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1 Introduction

BIOVOICES seeks to engage more stakeholders and citizens in the bio-based economy

as well as to increase knowledge-sharing and collaboration between stakeholders.

This is done by sharing news and research results and by promoting relevant events and

informing about appealing samples of bio-based applications and products.

Social media has become an important tool to reach a large public and to facilitate the
dialogue and mobilisation among the different target audiences. As environmental issues
are becoming more prevalent and frequently acknowledged, social media are playing an
important role in sharing environmental problems and suitable solutions, to which bio-

based products can contribute.

This document presents the BIOVOICES approach for social media engagement and
animation. This includes the objectives of the social media activity in BIOVOICES, the
analysis of social media channels (most popular social networks, gender preferences,
characteristics of the different social media, sustainability topics in social media), the
BIOVOICES activity in the social media (strategy for the social media channels, analysis
and Overview, Facebook, Instagram, Twitter, LinkedIn) and the Social media animation
(influencers, social media Apps, interactive tools and competitions, campaign in social

network).

Finally, this interim report provides some lesson learnt and conclusions to improve the last

12 months of social media activity in the BIOVOICES project.
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2 Objectives of the social media activity in BIOVOICES

Social media has become an important tool to reach a large public and to facilitate the

dialogue and mobilisation among the different target audiences.

As environmental issues are becoming more prevalent and frequently acknowledged,
social media are playing an important role in sharing environmental problems and suitable

solutions, to which bio-based products can contribute.

BIOVOICES social media activity seeks to engage more stakeholders and citizens in the
bio-based economy as well as to increase knowledge-sharing and collaboration between
stakeholders.

In particular, the use of BIOVOICES Social Media channels have two main objectives:

e Amplify the impact of BIOVOICES events on different social media
e Address the large public with specific communication activities to raise awareness

and sensitize the consumers toward a more sustainable culture
To achieve these objectives, BIOVOICES adopts the following strategy:
0OBJ1: Amplify the impact of BIOVOICES activities on different social media by:

e Bridge existing bio-based online communities and social network pages with the
BIOVOICES project

e Attract users in the BIOVOICES platform

e Promote the results of the BIOVOICES MML workshops

e Publish information about ongoing activities and live events the project is organising

OBJ2: Address the large public with specific communication activities to raise awareness

and sensitize the consumers toward a more sustainable culture:

e Publish information about bio-based products to promote a more sustainable daily
choice by the consumers

e Promote events for citizens where they can learn and discover many BBPs

e Through the interaction and networking with brand owners and stakeholders,
BIOVOICES, provides a database of products/services and their characteristics
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e Use a gamified approach to contents delivery (i.e. a daily quiz asking, for instance,
to guess the impact of a BB-product compared to a traditional one)
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3.1 Most popular social networks
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To identify which social media channels are suitable for the BIOVOICES objectives
identified in chapter 2 addressing the quadruple helix stakeholders, FVA performed a desk

research, analysing different data on users’ behaviours and preferences.

The following chart provides information on the most popular networks worldwide (updated
to October 2019), ranked by number of active accounts. Market leader Facebook was the
first social network to surpass 1 billion registered accounts and currently sits at almost
2.41 billion monthly active users?, for this reason it is undoubtedly the most suitable

channel for conveying BIOVOICES messages and reaching the highest number of users.

Facebook

YouTube

WhatsApp

Facebook Messenger

WeChat

Instagram

Qa

QZone

Douyin | Tik Tok

Sina Weibo

Reddit

Twitter

Douban

Snapchat**

Linkedin

Pinterest

Number of active users in million

2414

Figure 1 Number of active users worldwide in millions as of October 2019

Even though the statistics above refer to worldwide trends, a similar situation applies for

European social media users, which are the main target of BIOVOICES.

1 https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-

users/
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3.2 Gender preferences

Historically, women have been more avid users of social media than men, in fact, in

November 2010, the gender gap was as large as 15 percentage points.

More recent data, however, show that these differences are no longer statistically
significant. Some 73% of online men use social media, which is on par with the 80% of

online women who say they do so0.2

mMan = 'Wamen

2010 2015

Figure 2 Percentage of adult internet users who use social networking sites

Although the overall percentage of men and women who report using social media is how

comparable, there are still some gender differences on specific platforms.

m Men = 'Women

Facebook Pinterest Instagram LinkedIn Twitker reddit, Digg or Tumblr
Slashdot

Figure 3 Percentage of online adults who use social media and discussion sites

2 https://www.pewresearch.org/fact-tank/2015/08/28/men-catch-up-with-women-on-overall-
social-media-use/
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Women are more likely to use either specific Social Network Services such as Facebook,
Pinterest and Instagram (mostly picture sharing sites), while men are more likely to
participate in discussion forums like Reddit, Digg or Slashdot.

