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Executive Summary

This document, Deliverable 4.5, presents the final report on the communication and dissemination activities
conducted within Work Package 4 (WP4) of the EmpoWomen project. It covers the second and final reporting

period, fromfrom November 2024 to October 2025

Building upon the foundations established in the first year, the second year's activities focused on amplifying
the project's impact, showcasing the success stories of the supported wdgdestartups, and ensuring the
long-term sustainability of the projet's outcomes. The strategy for this period, outlined in Deliverable 4.4,
was executed through a multhannel approach, including the project website, social media, content

creation, events, and media relations.

Key achievements during this period include the successful promotion and execution of the EmpoWomen
Demo Day of the second Cohort, the publication of compelling success stories from programme patrticipants,
and a sustained growth in online community engageitn and media presence. All activities were
strategically aligned to maximize the visibility of the project's results and to strengthen the ecosystem for

women entrepreneurs in deep tech across Europe's widening areas.

This report provides a comprehensive overview of the actions undertaken, analyses their performance
against the established Key Performance Indicators (KPIs), and offers concluding remarks on the overall

impact of the project's communication and dissemioatefforts.
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1. Introduction

1.1. The EmpoWomen Programme
¢KS 9YLR22YSYy LINR2SOGsE TdzyRSR o6& (KS 9 dzNeoddt y !
initiative designed to address the gender gap in the deep tech startup ecosystem. The project's primary goal
is to empower and support women entrepreneurs fromdeming countries by providing them with the
necessary resources, funding, mentorship, and networking opportunities to scale their businesses and drive
innovation. By fostering a more inclusive and diverse entrepreneurial landscape, EmpoWomen aims to
unlockthe untapped potential of womethed deep tech ventures, contributing to Europe's competitiveness

and technological sovereignty.

1.2.  Work Package 4: Communication, Dissemination, and
Exploitation

Work Package 4 (WP4) is dedicated to ensuring that the project's objectives, activities, and results are
effectively communicated to a broad and relevant audience. Its mission is to build awareness, foster
engagement, and create a lasting legacy for thep&¥iomen programme. This is achieved through a

strategic mix of communication channels and dissemination activities designed to reach and influence key

stakeholders, including potential applicants, investors, policymakers, and the wider innovation community

1.3. Purpose of the Deliverable

This document serves as the final report on all communication and dissemination activities carried out under
WPA4. It details the initiatives implemented during the second year of the project, Kowember2024 to
October 2025 The report evaluates the effectiveness of these activities by measuring their performance
against the strategic objectives and KPIs outlined in the "Dissemination & Communication Plan for 2025"
(Deliverable 4.4). It provides a transparent account ofihgect's outreach efforts antheir contribution to

the overall success of the EmpoWomen programme.
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2. Dissemination and Communication Tasks &
Objectives (Year 2)

The dissemination and communication strategy for EmpoWomerproject in the second year continued
to adhere to the best practices and principles established by the EC Guidelines. Building on the foundational
work of the first year, the focus shifted from initial setup and awareness to leveraging early results and

expanding strategic influence.

The core methodology remained rooted in the identification and detailed mapping of targeted stakeholders,
ensuring tailored, clear, and concise messaging to meet their specific needs. This approach guided the
development of suitable materials and the selen of the most effective dissemination channels throughout

the reporting period.
The overarching objectives for Year 2 focused on four main pillars:

I To Raise Awareness and Showcase Impabe primary messaging expanded to include not only the
second Open Caliut also thetangible successes and results achieved by the first colobfemale
entrepreneurs. This objective also encompassed the dissemination of key knowledge products,
notably theWhitepaper on Women in Deep Techo position the project as a vital source of data
and insight.

9 Build a Solid NetworkThe project continued to nurture and expand its ecosystem of target audience
groups and stakeholders, solidifying its reputation as a thought leader and a central hub for growth
and partnerships between digital/deeggch female leaders, investors, corjpbes, and established
networks.

i Foster Strategic PartnershipsEfforts were intensified to raise awareness among relevant EU
organisations regarding opportunities to collaborate with the project to enhance the promotion of
women's entrepreneurship across Europe.

1 Exploit Sustainable ResultsA key task involved creating lasting connections with-pational,
national, and regional agencies, as well as private sources (i.e., potential capital providers), to
prepare for the exploitation of the project's results and generate sustainable denfanthe

program's services beyond the project lifetime.

10
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3. Promotional Strategy for Dissemination and
Communication (Year 2)

The promotional strategy in Year 2 maintained the robust -twanched approach established in the
proposal, combining digital outreach with focused personal interaction, while strategically integrating the
promotion of Year 1 result§he target audiences and key messages remained the same, but for year two

the communication was supported by the tangible results the startups of the first cohort managed to achieve.

3.1. Communication Strategy Pillars

The integrated Promotional Mix focused on creating awareness and persuading the audience to engage,

utilizing the following elements:

1 Personal Selling This included sustained email campaigns, focused meetings withvhigha
investors and ecosystem builders, and targeted event marketing. These tools were paramount for
securing higkguality applicants for the second Open Call and engaging investarsatohmaking.

1 Digital ChannelsThis encompassed the project website, social media channels (LinkedIn, Twitter,
Facebook), newsletters, and press releases. This pillar provided a continuous flow of project news
and opportunities.

1 Communication Toolkit The toolkit was actively utilized and updated, providing project partners
with standardized promotional reference material (e.g., brochures, poskeafiets') for consistent
branding and messaging when participating in external events and meetings.

i Branding The establishecempoWomenbrand and visual identity were consistently applied,
protecting and refining its recognizable visual presence across all internal and external

communications.

3.2. Key Communication Activities and Channels

Year 2 activities leveraged the momentum built in the initial phase, with a particular emphasis on maximizing

reach through partner networks and showcasing real impact:

1 Consistent Digital UpdatesRegular updates were published across eject Websiteand Social
Media channels featuring open call details, cohort successes, partner insights, consortium meeting

outcomes, and relevant deej@ch news.

L Exanples ofleafletscan be found at\nnex 6- Printed materials
11
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1

Heroine Stories and PodcastBroduction ofSuccess Stories and Tech Talks (Podcasts)inued,
showcases the stories of the second cohort of selected startups, thus providing them the necessary
exposure and support in their activities.

Knowledge Product Launci\ major communication campaign was executed around the publication
YR RAAASYAYlFGAZ2Y 2F GKS 2KAGSLI LISNI a!ylfeanrs:
programmes in fostering womeled entrepreneurshipindeel SOKé¢ = LR aAAGA2Yy Ay 3
akey source of data and policy knowledge.

Partner Network Mobilization All partners utilized their prexisting organizational channels (with

a combined audience of over +74100 LinkedIn followers, +11.500 Twitter, etontiouously push
projectmessaging Y EAYATAy3d GKS LINR2SOGQa NBI OK (KN dzZ
Targeted Outreach in Widening AreaBirect communication and support were maintained with the
designated contact points and associated partners in Widening Area countries to ensure sustained
engagement and a diverse applicant pool.

Event Participation Strategic participation in external events and the organisation of internal
Webinars/Info-Dayscontinued, adapting the messaging to promote the program's results and the

second Open Call.

12



Deliverable 45 Report on D&C activities v2 E M PO\JOM E N

4. Communication Activities & Channel
Execution (Year 2)

Communication activities represented the tactical execution of the promotional strategy, building broad
awareness of the project, its opportunities (the second Open Call), and its results (first cohort success and
Whitepaper publication). These activitissrved as the essential bridge to engage target audiences across

various platforms.

In Year 2, the communication strategy relied on a nehthinnel approach to achieve maximum engagement

and targeted awareness. The primary tools deployed included:

1 Digital ChannelgProject Website andocial medi® which provided the backbone for continuous,
high-volume outreach;

1 Live Engagement(Conferences, External Events, and dedicated WebinarsDafgs), which
facilitated direct networking, applicant acquisition, and partner development; and

1 Media and PublicationgPress Releases and Newsletters), which provided-dniglity assets to
maintain brand visibility and secure external coverage. The following sections detail the execution

and performance of these communication streams.

4.1. Digital Channels and Performance
¢CKS LINB2SOGQa RAIAGETE LINB a-Befudkcy abhniunicatiors supgbidiny thene S
aS02yR hLSy /Fft tldzyOKsZ GKS 2 KAGSLI LISNI N&af SI 483
milestones.
4.1.1.Project Website Performance

The project website served as theentral information hub for all official project communications,
continuously updated with news, event information, blog posts, and deliverables. During Year 2, the
5S560aA0185Qa LINAYINEB TFTdzyOiuAazy 61 a adalRNIAy3 GKS {SO:
and providing continuous updates on the results of the first cohort, alongside showcasing podcasts and

success stories from the second cohort's selected startups.

13
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Key Performance Indicators (KPIs) Overview
Over the reporting periodNovember 2024 to October 20R5the EmpoWomen website demonstrated

strong user engagement and visibility, driven significantly by the Open Call activities:

Table4. KPIs at the EmpoWomen website in M#24

Indicator Total Volume (Year 2) Monthly Average
Total Users 11,289 940
Total Page Views 30,455 2,538
Total Impressions 93,752 7,813
Returning User Rate 20.2% (2,300 users) N/A

The site registeredl1,289 total userswith a high degree of interaction, evidenced 93,752 total
impressionsand 30,455 total page viewsThe concentration of activity in November and December (as seen
in the accompanying chart) clearly correlates with the promotion and execution window of the Second Open

Call, indicating highly effective campaign timing and content relevance.

Event count 3® Total users @ Event count per active user Event value @

94K 1K 8.3 0]

4K

3K

01 01 01 01 01 01 01 01 01 01 01 01 0
Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep QOct
Figurel. Traffic at the EmpoWomen website in MMR24

TheReturning User Ratstood at20.2%(representing 2,300 users). This indicates a solid base of engaged
visitors such as partners, applicants awaiting results, and followers interested in continuous upddétes

actively returned to the site for new information, demonstrating the creatiom ¢dyal audience. Crucially,

14
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all 11K userswvere Active Users meaning every visitor engaged with the site beyond a simple spage

visit.
Custom Nov 1, 2024 - Oct 27, 2025
Total users Returning user rate New users
11K 20.2% 11K
Custom Nov 1, 2024 - Oct 27, 2025
New users Active users Returning users
11K 1K 2.3K

Figure2. Total, active, new and returning users at EmpoWomen website inM243

Geographic Reach and Target Aedce Engagement
The geographic distribution of the 11,289 users was exceptionally broad, confirming the prgjebts
reachwhile ensuring strong presence in key target regions. The data shows successful penetration into the

target Widening areas of the Elas planned.

