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Executive Summary 

This report presents the achievements of the MediaFutures ecosystem building, dissemination and 

communication activities for the whole duration of the project and is an extension of the Intermediary 

Dissemination reports v1 (D5.3), covering the first 11 months, and v2 (D5.4), covering the period 

from months 12 to 23. The report analyses all channels used, both online and offline. This includes 

the project website, the social media channels, realised videos, dissemination materials, the 

organisation of events (with a focus on the final event), the presentations at events through talks and 

exhibitions, as well as media activities. It also reports on the MediaFutures ecosystem and in 

particular the collaboration with initiatives like S+T+ARTS and the Big Data Value Association 

(BDVA). The report includes the promotion of the 3rd Open Call from end of June 2022 until end of 

August 2022 and an overall analysis as well as on the funded projects and the support programme 

(Accelerator and Residency for the three MediaFutures tracks).  

The report also includes the concluding monitoring of the performance of communication, 

dissemination and ecosystem activities towards the Key Performance Indicators (KPIs), which can 

be considered almost all achieved or even exceeded in regard to the planned target numbers.  

Another focus of the report is the legacy of project outputs which is aimed at ensuring that they 

remain visible to the target audiences also after the end of the project. 
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1 Introduction 

The current report is the third in a row of three annual dissemination reports (Deliverables D5.3, D5.4 

and the current D5.5), collecting, analysing and reviewing the dissemination activities undertaken by 

the MediaFutures consortium. This third report presents the overall achievements of the 

MediaFutures communication, dissemination and ecosystem building activities for the entire period 

of the project, with a specific focus on the third reporting period from July 2022 until August 2023. It 

also describes the tools and the strategy adopted for the promotion of the 3rd Open Call and the 

related project teams, and their tools and solutions realised.  

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 and second version of this deliverable, D5.3 and D5.4, which covered the first 22 months 

of the project. It also presents the final achievements towards the Key Performance Indicators (KPIs), 

analyses the impact of the dissemination and communication activities, and includes a brief 

explanation of the planned dissemination strategy after the end of the project, to support the 

exploitation of its results. All this allows an overall evaluation of the communication, dissemination 

and networking activities of the MediaFutures project.  

The document is the fifth deliverable of WP5 “Ecosystem building, dissemination and 

communication”, and is reporting about 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. For the 

calculation of some numbers for the KPIs, specific explanations are given in the respective chapters 

(in particular Chapters 5,6 and 8). 

2 Overview 

As written in the Dissemination and communication strategy and instruments (D5.1), MediaFutures 

dissemination activities were 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 been initiated 

afterwards. 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 

https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.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
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
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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.  

During Phase III (Adoption) selected projects of the 3rd Cohort and the support programme were 

actively disseminated and overall project results presented to the ecosystem around MediaFutures 

(see Chapters 3 and 4.7). Indeed, the promotion of the 3rd Cohort projects results and the final Demo 

Days event in Hamburg in June 2023, the toolkit, the data portal and outputs produced as part of the 

exploitation activities (e.g. policy briefs, lessons learned, etc.) were in the focus in the final phase of 

the project dissemination and communication activities, in order to ensure the impact of project 

results after the end of the project. A particular importance was also given to restructuring the project 

website, so that it showcases the main outputs. 

The following chapters provide details on the single activities. Related statistics are presented, 

followed by the summarising table of KPIs and achieved numbers. 

3 MediaFutures Ecosystem at the end of the project  

Since its launch and over the three years, the MediaFutures project created and strengthened 

collaboration and connections with actors and networks in the media and Cultural and Creative 

Industries (CCIs) ecosystem active at European level. The project aimed to establish two different 

kinds of collaboration: 

1. Vertically, according to the topic of disinformation; 

2. Horizontally, according to the stakeholders engaged in the CCIs field. 

The focus on disinformation allowed MediaFutures to connect and bridge with ongoing initiatives 

focusing on the issue, such as the Italian Digital Media Observatory (IDMO) and other international 

stakeholders. The connection has allowed the dissemination of the open calls and project’s results 

directly to specific stakeholders working on the topic. Thanks to the participation to the “OECD Global 

Forum & Public Governance Ministerial Meeting – Building Trust and Reinforcing Democracy”, which 

took place in Luxembourg on 17-18 November 2022, the MediaFutures project was also able to 

better understand how to strengthening information ecosystems and tackling disinformation, as well 

as further enhance its stakeholder network to meet the challenges facing democracies. 

As reported in D5.3 and D5.4, from a broader perspective in the CCIs field, MediaFutures 

collaborated with some complementary initiatives for creating synergies and cross-sectoral 

partnerships: the S+T+ARTS initiative and the Big Data Value Association (BDVA). These initiatives 

https://www.idmo.it/
https://www.oecd.org/governance/reinforcing-democracy/
https://www.oecd.org/governance/reinforcing-democracy/
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://starts.eu/
https://www.bdva.eu/
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share some driven principles, such as the common interest in fostering innovation and research 

through the use of creativity that effectively implement a European approach to technological 

innovation centred on human needs and values. Moreover, the MediaFutures project also joined 

forces with the MÖBIUS project, a tech driven project aiming to innovate the publishing industry. On 

this cooperation it has been possible to align the actions and organise joint events. For example, in 

October 2022 MediaFutures participated at the policy event dedicated to “Creative and Culture 

Industries: transform and innovate to enable new business opportunities” on the premises of the 

Frankfurt Book Fair together with the other two Horizon 2020 projects – MÖBIUS, and S+T+ARTS 

– which are currently running EU-funded initiatives for CCIs. Partners experts from the three projects 

shared their best practices of sustainability and business exploitation that facilitate innovation in 

CCIs. Strengthening connections and collaborations with actors and networks in the digital media 

ecosystem active at European level lead the way to transformation and innovation of new business 

models and opportunities.  

To further foster connections, on 1st of December 2022, the MediaFutures partner DEN – on behalf 

of the MediaFutures project – attended the S+T+ARTS4Water symposium in Brussels, organised by 

the LUCA School of Art. The day started with a presentation of artists supported through S+T+ARTS 

and MediaFutures (from MediaFutures the following artists were present: Gaetan Robbilard “The 

Critical Climate Machine”, Mihály Kornai “The more the better / Two truths and a lie”, Marta 

Handenawer “730 hours of violence”, and Techwave and White Hog Design “The Oracle network”). 

Even though they were showing different artworks, all the presentations converged on the idea that 

merging art with technology and science can really provide new perspectives and a new lens on how 

to investigate and better understand our societies. It also underlined the importance of the 

connections between different projects: supporting each other, finding ways and opportunities to 

collaborate and to connect different pieces of a larger ecosystem.  

To reinforce the presence in the network, MediaFutures participated in the Moonshot event 

organised by the EIT Culture and Creativity (EIT CC) which happened in Brussels on May 30 th 2023. 

The event reconnected the CCIs ecosystem in Brussels, discussing the future of the sector and 

clarifying which are the expectations and future actions that the EIT CC will support in the upcoming 

years. Trust, courage, and societal issues have been the most impressive words used by the 

speakers and the audience during the day. The political support to the action has been boldly stated 

also by representatives of the EU, Valentia Superti, Director at DG Grow, and from Martin Kern EIT 

Director, opening the day with their speeches. 

To further support the ecosystem, MediaFutures dedicated a panel of the final event to a specific 

topic who drove several conversations over the last years in the consortium: “How to support startups 

and artists properly and efficiently?”. To set the ground for this conversation, MediaFutures retrieved 

a lot from the conversations it had with artists and startups over the three Cohorts, and it was quite 

clear during these interactions that the issue about supporting growth and innovation is not so 

obvious. To make it clear, it is not only about “how to get new or additional funds”. Indeed, there are 

many other variables to be considered. Often startups and artists need support in creating a Medium 

Valuable Product, in some other cases, they need support in getting in touch with other skills, 

bonding with other disciplines or support in getting in touch with experts.  

https://mobius-project.eu/
https://mediafutures.eu/mediafutures-at-the-frankfurt-book-fair-creative-and-culture-industries-transform-and-innovate-to-enable-new-business-opportunities/
https://mediafutures.eu/mediafutures-at-the-frankfurt-book-fair-creative-and-culture-industries-transform-and-innovate-to-enable-new-business-opportunities/
https://mediafutures.eu/mediafutures-at-the-frankfurt-book-fair-creative-and-culture-industries-transform-and-innovate-to-enable-new-business-opportunities/
https://starts.eu/what-we-do/residences/starts4water/
https://www.luca-arts.be/en
https://mediafutures.eu/projects/1st-cohort-projects/critical-climate-machine/
https://mediafutures.eu/projects/1st-cohort-projects/critical-climate-machine/
https://mediafutures.eu/projects/themorethebetter/
https://mediafutures.eu/projects/1st-cohort-projects/730-hours-of-violence/
https://mediafutures.eu/2nd-cohort-projects/the-oracle-network/
https://eit-culture-creativity.eu/eit-culture-creativity-moonshot-event/
https://eit-culture-creativity.eu/eit-culture-creativity-moonshot-event/
https://eit-culture-creativity.eu/eit-culture-creativity-moonshot-event/
https://eit-culture-creativity.eu/eit-culture-creativity-moonshot-event/


D5.5 - Final dissemination report                                                                                                    

  

 

8 

To get a more complete picture going beyond the MediaFutures experience, DEN, in collaboration 

with IRCAM, has organised and moderated the panel on “Further opportunities for artists and 

startups” with the following speakers: 

● Soenke Zehle, representing the EIT Culture and Creativity where he is currently part of the 

team of Action Programme Directors of the new EIT Culture and Creativity; 

● Paula Lauterbach, Communications Manager at NextMedia.Hamburg and engaged in the 

Hamburg Kreativ Gesellschaft, a local ecosystem to support creativity; 

● Dr Gefion Thuermer, King's College London and currently the technical and scientific 

coordinator of the IMPETUS project;  

● Marta Portales, responsible and coordinator for the European project at the Digital Future 

Society, the foundation connected to Mobile World Capital. 

The panellists touched different points about how and what could be improved in terms of support to 

the sector. It seems to confirm the need that a supporting programme to be really effective and 

achieve a higher impact should be flexible and ready to adjust to the specific needs of the 

stakeholders. The main takeaway message for ongoing and future mentoring programmes is to listen 

to the stakeholders; while to the ecosystem: to be ready to shout out loud what you need. Only by 

putting everything connected and aligned it will be possible to deliver outstanding results. 

Overall, and concluding the above, the networking activities of MediaFutures were useful to establish 

collaboration among projects and other initiatives in order to foster the discussion about the media 

ecosystems and the bridge between art, science and some relevant topics such as disinformation. 

As also reported in the exploitation strategy, we believe that all the networks activated so far will be 

further developed in initiatives and projects in the upcoming years. 

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 were 

active in order to engage stakeholders more closely in MediaFutures activities: the MediaFutures 

Advisory Board and the MediaFutures Ambassador Network, while a third body, the stakeholder 

cluster, continued to be a loose network for promoting specific project activities. 

During the MediaFutures project, the MediaFutures Advisory Board was 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 consisted of eight 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 and the promotion of the 2nd and 3rd 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 has been actively promoted through our channels. Beyond that, the Advisory Board helped to 

point MediaFutures Partners to key events and were included to the alumni Slack channel of the 

project programme to deepen the connections within MediaFutures. Moreover, the Advisory Board 

members provided high-level consultancy when required during the project individually. Throughout 

the duration of the MediaFutures project, the Advisory Board was informed on relevant calls as well 

https://mediafutures.eu/our-advisory-board/
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as events to be shared within their networks. If occasions arise, then project partners will consider 

engaging the MediaFutures Advisory Board members into upcoming funded projects, serving similar 

objectives as MediaFutures. Last but not least, interviews of members of the Advisory Board on their 

participation on the MediaFutures project as well as their recommendations for other EU-funded 

projects in the future were included in our activities with the objective to fortify lessons learned during 

MediaFutures and share recommendations for upcoming projects (see D6.2 Exploitation 

Implementation and D6.6 Sustainability Implementation Roadmap). 