Gender differences on Twitter, Tumblr and LinkedIn are not significant.

3.3 Characteristics of the different social media

Since their introduction around a decade ago, social media platforms and applications
have become steadily popular among public and used widely for entertainment,
socialization, and information seeking and sharing purposes.?

Even though social media platforms were not designed with the explicit purpose of
supporting educational and other learning-related activities, their affordance for networking
and content sharing have made them a natural fit for those purposes. Institutions of higher
education, elementary and high schools, scholarly communities, as well as federal and

state education agencies have actively embraced various social media platforms.*

It is therefore crucially important to understand the online behaviour and motivations of the

target audiences to develop interesting contents.
Each social channel has different target users (range age, interests, intended use, etc.):

Facebook is the biggest social media site around, with more than two billion people using
it every month (that’'s almost a third of the world’s population!). Facebook is the most
suitable to reach different generation and is highly focused on exchanges between friends

and family.

Instagram is a photo and video sharing social media app, a key platform for younger
audiences. Instagram is one of the most popular social media platforms that has attracted

a multitude of users in recent years.

Twitter is a social media site for news, entertainment, sports, politics, and more. Twitter is
a useful tool for communication due to high accessibility, novelty, and real-time format and

tends to be more popular with highly educated individuals. Students, teachers, and other

3 https://www.tandfonline.com/doi/full/10.1080/0965254X.2015.1095222
4 https://journals.uic.edu/ojs/index.php/fm/article/view/7133
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stakeholders use it as a pedagogical tool to gain information, interact and engage with
each other, participate in their respective communities of interests, and share their insights
about specific topics.®

LinkedIn is nowadays more than just an online CV style platform for professionals, it has
evolved into a professional social media site where experts share contents, network with
other users, and build their personal profile. It has also become a place for businesses to
establish their leadership and authority in their industry and attract talent to their company.
LinkedIn is most popular with college graduates and is great for companies working in B2B

industries.®

3.4 Sustainability topics in social media

Different sustainability and environmental activists are using social media platforms to
share their message. Social media, reaching users of varied age groups, have the ability,
through an efficient communicational approach to increase awareness on sustainability. If
targeted at concrete products and their positive or negative impacts, it can influence

consumer behaviour.

Recently, environmental issues related to recycling and waste have become a hot topic,
hashtag usage are particularly important on Instagram and Twitter, providing a

straightforward way to group similar types of content together.

With the use of different hashtags, such as #plasticfree, #noplastic, #sustainable
#sustainability #sustainablelifestyle #environment #environmental #circulareconomy
#zerowasteliving #zerowaste #sustainableliving #plasticfree  #reducereuserecycle
#ecofriendly, ecc., people are becoming increasingly aware and interested in specific

issues related to sustainability.

This awareness has been enhanced by bloggers and social media influencers who are
tackling environmental questions. As reported in the chart below this interest is linked to

millennials — generation of people born between 1980 and 2000 —, with the greatest

5 https://educationaltechnologyjournal.springeropen.com/articles/10.1186/s41239-019-0166-x
6 https://www.ironpaper.com/webintel/articles/how-effective-is-linkedin-for-b2b-marketing-
these-20-stats-say-it-all/
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involvement between 25 and 34 years. Therefore, social media can be a powerful tool to

promote a sustainable lifestyle among these target group.

13-17
18-24
25-34
35-44
45-54
55-64

65+

Figure 4 Target group age following on Instagram
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The social media activity is central in BIOVOICES, because it facilitates the direct access

to ‘places’ where the citizens are already interacting and offers the possibility to target the

consumers by their interests and preferences.

4.1 Strategy for the social media channels

To reach a significant impact we use many social media channels to reach different target

beneficiaries. The following tables show an overview of how each social media channel

contributes to address the 2 specific objectives:

OBJ1: Amplify the impact of BIOVOICES activities on different social media

Twitter | Facebook | LinkedIn | Instagram
Bridging existing bio-based online X X X X
communities and social network pages
with the BIOVOICES project.
Attracting users in the BIOVOICES X X X
platform.
Promote the results of the BIOVOICES X X X
MML workshops.
Publish information about ongoing X X X

activities and live events the project is
organising.

OBJ2: Address the large public with specific communication activities to raise

awareness and sensitize the consumers toward a more sustainable culture

Twitter | Facebook | LinkedIn | Instagram
Publish information about bio-based X X X X
products to promote a more sustainable
daily choice by the consumers.
| 14
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Promote events for citizens where they X X X X
can learn and discover many BBPs.