COUNTRY ACTIVE USERS
Netherlands 963
Eye 950
End 783
STain 716
t;ited States 646
I;tugal 645
G_ermany 517

View countries -
Figure3. Geography of users at EmpoWomen website in NVI24

The map and detailed list confirm successful visibility across Europe and beyond. The presence of Widening
countries (e.g., Turkiye, Romania, Latvia, Croatia, etc.) among then@mg geographies confirms the

effectiveness of targeted communication gkegies in reaching the program's intended beneficiaries.
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Country - + + Active
e

Total 11,289
100% of tata

Netherlands 963 (8.53%)
Turkiya 950 (8.42%)
Ireland 783 (6.94%)
Spain 716 (6.34%)
United States 646 (5.72%)
Portugal 645 (5.71%)
Germany 517 (4.58%)
Poland 302 (3.47%)
United Kingdom 365 (3.25%)
Italy 361 (3.2%)
France 346 (3.06%)
Serbia 314 (2.76%)
Romania 287 (2.54%)
Greece 243 (2.15%)
Belgium 213 (1.89%)
Finland 193 (1.71%)
Slovenia 183 (1.62%)
Ukraina 172 (1.52%)
Latvia 169 (1.5%)
Bosnia & Herzegovina 147 (1.3%)
Swedan 147 (1.3%)
China 140 (1.24%)
Croatia 139 (1.25%)
Austria 130 (1.15%)
Bulgaria 123 (1.00%)
Lithuania 112 (0.59%)
Moldova 98 (0.87%)
Estonia 94 (0.83%)
India 94 (0.63%)
Hungary 90 (0.8%)
Norway 82 (0.73%)
Denmark 78 (0.69%)
Narth Macedonia 78 (0.69%)
Singapore 77 (0.66%)
Switzerland 77 (0.68%)
Tunisia 77 (0.68%)
Armenia 76 (0.67%)
Cyprus 66 (D.58%)
Georgia 63 (0.56%)
Albania 59 (0.52%)
Slovakia 57 (0.5%)
Ezechia 54 (0.48%)
Egypt 48 (0.43%)
lsrael 41 (0.36%)
Brazil 28 (0.25%)
Montenegro 28 (0.25%)

Figure4.

10,849
100% of tatal

950 (B.76%)
86 (7.08%)
779 (7.18%)
682 (6.29%)
643 (5.03%)
606 (5.59%)
502 (4.63%)
366 (3.374)
354 (3.26%)
340 (3.13%)
331 (3.05%)
307 (2.83%)
270 (2.49%)
224 (2.06%)
201 (1.85%)
179 (1.65%)
178 (1.64%
164 (1.51%)
156 (1.44%)
142 (1.31%)
142 (1.31%)
124 (1.14%)
132 (1.22%)
126 (1.16%)
109 (1%)
107 (0.99%)
95 (0.88%)
85 (0.78%)
93 {0.86%)
81 (0.75%)
80 {0.74%)
75 (0.69%)
72 {0.66%)
14{0.13%)
75 (0.69%)
73 {0.67%)
74 {0.68%)
62 (0.57%)
58 (0.53%)
55 (0.51%)
55 (0.51%)
50 (D.46%)
46 {0.42%)
30 (0.36%)
27 {0.25%)

28 (0.26%)

B.823
100% of total

235 (2.66%)
1,060 (12.12%)
135 (1.53%)
855 (9.60%)
197 (2.23%)
670 (7.50%)
423 (4.79%)
390 (4.42%)
309 (3.5%)
317 (3.50%)
263 (2.87%)
271 (3.07%)
298 (3.38%)
272 (3.08%)
183 (2.07%)
128 (1.45%)
201 (2.28%)
243 (2.75%)
243 (2.75%)
114 (1.29%)
128 (1.45%)
5 (0.06%)
126 (1.43%)
92 (1.04%)
103 (1.17%)
118 (1.34%)
72 (0.82%)
101 (1.14%)
92 (1.04%)
0 (0.01%)
69 (0.78%)
69 (0.76%)
75 (0.85%)
@ (0.1%)

74 (0.84%)
6 (0.86%)
72 (0.82%)
68 (0.77%)
75 (0.85%)
3 (0.37%)
50 (0.57%)
4 (0.61%)
40 (0.45%)
38 (0.43%)
16 (0.18%)

26 (0.29%)

EMPO\\/OM EN

Engaged sessions per active

50.93%

A 0%

21.56%

56.77%

15.98%

57 77%

29.27%

56.64%

57.63%

55.32%

55.08%

58.92%

53.72%

58.79%

62.24%

56.48%

a44.6%

59.47%

551%

57.04%

53.52%

5T 4%

3.5%

60.29%

51.11%

80%

B62.11%

52.94%

53.72%

64.79%

72.73%

58.97%

65.09%

59.52%

10.98%

56.06%

50%

61.02%

Bl 15%

0%

34.38%

57.47%

50.94%

50.63%

70.37%

51.61%

48.15%

user

078
Avg 0%

0.57

0.93

Average engagement time per

3%

535

Im 068

58s

Am 05s

im 168

1m 09s

1m 03s

485

495

528

31s

im11s

im12s

m 25s

3%

Event count

All events ~
93,752

100% of ot
4,065 (4.34%)
11,100 (11.84%)
2,952 (3.15%)
8,200 (8.75%)
3,035 (3.24%)
6,364 (6.79%)
4,133 (4.41%)
3,654 (3.0%)
3,130 (3.34%)
2,990 (3.19%)
2,509 (2.77%)
2,557 (2.73%)
2788 (2.97%)
2,343 (2.5%)
1.769 (1.89%)
1,365 (1.46%)
1,816 (1.94%)
2,804 (2.99%)
2,118 (2.26%)
1,134 (1.21%)
1,167 (1.24%)
458 (0.40%)
1,177 (1.26%)
86 (0.06%)
1,074 (1.15%)
1,105 (1.18%)
681 (0.73%)
977 (1.04%)
996 (1.06%)
754 (10.8%)
627 (0.67%)
602 (0.64%)
627 (0.67%)
177 (0.19%)
633 (0.68%)
674 (0.72%)
602 (0.64%)
570 (0.61%)
758 (0.81%)
384 (0.41%)
505 (0.54%)
534 (0.57%)
427 (D.46%)
341 (0.36%)
235 (0.25%)

278 (0.3%)

Detailed overview of geography of users at EmpoWomen website inrN&B8
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Traffic Acquisition and Brand Strength

User acquisition data highlights the establishment of the project's brand and the quality of its content:

Table5. Sources of traffic at the EmpoWomen website in M1234

Channel Sessions Percentage of Total Engagement Rate
Direct 7,573 43.71% 40.39%
Organic Search 5,822 33.6% 61.54%
Referral 1,920 11.08% 54.43%
Organic Social 1,453 8.39% 54.03%
Email 499 2.88% 51.9%
Traffic acquisition: Session primary channel group (Default Channel Group) @ - D &< »~ ¢

@ Totsl @ Direct W Orgonic Seavch # Refersl W Orgaric Social A Emas
Q se 2 6ol 6
= + + Sessions Engaged Engagement Aver Event count Key events Total
sessions mte Alle Al ey revenue
Total 17.325 8.823 50.93% 308 5.41 93,754 0.00 0% $0.00
1 birest 7573 (4371%) 3,059 (34.67%) 40.39% 28 464 #5106 (37.44%) 0.00(-) 0% §0.00 (-)
2 Organic Search 5622 (33.6%) 3,583 (40 61%) 61.54% 365 500 34,332 (36.62%) 0.00(-) 0% 50.00 ()
3 Referral 1920 (11.08%) 1.045 (11.84%) 5443% s 530 10345 (11.03%) 000(-) 0% 50.00 (-)
4 Organic Social 1,453 (8:39%) 785 (8.9%) 54.08% 226 482 6999 (7.47%) 000(-) [ §0.00 (-)
5  Email 499 (2.88%) 259 (2.94%) 51.9% 215 458 2,285 (2.44%) 0.00(-) 0% $0.00 (-}
6 Unassigned 492 (2.84%) 234 (2.65%) A756% 1m 46s 9.53 4,687 (5%) 0.00(-) 0% 50.00 (-}

Figureb. Sources of traffic at EmpoWomen website in MI24

The majority of traffic was secured through two highlue channels:

1. Direct Traffic (43.71%)fhe largest portion of users arrived directly at the website by typing the URL
or using bookmarks. This is a strong indicatoresfablished brand awarenesand recognition
among the target audience, as visitors sought the project out intentionally.

2. Organic Search (33.6%): significant number of users discovered the website viapaid search
results. The61.54% Engagement Rafer this group suggests the content is highly relevant to
common search queries (e.g., "women's startup funding,” "EU innovation grant"), indicating

successful Search Engine Optimisation (S&@) welttargeted content strategy.
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Combined, Direct and Organic channels account for @ve$ of all sessionsonfirming the project's strong
digital footprint andzero reliance on paid advertisingith the rest of the sessions directed via referrals
(11.08%), social channels (8.39%) andaél campaigns (2.88%)

Content Performance and User Priorities
The distribution 080,455 viewslearly reflects the user's primary interests and the critical periods of project

activity.

Table6. Content performance at the EmpoWomen website in M134

Page / Section Views %of Total Analysis
Views
/ (Homepage) 14,407 47.31% Acts as the primary entry point and navigatior
anchor.
/open-callprogramme 8,942 29.36% The second most popular page, validating t
plan/ website's success in promoting the most importg

activity of Year 2.

/startups/ 1,455 4.78% High interest in previous and current cohort
demonstrating success in showcasing beneficiaries

/partners/ 836 2.75% Indicates partner visibility and interest in th
consortium structure.

Press Releases (OC2) 1,250 4.10% Combined views for the Open Call launch and sele
startups validate press outreach effectiveness.

Iresources/ 141 0.46% A newly added sectiorfpublished on the 14th of
October 2025)that immediately registered interest
suggesting a demand for downloadable/educatior
content.
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Pages and screens: Page path and screenclass @ - +

0 -

Views by Page path and screen class over time

0
Haw

® Towal @/ W fopen-callprog

EMPO\\/OM EN

custom Nov1,2024-0ct27,2025 - [ N0 @ <€ ~ 2

Week

01 01 0

plan/ & /startups/ W

o

My

fHiciak press release-the-2nd-open-call-for-applicants/ A /partners/

Q, search, Rows perpage: 10 Goto 1 1100f78
= Page path and screen class + + & Views Active users Views per active Average engagement time per Event count Key events Total
user active user Allevents = All events revenue
. 289 . 7! z .
Total 30,455 .28 270 a7s 93,755 0.00 $0.00
100% o tatal 00% of tota vy O oy 0 100% of total

14,407 (47.31%) 7,923 (70.18%) 1.82 28 43,029 (45.9%) 0.00 $0.00 (-)
2 Jopen-call-programme-plan/ 8942 (20.36%) 4,729 (41.89%) 1.89 s 30,087 (32.09%) 0.00( $0.00 (-
3 Jstartups/ 1,455 (4.78%) 1,003 (8.88%) 1.45 358 4,373 (4.66%) 0.00(-) $0.00 (-
4 P d-open-call-f 924 (3.03%) 649 (5.75%) 142 a6s 2,659 (2.84%) 0.00( $0.00 (-)
5 /partners/ 836 (2.75%) 601 (5.32%) 1.39 256 2,285 (2.44%) 0.00( $0.00 (-}
6 inews/ 691 (2.27%) 331 (2.93%) 2.09 215 1,829 (1.95%) 0.00( 30.00 (-)

7 336 (1.1%) 227 (201%) 1.48 a1s 957 (1.02%) 0.00( $0.00 (-)

the-second-cohort/

8 Its-of-the 331(1.09%) 242 (2.14%) 137 33s 884 (0.94%) 0.00( $0.00 (-)

9 252 (0.83%) 178 (1.58%) 1.42 35s 784 (0.84%) 0.00(-) $0.00 (-)

10 Jresources/ 141 (0.46%) 20 (0.18%) 7.05 1m 08s 333 (0.36%) 0.00(-) $0.00 (-)

The overwhelming success of tpen Call pagénearly 9K views) and related press releases confirms that

Figure6. Pageviews at EmpoWomen website in M124

the website effectivelyfunnelledtraffic to the most critical Year 2 deliverableHigh engagement with the

Startups sectioralso proves the value of the success stories in attracting and retaining visitors.
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4129YL1R222YSyQa {20Alf aSRALlF M13WVW4 At/

The project utilized its official social media channelinkedIn, Twitter/X, Facebook, and Instagram
alongside targeted email newsletters to maximize reach and engage specific professional and entrepreneurial
communities. Communication strategies focused on highlighting the Second Open Call and showcasing the

success of the first two cohorts.