As described in D5.4, in the course of the MediaFutures project, the Ambassador Network built 

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 were invited 

to become ambassadors, to provide their platform and reach to MediaFutures and increase the 

exchange between Cohorts. In total, ten graduates became MediaFutures Ambassadors. All Cohorts 

are invited to join the MediaFutures Ambassadors Network anytime where we regularly share 

notifications, updates and further information. Throughout the duration of the project, the 

Ambassadors supported MediaFutures to promote the work and news of the project and especially 

its three Open Calls. The ambassadors were invited to participate in selected project activities, e.g. 

in some of the training of the support programme as well as in project events. As per the project end, 

we had eleven MediaFutures Ambassadors. As for the Advisory Board, if occasions arise, it will also 

be considered to engage the MediaFutures Ambassadors into upcoming projects funded by the EC, 

in order to further strengthen the transfer of lessons learned and experience acquired. 

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 were contacted at key moments for the 

project, e.g. for the launch and promotion of the Open Calls and the Demo Days and they are partly 

promoting this information throughout their networks, while providing high-level consultancy and 

related professional and community networks when required. 

4 MediaFutures dissemination and communication 

achievements  

This Chapter gives further details on the single dissemination and communication outputs and 

related statistics and analysis for the entire 36 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/wp-content/uploads/2021/08/D6.1_Exploitation-Sustainability-Strategy_v1.1.pdf
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
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/) has been one of 

the projects’ main online dissemination tools, together with the social 

media channels. The website has presented the project and its 

ongoing 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 to project developments (see D5.3 and D5.4 for more 

information). 

Figure 1 provides an overview of the MediaFutures Homepage in the 

final project year, which aimed to show the most important information 

and outputs regarding the project: a banner with a short description of 

MediaFutures toolkit (or, close to the two Demo Days banners of the 

events) to drive the user in the specific section, an explanation of the 

three tracks and the project in general, and a preview of the latest blog 

articles. 

At the end of the project it has been restructured (see Chapter 8) 

in a way to give prominence to the key results and main outputs in 

order ensure their further dissemination. 

MediaFutures Website | Projects 

The website was a repository of the selected projects which were 

part of the support programme. Indeed, it collected the 

presentation of the projects from the 1st, the 2nd and the 3rd 

Cohort with descriptions, links leading to their websites and 

social media channels and cross-referenced to project updates 

(i.e. blog post news) or tools they developed as a result of the 

support programme.  

The MediaFutures Website | Blog 

The blog section informed about news and events around the 

project, as well as updates from the funded artists and startups 

(category Stories). More than 170 news and ad hoc articles were 

published in the 36 months of the project, written by the 

consortium and the project team members. 

The MediaFutures Website | Additional pages 

The website also presented the consortium, the team members, the Advisory Board and the 

Ambassador network. It also provided a page describing the Support Programme. The Resources 

page was updated with all public material of the project, available for download (e.g. Datasets and 

Tools, self-training resources, in addition to deliverables, dissemination materials, press releases). 

As reported in D5.3 and D5.4, during the three Open Calls, these were prominently promoted through 

the website with a dedicated page. After the end of the 3rd Open Call, all the three Calls were 

included in a unique page under the Support Programme section to provide all the information and 

Figure 1 - MediaFutures website: 
Homepage 

Figure 2 - MediaFutures website: 

Projects 

https://mediafutures.eu/
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://mediafutures.eu/resources/mediafutures-teams-tools/
https://mediafutures.eu/blog/
https://mediafutures.eu/our-team/
https://mediafutures.eu/resources/
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://mediafutures.eu/support-programme/
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the results of the ended Calls in a common space. For each Open Call an infographic showcasing 

the main results has also been realised, which has been published on the website in a PDF format. 

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 can be found in the reports Data, tools and infrastructure for experimental support (D4.3), 

Report on training and experiment support v.1 (D4.4), Report on training and experiment support v2 

(D4.5) and in the Report on training and experiment support v3 (D4.6). 

We started collecting data on access to the repository during the 2nd Open Call, particularly one 

month before the support programme started and we reported until the end of June 2023 when the 

support programme had come to an end. In Figure 3 below we report the main statistics during the 

period August 2022 to June 2023, so during the development of the programme. From July 2023 

onwards we have changed the analytical tools and provide some numbers at the end of this 

paragraph. 

 
Figure 3 - Users visiting Data Catalogue from August 1st to June 30th 2023 

 
Figure 4 - Comparison of page views of Data Catalogue of periods March 1st to July 30th 2022 and August 1st to June 

30th 2023 

In Figure 4, we observe the evolution of the access to the Data Catalogue. The access to the 

catalogue seems to have peaks especially while the 3rd Open Call was open, so between 28th of 

June and 30th of August, and especially the last days before submitting the proposal where potential 

applicants consulted data sets and tools for building their proposals. During the residency and 

accelerator programme of the 3rd Cohort, we provided personalised support to the teams and they 

consulted the catalogue especially at the beginning of the program (End-November) and during 

mentorship sessions End-February 2023 when we met in Barcelona. If we compare the uses with 

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/2021/08/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/2023/08/MediaFutures-WP4-D4.6-Report-on-training-and-experiment-support-v3.pdf.pdf
https://mediafutures.eu/wp-content/uploads/2023/08/MediaFutures-WP4-D4.6-Report-on-training-and-experiment-support-v3.pdf.pdf
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the one of last period reported in D5.4 (so from 1 July 2021 to 31 July 2022), we can observe an 

increase in users of 25.96% and sessions of 42.11%, as shown in Figure 5. Once the support 

programme finished and we made public the final version of the catalogue we acquired 74 users (72 

new users) engaging with 323 views and 690 events (from 1 July 2023 to 27 August 2023). 

 
Figure 5 - Page views of Data Catalogue from August 1st to June 30th 2023 

In Figure 5, we present the page views of the Data Catalogue. The most visited pages during this 

period are: (1) main page (16.40%); (2) datasets page with the catalogue of open datasets that 

may be relevant for the calls (13.01%); (3) general datasets page (11.95%) where most of the traffic 

(86.61%) comes from datasets page; and (4) tools page with a collection of free open source tools 

for data collection, analysis and visualisation (7.88.35%). In this case, if we compare the data with 

the last period, tools have been 52.08% less visited and general datasets 83.63% more visited. 

Finally, 59.33% of users arrive at the Data Catalogue directly from the link and 29.97% from other 

websites, mainly the MediaFutures website (86.21%). 

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: 

1. to increase the awareness about project; 

2. to disseminate news, updates and results; 

3. to create a community and engage with it in a fruitful online dialogue. 

The project has been active on Twitter, LinkedIn and Instagram and to a lesser 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 focused on promoting the Open Calls, the webinars and matchmaking, the pilots, the various 

activities of the support programme, the toolkit, the organisation and participation in different kind 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. 

 

https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
https://twitter.com/MediaFuturesEU
https://www.linkedin.com/company/mediafutures/
https://www.instagram.com/mediafutures.eu/
https://www.youtube.com/channel/UCW2240B3hXMFrTYgZGkWOGQ
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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 acquired 1003 followers (August 2023), growing approx. +20% 

compared to the previous period of analysis (D5.4). From the starting of the project, we have 

published more than 700 tweets regarding, among others, the launch of the 1st, the 2nd and the 3rd 

Open Call, the presentation of the projects, the organisation of Webinar and Matchmaking days, the 

promotion of the toolkit, and of the MediaFutures events. 

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 360k post impressions and 8.07% 

post engagement rate: Figure 6 below shows some analytics of Twitter publishing activities from 

September 2020 to August 2023. 

 
Figure 6 - MediaFutures Twitter post key interactions 

 

Figure 7 shows two examples of particularly successful tweets. 

https://twitter.com/MediaFuturesEU
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://mediafutures.eu/wp-content/uploads/2021/03/MediaFutures_D5.1-Communication-strategy.pdf
https://mediafutures.eu/opencall
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Twitter Advertising campaigns for the Open Calls  

To foster the application to Open Calls some advertising campaigns have been launched on Twitter, 

diversified based on targets and timing of each open call (first days, follow up and final days). These 

sponsored activities allow us to reach a wider and targeted audience. 

 MediaFutures LinkedIn account  

The MediaFutures LinkedIn company page has been 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 were shared via reports or dedicated communication campaigns. 

Relevant studies, scientific research papers, reports and events were 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 third 

project year (M25-M36) was on the startups and artists’ teams of the 3rd MediaFutures Cohort.  

The MediaFutures LinkedIn account, operated by LUH, was posted on several days during the 

working week, to gain maximum reach but also to provide variance in the posts, which were 

consistent and always structured similarly. Most of the posts began 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 was referring to the MediaFutures project, 

showing practical implementation and topicality as well as relevance of the subject and useful and 

relevant hashtags were 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  

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

https://www.linkedin.com/company/mediafutures
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Usually, we were 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 were accompanied with pictures or 

graphics related to the shared content or our project in general to increase engagement. Through 

the images, we tagged our project partners and other stakeholders, which enabled reposting on their 

part and further increased our engagement rate.  

  

Figure 8 - MediaFutures successful LinkedIn posts 

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/
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In Figure 8 above, the MediaFutures LinkedIn posts with the highest number of likes and reposts 

(during the period M25-M36) have been displayed. 

As per the 2nd of August 2023, the MediaFutures account registered 1,365 followers, which were all 

attracted organically and not through sponsoring1.  

Demographic data about our followers 

The follower demographics per industry during the third project year (M25-M36) had a similar 

distribution as during the first project year (M1-M12) and the second project year (M13-M24): At the 

very top is Higher Education, followed by IT & Services on the second place as well as Research 

Services as shown in Figure 9 below. 

                                                 
1 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]  

 

Figure 9 - MediaFutures LinkedIn account - category of followers 

https://www.linkedin.com/help/lms/answer/a425628
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Being an EU-funded H2020 project, most MediaFutures followers were located in the EU and UK. In 

the course of the last year, the follower distribution per region has slightly changed: As shown in 

Figure 10 most followers come from France (Paris), Spain (Barcelona), London (United Kingdom) 

and Germany (Berlin). Hence, the region distribution remained almost the same as during the first 

24 months (see D5.3 and D5.4). 

Trends in follower number 

The following Figure 11 shows the development of follower numbers and new additions over the last 

12 months (September 2022 - August 2023). The LinkedIn account of MediaFutures experienced a 

significant growth in followers during late October 2022 as well as February 2023. This was the 

period where the 3rd MediaFutures Open Call has been actively promoted in the scope of social 

media campaigns.  The LinkedIn account of MediaFutures grew continuously in followers. More 

specifically, during the third project year, 306 new followers could be generated and the total number 

of MediaFutures LinkedIn followers is 1,365 as of 2nd of August 2023, as can be also seen in Figure 

11 below. In conclusion, it can be stated that the LinkedIn account experienced a rapid, organic 

growth in followers and managed to reach out to a broad audience of artists, startups, entrepreneurs 

and other stakeholders as well as the general public. 

Figure 10 - MediaFutures LinkedIn account - countries of followers 

https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
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MediaFutures LinkedIn company page after the project ends 

After the finalisation of MediaFutures in August 2023, the LinkedIn account may be used to post and 

re-post content related to the project such as entrepreneurship in the media sector, finding solutions 

to combat misinformation and disinformation as well as open calls related to artists and/or startups. 

MediaFutures Instagram account 

MediaFutures dissemination team created the Instagram account 1st of April, 2021 and was 

operated by IRCAM. The aim of this channel was to communicate about the selected teams, the 

events in which the MediaFutures’ consortium and/or teams took part in, and to 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. It is also a platform widely used by artists and by startup/SMEs, alongside 

with LinkedIn.  

The results after one year are the following: about 39,2% (very close to the 40% in July 2022) of our 

followers are aged between 25 and 34, and 6,7% are aged between 18-24 (8% in July 2022). 33,7% 

are aged between 35 and 44 years old. The heart of our audience is hence the 25-44-year-old, being 

almost three quarters of it (72,9%), and 95% are aged 54 or less. This Instagram account is hence 

Figure 11 - MediaFutures LinkedIn account - trends in follower numbers during the period M25-M36 

https://www.instagram.com/mediafutures.eu/
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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. 

From August 2022 on, the activities on Instagram were: 

● From August 2022 to October 2022, communicate about Cohort 2: 

○ The 3rd Open Call (open from 28th of June until 30th of August); 

○ The project’s update on MediaFutures blog; 

○ Demo Days 2022: online access, jury, speakers; winners. 

