DemoDays. 

https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
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Some indicators were revised due to circumstances which lay outside the project influence. This 
regards in particular the number of dissemination materials distributed. As written in the Table 8, due 
to the fact that communication and events took place mainly online during the last two years and the 
change of habits, materials are mainly disseminated online. 
 
The final project year will start with the finalisation of the 2nd cohort projects and the selection of the 
3rd cohort. The funded projects will be in the focus of the communication and dissemination of the 
third year, together with the promotion of important project events (as the 2nd Demo Day and the 
final event with the 3rd Demo Day) as well as important outputs, as e.g. the Open Data Catalogue 
or the Data Innovation Toolkit.  
 
Another focus will be the presentation of MediaFutures results at scientific and topic-related 
conferences through talks and posters as well as through scientific publications. 
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DEN Design Entrepreneurship Institute 
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IDSA International Dataspaces 

IDMO Italian Digital Media Observatory 

IRCAM Institut de Recherche et Coordination Acoustique/Musique 

IT Information Technology 

KCL King's College London 

KPI Key Performance Indicator 

KU Leuven Katholieke Universiteit Leuven 

LUH Leibniz Universität Hannover 

LUISS Libera Università Internazionale degli Studi Sociali Guido Carli 

ODI Open Data Institute 

OMR Online Marketing Rockstars 

NGI Next Generation Internet 

NMA next media accelerator 

M Month 

SmA Startup meets Artist 

SfC Startups for Citizens 

SME Small and Medium Enterprise 

S+T+ARTS Science, Technology and the Arts 

WP Work Package 
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