Online Community Growth
The total official online community grew 8193 memberscross all platforms and the email subscriber list.

This growth was highly strategic, focusing on platforms most relevant to the professional startup ecosystem:

Table7. Size of EmpoWomen community across channels

Channel Community Share of Total Notes
Size Community

LinkedIn 2,388 74.8% Primary professional network, core audienc

Followers

Email Subscribery 610 19.1% Highly engaged, direct communicati
channel.

Facebook 94 2.9% Secondary channel, focused on coh

Followers announcements.

Instagram 61 1.9% Unplanned channel, adds visual visibility.

Followers

Twitter/X 40 1.3% Minimal, niche professional audience.

Followers

Total Community | 3,193 100%
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4.1.3.ChannelSpecific Performance and Strategy

LinkedIn: The Core Professional Hub

D
I
N

LinkedIn remains thekey communication platfornrt NB¥f SOGAy 3 (GKS LINR2 0 Q:

professional and businessiented audiences.

1 Activity & Reach105 publicationsvere made, generating5,479 total organic impressions

1 EngagementThe content achieved a higbrganic engagement rate of 15%surpassing typical

industry benchmarks) witl2,045 total reactions, 121 comments, and 72 repasihis depth of

engagement indicates that the content is highly relevant and sparking genuine professional

discussion within the community.

1 Performance Peaksthe impressions chart shows significant spikes around project milestones (e.g.,

November, March, and late September/October), corresponding to key announcements like the

Open Call launch, results, and Demo Days.

Highlights
Data for 11/1/2024 - 10/26/2025

75,479 2,045 121 72

Impressions Reactions Comments Reposts

Metrics

Impressions ~

0

Nov 1 Jan1 Mar 1 May 1 Jul1 Sep1

— Organic 75,479

-=-- Sponsored o

Figure7.9 YLJ22 2YSy Qa [AY1SRLY

Fylrtedaros
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Audience Roles and Seniority:
LinkedIn provides valuable insights confirming that the project is successfully attracting its target professional

audience.

Analysis of the LinkedIn follower base shows a strong concentration in strategic aAévegprofessional

roles.

Table8.9 YLI222YSyQa [AY]1SRLY NRBfSa FyR aSyA2NRGe RSY2:

Job Function (Top 5) Total Followers Seniority (Top 5) Total Followers
Business Development | 529 Senior 770

Education 158 Entry 554

Operations 154 Owner 217

Program/Project 153 CXO 166

Management

Research 139 Director 161

The dominance oBusiness Developmenand Senior positions confirms that the messaging is reaching
decisionmakers, investors, and potential business partnetise most valuable stakeholders for the

participating startups.

Industry and Geographic Distribution:
The audience reflects a broad cresectoral reach, with leading industries beiktigher Education, IT
Services, and Business Consultififpis confirms alignment with both the research/academic community and

the target industries for technologfpcused womered startups.

Table9.9 YLI222YSyQa [AYy]1SRLY AYyRdAGNE RSY23INI LKAOA

Industry ‘ Total followers

Higher Education 221
IT Services and IT Consulting 157
Business Consulting and Services 146
Research Services 135
Software Development 112
Non-profit Organizations 101
Government Administration 96
Biotechnology Research 86
Technology, Information and Internet 64
Venture Capital and Private Equity Principals 60
Civic and Social Organizations a7
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Furthermore, the concentration of followers in key European metropolitan areas (inclledargul, Lisbon,
Ankara, London, and Padisind the strong presence d¥idening countries(e.g., Turkiye, Romania, Serbia,
Bulgaria, Poland, Croatia) aligns perfectly with the project's strategic geographic objectives, mirroring the

success observed in the website analytics.

Geographic Target Achievement: Eligible Countries Analysis
CKA&d aSOGA2y O2yFTANNXA (KS LINRP2SO0Qa &dz2odySngthe Ay N
follower base against the list of eligible countries and territories for the program. Based on the detailed city
level follower data, the project established a presenclInout of 33eligible countries/territoriesMore
information about the geographic distribution included ahnex 1¢ 9 Y1LJ22 2 Y Sy Qa [ Ay ]l SRL

demographics
To better assess the impact, the regions are categorized into three groups:

1 Well-Covered (4 Entities)These regions have a significant, established follower base (over 50 total
followers) with a presence across multiple metropolitan areas, indicating strong penetration and
brand recognition.

o Turkiye(High volume in Istanbul, Ankara, 1zmir)

o Portugal(Consistent presence in Lisbon, Porto, Braga, Coimbra)
o Romania(Strong base in Bucharest, CGINgpoca)

o Poland(Multiple cities including Warsaw and Cracow)

1 Covered (17 Entities)fhese regions have a recorded follower presence (less than 50 total followers),
typically concentrated in one primary metropolitan area. This group confirms basic visibility but
requires future concentrated effort to build critical mass.

o Bulgaria, Serbia, Greece, Estonia, Ukraine, Croatia, Slovenia, Tunisia, Cyprus, Albania,
Moldova, North Macedonia, Bosnia and Herzegovina, Armenia, Georgia, Lithuania, and The
Canary Islands (Spain).

1 Not Reached (12 Entities)hese regions showed no measurable follower presence in the LinkedIn
data, indicating a gap in current communication and outreach efforts.

0 Czech Republic, Faroe Islands, French Guiana, Guadeloupe, Hungary, Latvia, Malta,

Martiniqgue, Mayotte and SaiAvartin (France), Montenegro, Réunion, and Slovakia.
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Facebook & Instagram: Visual Storytelling and Highpact Events

While secondary to LinkedIn, both visual platforms demonstrated effectiveness in promotingripght,

visual events and success stories.

Tablel0.9YLI22 2YSYy Q&

CFrO086221 FyR Ly&dGraNty adl da

Platform Posts Total Views/ Content Key Successes
Impressions Interactions
Facebook | 50 6.9K Views 294 Peak activityaround the Demo Day of the first cohg
at the Slush conference (1,884 views, 913 reach)
winner announcements for the Second Open Call.
Instagram | 56 3.4K Views 105 Successful promotion of Demo Days and the launc
the Second Cohort. A post about the first cohol
results after one year becamene of the top-
performing post across all channels
Views @ & Export v Views © & Export v
6.9K 3.4K
800
600 600
400 400
200 200
% Nov 1 Feb9 May 20 Aug 28 ¢ Nov 1 Feb9 May 20 Aug 28
Views Views
Content interactions @ & Export v Content interactions @ & Export v
294 T 124.4% 105 T 100%
80 20
60 15
40 10
20 5
0 0
Nov 1 Feb9 May 20 Aug 28 Nov 1 Feb9 May 20 Aug 28

Content interactions

Figure8.9 YLJ22 2YSyQa ClF O0So6221 FyR Lyaidl3aNryYy

Content interactions
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Reactions/Likes,

O Tl Views @ .
comments and...

Title Date published 71 Reach @ 7L

Oh, what a day! No patience to wait for professional photos from...

Boost | =+ MNov20,2024 492 27 793
(5] Ga Photo- @ Empowomen
The stars of our big Demo Day are arriving in Helsinki for Slush c... Boost . Nov 18, 2024 380 26 685
;) @) Multimedia- @& Empowomen '
Inspiring energy at the Demo Day of the 1st EmpoWomen co.... Boost Dec 3, 2024 438 27 599
oos ec 3,
G] i@ Reel- § Empowomen
Celebrating Women's Entrepreneurship Day with a Demo Day of ... Boost Nov 19, 2024 41 54 405
oos ov 19,
) & Reel- @ EmpoWomen -
WomeN  How can technology help us better understand ourselves andot... Thu Aug 7. 100 155 10 303
00S aee u Aug 7, m
') 8 Photo- @ EmpoWomen 9 P — — —
# in! I
: The results are in! We are so excited to officially announce the Boost Fri Oct 3, 4:59pm 176 14 295
;) 8 Photo- @ Empowomen — —
womeN For co-founder Nicia Ferreira, the fight against neurological dise... Boost Wed Aug 27, 3:21pm 163 9 269
h &8 Photo: @ EmpoWomen —
EmpoWomen Programme Welcomes 14 Women-Led Startup... Boost Fri Feb 28, 10:07am 130 5 215
] W) Multimedia- & Empowomen — - h—

Figure9.9 Y LJ2 2 2 YF&cgak top performing posts

Reactions/Lik

Title Date published 11 Reach @ 71
es, comment...

@1l Views @ |

Inspiring energy at the Demo Day of the 1st Empo...

Boost « | Dech,2024 484 22 631

@ Reel- v empowomen.eu

E W Podcast with A: iate Prof D...

mpoWomen Podcast wi ssociate Professor Boost Dec 4, 2024 293 9 572

@8 Photo- v empowomen.eu —

¥ The results are in! We are so excited to officially...
‘ " ! el wwaly Boost e Fri Oct 3, 5:03pm 257 7 433

= Q Photo- ~ empowomen.eu —

@) carousel: v empowomen.eu

# Kicking off the 2nd EmpoWomen Cohort! We're...

Boost o Mon Mar 3, 2:59pm 268 14 362
7) @ Photo- + empowomen.eu

E@

F ? Find us at Booth 8 at Hello Tomorrow Global Su... Boost - Thu Mar 13, 6:05pm 279 13 405
@]

F;é

¥ One year ago, we graduated our first cohort of ... Boost . Wed Sep 24, 3:27pm 177 8 349

i) @8 Phote- v empowomen.eu — — —

f

Figurel0.9 YLI22 2YSy Qa LyallaNIy (2L LISNF2NYAY

The data confirms that Facebook and Instagram are valuable for communicating around visually rich events
and longitudinal success stories, helping to humanize the project and its beneficiaries. The inclusion of

Instagram, despite being initially unplannesdiccessfully added visibility.