● From 1st of December 2022 to August 2023, communication about Cohort 3: 

○ The first meetings and pitches session at the end of START phase; 

○ Single posts about projects selected to the BUILD phase; 

Figure 12 - MediaFutures Instagram account - Statistics from the past 90 days on 18th of July 2023 
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○ Gatherings online & physical; 

○ Demo Days 2023 in Hamburg: speakers, programme, results, winners; 

○ Final videos by each project team. 

● Publish about events the teams and/or the consortium took part in all year long. 

Since the end of July 2022, we have been posting weekly on Instagram, in order to engage properly 

with our community. The promotion of the 3rd Open Call remained the focus till its closure at the end 

of August. In the meantime, we shared the blog post updates about each project. Right after that, 

we promoted the Demo Days, which were a hybrid event both on YouTube and at IRCAM in Paris. 

We then started to post about Cohort 3 with a similar strategy to Cohort 2: posts about collective 

meetings online, individual posts per project selected to the BUILD phase, posts for each physical 

gathering. The most represented topics among the posts are hence the project's presentation and 

updates, followed by the promotion of each Demo Days, and the introduction of all invited speakers. 

During the Summer 2023, we published the following posts: 

● Posts about the final video posted by the supported teams (one post per team); 

● Posts about winning teams of Cohort 3 to promote their projects; 

● A post showing the consortium picture during the final event; 

● A post promoting the toolkit; 

● A post promoting the recap video of the 3rd Demo Day. 

Compared to the state of the account by end of July 2022 as described in D3.3, we have at the end 

of the project the following numbers:  

- We published 71 posts: there are now 147 in total; 

- Published about 285 stories (per slide); 

- On the 31st of July 2022, we had 560 followers: in July 2023, this number reached 869 

followers on 29th of August 2023. 

Finally, we plan to keep the MediaFutures’ Instagram account active till the end of 2023. We will 

keep on sharing about the dissemination of the supported projects, in order to shed light on the 

sustainability of the works produced and their impact. 

Other MediaFutures social media activities 

The MediaFutures YouTube Channel is a repository channel and currently hosts 62 videos which 

were produced during the first 35 months of the project. The channel has 98 subscriptions and more 

than 8k views (see Figure 13). Figure 14 shows also that countries of visitors are in the majority from 

the countries of the MediaFutures partners (France, UK, Germany, Italy, Spain), but also from other 

European countries and the United States of America. 

MediaFuture YouTube channel hosts promotional videos, webinars and pitches from the projects 

(see Chapter 4.4). Moreover, it has been used to stream the Demo Days of the 2nd and 3rd Open 

Calls. 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://mediafutures.eu/wp-content/uploads/2022/12/MediaFutures_D3.3_Report-on-artistic-residencies-Round-2.pdf
https://www.youtube.com/channel/UCW2240B3hXMFrTYgZGkWOGQ
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Figure 14 - MediaFutures YouTube overview statistics 

Figure 13 - MediaFutures YouTube channel viewer location M35 
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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. 650k 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 62 videos or video clips so far (with approx. 8k 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); 

● 1st Cohort projects - Collection of videos presenting some of the 1st Cohort projects; 

● 2nd Cohort projects - Collection of videos presenting some of the 2nd Cohort projects; 

● 3rd Cohort projects - Collection of videos presenting some of the 3rd Cohort projects; 

● Demo Days 1st Cohort - Collection of video presentations of the 1st Cohort projects at the 

Demo Days; 

● Demo Days 2nd Cohort - Collection of the video streaming of the event; 

● Demo Days 3rd Cohort - Collection of the video streaming of the event ; 

● PITCHES - 1st Cohort projects - Collection of video pitches from some 1st Cohort projects at 

the end of the START phase; 

● MediaFutures presented at events - Collection of videos regarding the presentation of the 

MediaFutures programme during some events. 

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.  

27 articles have been published through the S+T+ARTS newsletter which has approx. 3,7k 

subscribers. For the BDVA newsletter ten news articles have been published. The newsletter had 

approx. 1,3k subscribers, 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. 

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. 

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=bdKaRjM9cS8&list=PLWqyACTEJA2ejUAK7TO6VMDOUDHcUJO9_
https://www.youtube.com/watch?v=YBapGRZ4LSU&list=PLWqyACTEJA2dIDgSwIKaWaaE_vLOlgQhi
https://youtu.be/RMX2PBLrPVo
https://www.youtube.com/watch?v=bUhmy6IY9wE&list=PLWqyACTEJA2fTxlbSsT_I0QplVwPYWrcM
https://www.youtube.com/watch?v=MI6d2r4KTpw&list=PLWqyACTEJA2dgGuMiatijx4TXltLOObSA&pp=iAQB
https://www.youtube.com/watch?v=ahrgAbU9IuA&list=PLWqyACTEJA2eDOgH759HBemNhL_7cmPGA&pp=iAQB
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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4.6 Dissemination materials 

During the project mainly digital communication materials have been produced, such as: 

● Three infographics on the results of the 1st Open Call, the 2nd Open Call and the 3rd 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 slide deck to support partners presenting the project during events; 

● A postcard to be shared among stakeholders and widen the dissemination of the Open Call. 

Nevertheless, for the presentation of the project to specific events a rollup has been realised, and 

for the organisation of the 3rd Cohort Demo Days also a poster for presenting the MediaFutures 

teams’ tools and two flags for decorating the location have been developed.  

4.7 Events and meetings 

One important pillar of our dissemination strategy was 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 - Table 1 - MediaFutures events 

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

Demo Days of the 3rd 
Cohort  and 
MediaFutures final 
event 

8-9 June 2023 

NMA and IRCAM as 
co-organisers, all 
MediaFutures 
consortium 

187 tickets on 
EventBrite 

Dissemination circle of 
third Cohort 

14 March 2023 IRCAM 10 

4YFN 2023: booth 
27 February - 2 March 

2023 
ZABALA 61k 

Demo Days of the 
second Cohort 

10-11 October 2022 

IRCAM as main 
organiser, all 
MediaFutures 
consortium 

146 tickets on 
EventBrite 

Panel discussion “The 
Stories We Tell 
Ourselves: 
Misinformation and 

9 September 2022 
IRCAM, with support 
of DEN 

200 

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/2022/11/3rd-open-call-mediafutures-infographic.pdf
https://mediafutures.eu/wp-content/uploads/2022/11/3rd-open-call-mediafutures-infographic.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://youtube.com/playlist?list=PLWqyACTEJA2eDOgH759HBemNhL_7cmPGA
https://youtube.com/playlist?list=PLWqyACTEJA2eDOgH759HBemNhL_7cmPGA
https://youtube.com/playlist?list=PLWqyACTEJA2eDOgH759HBemNhL_7cmPGA
https://youtube.com/playlist?list=PLWqyACTEJA2eDOgH759HBemNhL_7cmPGA
https://www.4yfn.com/
https://youtube.com/playlist?list=PLWqyACTEJA2dgGuMiatijx4TXltLOObSA
https://youtube.com/playlist?list=PLWqyACTEJA2dgGuMiatijx4TXltLOObSA
https://youtu.be/1WGtIWta5xI
https://youtu.be/1WGtIWta5xI
https://youtu.be/1WGtIWta5xI
https://youtu.be/1WGtIWta5xI
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Event Date(s) Partner(s) involved 
Approximate 
number of 
participants 

Climate Change” 
during the S+T+ARTS 
Day at Ars Electronica 
Festival 

Q&A Session and 
Second matchmaking 

9 August 2022 ZABALA, IRCAM 84 

3rd Open Call: 

1st Webinar & 

Matchmaking Day 

12 July 2022 
IRCAM, NMA, 
ZABALA and other 
partners 

68 

Dissemination circle 

meeting  with cultural 

institutions and 1st 

and 2nd Cohort 

MediaFutures’ artists  

30 June 2022 IRCAM 20 

Session Citizen 

engagement for data-

driven innovation at 

BDVA Data Week 

2022 

Blog article 

Recording 

24 May 2022 EURECAT, KCL 96 

Welcome Meeting for 

2nd Cohort 

MediaFutures projects 

5 April 2022 
IRCAM, NMA and all 
partners 

50 

Vertigo Forum - panel 

discussion with Marta 

Handenawer from 1st 

Cohort project 

Domestic Data 

Streamers 

10 March 2022 IRCAM 40 

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 

100 

The AI times: 

application of artificial 

27-28 September 

2021 
LUISS 580 

https://youtu.be/1WGtIWta5xI
https://youtu.be/_v5Ke-zJfKs
https://youtu.be/_v5Ke-zJfKs
https://youtu.be/JOhcti2G10Q
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/
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Event Date(s) Partner(s) involved 
Approximate 
number of 
participants 

intelligence to 

journalism workshops 

Demo Days 1st 

Cohort 
23 September 2021 

IRCAM, NMA, all 
partners 

100 

2 workshops during 

Ars Electronica 

Festival «Art and 

(invisible) technology» 

by 1st Cohort artists 

Ania Catherine & 

Dejha Ti and «An hour 

of violence» by 1st 

Cohort artists 

Domestic Data 

Streamers 

10 September 2021 IRCAM 30 

Round table at Ars 

Electronica Festival 

"Creating with data 

from art to 

entrepreneurship" 

Blog article 

Recording 

9 September 2021 IRCAM, KCL, DEN 50 

Dissemination circle 

meeting  with cultural 

institutions and 1st 

Cohort MediaFutures’ 

artists  

25 June 2021 IRCAM 20 

Workshop “New data 

requirements: AI-Arts 

collaborations” - | 

BDVA (Big Data Value 

Association) Data 

Week 2021 

25 June 2021 KCL 53 

Welcome Meeting  for 

1st Cohort 

MediaFutures projects 

6 April 2021 
IRCAM, NMA and all 
partners 

50 

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

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 

200  

 

Table 2 - Presentation of MediaFutures at events 

Event Date(s) Partner(s) involved 

Approximate 

number of 

participants 

AIES 2023  
8-10 August 

2023 
KCL 200 

CCIs european conference 13 July 2023 EUT 300 

Meet the Future of AI: Countering 

Sophisticated & Advanced 

Disinformation 

29 June 2023 KUL 280 

CPDP conference 
24-26 June 

2023 
KUL 10 

DataWeek 2023 
15-16 June 

2023 
KCL 200 

MyData 2023 Conference 
31 May - 1 

June 2023 
KCL 800 

Moonshot event organised by the EIT 

Culture and Creativity (EIT CC) 
30 May 2023 DEN 200 

Introduction to MediaFutures in the 

framework in a KU Leuven University 

lecture: AI Applications in Media 

(Media Law class 2023). 