Providing a BIOVOICES App with a X X
database of products/services and their

characteristics

Use a gamified approach to contents X X X
delivery

4.1 Analysis and Overview

The following table offers an overview of the BIOVOICES social media activity. A total of
1640 posts with an average of 2.3 posts per day.

The total followers are around 3000.

Twitter

(958 followers, 665
tweet, 1538 likes)
Facebook

— (784 Likes, 806
Followers)

@E) Blovoiczs _m LinkedIN

@@ SOCIAL MEDIA (229 followers)
Instagram
— (249 posts 950
followers)
You Youtube
(5 videos)

Figure 5 BIOVOICES social media activity
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4.2 Facebook

www.facebook.com/biovoices/

Posts

495

Followers @ 806

Objective | This channel is used to inform about bio-based products, relevant articles

and news as well as events and bio-based research results.

In the first chart is shown the number of people who saw any of BIOVOICES post at least

once, grouped by age and gender. Aggregated demographic data is based on a number of

factors,

including the age and gender information that users provide in Facebook profiles,

so these numbers are an estimation. The users on Facebook who follow the BIOVOICES

page are 57% women and 42% men, while the average age is quite wide between 25 and

64 years.

Women
St -
Your Fans
0 255%
_ —

1217 18-24 25-34

Men 0% — - —
| 42%

Your Fans

Figure 6 Facebook Gender target

This second graph shows the engagement data for the last 3 months (October, November,

December). 15.264 people were reached, 2.217 post-engagement.

e People reached @ 0 Post engagements @

15,264 2,217

PARTNERS

Figure 7 Facebook Engagement data
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The most successful posts are those where the individuals involved in a given event or

authors of the research result were tagged. Following some examples.

The post in figure 7 was published to show the project's participation in a regional event

discussing how to implement the #bioeconomy in high environmental risk areas.

This type of post is certainly not used to reach young audience and multipliers, but rather

to reinforce the networking already started by the participants.

In the post one of the speakers, the region, where the event took place, and the organizers

were tagged. The results show:

e 1247 people reached
o 39 likes
e 163 clicks on the post

Performance for your post

BIOVOICES is with Toto Cordaro e
Published by Michela Cohen (2] - 24 September - G 1,247 People Reached

Today we are in #Palermo discussing how to implement the #bioeconomy

N : 2 44 Likes, Comments & Shares #
in high environmental risk areas.

The event started with the welcome speech of Salvatore Cordaro, deputy 39 13 26
for Environment of the Regione Siciliana Likes On Post On Shares
APRE - Agenzia per la Promozione della Ricerca Europea Stampa Cnr
0 0 0
Comments On Pos On Share:
5 5 0
Shares On Post On Shares
163 post ciicks
74 2 87
Photo views Link clicks # Other Clicks #

NEGATIVE FEEDBACK

0 Hide post

0 Hide all posts

Report as spam 0 Unlike Page

Figure 8 Post promoting the BIOVOICES participation in an event in Sicily region

The post in figure 8 was published to promote the research work of a young researcher
met during Maker Faire 2019 in Rome. Getting in touch with new realities that deal with the
bioeconomy and promoting their results is a very important objective of BIOVOICES. In
addition, the post contains a link to an article published on the BIOVOICES platform, in

order to increase its visibility.

The results show:
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e 778 people reached
o 37 likes

e 81 clicks on the post

Performance for your post
BIOVOICES ase
Published by Michela Cohen [2] - 15 November - § 778 people Reached
#GrowingExperimentations on Bacterial #Nanocellulose & a bio-material 58 Résc o .
R X - Reactions, comments & shares #
made harnessing the natural fermentation process of a simbiotic culture of " . <
#bacteria and yeasts or S.C.0.B.Y.
» ) A 7 37 10 27
Read the article: https://researcn.fvaweb.eulgrowmg-experlmemanons/ o Like On post On shares
8 2 6
Q Love On post On shares
11} 9 0 9
~ o Comments On Post On Shares
A “ ! |
e |
|} 4 4 0
i Shares On Post On Shares
)
k 81 Post Clicks
A — 3 10 68
= i Blovolcss RS Photo views Link clicks # Other Clicks #

Figure 9 Post promoting a research results
The post in figure 9 was published to promote BIOVOICES attendance at the BBI JU
Stakeholder Forum. In the specific case, the project coordinator is promoting the use of
social media, underlining the importance of social media channels in awareness raising
and bioeconomy education. This kind of post serves to give visibility to the project in order
to establish new contacts.