25



Deliverable 45 Report on D&C activities v2 E M PO\JOM E N

Twitter/X: Niche Reach
Twitter/X served a more niche role widb postsleading t02.3K impressionsit achieved a healthy.2%

engagement rateand generated 173 total engagements (59 likes, 16 reposts), suggesting that while the

audience size is small, the platform successfully reached a focused, interested segment of the professional

community.
Impressions Engagement rate Engagements

2.3K 71.2% 173

Likes Reposts Bookmarks

59 16 2

Figurel1.9YLIR222YSyQa ¢gAGOISNI FylLfedAaoa

|Impressions v |lees v Weekly - I Bar -~

Aug3 Aug 31 Sep 28 Oct 26

Oct 27 Nov 24 Dec 22 Jan19 Feb 16 Mar 16 Apr 13 May 11 Jun8 Julé

0 0

Figurel29 YLI2 2 2YSyYy Qad ¢ogAGUSNI AYLINBaaarzya FyR
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Email Campaigns: High Conversion and Direct Communication
The email channel proved to be a highly effective tool for direct, targeted communication, serving an

audience 0610 contactga 36.2% increase in subscribed contacts over the period).

Summary @

Contact counts are cumulative to date - Compared to last year

Total contacts Subscribed Non-Subscribed Unsubscribed
629 610 0 19
™ 400% 3% - + 375%
Date range
November 1, 2024 - October ﬁ
27,2025

Email subscribers. A Da Month

Contacts over time

Now 1, 2024 - Oct 27, 2025 » Compared to previous 361 days

g Total contacts

628 600

- 177

Subscribed contacts

Email subscribers 609 & 36.2% a80
Unsubscribed contacts 420

Oct
Email unsubscribers 19 a 375%

= Total contacts = Email subscribers

Figurel39 YLJ22 2 YSy Qa adzoaONAROSNREQ |yl feaidacd

List Growth: 181 new contacts were successfully added via the embedded signup form during the second year,
demonstrating continuous list building success.

Source performance

Now 1, 2024 - Oct 27, 2025 - Compared to previous 361 days
Select sources v
=1 s i
Import 279 0 = 100% 4 & 100% $0 Create segment v
Hosted Signup Form 1 1 [s] $0 Create segment ™
Embed Form 345 a 113% 181 - N7% 1 a 1,000% $0 Create segment v
Admin Add 3 0 = 100% 0 + 100% 30 Create segment v

Figurel4. Source performance of-mail database

Newsletter Performancé(Newsletters 4 & 5)The two key newsletters achieved outstanding results:
1 Average Open Rate:39.5%significantly exceeding the industry standard for fofit/education
of ~25%).
1 Average Click Rate:3.9%

2a2NB AYTF2NXIGA2Yy | o\aittile oppSn@adt \SddeSeNB ®resRSAATY |
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Content FocusThe bestperforming newsletters focused on higlalue, timesensitive content, specifically:
the success of first cohort alumni, the results of the Second Open Call, and the promotion of Demo Days. The
consistently high open rate confirms the value of ttentent being shared and the quality of the audience

list.

Email performance

December 7, 2024 - October 27, 2025 « Excludes Apple MPP

@ Openrate @ Clickrate @ Bouncerate € Unsubscribe rate

39.3% 4.7% 1.0% 1.4%

191 opened 23 clicked 5 bounced 7 unsubscribed
Additional email details -~
Deliveries 486 (99.0%) Clicks per unigue opens 12.0%
Total opens 324 Total clicks 215
Last opened QOct 23, 2025 6:36 am Last clicked Apr 21, 2025 5:54 pm
Forwarded o] Abuse reports o]

Figurel5. Analytics of newsletter 4

Email performance

September 25, 2025 - October 27, 2025 « Excludes Apple MPP

@ OQpenrate @ Click rate @ Bouncerate @ Unsubscribe rate

39.7% 31% 2.9% 1.4%

229 opened 18 clicked 17 bounced 8 unsubscribed
Additional email details ~
Deliveries 577(971%) Clicks per unique opens 7.9%
Total opens 380 Total clicks AN
Last opened Oct 24, 2025 8:02 pm Last clicked Qct 05, 2025 7:50 pm
Forwarded 0 Abuse reports 0

Figurel6. Analytics of newsletter 5
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Email performance

October 28, 2025 - October 28, 2025 + Excludes Apple MPP

@€ Openrate @ Click rate @€ Bouncerate @ Unsubscribe rate

32.1% 2.2% 3.1% 0.17%

190 opened 13 clicked 19 bounced 1 unsubscribed
Additional email details ~
Deliveries 591(96.9%) Clicks per unique opens 74%
Total opens 310 Total clicks 19
Last opened QOct 28, 2025 11:20 pm Last clicked Qct 28, 2025 11:20 pm
Forwarded o] Abuse reports 0

Figurel?. Analytics of newsletter 6

EmpoWomen's Overall Online Community Conclusion

The overall strategycentred around LinkedIn's professional deptrand Email's direct engagement
successfully created a higjuality, targeted community 03,193 membersluring Year 2. The concentration

of users and engagement around higalue events like the Open Call and Demo Days demonstrates effective
content synchronization across all channels. The demographic data confirms the project's success in reaching
decisiormakers, academics, and professionals within the targeted Widening countries and relevant high

tech industries.
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4.1.4.Communicatiorof the 2nd Open Call

The second Open Call represented a core deliverable and a key activity, resulting in a quantifiable applicant

pool ready for knowledge transfer and support services.

Open Call Launch & Duratiofthe call was formally launched 6t October 2024nd ran until02 December
2024(63 days).

Key Metrics:The consolidated dissemination efforts across all channels yielded highly successful results,

demonstrating increased program maturity and effectiveness:

{ Total Reach and Engagemerfhe call generated81,831 total impressions ONR &a (0 KS LIN.

main channels. This reach resultedbiti7 applications openedh the application portal.

Tablell. Channel breakdown of impressions

EmpoWomen Channels Total Impressions

Website 93.752
LinkedIn 75479
Facebook 6.900
Instagram 3.400
Twitter 2.300
Total 181831

1 Quality and Conversion Raté total of251 proposals were submittedmarking a significart7.6%
increasein submitted proposals compared to Open Call 1. This surge allowed the selection of a highly

competitive and promising cohort for acceleration.

The conversion rate (submitted/opened) stood at an impresd¥&8%for Open Call 2, which is more than
double the rate of Open Call 1 (20.51%), highlighting the effectiveness of targeted dissemination and the

strong perceived value of the program.

30



Deliverable 45 Report on D&C activities v2 E M PO\JOM E N

4.1.5.Partner Network MobilizationStrategic Amplification

Consortium Partners

¢CKS O2yaz2NIlAdzy FyR AGa | 442 O0A &R foick midiipliesidtraecty S (i ¢ 2
outreach. By leveraging existing, highly engaged audiences, the partners ensure the dissemination of key
messages particularly regarding the second Open Cakaches diverse ecosystems and widening areas.

This mobilization guarantees not oriligh visibility but alsoverified credibility.

To amplify project messaging and foster further growth, our four key partners (Sploro, Startup Wise Guys
(SWG), Business Angels Europe (BAE), and TechUkraine) actively utilized their extensive organizational
channels. Collectively, these channels boastigmiicant and relevant audience, providing a powerful

platform for the initiative:

T 92,000+ Followers on LinkedIn and Facebook
0 74,100+ LinkedIn followers
o 17,900+ Facebook followers

1 17,500+ Followers across Twitter (X) and Instagram

Proven Impact
This strategic mobilization delivered measurable results, confirming the effectiveness of leveraging partner

trust:

1 Tracked ReachPartnerled promotion of major milestones, such as the Demo Day and Cohort
Selection, generated ove0,600 Impressions on posts
1 High EngagemeniThe organic content published or reposted by the partner network demonstrates

robust performance, with posts achieving betwe2s0 and 2,600 impressions per post

By strategically utilizing these hightetworked platforms, the consortium has successfully delivered all core
communication messages, turning their follower base into a reliable engine for program growth and

recruitment.

Formore information regarding the activities provided by consortium partnersee Section4.2.3 Media

Clippingst Ongoing Communication ActivitiaadAnnex 3- Social Media Activities by Consortium Partners

Associated Partners

Associated Partners have playeir role in promoting the EmpoWomen programme within their respective
regions, with activities primarily focused on disseminating information about the Open Call. Their
contributions varied, with some partners executing impactful campaigns, while others ptbmichimal or

no support. Below is a summary of the activities conducted:
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Tablel2. Activities by the Associated Partners

No of stakeholders
reached

Partner Activities

Besco- Bulgaria Shared updates of the programme on their social media | 11,000

Asociacién ) ] ]
Shared updates of the programme on their social media | 930
Merge- Canary Islandy

Presented EmpoWomen programme at monthly meeting:

: Cro Startup
Cro Startup Croatia ) 3,000
Shared the news about the programme with Whatsg

community of Cro Startup (200 pax)

Shared updates of the programme on their social media

Startin Latvia Shared the news about the programme with Whatsg 9:900
community of Startin Latvia (300 pax)

Startup Moldova Shared updates of the programme on their social media | 5,000

Sapie- Slovakia Shared updates of the programme on their social media | 2,000

Startup Tunisia No activities 0

Startup Georgia No activities 0

TOTAL NUMBER OF STAKEHOLDERS REACHED 27430

While several associated partners contributed significantly to the promotion of the EmpoWomen

programme, others provided little to no engagement.
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4.2. Media and Publications

The communication strategy on media and publications for the second year of the EmpoWomen project
focused on two primary objectives: generating higimlity, reusable communication assets and securing
extensive external coverage. This ensured a considtefitR A YLI OG Fdzf y I NNJ G§A@BS3

reputation and driving engagement within the target entrepreneurial ecosystem.

4.2.1.OfficialCommunications: Strategic Press Releases

During the reporting period of November 2024ctober 2025, a total dfve strategic press releases (PR #5
through #9)were conceptualized, created, and widely disseminated. This sustained frequency maintained a
O2yaAraidSyid bRNHz¥oSFdib 2F ySg¢gasz SyadaNAy3d (KS YSaa
reached key stakeholders, particularly those in Widening Am@mantries, via media partners, National
Contact Points (NCPs), and ecosystem organisations.
The sequencing of these releases was designed for maximum impact:

1 PR #5 (Cohort 1 Demo Day & Call 2 LaunSkpved as a crucial transition point, celebrating the success

2T (GKS TFANRG O2K2NIiQa 5SY2 5F@& FyR AYYSRAFGSte@ S«
Second Open Call.

1 PR #6 (Second Call Winners Announceme0fficially announced the selection of tigt womenled
deeptech startupsfor the second cohort. This release highlighted the high competitive bar, citing the
significant47.6% increasdn submitted applications compared to the first call, demonstrating growing
programme recognition. (Note: Corrected the increase percentage to 47.6% for precision based on the
provided numbers 170 to 251).

1 PR #7 (Cohort 2 Demo Day PromatjoFocused on everdgpecific outreach, promoting the second
Demo Day held in Bucharest to secure attendance from investors, industry experts, and ecosystem
leaders.

1 PR #8 (Cohort 1 Success Stogdne Year PosProgramme) This release was strategically timed
to maximise credibility just prior to the second Demo Day. By sharing verified achievements of the
first cohort (includingsecuring millions in followon funding, TRL advancement, and national
recognition), it provided powerful, evidenebased validation of the EmpoWomen programme's
long-term effectiveness.