24 May 2023 KUL 30 

ISEA Paris 2023 - artist talk - Antoni 

Rayzhekov, a part of the talk is about 

its MediaFutures work "Fragile 

Perspectives" 

17  May 2023 IRCAM 100 

https://www.youtube.com/watch?v=Bi6-Y3sREJ4&feature=youtu.be
https://www.youtube.com/watch?v=Bi6-Y3sREJ4&feature=youtu.be
https://www.aies-conference.com/2023/accepted-papers/
https://cluster2event.eupresidency.es/fecyt/en/info
https://agenda.euractiv.com/events/meet-future-ai-countering-sophisticated-advanced-disinformation-250623
https://agenda.euractiv.com/events/meet-future-ai-countering-sophisticated-advanced-disinformation-250623
https://agenda.euractiv.com/events/meet-future-ai-countering-sophisticated-advanced-disinformation-250623
https://data-week.eu/
https://2023.mydata.org/about/
https://eit-culture-creativity.eu/eit-culture-creativity-moonshot-event/
https://eit-culture-creativity.eu/eit-culture-creativity-moonshot-event/
https://kuleuven.limo.libis.be/discovery/search?query=any,contains,LIRIAS4088472&tab=LIRIAS&search_scope=lirias_profile&vid=32KUL_KUL:Lirias&offset=0
https://kuleuven.limo.libis.be/discovery/search?query=any,contains,LIRIAS4088472&tab=LIRIAS&search_scope=lirias_profile&vid=32KUL_KUL:Lirias&offset=0
https://kuleuven.limo.libis.be/discovery/search?query=any,contains,LIRIAS4088472&tab=LIRIAS&search_scope=lirias_profile&vid=32KUL_KUL:Lirias&offset=0
https://kuleuven.limo.libis.be/discovery/search?query=any,contains,LIRIAS4088472&tab=LIRIAS&search_scope=lirias_profile&vid=32KUL_KUL:Lirias&offset=0
https://isea2023.isea-international.org/fr/symposium-program
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Event Date(s) Partner(s) involved 

Approximate 

number of 

participants 

Supernovas | Rocket Up 15 May 2023 LUH 200 

Sweden Innovation Days 
21-23 March 

2023 
LUH 4k 

Strategic Stakeholders Group 

Meeting of EUHubs4Data 
8 March 2023 LUH 50 

Creative AI Theory and Practice 
27 January 

2023 
KCL 100 

S+T+ARTS4Water symposium 
1 December 

2022 
DEN 100 

European Big Data Value Forum 

2022 in Prague 

21-23 

November 

2022 

LUH 200+ 

OECD Global Forum & Public 

Governance Ministerial Meeting – 

Building Trust and Reinforcing 

Democracy 

17-18 

November 

2022 

DEN 300 

Workshop on art-tech collaboration in 

Marseille at the professional event Le 

Grand Bain, during Media Art 

biennale Chroniques 

10 November 

2022 
IRCAM 20 

ODI Summit 2022 
8 November 

2022 
ODI 1,3k 

Introduction to MediaFutures in the 

framework of a guest lecture to the 

Vrij Universiteit Brussel 

7 November 

2022 
KUL 50 

"Deep dive into the deepfakes(?) 

applicable legal frameworks" to the 

Conference of Belgian University 

Assistant (ACCA2022) 

21 October 

2022 
KUL 15 

Frankfurt Book Fair: “Creative and 

Culture Industries: transform and 

21 October 

2022 
LUH, DEN 40 

https://www.eitfood.eu/projects/supernovas/rocket-up
https://swedeninnovationdays.se/
https://mediafutures.eu/mediafutures-at-the-euhubs4data-strategic-stakeholders-group-meeting/
https://mediafutures.eu/mediafutures-at-the-euhubs4data-strategic-stakeholders-group-meeting/
https://www.kcl.ac.uk/events/creative-ai-theory-and-practice
https://starts.eu/what-we-do/residences/starts4water/
https://mediafutures.eu/mediafutures-at-the-european-big-data-value-forum-2022-in-prague/
https://mediafutures.eu/mediafutures-at-the-european-big-data-value-forum-2022-in-prague/
https://www.oecd.org/governance/reinforcing-democracy/
https://www.oecd.org/governance/reinforcing-democracy/
https://www.oecd.org/governance/reinforcing-democracy/
https://www.oecd.org/governance/reinforcing-democracy/
https://madeinmarseille.net/125437-pour-grand-bain-french-tech-imagination-au-service-de-innovation/?nowprocket=1
https://madeinmarseille.net/125437-pour-grand-bain-french-tech-imagination-au-service-de-innovation/?nowprocket=1
https://madeinmarseille.net/125437-pour-grand-bain-french-tech-imagination-au-service-de-innovation/?nowprocket=1
https://madeinmarseille.net/125437-pour-grand-bain-french-tech-imagination-au-service-de-innovation/?nowprocket=1
https://summit2022.theodi.org/
https://www.vub.be/nl/evenement/acca-conferentie-2022
https://www.vub.be/nl/evenement/acca-conferentie-2022
https://www.vub.be/nl/evenement/acca-conferentie-2022
https://www.vub.be/nl/evenement/acca-conferentie-2022
https://catalog.services.book-fair.com/en/events/day-overview/event/eventcalendar_controller/Eventcalendar/eventcalendar_action/detail/eventcalendar_objID/909/
https://catalog.services.book-fair.com/en/events/day-overview/event/eventcalendar_controller/Eventcalendar/eventcalendar_action/detail/eventcalendar_objID/909/
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Event Date(s) Partner(s) involved 

Approximate 

number of 

participants 

innovate to enable new business 

opportunities” 

Experimenta 
12-22 

October 2022 
IRCAM 15k 

European Research & Innovation 

Days 2022 

28-29 

September 

2022 

LUH 35k 

European Sustainable Energy Week 

2022 

26-29 

September 

2022 

LUH 3k 

EC Policy Round Table on “Evolving 

European media landscapes and 

Europeanisation: Emerging trends 

and key policy challenges” 

26-29 

September 

2022 

LUH 30 

Presentation at Digital Democracy 

workshop 

4-9 

September 

2022 

KCL 30 

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  
8-10 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 

https://catalog.services.book-fair.com/en/events/day-overview/event/eventcalendar_controller/Eventcalendar/eventcalendar_action/detail/eventcalendar_objID/909/
https://catalog.services.book-fair.com/en/events/day-overview/event/eventcalendar_controller/Eventcalendar/eventcalendar_action/detail/eventcalendar_objID/909/
https://www.experimenta.fr/
https://ec.europa.eu/research-and-innovation/en/events/upcoming-events/research-innovation-days
https://ec.europa.eu/research-and-innovation/en/events/upcoming-events/research-innovation-days
https://european-sustainable-energy-week.b2match.io/
https://european-sustainable-energy-week.b2match.io/
https://mediatized.eu/2022/09/26/mediatized-policy/
https://mediatized.eu/2022/09/26/mediatized-policy/
https://mediatized.eu/2022/09/26/mediatized-policy/
https://mediatized.eu/2022/09/26/mediatized-policy/
https://www.dagstuhl.de/en/seminars/seminar-calendar/seminar-details/22361
https://www.dagstuhl.de/en/seminars/seminar-calendar/seminar-details/22361
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/
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Event Date(s) Partner(s) involved 

Approximate 

number of 

participants 

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 

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 
2 November 

2021 
ODI 1,5k 

ACCA 2021 (bilateral presentation of 

MediaFutures to other participants) 

17 

September 

2021 

KUL 15 

S+T+ARTS IN MOTION 30 June 2021 LUH 300 

S+T+ARTS 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 

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-media-data-space-workshop/
https://mediafutures.eu/mediafutures-at-the-sweden-innovation-days-2022/
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-presented-at-the-idsa-summit/
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/
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Event Date(s) Partner(s) involved 

Approximate 

number of 

participants 

European Semantic Web Conference 

2021 

6-10 June 

2021 
LUH 100 

“Rethinking the possibilities of data 

and technology in the fight against 

disinformation” - FANDANGO 

26 May 2021 LUH 300 

“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 

3-5 

November 

2020 

LUH unknown 

Overall MediaFutures reached more than 62k (61k at 4YFN 2023 and approx. 2k for all other events) 

people through MediaFutures project events as well as at least 93k 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://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/
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/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-at-the-eu-industry-days-2022/
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-the-european-big-data-value-forum-ebdvf/
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4.7.1 The MediaFutures 3rd Cohort Demo Days and final event, June 2023 in Hamburg  

The third Cohort’s Demo Days were the final Demo Days organised in the framework of the 

MediaFutures programme. The event took place in Hamburg, on 8th and 9th of June 2023.  

The venue was found thanks to a nextmedia.Hamburg, a partner that we first met during our 

gathering with Cohort 2 in May 2022 in Hamburg. Both nextmedia.Hamburg and the Design Zentrum 

are SMEs within the consortium Kreativgesellschaft, funded by the city of Hamburg. The event was 

preceded by a one-day workshop on 7th of June, to which 6 of the 13 teams attended (more details 

about this workshop to be found in D3.4 - Report on artistic residencies, year 3). 

In addition to the pitches of the 13 teams supported in 2023, we invited speakers to share their 

insights and thoughts about mis- and disinformation, art-tech collaborations and the use of AI for 

artistic purposes. With these presentations, we aimed to give an appropriate contextual and critical 

state of the art for MediaFutures’ projects and results. The invited speakers were: Drew Hemment 

(University of Edinburgh, The New Real), Hannah Redler Hawes (Open Data Institute), Slava 

Romanov (project Edit Wars, Cohort 2), Ioana Cheres (project MindBugs, Cohort 2), Paula 

Lauterbach (nextmedia.Hamburg), Soenke Zehle (EIT Culture and Creativity), Simona de Rosa 

(DEN), Marta Portales (Digital Future Society), Jana Schamuhn (Onilo), Dr. Leif Kramp (ZeMKI, 

University of Bremen and VOCER), Gefion Thuermer (IMPETUS project). Johanna Walker of 

MediaFutures also gave a talk on how data literacy contributes to media literacy, which is a core 

approach of many of the MediaFutures projects.  

Finally, because these Demo Days were the final ones, we organised two talks directly focussed on 

MediaFutures:  

- First, an opening talk held by Elena Simperl (King’s College London); 

Figure 15 - Winning teams of cohort 3 and jury panellists on the stage after the prize announcement 
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- Second, a panel discussion about MediaFutures results to close the second day. 

Unfortunately, due to unforeseen circumstances (a fire nearby the venue), this panel had to 

be cancelled; 

- Last, Nico Lumma (NMA.vc), Hugues Vinet (IRCAM) and Elena Simperl (King’s College 

London) gave closing remarks during the award ceremony. 

The detailed programme of the two days and the composition of the jury panel for each track can be 

found in D2.5 - Round 3 - Final Review.  

The MediaFutures 3rd Cohort Demo Days and final event: communication activities 

Online communication 

● A webpage on MediaFutures website was created, collecting all the information in regards to 

the event, such as the date, time, and agenda. In addition, the links to the registration form 

and the web streaming were included;  

● Specific Social Media posts were prepared to be shared on Twitter, Instagram and LinkedIn. 

The posts aimed to announce the event, to inform about the possibility of following the event 

online, and to present the speakers, and to announce the Hammer&Egg premiere. Posts 

were also published during the events to share content in real-time; 

● A webpage displaying all the MediaFutures teams’ tools, created by the teams during the 

programme; 

● The MediaFutures Demo Days 2023 was also announced sharing content on the S+T+ARTS 

& BDVA Newsletter. 

Onsite communication 

● Slideshow to accompany and reinforce information in regards to the session of the event and 

the speakers during their presentations; 

● Poster to engage the audience in presence to have a look and download the MediaFutures 

teams’ tools. The poster showcased a QR Code to be scanned, which drove the user to the 

webpage. It was hung in the location where the event took place; 

● Flags to decorate the location of the Demo Days. The flags were designed following the 

graphic identity of the event and served as a framework for the main stage.  

Communication post-event 

● Creation of press release announcing the winners of the 3rd Cohort and collecting some 

quotes from partners and winners. The press release was shared among the consortium to 

give the possibility to disseminate it using the partners’ contacts and network. The content of 

this press release was also disseminated on the website, via MediaFutures blog and Social 

Media and throughout the S+T+ARTS newsletter; 

● Production of a video summarising the most important scenes and moments of the events, 

as well as some interviews to partners’ representatives and teams. The video has been 

published on YouTube, shared on the website and on Social Media. 

https://mediafutures.eu/mediafutures-demo-days/
https://mediafutures.eu/resources/mediafutures-teams-tools/#mediafutures-teams-tools
https://mediafutures.eu/wp-content/uploads/2023/08/DemoDays-2023-Press-Release.pdf
https://mediafutures.eu/mediafutures-celebrated-the-3rd-cohort-projects-success-and-3-year-programme-conclusion/
https://youtube.com/playlist?list=PLWqyACTEJA2eDOgH759HBemNhL_7cmPGA
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4.7.2 The MediaFutures 2nd Cohort Demo Days, October 2022 in Paris  

In 2022, the Demo Days took place at IRCAM, Paris on 10th and 11th of October. During two days 

artists and startups from the second Cohort had the chance to showcase their solutions to help tackle 

mis- and disinformation in front of the public and a jury panel of representatives from the 

MediaFutures team and independent experts. At the end of the second day, the jury designated the 

three best projects (one art residency, one startup acceleration and one collaborative team) and the 

winners of the final prizes. After 6 months of acceleration and residency, it was great for the experts 

and the general public to discover the results of their research. To back up their words, 

misinformation and media experts provided insights through keynotes: Elena Simperl from King’s 

College London, Hannah Redler Hawes from the Data as Culture programme, Marta Handenawer 

from 730 hours of Violence, Antoni Rayzhekov from Fragiles Perspectives, Ania Catherine and Dejha 

Ti from Soft Evidence and Gianni Riotta from LUISS. 

The Demo Days were streamed live on the MediaFutures Youtube channel allowing people to join 

and participate online. The videos for Day 1 and Day 2 are available online and gather 559 views on 

Youtube (Date: 22nd of August 2023). 