The results show:
e 391 people reached
e 35 likes

e 53 clicks on the post
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BIOVOICES is with Chiara Pocaterra oo
Published by Michela Cohen [2] - 3 December at 10:36 - © 391 People Reached
@ During the BBI JU Project Day 2019 our coordinator presented 41 <
& 2 o = N < 2 Reactions, comments & shares #
Biovoices, underlining the importance of Social Media channels in
Awareness Raising and Bioeconomy Education
‘ 35 1" 24
#BBIJUSF19 0 Like On post On shares
1 1 0
Q Love On post On shares
2 0 2
Comments On Post On Shares
3 3
Shares On Post On Shares
St0k9h0|der 53 Post Clicks
Forum 2019 27 0 26
= = - 4 Photo views Link clicks & Other Clicks
NEGATIVE FEEDBACK
0 Hide post 0 Hide all posts
0 Report as spam 0 Uniike Page

Figure 10 Post promoting the BIOVOICES participation at the BBl JU Stakeholder Forum

4.3 Instagram

www.instagram.com/biovoices/

Posts 250

Followers @ 971

objective | Launched in May 2019, this channel publishes around 3 posts per week
about a bio-based product in everyday life, with the aim of raising
consumer awareness and knowledge.

The following graphics show some weekly statistics about the most active age groups (18-
45) and the percentage of male (29%) and women (71%) who follow BIOVOICES

Instagram page.

Fasciadeta () Tutti  Uomini Donne Genere (O

13-17
18-24
25-34
35-44
45-54
55-64 ' 29%

65+ Donne Uomini
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Figure 11 BIOVOICES Instagram page insights

www.biovoices.eu

On Instagram channel are mainly published examples of bio-based products already

available on the market (see figure 12), with the aim of showing users how it is possible to

make sustainable choices every day. With the publication of interesting contents

accompanied by very attractive photos, in few months a very high number of followers was

reached (almost 1000), exceeding by number all the other social media of BIOVOICES.

Each post published is accompanied by hashtags related to the issues of bioeconomy and

sustainability and tags of the bio-based products producers, creating a network and mutual

collaboration. In fact, many of the bio-based products that the project exposes within the

most important bioeconomy events have been sent by the companies contacted on

Instagram. Below are some examples of posts:

Q,

Nuovo

&

BioWHAT?

polls

@/R)
Ee)

ABOUT

Mgdv of
Banana fiber

LOOKING FOR
SUSTAINABLE

FOSSIL-BASED
PRODUCTS?

BIO-BASED
PRODUCTS!

Figure 12 Examples of Instagram Posts
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4.4 Twitter

www.twitter.com/biovoices

Tweets 665

Followers @ 959

objective | is used to promote MML workshops, news and events, scientific results,
bio-based products and attract users to the BIOVOICES platform.

BIOVOICES on Twitter is in contact with a huge network of the most relevant European
projects and initiatives. The main goal is to maximise the efforts, increasing the knowledge

sharing, networking, mutual learning, coordination of joint activities and events.

Up to now with 665 and 959 followers BIOVOICES is publishing news about MML
workshops, events, scientific results, bio-based products reaching huge number of tweet

impressions (the number of times a tweet shows up in somebody's timeline).

Figure 13 shown the monthly results (May 2019):

e 53,000 Tweet impressions
e 49 Tweets
e 340 profile views

e 70 mentions

May 2019 - 31 days

TWEET HIGHLIGHTS MAY 2019 SUMMARY

Top Tweet eamed 1,964 impressions Top mention eamed 117 engagements ZSE T5W§1 ig’iz’s"’"s

What to do with wasted #oil? g EuBioNet .
@EUuBioNet1 - May 28

Collect it in a tank and periodically make We have already reached 40 projects! gﬂedmns “?8""5

your own soap. Use it to wash dishes,
instead of commercial liquid #soap @

BBI2020 @biconsortium
pic.twitter.com/pD6Chy7ylw @ @ New followers

@EUSciencelnnov @EU_Commission 51
@biovoices @BiobridgesH2020
@CommNet_EU @Agrimax_EU

@STAR_ProBio @CommBeBiz
@ncp_biohorizon @power4bio

@BioBase4SME @BioLinXproject

@bloom_EU @Bio4Products

@embracedproeu @isabel_project
pic.twitter.com/9j7Fx93rCN

02 912

Gy ogimate BLO'I:‘E!SQ @ M UIIES wbﬂdw
View Tweet activi View all Tweet activit) st ) :
i T kK b Georen === BIG
Anmwnm nloam ] -‘..m,.'.q._a‘
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Figure 13 Example of tweets and impressions from Twitter

For Twitter the gender difference is not so relevant 48% male and 52% female. Below is

the chart:
Gender
Male Female
48% 52%

Figure14 Twitter gender data

4.5 LinkedIn

www.linkedin.com/company/biovoices

Tweets 230

Followers @ 229

objective | The BIOVOICES LinkedIn page is used to promote MML workshops,
news and events, scientific results, bio-based products and attract users
to the BIOVOICES platform.