1 PR #9 (Project Official Wrapp): Served as the final impact document, consolidating the
LINEINI YYSQA YAadaAzys RSGFAfAYy3a |ff 1S& | OKASQO:
Syadz2NB (GKS LINR2SOGQa tS3Froe NBYFAya FOOSaaa
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https://empowomen.eu/empowomen-programme-wraps-up-a-stellar-first-year-at-demo-day-during-slush-2024/
https://empowomen.eu/empowomens-official-press-release-14-women-led-startups-selected-for-the-second-cohort/
https://empowomen.eu/empowomen-to-showcase-14-women-led-deep-tech-startups-from-across-europe-at-bucharest-demo-day/
https://empowomen.eu/empowomen-1st-cohort-startups-report-major-growth-secure-millions-in-funding-and-achieve-national-recognition-one-year-after-inaugural-programme/
https://empowomen.eu/empowomen-programme-concludes-two-year-mission-fueling-a-new-generation-of-25-women-led-deep-tech-startups/
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4.2.2. Thought Leadership: White Paper Communication and Dissemination

A separate, targeted communication campaign was launched to disseminate the project's key research
output: the White Papett ! yIF f @aia 2F (GKS NRtS FyR AYLIOG 2F 9!

womentled entrepreneurship in deei S OK £
To ensure maximum reach and reusability, this complex research was translated into accessible formats:

1 Media Kit: Amediakit was developed to facilitate easy sharing and communication of the report's
findings by consortium membersister project@ind external partners, including policyakers and
other EUfunded programmes.

1 Infographic A visually compelling infographiEigure18. Whitepaper infographicwas created to
distil the key findings into an easily digestible narrative. This infographic highlighted:

0 The Problem:Structural barriers and the funding disparity faced by women in deep
(e.g., less than 2% of VC investment).

0 The Proof/Solution:The tangible impact of the EmpoWomen programme, including the fact
that cohort participants achieved &223% revenue growthand an 85% increase in
employmentin the year following the programme. This data powerfully demonstrated the

significant return on investment of EU public funding in this area.

The graphical elements of this infographic were strategically integrated into the final Press Release (PR #9),
ensuring the research legacy was part of the overall project narrative and provided a strongpaditad

Ot 2aAy3 | NBdzYSyidionfF2NJ 6GKS LINRP2SOGQa YAaa

The Problem: Structural Barriers and Underfunding The Proof & The Solution. EmpoWomen's Impact

Founders Representation Capital Efficiency
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Figurel8 Whitepaper infographic
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https://empowomen.eu/wp-content/uploads/2025/10/Empowomen-Whitepaper-Infographics.pdf
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4.2.3.Media Clippings& Ongoing Communication Activities

Consortium Partner Coverage
The first focus was to ensure primary coverage by all consortium partners, who possess established, trusted

communication channels. This secured immediate, fight dissemination across the European network.

i Total Media Clippings/Publicationsby Consortium partnersl4 news announcements on the
website, 35 posts on LinkedIn, not counting reposts from official page on the company and individual
level, 4 podcasts3 videos, 3 Instagram posts 7 Twitter posts, done by S@a1 video done by
StartupWiseGuys

The detailed analysis of activities of consortium partners iglihnnex 3- Social Media Activities by

Consortium Partners

Tablel3. Activities by the Consortium Partners

Partner Activity Activity month
Type
1 October 2025 Link
2 September 2025 Link
3 November 2024 Link
4 October 2025 Link
5 September 2025 Link
6 Website May-25 Link
7 April 2025 Link
8 March 2025 Link
9 February 2025 Link
10 February 2025 Link
11 December 2024 Link
12 SPLORO October 2025 Link
13 October 2025 Link
14 October 2025 Link
15 September 2025 Link
16 September 2025 Link
17 September 2025 Link
18 Linkedin August 2025 Link
19 May-25 Link
20 April 2025 Link
21 April 2025 Link
22 April 2025 Link
23 April 2025 Link

8 Examples of media clipping cae flound atAnnex 5- Media Clippings
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https://sploro.eu/empowomen-demo-day-2025-pitches-jury-winners/
https://sploro.eu/empowomen-demo-day-2-at-how-to-web/
https://sploro.eu/empowomen-winners-startups-in-1-minute-at-slush-2024/
https://sploro.eu/sploro-valencia-digital-summit-women-led-deep-tech/
https://sploro.eu/why-the-2025-european-ri-days-matter-and-how-sploro-plugs-in/
https://sploro.eu/sploro-drives-deeptech-innovation-across-europe-may-2025/
https://sploro.eu/women-led-innovation-at-eic-summit-2025/
https://sploro.eu/march-moves-women-led-innovation-and-action-at-sploro/
https://sploro.eu/sploro-showcasing-women-led-innovation-at-eic-summit-25/
https://sploro.eu/linking-startups-to-innovation-eu-funding-bilbao-slush/
https://sploro.eu/happy-new-year-sploros-2024-journey-through-innovation/
https://www.linkedin.com/feed/update/urn:li:activity:7386025128133877761
https://www.linkedin.com/feed/update/urn:li:activity:7384944494216962048
https://www.linkedin.com/feed/update/urn:li:activity:7384543071188725760
https://www.linkedin.com/feed/update/urn:li:activity:7378461561281146880
https://www.linkedin.com/feed/update/urn:li:activity:7375831225455853568
https://www.linkedin.com/feed/update/urn:li:activity:7373362603034730496
https://www.linkedin.com/feed/update/urn:li:activity:7358408240948305921
https://www.linkedin.com/feed/update/urn:li:activity:7324050596062212096
https://www.linkedin.com/feed/update/urn:li:activity:7321513204063301632
https://www.linkedin.com/feed/update/urn:li:activity:7317902693962792961
https://www.linkedin.com/feed/update/urn:li:activity:7316432351704563712
https://www.linkedin.com/feed/update/urn:li:activity:7315312210417795072
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Partner Activity Activity month
Type
24 March 2025 Link
25 March 2025 Link
26 March 2025 Link
27 March 2025 Link
28 March 2025 Link
29 March 2025 Link
30 March 2025 Link
31 March 2025 Link
32 March 2025 Link
33 March 2025 Link
34 March 2025 Link
35 December 2024 Link
36 November 2024 Link
37 November 2024 Link
38 November 2024 Link
39 November 2024 Link
40 November 2024 Link
41 March 2025 Link
42 Website September 2025 Link
43 ) October 2025 Link
TechUkraine -
44 March 2025 Link
45 LinkedIn September 2025 Link
46 October 2025 Link
47 April 2025 Link
48 ) ) September 2025 Link
29 Startup WiseGuys LinkedIn October 2025 Link
50 October 2025 Link
51 Business Angels LinkedIn November 2024 October Reposts on.LinkedIn from official
Europe 2025 project channel

External Media Coverage
Securing external media coverage was essential to validate the project's impact beyond the direct sphere of
influence of the consortium. This independent coverage amplified the message and significantly broadened

the programme's visibility to new audiengescluding investors and potential applicants.

The media clippings from the final reporting period demonstrate a crucial shift in amplification strategy
during the second year: visibility was sustained organically by the success stories of the participants. The
programme received a significant boosirn first-cohort participants (e.g., Pinky Cybersafe) mentioning their
successful journey with EmpoWomen in external press, thereby validating the programme's impact through

recipient success. Additional organic visibility was maintained through:
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https://www.linkedin.com/feed/update/urn:li:activity:7313907793063780352
https://www.linkedin.com/feed/update/urn:li:activity:7313525844226785281
https://www.linkedin.com/feed/update/urn:li:activity:7313102329669402624
https://www.linkedin.com/feed/update/urn:li:activity:7310703822526414848
https://www.linkedin.com/feed/update/urn:li:activity:7306275283249065984
https://www.linkedin.com/feed/update/urn:li:activity:7305526702477082625
https://www.linkedin.com/feed/update/urn:li:activity:7304182951376830464
https://www.linkedin.com/feed/update/urn:li:activity:7303754735298211842
https://www.linkedin.com/feed/update/urn:li:activity:7302986125189521408
https://www.linkedin.com/feed/update/urn:li:activity:7302665633664540673
https://www.linkedin.com/feed/update/urn:li:activity:7302281015677317120
https://www.linkedin.com/feed/update/urn:li:activity:7279846475235287040
https://www.linkedin.com/feed/update/urn:li:activity:7272533845235679232
https://www.linkedin.com/feed/update/urn:li:activity:7268236294227468288
https://www.linkedin.com/feed/update/urn:li:activity:7265132359593689088
https://www.linkedin.com/feed/update/urn:li:activity:7264216169140658177
https://www.linkedin.com/feed/update/urn:li:activity:7262053346193104897
https://techukraine.org/2025/03/03/womens-power-surge-14-women-led-startups-set-to-disrupt-the-tech-world/
https://techukraine.org/2025/09/17/empowomen-to-showcase-14-women-led-deep-tech-startups-from-across-europe-at-bucharest-demo-day/
https://techukraine.org/2025/10/21/innovation-in-the-spotlight-empowomen-crowns-top-4-winners-at-how-to-web-conference/
https://www.linkedin.com/feed/update/urn:li:activity:7302363585609900032/
https://www.linkedin.com/feed/update/urn:li:activity:7374070273089880065/?actorCompanyId=19204691
https://www.linkedin.com/feed/update/urn:li:activity:7386703696434425857/
https://www.linkedin.com/posts/startup-wise-guys_deeptech-ai-fintech-activity-7303001802453520384-yF81/?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAuouD0Bs-LUWbex6jAlY9y-4r-i8Lkbu8Y
https://www.linkedin.com/posts/startup-wise-guys_startupwiseguys-empowomen-deeptech-activity-7375974673366315008-KpIj/?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAuouD0Bs-LUWbex6jAlY9y-4r-i8Lkbu8Y
https://www.linkedin.com/events/7378435031536570368/
https://www.linkedin.com/posts/startup-wise-guys_bucharest-startupwiseguys-empowomen-activity-7380955271877013505-mGdw/?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAuouD0
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1 Aggregator VisibilityContinued inclusion of the EmpoWomen programme in grants and opportunity
catalogues (e.g., EU Funding Portal, Fe/Male Switch, Bankable Wisdom), ensuring perpetual outreach
to potential applicants.

1 Partner LeverageProgramme mentions in articles and reports related to the wider activities of
O2ya2NIlAdzy LI NIYSNE o6Sod3ody (KS h9/5 NBLEZNISE L

reach into policymaking and broader tech communities.

Tablel4. Example external media clippings/publications secured (sorted by date):

Date Source/Medium Link
07.11.2024 ITKey Media Link
20.11.2024 EU Funding Portal Link
21.11.2024 Startups & The City. eu Link
21.11.2024 Ukrainian Hub Link
26.11.2024 Ukrainian Startup Association Link
03.12.2024 Bankable Wisdom Link
14.02.2025 EU Funding Portal Link
23.05.2025 Fe/Male Switch Link
30.05.2025 OECD Link
04.10.2025 Nokta Link

The objectives reached
1. High-Quality Applicants:¢ KS O2y aAradaSyd O02YYdzyAOFGA2y 2F (K!
involvement ensured a strong, relevant applicant pool.
2. Increased Cohort VisibilityBy strategically timing partner outreach with Demo Day and other
success stories, the visibility of the participating startups was significantly amplified, directly

supporting their fundraising and networking goals.