In addition to the conferences, the artist Gaëtan Robillard, supported by MediaFutures in 2021, 

exhibited his installation ‘Critical Climate Machine’ in Studio 3. 

Apart from showcasing the final results of Cohort 2, the Demo Days were a great opportunity to meet 

with the teams, organise workshops with them in the mornings, network with experts and spend 

some informal time together.  

See MediaFutures Round 2 - Final Review for the full programme of the event (D2.4). 

 

 

Figure 16 - Cohort 2 teams gathered on the Demo Days stage in Paris 

https://www.youtube.com/live/p9EORrO3w9k?feature=share
https://www.youtube.com/live/MI6d2r4KTpw?feature=share
https://mediafutures.eu/wp-content/uploads/2022/12/MediaFutures_D2.4_Report-on-support-programme-Round-2.pdf
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The MediaFutures 2nd Cohort Demo Days: communication activities 

Online communication 

● A webpage on MediaFutures website was created, collecting all the information in regards to 

the event, such as the date, time, and agenda. In addition, the links to the registration form 

and the web streaming were included;  

● Specific Social Media posts were prepared to be shared on Twitter, Instagram and LinkedIn. 

The posts aimed to announce the event, to inform about the possibility of following the event 

online, and to present the speakers, and to announce Exhibition Critical Climate Machine by 

Gaëtan Robillard. Posts were also published during the events to share content in real-time; 

● The MediaFutures Demo Days 2022 was also announced sharing content on the S+T+ARTS 

& BDVA Newsletter; 

● An email and an e-flyer were created for the partners to invite their contacts to participate in 

the event. 

Onsite communication 

● Slideshow to to accompany and reinforce information in regards to session of the event and 

the speakers during their presentations.  

Communication post-event 

● Creation of press release announcing the winners of the 2nd Cohort and collecting some 

quotes from partners and winners; the press release was used by the partners to spread out 

the information. The content of this press release was also disseminated on the website, via 

MediaFutures blog, via Social Media and throughout the S+T+ARTS newsletter.  

4.7.3 MediaFutures as organiser of a panel discussion at Ars Electronica 2022 

On Friday, the 9th of September, MediaFutures co-organised a panel discussion entitled “The 

Stories We Tell Ourselves: Misinformation and Climate Change” during the S+T+ARTS Day at Ars 

Electronica Festival. The session focused on the need to be aware of the actual mechanisms implied 

in climate change, highlighting the fact that the news can be confusing and misleading. Therefore, 

the physicist Bernd Hezel, a climate expert working at the Climate Media Factory (DE), Marta 

Figure 17 - 4 pieces of 730 hours of violence exhibited at Ars Electronica Festival 

https://mediafutures.eu/demodays-october-2022/
https://mediafutures.eu/wp-content/uploads/2022/10/DemoDays-2022-Press-Release.pdf
https://mediafutures.eu/mediafutures-celebrates-the-second-cohort-of-artist-and-startup-projects/
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Handenawer, supported during the 1st Cohort of MediaFutures as members of the collective 

Domestic Data Streamers with the project 730 hours of Violence and Mark Farid, supported in 2022 

with his project Invisible Voice shared some alternative narratives to engage with this world and the 

one to come. This discussion was moderated by Geraldine de Bastion, Ars Electronica. 

The S+T+ARTS day has been recorded and the video uploaded on YouTube (min 06:45:40 – The 

Stories We Tell Ourselves: Misinformation and Climate Change). 

In addition to the panel discussion, 4 modules of the artwork 730 hours of violence by Domestic Data 

Streamers were exhibited in the S+T+ARTS section of the festival.  

4.7.4 Experimenta, Grenoble 

Two artworks from the 1st Cohort were exhibited at the art-science biennale Experimenta, taking 

place in Grenoble, in the French Alps, from the 19th to the 22nd of October. The installation Critical 

Climate Machine by Gaëtan Robillard and 3 modules from the 730 hours of violence project by 

Domestic Data Streamers: Online Hate Speech & Cyberbullying which tackles the issue of 

harassment on social media; Data Violence about the harm potentially caused by algorithmic biases; 

and Hostile Architecture, revealing the mechanics of “slow violence” induced by the urban public 

spaces and its architecture, taking the example of chairs designed to provide people from sleeping 

on public benches. 

The artists were invited to stay in the exhibition space for the whole biennale, in order to present 

their work to the audience. This organisation led to numerous discussions with various people, 

including local researchers, professionals as well as numerous schools and teenagers. Marta 

Handenawer from Domestic Data Streamers also took part in a panel discussion about violence on 

social media along with the journalist Catherine Mary, the sociologist Gilles Bastin and one inspector 

of the regional academy, Régis Vivier, who is specifically in charge of the life and interactions within 

secondary schools.  

Figure 18 - Critical Climate Machine exhibited at EXPERIMENTA 

https://www.youtube.com/watch?v=1WGtIWta5xI&t=2s
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Here is Marta’s testimony: “We were able to start conversations about our work and matters of 

concern with a large, varied audience that ranged from professionals to curious individuals of all 

ages and backgrounds. Also, due to the nature of the event where we were present at all times, 

meaningful connections were made and useful discussions with fellow artists allowed us to have 

more ideas about how to expand our piece, 730 hours of violence”. 

4.7.5 Frankfurt Book Fair - Frankfurt, Germany 

On October, 21st 2022, MediaFutures participated in the policy event dedicated to “Creative and 

Culture Industries: transform and innovate to enable new business opportunities” on the premises of 

the Frankfurt Book Fair. It was the perfect occasion to invite the artist Mariana Lanari, supported in 

the first Cohort of Startup meets artists, to present her project Bibliograph. 

The panel started with an introduction by Simona De Rosa from T6 Ecosystems, followed by a 

keynote by Christian Ehler member of the European Parliament, Member of the Committee on 

Industry, Research and Energy. The day continued with a roundtable with Patricia Castillo Cardenas 

(EIT Culture and Creativity), Veronika Liebl (Ars Electronica), Olivier Braet (SMIT-VUB Vrije 

Universiteit Brussel), Gerrit Rosam (MediaFutures). Finally, 45 minutes were dedicated to best 

practices in terms of new business models for the Creative and Culture Industries with Tomaso 

Greco (Bookabook, representing the MÖBIUS project), Mariana Lanari (Bigliograph, artist supported 

by MediaFutures), and Valery Vermeulen (Mikromedas). Mariana stated: “it was enlightening to hear 

the perspective of the EU parliament in regards to funding schemes and to learn how these broader 

strategies are translated into missions and inform the projects and open calls that will support the 

CCIs. We briefly presented our project, our challenges to run research and commercial strategies in 

parallel, and addressed the need for longer-term support that is crucial for such a path of 

exploitation.” 

Figure 19 - MediaFutures Panel discussion at Frankfurt Book Fair 

https://mediafutures.eu/projects/1st-cohort-projects/biblio-graph/
https://eit.europa.eu/eit-community/eit-culture-creativity
https://ars.electronica.art/news/en/
https://smit.vub.ac.be/
https://smit.vub.ac.be/
https://mediafutures.eu/
https://bookabook.it/
https://mobius-project.eu/
https://mediafutures.eu/projects/1st-cohort-projects/biblio-graph/
https://www.valeryvermeulen.net/works/mikromedas/
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4.7.6 MediaFutures as a sponsor of ODI Summit 2022 

For the ODI Summit 2022, the ODI produced a summary video for each of the MediaFutures tracks 

to showcase all Open Call 2 teams (SfC, SmA, AfM). The winning teams were also invited to present 

their work and participate in a Q&A session streamed live online, each session chaired by a member 

of the consortium. These interviews formed the dominant component of the booths section of the 

event, and were well received by the audience. This was a large-scale virtual event in celebration of 

the ODI's tenth anniversary, with immediate participation of nearly 1200 delegates from 70 countries, 

and further views of the recordings. MediaFutures was present across summit promotional material 

and social media content leading up to and during the event. 

4.7.7 MediaFutures with booth at 4YFN 2023  

From 27th of February to 2nd of March 2023, the MediaFutures partner ZABALA had a booth at the 

4YFN 2023 in Madrid which gained more than 61k visitors. Three desks were dedicated to the 

MediaFutures acceleration programme. Initially, Startups for Citizens (SfC) and Startup meets Artist 

(SmA) teams which are part of the 3rd Cohort BUILD phase were offered attendance tickets for the 

whole conference and a desk in the booths. At the end, four teams that accepted the invitation also 

had the opportunity to matchmaking in the fair. 

List of participating MediaFutures projects (see also Table 3): 

● FAKINGNE.WS / Vialog (SmA - BUILD phase); 

● Dark Listening (SmA - BUILD phase); 

● Hammer&Egg / former Blind Spots (SmA - BUILD phase); 

● Polltix (SfC – BUILD phase). 

 

Table 3 - Presence of MediaFutures projects on MediaFutures booth at 4YFN 2023 (dark green: SmA track project, light 
green: SfC track project) 

  27th - 28th February 1st - 2nd March 

Desk 1 FAKINGNE.WS (Vialog - David Sarlos + Aina Sánchez-Fortun Tiell) 

Desk 2 Dark Listening (Claypot - Swarnima Sircar + Thaddeus Cochrane) 

Desk 3 Hammer&Egg (Storydive - Fabian Eck) Polltix (Crowd.vote - Donara Barojan) 

 

4.7.8 Presentations of 1st, 2nd and 3rd Cohort projects  

The teams of the 1st, 2nd Cohort and 3rd Cohort are of course also communicating and 

disseminating their projects widely. An overview is provided in Table 4. The list is based on 

information provided by the projects to the MediaFutures communication team. 

https://summit2022.theodi.org/
https://vimeo.com/767373968/946866b832
https://vimeo.com/767373516
https://vimeo.com/767373078
https://www.4yfn.com/
https://mediafutures.eu/projects/fakingne-ws/
https://mediafutures.eu/projects/dark-listening/
https://mediafutures.eu/projects/blind-spots/
https://mediafutures.eu/2nd-cohort-projects/polltix-building-trust-in-democracies-and-measuring-the-effects-of-disinformation-on-public-opinion/
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Table 4 - List of dissemination activities of MediaFutures projects 

Team Cohort Track What? Where? When? 

Ctrl.Alt.Img. Cohort 3 AfM Exhibition NE Film Festival, NL 
September 

2023 

Truth Detectives Cohort 3 SmA Partnership 
New BUn Univercity, 

BU 

September 

2023 

Synthetic Identity 

Speculations 
Cohort 1 AfM Exhibition Extensions of Self, AT 

September 

2023 

Truth Detectives Cohort 3 SmA Partnership TimeHeroes, BU 
September 

2023 

Time-Lapse Migration Cohort 2 SmA Talk 

Barcelona, Spanish 

Presidency of the 

Council of the EU 

High-Level 

Conference, ES 

July 2023 

FakingNE.WS Cohort 3 SmA Partnership HU July 2023 

Truth Detectives Cohort 3 SmA Talk 
Business Park Sofia, 

BU 
July 2023 

Critical Climate 

Machine 
Cohort 1 AfM Exhibition 

6th European Climate 

Change Adaptation 

Conference 2023, IE 

June 2023 

Critical Climate 

Machine 
Cohort 1 AfM Nomination 

Ars Electronica, Linz, 

AT 
June 2023 

The more the Better: 

Two Truths and a Lie 
Cohort 2 AfM Nomination 

Ars Electronica, Linz, 

AT 
June 2023 

Ctrl.Alt.Img. Cohort 3 AfM Code/Algorithm GitHub, NL June 2023 

Hammer & Egg Cohort 3 SmA Code/Algorithm Hamburg, DE June 2023 

Hammer & Egg Cohort 3 SmA Exhibition Hamburg, DE June 2023 

Overtone Cohort 3 SfC Exhibition New York, USA June 2023 

Overtone Cohort 3 SfC Talk Berlin, DE June 2023 

Overtone Cohort 3 SfC Exhibition Chicago, USA June 2023 

MindBugs Cohort 2 SmA 
Grant or 

Funding (5k) 

Vienna, International 

Press Institute, AT 
May 2023 

http://fakingne.ws/
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Team Cohort Track What? Where? When? 