The following graphics show the top job functions where the BIOVOICES LinkedIn page is
most popular. From the overview of job functions, we may conclude that LinkedIn is mainly

used by professionals in the field of research, education and business.
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QR
%)

Follower Demographics Data for: Job function ¥
Top job functions
Followers % of Followers
Research 3 —————————————3 . 19.714%
Program and Project Management 26 I ———  16.05%
Business Development 24 | ———  14.81%
Education 11 N 6.79%
Media and Communication ¢ I 4.94%
Operations 7 IR 4.32%
Sales ¢ I 3.7%
Information Technology 5 I 3.09%
Marketing 5 I 3.09%
Product Management 5 IS 3.09%

Figure 15 BIOVOICES Followers Top Job Functions on LinkedIn
The BIOVOICES LinkedIn page is used to promote MML workshops, news and events,

scientific results, bio-based products and attract users to the BIOVOICES platform.

Here are some examples of posts:

BIOVOICES
213 followers

Tw

@ susanna albertini (FVA) will be a $speaker at the #BBISF19 discussing what is
the contribution of communication in boosting #bioeconomy @ representing
@Biobridges Project, #Bioways, #EuBioNet1, #LIFT and #BIOVOICES  ...see more

Govareu deSand  Nikias vy Weyiman

25, Stakeholder,
i {) ¢ L P Forum '*

Brussels 4oecembev

Shristophe Ran e
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E BIOVOICES

&t is possible to fully #recycle @ the Paper Bottle by separating the paper and
PEF.

Avantium joined the Paper Bottle Project to develop new sustainable packaging
material

e

Live from the BIOVOICES workshop, promoted by the EuBioNet, a satellite event of
the “European Workshop on #Bioeconomy”, hosted the Ministry of Agriculture, in
#Paris Fr seEmiore

‘ Like E Comment
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& Chiara Pocaterra is presenting the BIOVOICES project at the SPRING - Italian
Cluster of Green Chemistry Annual #Networking Event SR (=

Figure 16 Examples of LinkedIn posts
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5 Social media animation

The scope of BIOVOICES for using social media is to engage consumers, to share good
practices, to highlight excellence, to inspire other initiatives, to stimulate the debate about
current challenges and to provide tailored knowledge to the stakeholders.

BIOVOICES is continuously looking for new ways of engaging more effectively with social
media users, keeping a constant eye on broadly engaging the quadruple helix, by daily
posting interesting contents (i.e. innovative bio-based products for attracting both business
and general public or innovative research findings to liaise with research), experimenting
creative tools and solutions, sending out questions, tagging relevant actors (policy makers
and influencers, further explained in the next chapter), promoting other projects (such as

Biobridges, LIFT, etc.) or highlighting industrial results

° biovoices « Segui

biovoices Shells’ Shapes - Beach
molds for kids made of biomaterial
derived from shells,

_

The idea of the italian designer
Francesca Vacca is to replace plastic
toys for the sea, often left on the
beach, with a product which if
forgotten on the sand doesn't
destroy the environment.Shells’
Shapes are biodegradabie at the end
of life.

For the children this project is a
possibility to reflect but at the same
time to entertain, Key message is:
“Pick up is better than throw away".
The project was born as a thesis of
Industrial Design by the student
Francesca Vacca. It has been exposed

Qv A

Piace a 33 persone
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@) slovoic=s
&

‘ biovoices « Segui

o biovoices From banana waste to
biodegradable shoes.
@indianesfootwear @[]
This spanish company believes that
design can be an agent of change,
combining functional, social,
economic and environmental value.

The most common materials used in
the world of footwear usually take
about 200 years to biodegrade. The
sole, usually made with thermoplastic
materials, can take up to 1,000 years
becoming microplastics.

Indianes creates biodegradable
footwear. All materials are of natural
origin, as a solution to the generation
of durable wastes which pollute our
environment.