Impact Analysis on Application Pipeline
The wideranging media coverage, driven by the strategic press releases and the validated research from the
White Paper, proved highly effective in generating traffic, interest, and conversions through the programme's

website and social networks.
The communication efforts directly influenced the quality and volume of the application pipeline:

1 Call 1 Submitted Proposalgi70
1 Call 2 Submitted Proposal251
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https://itkey.media/empowomen-announces-second-open-call-for-deeptech-female-founders-from-broader-europe/
https://www.google.com/search?q=https://eufundingportal.eu/empowomen-call-for-female-entrepreneurs-leading-deep-tech-startups-2/%23gsc.tab%3D0
https://startupsnthecity.com/empowomen-final-call-for-women-led-deep-tech-startups-to-join-the-programme/
https://www.google.com/search?q=https://www.facebook.com/story.php/%3Fstory_fbid%3D962398682592426%26id%3D100064669093006
https://www.google.com/search?q=https://www.facebook.com/UkraineStartupAssociation/photos/second-open-call-for-empowomen-programme%25D0%25BF%25D1%2580%25D0%25BE%25D0%25B3%25D1%2580%25D0%25B0%25D0%25BC%25D0%25B0-empowomen-%25D0%25B7-%25D1%2580%25D0%25B0%25D0%25B4%25D1%2596%25D1%2581%25D1%2582%25D1%258E-%25D0%25BE%25D0%25B3%25D0%25BE%25D0%25BB%25D0%25BE%25D1%2588%25D1%2583%25D1%2594-%25D1%2581%25D0%25B2/566248286100281/%3F_rdr
https://bankablewisdom.com/opportunity-details/500
https://www.google.com/search?q=https://eufundingportal.eu/call-for-applications-to-support-women-leading-deep-tech-startups-3/%23gsc.tab%3D0
https://www.femaleswitch.com/little_sister_ai_app/tpost/1cjjv244o1-top-20-grants-for-female-entrepreneurs-i
https://www.google.com/search?q=https://www.oecd.org/content/dam/oecd/en/publications/reports/2025/05/inclusive-entrepreneurship-policy-assessment-country-notes_48c462fc/malta_b0fe944d/e01b511...
https://nokta.md/kiberbezopasnost-dolzhna-nachinatsya-do-ataki-kak-startap-pinky-cybersafe-menyaet-tsifrovuju-zashhitu-moldovy/
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The communications campaign successfully generatédd.6% increasen submitted proposals for the
Second Call (from 170 to 251). This substantial growth is a direct testament to the efficacy of the media
strategy, particularly the focus on showcasing the tangible successes angrpgsaimme growth of Cohort

1. This impoved visibility and credibility ensured a strong, highly competitive applicant pool, resulting in the
selection of a truly promisin@5 womenled deeptech startupsacross the entire programe duration,
covering the majority of eligible countries. The consistency and positive messaging were instrumental in
converting initial interest (829 and 617 applications opened in the call platform for Calls 1 and 2, respectively)

into high-quality find submissions.

38



EMPO\\/OM EN

Deliverable 45 Report on D&C activities v2

4.3.

Direct interaction through organized and external events was critical for securingybaiity applicants for

Events and Live Engagement

the second Open Call and engaging investors for future exploitation. This strategy involved two main
channels: physically participating in magwosystem conferences and organizing targeted digital webinars

and info days.
4.3.1.PhysicaEvents

Conferences and External Offline Events

Project partners actively participated in major external conferences, workshops, and ecosystem events
across Europe. These appearances were crucial foitéaface networking, with presentations and speaking
slots often dedicated to showcasing the sucessef the first cohort and promoting the second Open Call

opportunity.

Tablel5. Events participation

Purpose Location Partner
. . November 11| .
1 WebSummit 2024 Startups Scouting 14 2024 Lisbon, Portugal SPLORO
Project
presentation &| November 19 - SPLORO, SW
2 SLUSH Promotion of the| 21, 2024 Helsinki, Finland TECHUA
2nd Open Call
Project
EDIH Network Summ| presentation and| November 26 .
3 2024 ond  open call 27, 2024 Brussels, Belgium | SPLORO
promotion
Mobile World Congres§ Project March 0306, .
4| Barcelona 2025 / 44N Dissemination | 2025 Barcelona, Spain | SPLORO
5 Hello Tomorrow Pfole‘“. . March 1314, Paris, France SPLORO, BAE, SV
Dissemination 2025
. Project . .
6 EIC Summit 2025 . N April 0203, 2025| Brussels, Belgium | SPLORO
Dissemination
7 Viva Tech 2025 PT°leCt. . June 1114, 2025 | Paris, France TechUA
Dissemination
Project Sept 26 - 28, . .
8 IT Arena Dissemination 2025 Lviv, Ukraine TechUA
Project October 0102, .| SPLORO, BA
9 | HowtoWeb Dissemination | 2025 Bucharest, Romanig g\ TechuA
Valencia Digital Summj Project October 2223, . .
101 5025 Dissemination 2025 Valencia, Spain | SPLORO
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Figure20. How to Web conference participation
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SelfOrganized Events

Physical event presence was maxamdi by integrating thédemo Day of the second cohods aside event

of a prominent regional event, theow-to-Web conference in BucharestThis strategic ctocation ensured

the Demo Day reached a prpalified audience of investors and key industry players, reinforcing the

project's reputation within one of the biggest tech conferences in the region.

EMPOWOMEN DEMO
DAY

' 2025-09-30 , 17:00h o Impact Hub Bucharest
3 at ay —ane t

3t the Emp:

How
= OFFICIAL
‘ SIDE EVENT

EMPOWOMEN
FINAL DEMO DAY

| empO\VOMEN [l v

Figure21.9 Y LJ2 2 2 Y SyoDay published as sidazent of How to Web

Figure22. Demo Day of EmpoWomen second cohort at How To Web conference

Beyond largescale conferences, the consortiunted byBusiness Angels Europe (BAE)mplemented a
targeted series of matchmaking and investor readiness events. This strategic mobilization of the BAE network
was designed to desk the program's startups anaccelerate their pathto securing funding by providing

direct access to capital and tailored professional guidalk¢e.have included the matchmaking events for

the whole project period, as this part was not covered in the previous report.
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https://www.howtoweb.co/side-events/
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Tablel6. Matchmaking offline events

EMPO\\/OM EN

Event Date Purpose Partner
1 Matchmaking  at| December An exclusive pitch session with real an{ BAE
DemoDay OC2 2024 investors from the Business Angels Eurg
network.
2 DeepTech & 13 May 2025 | During this event, six handpicked detgeh | BAE
SpinOff - Startup startups presented their visionary ideas to
Pitches as part o expert jury. The startups had 3 minutes to pit
Connect Day their business models and visions, followed
2 minutes of questions from the jury. The eve
provided an inspirindook at the cuttingedge
innovations shaping the future.
3 Attracting EIC 2 October| This session offered valuable insights i BAE, cebrganised
Grants as part ol 2025 accessing European Innovation Council (§ with TechAngels &
How to Web funding, specifically the EIC Accelera] ESIL
funding. It helped earhgtage companies
position themselves as strong candidates
EIC grants, provided investors with -g
investment opportunities, and explored ho
the innovation ecosystem could suppg
startups in navigating the complex EU fundi
landscape.
4 Matchmaking  at| 8 October| An exclusive pitch session with real an{ BAE
DemoDay OC2 2025 investors from the Business Angels Eurd
network.

This comprehensive approach ensured that the program did not just connect founderinwétstors but

equipped them with the necessary tools and refined strategy to secure capital successfully.
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4.3.2.Webinars and Digital Engagement

While the majority ofpromotional webinars and info days for the Second Open Call were delivered in the
previous reporting period, digital engagement in this period focused primarily on delivering the core
acceleration programme and providing detailed information to applicgass prior to the submission

deadline.

Tablel7. Webinars

. Name of the
Organizer . No of attendees
webinar

SPLORO 2nd Open Call 13.11.2024 84 LINK
InfoDay #2 |
EmpoWomen

SWG & BAE 15 online sessiony February ¢ October| 14 Online mentoring
for the 2d | 2025 sessions within 6
9YLR22YSYy month acceleration
cohort programme

Apart from the webinars, the online matchmaking events were held to help startups attract additional
investment. Like with the offline matchmaking events, we have included here the events from the previous

period.

Table18. Online matchmaking events

# Event Date Purpose Partner ‘

1 | Investor feedback SeptOct2024 | A dedicated 3@ninute oneon-one feedback sessio| BAE
sessions ocl on the Finance and Investment Plan assignment. Tk
sessions are designed to provide tailored, actiona
feedback to help refine the financial planning a
investment strategy.

2 | Investor feedback JuneJuly A dedicated 3@ninute oneon-one feedback sessio| BAE
sessions oc2 2025 on the Finance and Investment Plan assignment. Tk
sessions are designed to provide tailored, actiona
feedback to help refine the financial planning a
investment strategy.

3 | ESIL Pitching| 27 May 2025 | This session showcased eastpge deegech startups| BAE, co
Session o gAGK &adNBy3 AYUGSNYLI (A 2y organised with
Women in leading angel networks and prominent V| ESIL
Deeptech participated, offering a platform for startups to pitc

their ventures. Investors had the opportunity to-c
invest in rigorously vetted startups and act as strate
partners across borders.

4 | WomenlINvestEU | 18 June 2025| WomenINvestEU hosted its first online matchmak| BAE, co
Matchmaking on event for womenled healthtech startups and thos| organised with
Healthtech with women in @evel positions. Startups developirf WomenINvesEU

digital or Al tools, medical devices, therapeuti
biotechnology, and other advanced solutions for t
healthcare system pitched their innovations
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Purpose

EM PO\\/OM EN

Partner

experienced investors. The selected startups were
the stages of development/commercialization (m
TRL 6), based in Europe, and offered disrup

solutions with a competitive advantage in th

healthcare market.

WomenlINvestEU
Matchmaking on
Digital
Technologies

24 September
2025

This matchmaking event brought together womlewl

digital startups with experienced investors in the digi
technology space. Entrepreneurs in sectors like
blockchain, cybersecurity, data analytics, and loT
the chance to pitch their innovative sdgions. The
startups selected were in the early stages

development (TRL -3) and demonstrated &
competitive market advantage.

BAE, co
organised with
WomenINvesEU

WomenINvestEU
Matchmaking on
ImpactDriven
Businesses

26 November
2025

This event will focus on womedad, earlystage
startups tackling social challenges with innovative &
sustainable solutions. Categories include Assis
Tech, EdTech & Entrepreneurship Education,

BAE, co
organised with
WomenINveskEU

Sustainable Mobility. The session will provide
platform for startups in the preseed and seed stage
to pitch their impactful, disruptive solutions with

competitive edge in the market.