Critical Climate 

Machine 
Cohort 1 AfM Exhibition Paris, FR May 2023 

MindBugs Cohort 2 SmA Talk 
Berlin, KI Park, Digital 

Trust, DE 
May 2023 

Truth Detectives Cohort 3 SmA Talk 
Sofia Science Festival 

| British Council, BG 
May 2023 

Truth Detectives Cohort 3 SmA Partnership 
Sofia/Bucharest, 

BG/RO 
May 2023 

Overtone Cohort 3 SfC Code/Algorithm London, UK April 2023 

Edit Wars Cohort 2 AfM Exhibition Bremen, Iterations, DE March 2023 

MindBugs Cohort 2 SmA 
Grant or 

Funding (50k) 
AI4Media, EU March 2023 

MindBugs Cohort 2 SmA 
Grant or 

Funding (3K) 

Cluj-Napoca, FIX Cluj, 

RO 
March 2023 

Edit Wars Cohort 2 AfM 

Article in 

general media 

outlet 

TAZ DIE 

TAGESZEITUNG, 

Berlin, DE 

February 

2023 

Edit Wars Cohort 2 AfM Exhibition 
Berlin, Cases of 

Spaces, DE 

February 

2023 

Edit Wars Cohort 2 AfM Talk Bremen, Tor40, DE 
February 

2023 

Edit Wars Cohort 2 AfM Exhibition Bremen, Tor40, DE 
February 

2023 

Time-Lapse Migration Cohort 2 SmA Fair 

Barcelona, Mobile 

World Congress-Fira 

de Monjuic, 4YFN, ES 

February 

2023 

Time-Lapse Migration Cohort 2 SmA Talk 

Barcelona, 

Espronceda, 

Mediafutures 3rd 

Cohort gathering in 

Barcelona, ES 

February 

2023 

Time-Lapse Migration Cohort 2 SmA Fair 
Pairs, Museum 

connections 23, ES 

January 

2023 

MindBugs Cohort 2 SmA Exhibition 

Botosani, Happy 

Cinema, Crestem 

Campioni, RO 

December 

2022 

730h of violence Cohort 1 AfM Exhibition 
Grenoble, 

Experimenta 2022, FR 

October 

2022 
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Team Cohort Track What? Where? When? 

730h of violence Cohort 1 AfM Talk 

Grenoble, 

Experimenta 2022, 

talk on phenomena of 

violence online, FR 

October 

2022 

Biblio-Graph Cohort 1 SmA Talk 
Frankfurter 

Buchmesse 2022, DE 

October 

2022 

Critical Climate 

Machine 
Cohort 1 AfM Exhibition 

Experimenta, 

Grenoble, FR 

October 

2022 

Time-Lapse Migration Cohort 2 SmA Exhibition 
Online, Voices of 

Ukraine, ES 

October 

2022 

730h of violence Cohort 1 AfM Exhibition 
Ars Electronica 2022, 

AT 

September 

2022 

JECT-Sense Cohort 1 SmA Exhibition 

Participation in the 

BUn-ATn group 

exhibition entitled 

"How soon is now" at 

Structura Gallery with 

curators: Walter Seidl 

& Maria Vassileva; 

Sofia, BU 

September 

2022 

MindBugs Cohort 2 SmA Exhibition 
Urania Palace, Cluj-

Napoca, RO 

September 

2022 

JECT-Sense Cohort 1 SmA Exhibition 

14th ACM Creativity & 

Cognition Conference 

Art Exhibition, Venice, 

IT 

June 2022 

JECT-Sense Cohort 1 SmA 
Peer-reviewed 

paper 

14th ACM Creativity & 

Cognition Conference, 

Venice, IT 

June 2022 

Soft Evidence Cohort 1 AfM Talk 

Meet the Future of AI: 

Countering 

Sophisticated & 

Advanced 

Disinformation, 

AI4Media, Brussels, 

BE 

June 2022 

MUMIDIS Cohort 2 SmA Pitch 
SouthSummit 2022, 

Madrid, ES 
June 2022 

Time-Lapse Migration Cohort 2 SmA Partnership 
Online, Test Gallery 

new website, ES 
June 2022 
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Team Cohort Track What? Where? When? 

Critical Climate 

Machine 
Cohort 1 AfM Talk 

Sónar Lisboa 2022, 

PT 
April 2022 

Critical Climate 

Machine 
Cohort 1 AfM Talk 

CSM London, online, 

The Role of Data in 

the Ecological Crisis, 

UK 

April 2022 

Biblio-Graph Cohort 1 SmA Exhibition 

Amsterdam, de Appel 

(art center), “Catching 

up in the archive”, NE 

April 2022 

730h of violence Cohort 1 AfM Talk 

Paris, Ircam, Vertigo 

Forum, "Networks and 

interactions", FR 

March 2022 

Soft Evidence Cohort 1 AfM 

Article in 

general media 

outlet 

How Ania Catherine & 

Dejha Ti are Elevating 

Digital and Immersive 

Art, By Julien 

Delagrange, ONLINE 

March 2022 

Soft Evidence Cohort 1 AfM Talk 

Dejha and Ania have 

been invited to present 

"Soft Evidence" in a 

seminar at KTH Royal 

Institute of 

Technology, SE 

Speakers: Ania 

Catherine and Dejha 

Ti (Artist Duo, 

Operator) & Katja de 

Vries (Assistant 

Professor of Public 

Law, Uppsala 

University) 

February 

2022 

Critical Climate 

Machine 
Cohort 1 AfM Exhibition 

ZKM Karlsruhe, 

Digiloglounge Who 

Can We Trust?, DE 

January 

2022 

Biblio-Graph Cohort 1 SmA Exhibition 

Sao Paolo, 

Implementation of the 

microtools at Casa do 

Povo, BR 

December 

2021 

Biblio-Graph Cohort 1 SmA Talk 

BRian online seminar 

The Library as Artistic 

Practice, BR 

November 

2021 
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Team Cohort Track What? Where? When? 

Biblio-Graph Cohort 1 SmA Talk 

NE, Amsterdam, 

Process-presentation 

at the Rietveld 

Academy, NE 

November 

2021 

Soft Evidence Cohort 1 AfM Talk 

MIT Open Doc Lab 

conversation: Just 

Joking!Deepfakes, 

satire, gaslighting and 

the politics of synthetic 

media. A talk with 

Joshua Glick and Sam 

Gregory, USA 

November 

2021 

JECT-Sense Cohort 1 SmA Talk 
IT, STARTS Talks 

Genova, IT 

October 

2021 

Soft Evidence Cohort 1 AfM Others 

DetektorFM Podcast 

interview about Soft 

Evidence, ONLINE 

October 

2021 

Critical Climate 

Machine 
Cohort 1 AfM Exhibition 

Deutsches Museum 

Nürnberg, DE 

October 

2021 

730h of violence Cohort 1 AfM 
Radio 

announcement 

Matins Catalunya 

Ràdio Catalnya Ràdio 

(National Radio), ES 

September 

2021 

730h of violence Cohort 1 AfM 
Radio 

announcement 

Rac1 news RAC 1 

(National Radio), ES 

September 

2021 

730h of violence Cohort 1 AfM Exhibition 

Mutuo Gallery. Carrer 

de Méndez Núñez, 7, 

08003 Barcelona, ES 

September 

2021 

730h of violence Cohort 1 AfM 

Article in 

general media 

outlet 

Les violències 

quotidianes 

protagonitzen la nova 

mostra del Mutuo 

Centro de Arte de 

Barcelona LA 

REPÚBLICA 

(Newspaper), ES 

September 

2021 

730h of violence Cohort 1 AfM 

Grant or 

Funding 

(please specify 

the amount in 

column F) 

Les violències 

quotidianes 

protagonitzen la nova 

mostra del Mutuo 

Centro de Arte de 

September 

2021 
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Team Cohort Track What? Where? When? 

Barcelona, 324 

(Catalonia news), ES 

730h of violence Cohort 1 AfM 

Article in 

general media 

outlet 

La violencia 

cuantificada en 730 

horas de arte digital y 

analógico. DIARIO 

DESIGN (Design 

blog), ES 

September 

2021 

Biblio-Graph Cohort 1 SmA Talk 

Ars Electronica 

Festival - "Creating 

with data: from arts to 

entrepreneurship", AT 

September 

2021 

Critical Climate 

Machine 
Cohort 1 AfM Talk 

“Creating with data: 

from arts to 

entrepreneurship” at 

Ars Electronica 

Festival , AT 

September 

2021 

Soft Evidence Cohort 1 AfM Exhibition 
Social Sandwich 

preview, ONLINE 

September 

2021 

Soft Evidence Cohort 1 AfM Talk 

Ars Electronica 

Festival - Art and 

(invisible) technology: 

A closer look at Soft 

Evidence and On 

View, AT 

September 

2021 

Critical Climate 

Machine 
Cohort 1 AfM Interview 

Interview with Gaëtan 

Robillard and 

presentation of the 

work in progress, DE 

August 

2021 

JECT-Sense Cohort 1 SmA 

Article in 

general media 

outlet 

MediaFutures' 

Website, ONLINE 

August 

2021 

Biblio-Graph Cohort 1 SmA Scientific paper 

Mariana Lanari, 

”Reading as Sculpture: 

A new layer for the 

library in ruins” 

Stedelijk Studies 

Journal 11 (2022), NE 

July 2021 

Critical Climate 

Machine 
Cohort 1 AfM Code/Algorithm ONLINE July 2021 
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Team Cohort Track What? Where? When? 

730h of violence Cohort 1 AfM Others 

Collaboration with 

CNN London for 

International Day of 

Non-Violence, UK 

July 2021 

730h of violence Cohort 1 AfM 
TV 

announcement 

Exhibition 

announcement on TV 

Barcelona News TV 

TVNews Beteve (Local 

TV), ES 

July 2021 

Biblio-Graph Cohort 1 SmA Podcast 
Voiceblind, Ep 6, How 

to read a library 
July 2021 

Biblio-Graph Cohort 1 SmA Talk 

Presentation of the 

model in an online 

contribution to 

Schemas of 

Uncertainty, NE 

July 2021 

Critical Climate 

Machine 
Cohort 1 AfM 

Article on 

Ircam's website 

Jérémie Szpirglas 

published on IRCAM’s 

website, FR 

July 2021 

Soft Evidence Cohort 1 AfM 

Article in 

general media 

outlet 

Ars Electronica, “Art 

and (invisible) 

technology: A closer 

look at Soft 

Evidence and On 

View”, AT 

July 2021 

Biblio-Graph Cohort 1 SmA 
Interview / 

Podcast 

1-hour interview 

broadcast live as part 

of the Symposium 

Open Archive, Institute 

of Social History 

June 2021 

Biblio-Graph Cohort 1 SmA Festival 

Barcelona, Booth at 

4YFN during the World 

Mobile Conference, 

ES 

June 2021 

Soft Evidence Cohort 1 AfM Talk 

Online, Data week: 

New data 

requirements AI-Art 

collaborations, 

ONLINE 

May 2021 
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Team Cohort Track What? Where? When? 

Biblio-Graph Cohort 1 SmA 

Article in 

general media 

outlet 

Article in the Cosmic 

Bulletin, ONLINE 
 

Ponte Cohort 1 SmA 

Article in 

general media 

outlet 

  

DOPPELGÄNGER Cohort 2 SmA Exhibition 
Copenhagen Airport, 

DK 
 

OCHI Cohort 2 SfC Others UKR  

 

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 and partner specific communication tools and channels. 

Articles written and published by MediaFutures partners: 

● 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); 

● MediaFutures opens its third Open call (Article about the launch of the 3rd Open Call); 

● Walking to escape cognitive biases and fake news (Article about one of the 3rd Cohort 

projects); 

● Walking to escape cognitive biases and fake news (Article about one of the 3rd Cohort 

projects); 

● “Queering the Quantified self” building communities to fight health disinformation (Article 

about one of the 3rd Cohort projects); 

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://datalab.luiss.it/news-e-eventi/mediafutures-opens-its-third-open-call/
https://zetaluiss.it/2023/05/30/walking-to-escape-cognitive-biases-and-fake-news/
https://datalab.luiss.it/news-e-eventi/walking-to-escape-cognitive-biases-and-fake-news/
https://datalab.luiss.it/news-e-eventi/queering-the-quantified-self/
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● “Queering the Quantified self” building communities to fight health disinformation (Article 

about one of the 3rd Cohort projects); 

● 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); 

● Demo Days (Article promoting Demo Days); 

● MediaFutures celebrated the 3rd Cohort projects' success and 3-year programme 

conclusion! (Article about the final event and the graduation of the 3rd Cohort projects); 

● Un projecte combatrà la desinformació mitjançant l’ús innovador de les dades (Article on the 

3rd Open Call in Catalan and Spanish). 