Qv A
Piace a 78 persone

Accedi per mettere "Mi piace™ o commentare,

Figure 17 Example of innovative bio-based product post

BIOVOICES @biovoices - Dec 16 v
T Christmas gifts ideas ? The @BioeconomyGame |
It aims to educate school children aged 12+ about #sustainability "} as well
as a training aid for workplaces wanting to learn more about this rapidly

expanding #bioeconomy sector.

Playing with rubbish! Introducing the Bioeconomy Game. - Bio Market |...
The Bioeconomy Game developed in collaboration with MelLoop
Foundation, the THYME Project and BioVale is designed to improve ...

& biomarketinsights.com

Q2 = 13 Q 26 A il

Figure 18 Examples of post promoting other projects
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The results of BIOVOICES activities in social media (see chapter 3) have been presented
in the context of international conferences discussing how to increase public awareness of

bioeconomy, like:

e BBI JU Stakeholder Forum 2019, Brussels 4 December 2019, session “Sustainable
society - Getting citizens ready for the post-petroleum era”

e European Workshop on Bioeconomy: session 4: Citizen engagement in
bioeconomy strategies:  understanding the barriers and accompanying the
transition, Paris, 30 October 2019 “Shaping the bio-based economy involving
citizens through a participatory approach”

e European Bioeconomy: Regions, Cities and Civil Society, Brussels 16 October
2019 “EUBIONET: The importance of raising awareness at local and regional level”

e FEuropean Bioeconomy Scene 2019, 8-10 July, Helsinki, Finland “Societal
challenges - What consumers need to move towards bio-based products?”

e BIOSPAIN fair 2018, Seville 26th September 2018, “Industrial Biotechnology and

Circular Economy Forum”

5.1 Influencers

A Social Media Influencer is a user on social media who has established credibility in a
specific industry and has access to a large audience and can persuade others by virtue of
their authenticity and reach. Fashion, design, food, health and beauty influencers could be
involved as multipliers to drive the behavioural change toward sustainable lifestyle, since

they are followed by thousands of people, that are influenced by their messages.

Among the top influencers on sustainability it is certainly worth mentioning Greta
Thunberg, a 16-year old environmental campaigner and influencer from Sweden. She
began activism in August 2018 and initiated the school strike for the climate movement in
November 2018 that heaved globally in December same year during the United Nations
Climate Change Conference (COP24)

BIOVOICES is currently developing strategies to involve influencers in the next social
media activities, as for instance the participation of BIOVOICES Spanish partners Asebio
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at the COP25 in Madrid (6th and 20th of December 2019) attended also by Greta
Thunberg.

5.2 Social media Apps, interactive tools and
competitions

The purpose of Social Apps, interactive tools and contests is to use playful and enjoyable
methods to engage different target groups (children, teens and adults) to increase the

awareness on bioeconomy, by strategically targeting different social media platforms.

BIOVOICES developed an online dynamic slideshow (Bio Art Gallery App) presenting the
most promising feedstock and its related bioeconomy applications in everyday life. It offers
an innovative approach of showcasing to the public some examples of bio-based products
and applications currently available in the market through several examples: cosmetics,
nutraceutics, tissues, toys and sport, disposable tableware, cleaning products, gadgets,

and much more.

In addition, BIOVOICES launches continuously quizzes, surveys and contests to animate
the social media channels and to make the consumers more aware and engaged with
bioeconomy, contributing to better understand users’ perceptions, barriers and worries

about BBPs and bioeconomy applications.

The social media apps, interactive tools and contests are described into detail in D 5.7 The
BIOVOICES App.
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5.3 Engagement strategy for social media during live
events

In occasion of two large scale events (European Researchers' Night and Maker Faire
Rome 2019) we have designed a social frame, as a tool to involve event participants in our

social media activities. Figure 19 shows the social frame format.

Da oggi sono piv BIO!

@®O®O® @biovoices &3 wovorczs

/ rascati ‘
S @
CoMUNE I FRAscaTI

Figure 19 BIOVOICES Social frame

The BIOVOICES social frame consisted of a competition in order to win a bio-based prize.

To take part participants are required to:

e Take a picture with the BIOVOICES social frame
e Post the pic on their social media using the @biovoices tag

e Write in the caption of the post, after visiting the Bioeconomy Village or the BIO Art

Gallery, what has been learned about bioeconomy.