4.4,

Internal communication was maintained through regular monthly online consortium meetings to ensure

Consortium Coordination

alignment on the dissemination strategy and efficient mobilization of partners for key promotional activities.
During the lasts 2 months of the projects, sessions were made weekly, to keep tracking the activities and

monitor by coordinator the work.

To reinforce collaboration and planning, the consortium partners also held two physical coordination

meetings:

1 Meeting 3:Held with the Project Officer at the Hello Tomorrow Summit in Paris (M17).
1 Meeting 4:Held at the Cohort 2 Demo Day, prior to the How to Web conference in Bucharest (M23).

These physical touchpoints were crucial for Righel coordination and immediate feedback on project

progress and communication assets.
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5. Dissemination Activities & Strategic Outputs
(Year 2)

Dissemination Activities & Strategic Outputs of Year 2 dissemination focused on the strategic transfer and
exploitation of project knowledge and results to key user communities (policymakers, investors, and

potential applicants), ensuring lortgrm impactand project sustainability.

5.1. Strategic Outputs and Knowledge Transfer

This section details the primary knowledge outputs and strategic achievements formally delivered during the

reporting period, which formed the core substance of all dissemination efforts.

5.1.1.Strategic Knowledge Dissemination: White Paper Publication
I 18@ &aiNIGS3IAO 2dziLddzi F2NJ 1y26f SRIS RAAABMEY Il GA2
of the role and impact of EU public funding programmes in fostering welegentrepreneurship in deep

teché ® ¢KAa O2 YLINBKS adangble indightsJoNdolicymbkBrddn® Bvestorand its

release was supported by a dedicated communication campaigtliined in the previous chaptetp

maximize its reach and policy impact.

The Whitepaper, carefully shaped and designed, served as the flagship knowledge product in Year 2. Its
release was supported by a content campaign to ensure maximum exposure among policymakers and

investors.

We've released a new as a part of project, that
proves the transformative impact of EU support on women-led deep-tech
startups:

In the year after funding, beneficiaries saw: +223% Revenue Growth, +85%
Employment Growth, +283% Gross Margin Growth

The Key Finding: For many, public funding is the ONLY accessible early-stage
capital, bridging the gap left by private VC, which gives women-led deep tech
less than 2% of total investment.

Download the whitepaper for 12 strategic policy recommendations to unlock
Europe's full innovation potential.

evPO\VOMEN [l e Wome  OpenCatdPrgummerin  Puinen  Sargs  News  Resources https://inkd.in/e5yOMCDr

#WomeninTech #DeepTech #EUEmpowers #HorizonEurope #Policy
#StartupFunding #Innovation

New Research Proves: EU Public
Funding is a Critical Catalyst for EMPOAVOMEN -
Women-Led Deep-Tech Growth

EMPO\VOMEN [ [t

Analysis of the role and impact of EU public
funding programmes in fostering women-led

Analysis of the role and impact of EU public entrepreneurship in deep-tech
funding prog in led
entrepreneurship in deep-tech White paper

October 2025

Figure23. EmpoWomen whitepaper websit social medigublications

45


https://zenodo.org/records/17454859
https://zenodo.org/records/17454859
https://zenodo.org/records/17454859

Deliverable 45 Report on D&C activities v2 E M PO\JOM E N

5.1.2.Public Deliverables

The following public documents were formally delivered, publishedthe websiteand in Zenodq and

disseminated in this reporting period, providing comprehensive transparency and operational knowledge:

| D1.1. Project Management Handbook |  D2.6. Beneficiaries Dataset

|  D1.2. Data Management Plan |  D3.1. Services Plan

| D2.1. Open Call Documentation | D3.2. Impact Analysis

|  D1.1. Project Management Handbook |  D3.3. Programme Services v2

| D2.1. Open call documentation | D3.4. Impact Analysis v2

| D2.2 Discovery Impact Report |  D4.1. Dissemination & Communication Plan

|  D2.3. Beneficiaries Dataset |  D4.2. Report on D&C activities

| D2.4 Open Call 2 Documentation |  DA4.4. Dissemination & Communication Plan v2
| D2.5. Discovery Impact Report v2 |  D4.5Report on D&C activities v2

5.1.3. Strategic Partnership and Exploitation Outputs

StartupEU synergies

Efforts to build lasting credibility and market reach resulted in strategic outputs aimed at exploitation beyond
the project's lifetime, demonstrating commitment to the loigrm sustainability of theEmpoWomen
initiative. EmpoWomen initiated communication cooperation with EU programmes with similar objectives
andengaged with10 EUfunded programmes focused on supporting women, suggesting the dissemination
of project results and the highlighting of accelerated startups. Some of the results are alrebly visi

. WE-RISE
B 54 foliowers
20h - ®

Our sister project EmpoWomen Programme has unveiled a new whitepaper, led
by consortium partner Sploro, highlighting the transformative impact of EU
public funding on women-led deep-tech startups.

The findings are striking: startups that received EU support achieved +223%
revenue growth and +85% employment growth in just one year - while their non-
funded peers faced significant declines.

This research reaffirms that public funding is a crucial catalyst for scaling
innovation where private venture capital often falls short. Developed within
the EmpoWomen Programme, the whitepaper calls for bold, systemic policy
action to ensure a more inclusive and resilient innovation landscape in Europe.

To support this vision, it also presents 12 concrete policy recommendations
designed to advance inclusivity, improve access to finance, and foster equal EmpoWomen
opportunities across the deep-tech ecosystem. E oral .

< Read the full whi 1 ht i Dr
New Research Proves: EU Public

Funding is a Critical Catalyst for
Women-Led Deep-Tech Growth

+223%  +85%
Revenue Employment
Startups receiving EU funding grew their revenue by
+223% and employment by +85% in one year, compared
G to significant declines for non-funded peers.

Figure24. An example of cooperation with other Eunded projects

Leamn more
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Sister Partners

-
o] DXCEL

D2XCEL is a collaborative pan-European scaling programme, bringing
together a top-tier industry network of 200+ investors, public and
private lead customers, and innovation hubs to support 100 deep tech
and digital ventures in Transport, Logistics, Trade, and Smart Cities.
The project is funded by the EU.

- Explore

EENR

EIC
EENZ2EIC is a Horizon Europe project enhancing the capacity of the
Enterprise Europe Network to support innovative SMEs and startups,
with a strong focus on widening participation, female leadership, and

investment readiness across Europe,

- Explore

EMPO\\/OM EN

“WE-RISE

WE-RISE is a European initiative designed to support and amplify the
impact of women-led startups in GreenTech, AgriTech, and
ClimateTech across Europe. The project provides tailored mentorship,
cross-border collaboration, and €1.2 million in non-equity funding to
help 40 startups scale their innovations and connect with investors. By
fostering inclusivity, sustainability, and innovation, WE-RISE
empowers women entrepreneurs, bridges regional and gender
investment gaps, and strengthens Europe’s innovation landscape for a
more equitable and sustainable future.

- Explore

HER FUND is a collaborative project funded by the European Union's
Horizon Europe programme. HER FUND is a pan-European network
of gender-conscious investors to support female-led companies for
growth and sustainability that aims to foster knowledge-sharing and
synergies between innovation stakeholders, existing initiatives/projects
in order to support the next generation of startups, with an emphasis
on women-led companies and gender-conscious investors.

- Explore

Figure25. Sister projects, showcased on EmpoWomen website

Joint delegation to VDS2025

Another example of strategic partnerships in action i@t delegationsto conferences, like the one we

have ceorgansed Women TechElditiative forthe Valencia Digital Summit (VDS) 2025

Figure26. Startups & EW team at VDS2025

EMPO\VOMEN

W®BMEN TechEU -

Funded
the European Union

Figure27. Announcement of joint delegation of Women TechEU and EmpoWomen at VDS 2025
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During this even6 startups EmpoWomenWasit, Shin Rai Robotics, HelidgjaAssistant Women TechEU:
Miramoon Pharma Evolving Therapeutitsattended the event During the 2 days, they were invited to

several pitches and other activities such as a panel.

In this panel, titedty D2 Ay 3 Df 26 f FTNRY 5F& hySY 22YSywehd&é RAY 3
the pleasure to count with founders from EmpoWomen (Tina Assistant and the coordinator of the initiative)
and Women TechEU (Miramoon Pharma), a special advisor and investor, previous advisor on Obama
Government, Natalia Olsedrtecho. Together wera going to explore how earstage, sciencériven

ventures can adopt a global mindset from inception. The discussion will unpack the real levers of
internationdisatiort IP strategy, regulatory readiness, access to capital, corporate pilots, andbcnaies

talentt through the lens of women who are redefining what it means to build globally competitive

companies.

Another activity that EmpoWomen prepared wagpitch competition in front of a panel of juriesThe jury
members(Natalia OlsorlJrtecho,Agathe Acchiarddvirginia Gomezand Francesco Morpooked at criteria

such as the company definition, sector knowledge, opportunity/market size, product innovation,
competitors, business model, sales/revenue, customer acquisition plan, team potential and dedication and

the presence of CTO/Technical pm@fiThe prize consisted of a subscription for the Club Globals accelerator.

1. Panel: “Going global from day-one: women leading deep tech towards scaling up”

« Time: 11:00 - 11:20 (20 min)

« What: This panel brings together founders and high-level leaders from both the
EmpoWomen and Women TechEU ecosystems to unpack the real levers of
internationalisation for early-stage science-driven ventures. We will tackle essential
topics like IP strategy, regulatory pathways, capital, corporate pilots, and talent.

« Moderator: Virginia Gomez, Head of EU dpto, Sploro

» Guests:

Marta Fernandez, EmpoWomen coordinator
Maja Gselman, CEO at Tina Assistant (EmpoWomen)
> Ana Espinosa, CEO at Miramoon Pharma (Women TechEU)

2. Women-led deep tech lightning pitches

Time: 11:25 - 12:00 (35 min)

What: Prepare for a dynamic session where founders from both programs will
deliver 3-minute lightning pitches to a panel of expert investors and industry
leaders. The top three startups will receive prizes!

Presenters: Marta Fernandez and Mario Paladini

« Jury: Virginia Gomez, Agathe Acchiardo and one more panel investor expert

Figure28. Speaking schedule of EmpoWomen representatives at Valencia Digital Summit
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5.2. Outreach and Engagement Channels

This section describes the strategic channels and activities used to ensure the knowledge and opportunities
outlined above were transferred directly to target audiences (policymakers, investors, and potential

applicants).

5.2.1.Live Engagement and Events: Transferring Results

Live engagement activitieserved a dual purpose: they were vital f@ommunication (raising general
awareness) andDissemination (formally transferring project knowledge and success stories to key
stakeholders)For a complete list of all communication activities, raw event data, and media metrics, please

refer to the dedicated Communication Chapter.

1 Conferences, Speaking Slots, and Outreach MateriBi®ject partners strategically ussgeaking
and presentation slots akey international conferencege.g., Mobile World Congress Barcelona
2025, Hello Tomorrowyalencia Digital Summéind How to Web). The core dissemination goal was
the formal transfer of project results, specificafligowcasing the successes and impact data of the
cohortsto policymakers and investorg2romotional materials (flyers) were distributed to ensure the
project's key findings reached target audiences directly.