Thirteen 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: 

1. at the beginning of the project in September 2020; 

2. for the launch of the 1st Open Call in November 2020; 

3. for the start of the 1st round of the support programme in April 2021; 

4. for the start of the BUILD phase in May 2021; 

5. at the 1st Cohort graduation in September 2021; 

6. for the launch of the 2nd Open Call in November 2021; 

7. for the start of the 2nd Cohort support programme at the beginning of April 2022; 

8. for the start of the BUILD phase of the 2nd Cohort at the end of April 2022; 

9. for the launch of the 3rd Open Call at the end of June 2022; 

10. for the 2nd Cohort graduation in October 2022; 

11. for the start of the 3rd Cohort support programme in November 2022; 

12. for the start of the BUILD phase of the 3rd Cohort in December 2022; 

13. for the 3rd Cohort graduation and celebration of the conclusion of the MediaFutures project 

in June 2023. 

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

Resources page. 

4.9 Scientific outreach 

We have work published and in process to be published in different scientific journals or proceedings. 

First, a research paper titled 'AI Art and Misinformation: Approaches and Strategies for Media 

Literacy and Fact-Checking' was presented at the AIES 2023 conference. The paper delves into the 

rise of misinformation and its challenges for society, exploring 18 AI art projects aimed at countering 

https://zetaluiss.it/2023/05/26/queering-the-quantified-self/
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://www.ircam.fr/agenda/demodays-2022-de-mediafutures/detail
https://www.ircam.fr/article/clap-de-fin-pour-la-troisieme-cohorte-et-les-trois-annees-du-programme-mediafutures?utm_campaign=NL+%c3%a9t%c3%a9+2023+infokom&utm_content=L%27Ircam+vous+souhaite+un+bel+%c3%a9t%c3%a9+!&utm_medium=Emailing&utm_source=Message+Business
https://www.ircam.fr/article/clap-de-fin-pour-la-troisieme-cohorte-et-les-trois-annees-du-programme-mediafutures?utm_campaign=NL+%c3%a9t%c3%a9+2023+infokom&utm_content=L%27Ircam+vous+souhaite+un+bel+%c3%a9t%c3%a9+!&utm_medium=Emailing&utm_source=Message+Business
https://eurecat.org/un-projecte-combatra-la-desinformacio-mitjancant-us-innovador-de-les-dades/
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
https://mediafutures.eu/wp-content/uploads/2022/10/DemoDays-2022-Press-Release.pdf
https://mediafutures.eu/wp-content/uploads/2022/11/MediaFutures_-third-cohort-press-release.pdf
https://mediafutures.eu/wp-content/uploads/2022/12/Press-release-%E2%80%93-Start-of-BUILD-phase-of-3rd-cohort.pdf
https://mediafutures.eu/wp-content/uploads/2023/08/DemoDays-2023-Press-Release.pdf
https://mediafutures.eu/resources/mediakit/
https://www.aies-conference.com/2023/
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misinformation through fact checking, media literacy, and the combination of AI and art and will 

shortly be published in the Proceedings of the AAAI/ACM Conference on Artificial Intelligence, Ethics 

and Society. The paper has been mentioned on Twitter and Linked In by attendees and has led to 

an invitation to promote the publication on https://aimediaresearch.com with a guest post. The goal 

is to present the most innovative ideas, theories, and research of the field. 

Secondly, we submitted a paper focused on artistic and innovative approaches to tackle 

disinformation, considering data usage from various perspectives, including technical, legal, and 

ethical standpoints. This paper showcases the knowledge gathered during the support program, 

working and experimenting with teams to generate works that address disinformation from a data-

centric perspective. This paper titled “Data-driven exploration of misinformation in artistic and 

innovative projects” is in process. 

5 The promotion of the Open Calls 

This Chapter focuses on the promotion of the 3rd Open Call which took place from June until August 

2022 and gives a summarising analysis on the promotion of all three Open Calls at the end. Detailed 

information on activities in regard to the promotion of the 2nd Open Call and the 1st Open Call is 

available in the D5.4 and D5.3.  

As for the 1st and 2nd Open Calls, for the promotion of the 3rd one a specific communication strategy 

was developed and implemented. Taking into consideration the results of the first two Open Calls, 

and the overall goal that the project wanted to achieve for the 3rd one, the strategy focused 

particularly on the following target groups: organisations working with or representing ethnic 

minorities and individuals originally from lower-income countries, working with artists or startups, Big 

Data Associations as well as Media Associations. Dedicated social media campaigns were 

implemented and representatives of the target groups contacted via email, on the basis of a desktop 

research. 

Figure 20 - LinkedIn post promoting our scientific 

research at AIES 2023 

Figure 21 - Tweet promoting our scientific research at AIES 
2023 

https://aimediaresearch.com/
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
https://mediafutures.eu/wp-content/uploads/2021/08/MediaFutures_Intermediary-Dissemination-Report_D5.3.pdf
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A communication kit was created, containing: a press release; a short video; an email to be used 

(and adapted) by all the partners for promoting the call through their contacts; a postcard to be used 

by project partners to spread out the information about the Open Call; Twitter, Facebook, LinkedIn 

and Instagram graphic elements and post templates for MediaFutures social media publishing 

following an agreed calendar, a standard presentation and a leaflet presenting the overall project. 

All these materials supported an intensive promotion through the project and partners' websites and 

social media channels, media campaigns, newsletters and networking activities of the consortium in 

their communities at events or with direct contacts. Additionally, paid advertisement campaigns were 

carried out on Twitter and Facebook with the aim of reaching previous and new contacts at EU level: 

thanks to these campaigns we were able to reach more than 600 clicks on the application form. 

Tables 5 and 6 show the total audience reached through these campaigns. 

Table 5 - Twitter ad campaign in relation to the MediaFutures 3rd Open Call 

Twitter Ad group 
name name 

Objective Start End Impressions 
Total 
audience 
reach 

Results 
(Link 
clicks) 

Open Call | 1st 
Period 

Website traffic 
and 
conversions 

6 July 
2022 

20 July 
2022 

119,528 112,256 183 

Open Call | 
Matchmaking 

Website traffic 
and 
conversions 

1 August  
2022 

8 August 
2022 

30,880 28,661 67 

Open Call | 2nd 
Period 

Website traffic 
and 
conversions 

10 August 
2022 

26 
August 
2022 

36,321 32,467 52 

 

Table 6 - Facebook ad campaign in relation to the MediaFutures 3rd Open Call 

Faccebook Ad 
set name 

Objective Starts Ends Impressions 
Total 
audience 
reach 

Results 
(Link clicks) 

Open Call 1st 
Period 

Link clicks 
6 July 
2022 

20 July 
2022 

171,584 106,143 5,301 

Open Call 2nd 
Period 
 

Link clicks 
10 August 
2022 

24 
August 
2022 

- - - 

Open Call – 
Q&A 
Matchmaking 

Link clicks 
1 August 
2022 

8 
August 
2022 

62,608 85,051 497 

 

Table 7 shows the number of contacts to stakeholders with a distinction in regard to categories. It 

also includes social media. Nevertheless, it is necessary to specify that we did not check if the 
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organisations we contacted (e.g. by email) really have disseminated the Open Call with their 

members or through their social media, as this would have overstretched the available resources. 

As contacts for social media we counted the maximum potential reach based on the data we 

collected from all partners, instead as “people” we considered different types of categories such as 

subscribers to newsletters or readership of newspapers and we counted as one when we did not 

have accurate information of the membership. This is the reason why numbers sometimes are 

particularly big (e.g. for some entities in the Media Associations (specifically important UK 

newspapers) the readership was the KPI considered for the counting).  

 

Table 7 - Stakeholders reached during the promotion of the 3rd Open Call 

Category People Twitter Linkedin Instagram Facebook 

Cultural institutions 
in Low- and Low-
middle income 
countries, in 
particular from South 
and South-East 
Europe 

23 1,001,958 10,465 411,526 563,211 

Women and 
innovation 
(associations) 

2,722 17,508 15,206 1,873 7,321 

Organisations 
working with or 
representing ethnic 
minorities and 
individuals originally 
from lower-income 
countries) working 
with artists or 
startups 

4,228 50,496 48,515 53,298 110,157 

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

Big Data 
Associations 

2,328 ,6284 3,187 0 0 

Artists and 
Technology 

13,747 262,420 161,305 113,500 450,836 

Startup and SMEs 1000 431,329 376,823 2,913 57,353 

Media Associations 96,110,285 424,219 103,400 79,482 180,012 
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Category People Twitter Linkedin Instagram Facebook 

Policy makers and 
funding Agencies 

8,009 336,580 88,081 10,278 49,302 

Related Projects and 
Research 

28 364,566 242,011 244,938 247,292 

Others 20,209 78,266 14,777 0 5,291 

Advisory Board 25 - - - - 

~Totals ~ 96Mio ~ 3,3Mio ~ 1,1Mio ~ 955k ~ 1,8Mio 

Summarising members of the different networks as well as followers on social media, we had over 

100Mio contacts reached with the promotions of the 3rd Open Call. The campaign resulted in 99 

eligible applications from 32 countries (see report Summary of Open Calls v3 (D1.6) and Facts and 

Figures 3rd Open Call).  

Overall assessment 

In total, for the cumulative outreach for the three MediaFutures Open Calls, we can calculate approx. 

114 Mio contacts (see Table 8). 

Table 8 - Total stakeholders reached during the promotion of the three MediaFutures Open Calls 

 OPEN CALL 1 OPEN CALL 2 OPEN CALL 3 

Numbers of members ~ 276k ~ 899k ~ 96 Mio 

Followers TWITTER ~ 2,2Mio ~ 3,2 Mio ~ 3,3 Mio 

Followers LINKEDIN ~ 119k ~ 1 Mio ~ 1,1 Mio 

Followers INSTAGRAM ~ 45k ~ 1,1 Mio ~ 955k 

Followers FACEBOOK ~ 362k ~ 1,8 Mio ~ 1,8 Mio 

 ~ 3 Mio ~ 8,1 Mio ~ 103,3 Mio 

There was considerable growth between the outreach of the 1st and 2nd Open Call (more than 

double). This was mainly due to the fact that for the 1st Open Call we concentrated on contacts of 

partners, while in the 2nd Open Call, with the specification of underrepresented groups as target 

groups, we did a dedicated outreach strategy for those through desktop research and related emails 

https://mediafutures.eu/wp-content/uploads/2023/02/MediaFutures-D1.6-Summary-of-calls-v3_final2.pdf
https://mediafutures.eu/wp-content/uploads/2022/11/3rd-open-call-mediafutures-infographic.pdf
https://mediafutures.eu/wp-content/uploads/2022/11/3rd-open-call-mediafutures-infographic.pdf
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as well as dedicated paid social media campaigns. The same strategy as for the 2nd Open Call was 

applied for the 3rd Open Call and the outreach numbers were more or less steady, except for the 

ones for media associations where we had a big increase in contacts. The considerable increase of 

more than 95 Mio contacts originated in the above described fact that information of the 3rd Open 

Call was sent to three major UK newspapers and, for being coherent with the methodology applied 

for calculating contacts, the readership of these newspapers were counted.  

6 Dissemination impact assessment 

The implementation of the communication and dissemination strategy with its planned activities was 

regularly monitored (e.g. each 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 Action (DoA) and  the Dissemination and 

communication strategy and instruments (D5.1) report. 

In the following Table 9, the achieved numbers for the 36 months of the project (September 2020 to 

August 2023) 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, 

while an overall assessment of the communication activities achieved for the whole project is 

presented in the conclusions (Chapter 8). 

 

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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Table 9 - MediaFutures achieved numbers for dissemination and communication activities from September 2020 to August 2023 

(The numbers are based on defined KPIs in D5.. 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 

Numbers 
reached 
by M36 

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 unknown 

The dissemination of project information 
via e.g flyers/postcards was 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  1 4 

A roll-up about the project was realised to 
be shown during events planned in 
presence, e.g. the Demo Days of the 2nd 
Cohort and the final event at the end of 
the 3rd Cohort support programme. 
Moreover, two flags have been produced 
for the location of the final event in 
Hamburg, and a Poster to engage the 
audience in presence to have a look and 
download the MediaFutures teams’ tools.  