The best answer has been rewarded with a package of bio-based products.
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‘Q°'0-<)rc05

Figure 20 Example of engagement with the BIOVOICES social frame

5.4 Social media giveaway competitions

A giveaway is a promotional tool used by businesses to improve awareness of the brand,

promote their image or drive sales. BIOVOICES will organize several giveaways, where

will award bio-based prizes, selecting winners randomly among the participants. The

BIOVOICES giveaways will be thematic, the first one is related to the food sector, and will

connect the contents of the posts to the prize at stake.
The goal is to:

e Raise awareness on specific Bio-based products
e Increase traffic and followers

e Create social engagement

5.4.1 Sustainable Happy Hour Giveaway Contest

In December 2019, in collaboration with Alice

Dunin - aly _nutrizione

www.instagram.com/aly nutrizione/ (see figurel8), an Italian nutritionist biologist with 58.9

thousand followers on Instagram.
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This choice was made for the following reasons:

e Increase the number of BIOVOICES followers
e Explore the effectiveness of the collaboration with an influencer

e Connect bio-based products with food applications

The giveaway is being promoted both in the Facebook and Instagram social media
channels of BIOVOICES as well as on aly_nutrizione Instagram page (see figure 21 and
22). The prize is a compostable set for 10 people for a sustainable and healthy happy-
hour. The contest started on 15 December and the winner will be drawn by lot on January
7.

Before we launch our Giveaways we created an internal document with benchmarks to
check and compare the results obtained. Up to December 2019 (before the giveaway was
launched) our followers on Instagram were 950 while on Facebook 784. In just 3 days the
results are already excellent, we have reached 463 likes to the post, collected 40
comments and gain 35 new followers. Final statistics and outcomes will be analysed at the
end of the giveaway competition (7 January) and inserted in D5.9. The results will enable

to fine-tune the next influencers campaigns.

@ | qmawm A Cerca m Iscriviti

aly_nutrizione

@ A LYJ 817 post 58,9mila follower 301 profili seguiti

Nutrizione ALIMENTAZIONE E NUTRIZIONE

$ Biologa Nutrizionistaf®

¢ Dott.ssa Alice Dunin

D PIANI ALIMENTARI PERSONALIZZATI
£ per collaborazioni (%)

£ dunin.nutrizionista@libero.it
www.alynutrizione.it

Feedback 1 vostri piatti Visite Pesce Uova Primi piatti Dolci

Figure21 Aly_Nutrizione Instagram Page
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@ aly_nutrizione « Segui

#givaway*biogivaway#sustainable
#biceconomy#food#healty
#biobased#biobasedeconomy
#biobasedmateriais#sustainability
#sustainablelifestyle#environment
#environmental#circulareconomy
#zerowasteliving#zerowaste
#sustainableliving#plasticfree
#reducereuserecycle#ecofriendly
#hummus#beetroot
#happyhour#food#goodfood

3g

' giorgiapasini_ @caminada_cristina68
@alessandropasini6d

3g Mipiacec1 Rispondi
. alessiamonopoli__

Qv A

Piace a 463 persone

3 GIORNI FA

‘ Accedi per mettere “Mi piace™ o commentare.

Figure 22 Givaway promotional post

aly_nutrizione + Segui

rebeccabacciaglia
@elena.angelini2009 @candy_n_town
@l.evelin99

2g Mipiacec1 Rispondi
cami_dunin @raffaellapetrecca
@aauroraconti

1g Piacea2persone Rispondi
stefaniasoria_ @mary_jane.81
@sara.gelli @nyco.i.am @ire.corrieri
4h Mipiace:1 Rispondi

sabryy80 @lamyrtillenoire
@crystal_blue88

@ & © & O

3nh Mipiace:1 Rispondi

Qv A

Piace a 463 persone

Accedi per mettere "Mi piace™ o commentare,

Figure 23 Givaway promotional posts
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5.4.2 Campaign in social network
In September 2019 Asebio launched a social media campaign (see figure 24 and 25),
lasted one week, about the BIOVOICES BIO Art Gallery. Following some results.

e Total impressions: 2,033 (total number of times posts have been viewed).

e Total Reach: 1,376 (number of users who have seen the publications).

e Total likes: 38

e Total Interactions: 75 (sum of likes, number of comments and times the posts have
been saved).

e Total Engagement: 270.93 (in which the consumer interacts with the Asebio

account).

% asebio

| | % asebio @En 2014 la produccién de
naranjas registré 68.925.200

toneladas, y gran parte de la fruta se

eoe utilizé para fabricar productos como

mermeladas, jugos.

®sélo en ltalia, se producen
alrededor de 700,000 toneladas de
materiales de desecho y subproductos
de la produccién de citricos cada afio.
‘Para aprovechar al méximo este
recurso local, la #ciencia, la moda, la
fabricacién, el gobierno, la educacién
y los innovadores han identificado una
materia prima valiosa potencial tanto
de |a cascara de naranja como de la
pulpa de naranja.

#biotechweek @biovoices
@biobridges_project

VGRS N

m @ Les gusta a febiotec y 32 personas mas
bﬁ M“ 29 DE SEPTIEMBRE
Q§c§..a..!,g g slovoicEs

Afiade un comentario...

Figure 24 Post from the social media campaign on Asebio Instagram account
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Asebio 1 Me gusta esta pagina

Publicado por Comunicacion Mkt [?] - 2 de

octubre alas 17:39 - §
#SabiasQué I?
“"El bamb( es una de las plantas de mas rapido crecimiento en Ia tierra
con una tasa de crecimiento de mas de 12 pulgadas por dia.
“("El bambu es sostenible, facil de cultivar, no requiere pesticidas,
productos quimicos ni riego.
“"Se usa cada vez mas para muchas aplicaciones. como muebles,
construccién, disefio y fabricacion de vajillas.

BIOVOICES Biobridges Project

Bambu Gracias a sus -:‘
£5 unn de los plantas do mas 1apido crecimiento en propiedades 2/
1a iorra, con una tasa de mas do 12 pulgadas por antioxidantes, el s
dia. £x sostenible :n:n de cultivar, no 1equinie licopeno tambien puede
= e desempenar un papel
: importante en la
pravencion de algunas

enfermedades: se
Informa que el consumo
dietético de productos
rficos on licopeno osta

= o
i \_P
> = —
asociado con un menor
esgo de enfermodades
<cronicas como el cancer
y diversas patologias

cardiovasculares.
asebio e

PR L ovemany

Figure 25 Posts from the social media campaign on Asebio Facebook page

www.biovoices.eu
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6 Lesson Learnt

To reach the different stakeholders an integrated suite of channels and the design of

——  www.biovoices.eu

dedicated contents tailored to their specific interests is needed, as preferences and

opinions change based on the social channel.

As an example, from a BIOVOICES social survey (see figure 26 and 27) about the

possible replacement of plastic according to users, conducted both on Twitter and

Facebook, opposite results have emerged between these two social media. On Twitter the

major of respondents answered negatively, while on Facebook the majority gave a positive

response. This underlines how the various social media channels are followed by different

target users, having diverse backgrounds, perceptions and opinions.

globe.

Yes

Could the #plastic be replaced completely?

BIOVOICES @biovoices - Nov 8
If it's true that #plastic has improved the living standards of many people in

the world, preserves food and helps prevent food waste, improves safe and
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Figure 26 Results of the BIOVOICES Twitter survey
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Figure 27 Results of the BIOVOICES Facebook survey
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An important lesson learnt is the importance of the influencers involvement in the social
media activities. Social media influencers being people who have a large audience reach
across social platforms and have built a lot of trust in a specific industry are often able to
persuade (or “influence”) their followers to purchase products and services
from brands they promote. In December we started a collaboration with an influencer, as
described in more detail in paragraph 5.3.1 Sustainable Happy Hour Giveaway Contest,
which has already triggered a great involvement of multipliers since the early days. Our
aim is not to persuade (or "influence") followers to purchase products and services, but

rather to raise the awareness and make facilitate the switch to more sustainable habits.

More details will follow in the deliverable 5.9.

| 37

APRE | FVA | PEDAL Consulting | National Research Concil of Italy | CIVITTA | LOBA | Nova ID FCT | - This Project has received funding from the European Union's Horizon 2020

Q-Plan International | FMMC | Wageningen University & Research | Minerva | Asebio | ICLEI

research and innovation programme under grant agreement No 774331



% BIOVOICZS

PARTNERS

——  www.biovoices.eu
CONNECTING BIO-BASED FORCES
FOR A SUSTAINABLE WORLD

7 Conclusions

The use of different social media channels has allowed BIOVOICES to reach out and
disseminate the results of the project to all the actors of the quadruple helix, but also to
learn and analyze consumer preferences based on posts engagement (likes and
comments received). From a brief analysis of the social media engagement, it emerges
that the large public, following BIOVOICES, is more interested in finding alternatives to
plastic product as well as good practices in everyday life, in particular in Textile, Food,

Health & Beauty and Design applications.

From social media insights also appears that women rather than men are more sensitized
to the issues of bioeconomy and sustainability.

The posts with greater user involvement are those including “tags”. For example, in the
social media posts (about events, research results, design of a new BBP, ecc.) where real
people are tagged, a greater user engagement is triggered. This is probably related to the
fact that the distance between the digital and the real world is shortened.

Active involvement of direct people through social media is a good replicable practice.

Ma

ot
Banana fiber

Figure 28 Examples of social media post with high engagement
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