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 

4 videos and 
approx. 866 
views (1 video 
of the 1st Open 
Call with 
approx. 575 
views; 1 video 
of the 2nd Open 
Call with 
approx. 197 

A video for each Open Call was 
produced and promoted online, through 
social media and websites. Moreover, a 
video regarding the final event of 
MediaFutures has been produced 
collecting the main outputs of the event 
and summarising the conclusions of the 
project. All the videos are published in 
the YouTube channel within specific 
playlists and freely available all the time. 
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Instrument Indicator Target Description 
Numbers 
reached  
by M11 

Numbers 
reached 
by 23 

Numbers 
reached 
by M36 

Analysis/comments 

approx. 25 
views. 

views; 1 video 
of the 3rd Open 
Call with 
approx. 42 
views. 1 video 
of the final 
MediaFutures 
event with 
approx. 52 
views) 

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 
approx. 600 
views 
6 further project 
pitch videos, not 
published 

29 (14 project 
videos, 
6 project pitch 
videos 
5 webinar 
recordings, 
2 project partner 
interviews, 
1 workshop 
recording, 
1 promotional 
video for ODI 
Summit) 

83 (53 project 
videos, 
6 project pitch 
videos 
6 webinar 
recordings, 
13 project 
partner 
interviews 
(including those 
on Vialog), 
4 workshop 
recording (on 
other YouTube 
channels), 
1 promotional 
video for ODI 
Summit) 

Along the project we created different 
playlists collecting the various videos in 
order to better organise the content 
according to the different Open Calls, 
Events, Project Cohorts and stimulate 
viewers to stay back and watch them 
continuously.  
The videos, the interviews and the  
registrations of webinars and events 
were promoted through social media and 
the project website. 
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Instrument Indicator Target Description 
Numbers 
reached  
by M11 

Numbers 
reached 
by 23 

Numbers 
reached 
by M36 

Analysis/comments 

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 visitors 
94,6,2k unique 

95,5k visitors 
148k unique 
 

Successful dissemination through 
website, planned targets reached.This 
highlights that the website was the 
prominent online dissemination hub. 

Average 
visit 

1 minute 
2min 35s 
average visit 
duration 

2min 20s 
average visit 
duration 

2min 28s 
average 

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 

3,2K in total by 
M36 
(1,369 followers 
on LinkedIn; 
1.003 followers 
on Twitter; 859 
followers on 
Instagram) 

The number of followers is lower than the 
target numbers. As explained in the 
previous report (D5.4) the social media 
strategy was more focused on creating 
engagement and driving users to the 
MediaFutures website, which is the main 
repository where users can find 
information and resources. Additionally, 
partners' social media channels were 
mainly and widely used to disseminate 
the content and news regarding the 
project (e.g. 2,5k retweets; 170 LinkedIn 
reposts in the last 12 months). Each 
MediaFutures channel has also reshared 
posts/tweets from other profiles to 
disseminate more topic-related content 
and with this to strengthen the position of 
MediaFutures in the ecosystem.  

Number of 
posts/tweet
s 

3k by M36 
460 in total by 
M11 

1,190 by M23 
(827 Tweets, 76 
Instagram 
posts, 287 
LinkedIn posts 
in total) 

1,558 (1035 
Tweets, 158 
Instagram 
posts, 365 
LinkedIn posts 
in total) 

https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
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Instrument Indicator Target Description 
Numbers 
reached  
by M11 

Numbers 
reached 
by 23 

Numbers 
reached 
by M36 

Analysis/comments 

MediaFuture
s 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 20 

MediaFutures was active in the 
organisation of events and this allowed 
the project to over reach the planned 
targets. A substantial contribution to this  
achievement was due to the 
MediaFutures partner Zabala having a 
booth at the 4YFN 2023 in Madrid (see 
Chapter 4.7.6). 

Number of 
participants 
overall 

1k 280 1,4k 63k 

External 
events 

Number of 
events 
attended 

50 

Presented 
material, photos, 
social media, trip 
reports. News on 
the project 
website. 

16 28 53 

As written in Chapter 4.7 MediaFutures 
partners presented or promoted 
MediaFutures in 53 events and reached 
a large audience (approx. more than 33k 
people). Therefore, the project 
successfully achieved the target.  

Media 
coverage 

Press 
releases 

20 

Paid and free 
articles in sectorial 
online and 
traditional 
magazines. Paid 
and free short 

4 
MediaFutuers+9 
partners 

9 
MediaFutures+1
1 partners 

13 
MediaFutures + 
13 partners 

MediaFutures produced 13 press 
releases in specific and strategic 
moments of the project. In relation to that, 
partners disseminate other press 
releases. Therefore, we achieved the 
target.  
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Instrument Indicator Target Description 
Numbers 
reached  
by M11 

Numbers 
reached 
by 23 

Numbers 
reached 
by M36 

Analysis/comments 

Number of 
articles in 
magazines 

20 

news or in 
magazines 
promotional 
spaces (visual). 

0 13 21 

Chapter 4.8 is listing the articles realised 
by partners to disseminate information 
about the project in general and the 
different teams. 

Editorials 
and 
clippings 

100 13 

27 
(communication 
campaigns), > 
110 blog posts 

175 blog post 

Thanks to the collaboration of all 
partners, MediaFutures was able to 
publish an excellent number of blog 
articles on the website. The news has 
always been shared also using social 
media.  

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 

95Mio direct 
contacts and 
>100 Mio 
contacts 
including 
outreach 
through social 
media 
 

As mentioned in Chapter 5, the 
considerable increase of contacts 
reached with the promotion of the 3rd 
Open Call was due to the fact that the 
information sent to three major UK 
newspapers and, for being coherent with 
the methodology applied for calculating 
contacts, the readership of these 
newspapers were counted. 

Stakeholder 
cluster 

Number of 
organisation
s 

50 

The cluster is 
planned to cover 
areas in demand 
among startups 
and artists and be 
representative of 
the community. 

26  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, Demo Days, 
etc). As the collaboration with other 
projects and networks (as S+T+ARTS 
and BDVA) has been further 
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Instrument Indicator Target Description 
Numbers 
reached  
by M11 

Numbers 
reached 
by 23 

Numbers 
reached 
by M36 

Analysis/comments 

strengthened, it was decided to not 
further formalise the stakeholder cluster, 
but build up the 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 8 

A high expert Advisory Board has been 
established with 8 confirmed members. 
The Board contributed to the project with 
strategic guidance and expertise in their 
respective field.  

Ambassador 
network 

Number of 
ambassado
rs 

30 

Invitations of 
professionals from 
different sectors 
as 
well as interested 
members of the 
public to apply to 
join the network 
and add new 
impulses and 
perspectives to 
our work. 

2 9 11 

The Ambassador Network invites 
experts, entrepreneurs and interested 
people from the media, art and tech 
scene to help us build 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.  
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Instrument Indicator Target Description 
Numbers 
reached  
by M11 

Numbers 
reached 
by 23 

Numbers 
reached 
by M36 

Analysis/comments 

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 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 be 
found in Chapter 3. 
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7 MediaFutures legacy - dissemination after the end of the 

project  

This chapter describes the strategy for dissemination of MediaFutures outputs after the end of the 

project, including details highlighting what happened to the different communication channels 

developed throughout the project once this came to an end. 

The strategy for further dissemination of the key project results beyond the project lifespan was 

developed such that it would leverage the communication and dissemination channels developed 

and implemented during the course of the project. This includes:  

1. The MediaFutures project website, which after the end of the project serves as the main 

hub for making all project outputs available. For this purpose, a specific legacy version of the 

MediaFutures website was created during the last month of the project to highlight the project 

results, such as the Innovation Toolkit, Policy briefs, and Lessons learned, and effectively 

direct users towards discovering them. These outcomes are now prominently featured in both 

the homepage and in the main menu of the website. The remaining content, such as the 

projects’ description, the partners and news items have been adapted so as to make clear 

that the project has finished. News items are saved in an archive and the links to the social 

media channels have been taken out, as they are no longer being used; 

2. MediaFutures Social Media accounts. Twitter, Instagram and the LinkedIn company 

page may be used to post and repost topics related to the project such as open calls in the 

media sector, solutions in debunking deep fakes and fake news as well as new innovations 

in the entrepreneurship sphere dedicated to the deal with misinformation and disinformation. 

Closing messages will be sent to social media followers, directing them to the legacy version 

of the MediaFutures website (e.g. a post with the following sentence will be published on 

Social Media with an image supporting this announcement; “Project Conclusion Notice: 

#MediaFutures has concluded, and our social media channel will no longer be active. Explore 

the project's outcomes and access valuable resources on our official website: 

https://mediafutures.eu/”) or to the social media links of local project partner activities or other 

related projects; 

3. Individual online and offline communication channels of the project partners to 

disseminate different MediaFutures outputs broadly. All MediaFutures partners are already 

involved or will be involved in further projects or activities related to the MediaFutures project. 

The outputs from the project are therefore expected to be used and further disseminated 

increasing the project’s legacy. This will be particularly relevant for the dissemination of the 

final project outputs produced at the very end of the project (e.g. the policy briefs, lessons 

learned, etc.). Links and information on the project will also be maintained on partner 

organisation websites; 

4. Additional communication channels related to the MediaFutures project. The MediaFutures 

community will be also informed by using tools of related project and initiatives, in order to 

support the dissemination of the announcement of the conclusion of the project and about 

https://mediafutures.eu/
https://twitter.com/MediaFuturesEU
https://www.instagram.com/mediafutures.eu/
https://www.linkedin.com/company/mediafutures/
https://www.linkedin.com/company/mediafutures/
https://www.linkedin.com/company/mediafutures/
https://mediafutures.eu/
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the possibility to explore the main outcomes and results available (e.g. through the 

S+T+ARTS newsletter and followers on social media channels).  

The above-described measures are strongly interconnected with the Sustainability Implementation 

Roadmap (D6.6), and the related exploitation plans and opportunities identified for the different 

consortium partners. While further use and uptake of the MediaFutures results are described in D6.6, 

the Communication and Dissemination strategy aims to guarantee that the outputs produced during 

the project are available to the relevant target groups.  

8 Conclusions 

The MediaFutures project successfully ended with a considerable effort and involvement of all the 

partners in the communication, dissemination and exploitations activities in regard to project 

activities and results, and a strong interest in the project and its results by organisations and 

initiatives active in the same fields. Indeed, the consortium was very active in spreading information 

and sharing contents to the interesting community of the project, such as artists, startups and SMEs, 

both for creating interest in participating in the Open Calls and for sharing project outcomes.  

These activities have been planned in the report D5.1 and Table 9 shows their progress and 

achievements from September 2020 to August July 2023. Overall, MediaFutures reached nearly all 

the numbers for dissemination and communication activities as defined by the KPIs. Notably, the 

project successfully captured a broad audience by organising events and actively participating in 

renowned conferences and workshops. Exploiting the communication channels of partnering entities 

further amplified outreach, particularly in promoting the Open Calls. 

Considering the online activities, the MediaFutures website performed very well, while the social 

media channels did not reach the planned target numbers. As mentioned already in the Table 9 

above and in D5.3 and D5.4, this can be explained as the strategy was focused more on the content, 

and as a more important role was given to the single partners’ channels for the communication and 

dissemination activities.  

Being part of the S+T+ARTS network and related to the BDVA and relations and common activities 

with related projects and initiatives, MediaFutures experienced organic growth within its ecosystem. 

This affiliation facilitated effective communication and extensive dissemination of project outputs. 

The Advisory Board was also an important support for the project, both in terms of discussing project-

related topics as well as to support the communication activities. The Ambassador Network and the 

stakeholder cluster as well as the link to other Data Innovation Hubs served mainly as support on 

communicating the three Open Calls and for the promotion of the MediaFutures events. 

At the end of the project efforts were made to create a strategy for the legacy of the communication 

channels. We hope that the updated version of the project website will allow a further dissemination 

and exploitation of results by easy access to all relevant outputs and with this support the exploitation 

beyond the end of the project. 

 

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
https://mediafutures.eu/wp-content/uploads/2022/09/MediaFutures_D5.4_Intermediary-dissemination-report-v2.pdf
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