1 Webinars and Info DaysA critical Info Day for the 2nd Open Call was held on November 13, 2024,
attracting 84 attendees. This event served aliract knowledge dissemination platformproviding
detailed guidance on the application process and sharing initial impact data from the first cohort to

demonstrate the tangible benefits to prospective applicants.

33 eligible countries/regions

14 startups from 9 countries

Success Rate from

ected: 5,57%

«_ powomen
EmpoWomen Programme
Awards Ceremony Awards Ceremony

Figure29. Sploroshowcasing EmpoWomen project from the main stage of How To Web
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5.2.2.Digital Channels and Network Mobilization

Effective mobilization of existing networks was fundamental to the dissemination success, ensuring targeted

reach into the deegech ecosystem, particularly within Widening Countries.

9 Digital Platforms:Regular updates detailing the application process, eligibility criteria, and program
benefits were published across the projegebsite and social media channeltinkedIn, Twitter,
Facebook).

9 Targeted OutreachOver 100National Contact Points (NCPs) and ecosystem playerg/idening
Countries were engaged, leveraging their local networks to secure a diverse anduligi
applicant pool.

9 Direct Partner Networks:Throughout the project consortium partners widely utilized existing
networks and created new contacts. This sustained effort ensured the broad dissemination of
findings, opportunities, and results, which was crucial for selecting the best applicantsrardting

the program's longerm legacy.
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6. Content Developed and Disseminated (Year
2)

The content strategy in Year 2 was pivotal, evolving from introductory material to sophisticated assets that
showcased verifiable impact(Cohort 1 achievements) andransferred strategic knowledge(the
Whitepaper). The material created was designed to serve three key objeciRaising Awareness,
Attracting HighQuality Applicantsfor the second Open Call, amiiilding Credibilityfor the EmpoWomen

brand within the deep tech ecosystem.

6.1. Visuals

This pillar focused on the production of highpact visual assets and materials designed to be easily
digestible across digital platforms and at physical events, ensuring consistency and brand recognition

throughout the second Open Call campaign.

TechUkraine as a consortium partner, responsible for communicatereloped and distributed a significant
volume of visual content across all channels. These visuals were essential for quick communication and high

engagement, particularly during the launch of the second Open Call.

6.1.1.Infographics

Infographics were utilized to simplify complex information, highlight key achievements, and boost audience

engagement by presenting data in an easily shareable format.

1 Simplify complex information
1 Highlight achievements

1 Audience engagement

An excellent example of such infographics are the visuals created to support our key delivethble
whitepapera ! y I f @3A4&8 2F GKS NBEtS IyR AYLI OG 27F 9efd LIz ¢
entrepreneurship in deefl S Q&héckError! Reference source not founérror! Reference source not

found).

6.1.2.Social media graphics
Specific social media graphics were designed for each platform (Twitter, Facebook, LinkedIn) to ensure the

LINEINF YYSQa O2yiGSyid o6& 2LWGAYAT SR F2N) Sy3r3asSySyido

1 Event promotion graphicsAnnouncing important programme events like open calls, Demo Day, and
successful startup selections.

1 Engagement visualEncouraging followers to like, comment, and share programme updates.
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9 Success stories and Podcasts visu#disseparate group, distinctly different, for announcing a new
podcast and text success story published

f Branding Consistendy ! € f @GAadzzfta 6SNBE FftA3IYySR gAGK GKS
guidelines to maintain a cohesive visual identity across all channels. The use of the programme's
colours, fonts, and logo helped establish a strong brand presence, ensuring recognizataility

professionalism in all communication materials.

JUNE 23

INTERNATIONAL
WOMEN IN

ENGINEERING
DAY

EVALUATORS
.

September 30,2025 - 1200-2100 Y VOMEN ( empONVOMEN IRl 5o ian ron
e -
EmpoWomen Cohort 2 EmpoWomen Proéhpﬁne Concludes

Two-Year Migsion, s /
Fueling a New Generation of 25
Women-Led Deep Tech Startups

Final Press-release

Demo Day

Impact Hub Bucharest Universitate,
Strada Tudor Arghezi 8-10, Bucuresti 020945, Romania .

Figure30. EmpoWomen visuals

¢CKSAS @gAradzfa oSNB SaaSydAlf FT2N SyKFEyOAaAy3a Sy3al3s
that key information was effectively communicated to the target audience. By making complex content more
accessible and visually attractive, they helpta increase the overall impact of the EmpoWomen

LINEINI YYSQa LINRY2dA2ylLf STF2NIaS
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6.1.3.Videos

When needed mfessionalvideoswere created to support thekey events, like demo days.

EmpoWomen Programme
2,394 followers
5d- ®

The road to innovation starts with a pitch! &

We're incredibly proud to share the highlights from the EmpoWomen ...more

@ Tech
Ukraine

Figure3.9 YLI22 2YSY 58SY2 51 &3

(9]

QD

Q
[N
>
pu
(p))
N
Qx¢

Other types of videosnd carouselavere created to showcase big amounts of information (e.g. all 14
startups) in such formats as LinkedIn posts.

This initiative, powered by Sploro, Startup Wise Guys, TechUkraine,

and Business Angels Europe, is breaking barriers for women entrepreneurs in
deep tech in widening Europe!

#EmpoWomen #WomeninBusiness #WomeninTech #DeepTech
#Entrepreneurship #StartupGrowth #OpenCall #FundingOpportunity

#HorizonEurope #EISMEA European Innovation Council and SMEs Executive
Agency (EISMEA)

WV

ALONGROUTE
DATA

Al-enhanced marine weather
forecasting to optimize shipping
° routes and reduce emissions o

Greece

Y@ /3 To) &
@ lonoRoute ) ,f?ﬂ&@f@a WFé

Celebrating Women's Entrepreneurship Day with a Demo Day of the 1st EmpoWomen cohort today in Helsinki!
_ See more L

—_—

Figure32. EmpoWomen carousels and social media videos

Additionally, the seconddemoDaywas streamed onlineand the recording was later widely used in
communication.

53


https://www.linkedin.com/posts/empowomen-programme_for-those-who-are-not-in-bucharest-and-cant-activity-7378722471056809984-LCc4?utm_source=share&utm_medium=member_desktop&rcm=ACoAAC98O74B6obucsLcjnA3jl-jjKTMkpfOhn8

Deliverable 45 Report on D&C activities v2 E M PO\JOM E N

6.1.4.Heroine Stories and Podcasts

This content stream shifted its focussbowcase the winners of the second call, undergoing acceleration to
help them share their stories and get more attention and visibility as a powerful boost for their further path

So,the new stories and podcasts featured the selectexttups of the second cohort

1 Number ofHeroine Storiepublished (featuring Cohort 2)4

1 Number ofPodcastgeleased (focused on Cohort 24

c 23 open.spotify.com/show/6Q6rZePFTcjW1jpl7egboC [

EmpoWomen

AllEpisodes

Figure33. EmpoWomen Spotify channel

2nd EmpoWomen Cohort:

B PURRAI Y crmoncesrariiy iz
“MPO\VOMEN MPO\VOMEN
St wceras ey R simcons shory LR Band wucomes chory WASIT M M ADN PURR.AI NK A
™o [~ & :
% Route AP WASIT T? n O Interview: Miryam Adni, Wasit. Empowering a New Generation of Interview: Nicia Ferreira, PURR.AL Unlocking the Brain's Secrets
—_— e Do 1K (G w - Farmers With FinTech and WhatsApp tools with Al to Fight Neurological Disease
& e b Erpoe ¥ Laplare 3 Lutors. 4 4 s
i ey sy e EMPO\VOMEN € EMPO\VOMEN
- CORIUM MARI/ ALONGROUTE £ A
: amygdala L BIOTECH MALA ’ A
— " ' A
lorn o . o eficems 00 cammmd | o Bor i Interview: Maria Maia, Corium Biotech. Growing Cruelty-Free Interview: Georgla Kalantzi and Vasileios Alexandridis,
ase manageane - nal Exotic Leather in the Lab AlongRoute. Where Al Meets the Ocean to Optimize Shipping
“MPO\VOMEN r MPO\VOMEN
CENTRUM MAJA MAN VELES SENSE MARINA
COGNITIO g EN
Interview: Maja Gselman & Centrum Cognitio. Improving Interview: Marina Ljubenovic & Veles Sense. Helping vineyards
[SPp———. [P r— psychotherapy stay healthy

Figure34. EmpoWomen success stories publications
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7. KPIsOverview

The effectiveness of the communication and dissemination activities was continuously monitored against the

Key Performance Indicators (KPIs). The table below presents the final results for the project's second year.

Tablel9. KPIs target and value in and M24

Value M2 Value M4
October2024 October 2025
(data from last deliverable)
Nov 2024 Oct 2025
No. of unique visitors 158K impressions 93752K impressions
(monthly average) 300 _ o _ o
website 19,000unique visitors 11289unique visitors
1500 per month 940per month
Nov 2024¢ Oct 2025
LinkedIn: 75479
i i i Facebook: 6.9K
Impr_es.3|ons in_socig ¢ o ih
media: average Instagram: 3.4K
Twitter (X): 2.3
7,218 per month 7,340per month
LinkedIn- 1,673 LinkedIn Followers 2,388
Facebook 84 Email Subscribers 610
. >3k followers
community Instagram Followers 61
Twitter/X Followers 40
Total Community 1,785 Total Community 3,193
Nov 2024 Oct 2025
LinkedIn- 86,621 LinkedIn: 75479
Facebook 4.600 Facebook: 6.9K
Total reach Instagram: 3.4K
(impressions by thg 120,000 X-4.480 gram: s.
end of the project) Twitter (X): 2.3
d
Total95,701 by November 2024 Total for the 2¢year880®
Total reachfor the whole project
period: 183780
No. of —webinars 5, 21 41in total
organized
Events attended tf’ 15 7 17in total
promote the open call:
No. of_ gxternal events 5 6 15
to participate
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Value ML.2 Value M4
October2024 October 2025
(data from last deliverable)
No. of seHorganised 10 3 13
events
Ak mat.chmaklng 4 2 10(4 offline and 6 online)
events organized
No. of tech talks|
OFSYI S 20 11 episodes 25episodes
podcasts) created
Publications .at Startug 10 0 0, was considered not relevant
Europe Club:
Collaborations with .
StartupEU projects 10 actions 5 10
Clipping/publications | o 84 61,
coverage 145 in total
No. of newsletters .
contributed/released 6 4 6 in total
No. of press releases | 6 5 9in total
No. success storie
generated and .
promoted (end of the 18 11 25in total
project)
No. of hard copies (i.e
flyers) distributed 2500 1500 3000
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8. Conclusions

The Dissemination and Communication (D&C) activities for the EmpoWomen Programme, as executed and
detailed in this report (D4.5) and its predecessor (D4.2), have successfully navigategemtjaurney from
establishing initial programme awareness to extng a highly strategic, partnelriven approach that

maximized credibility and impact within target detgch and investment ecosystems.

8.1. Synthesis of Key Achievements (Year 2)

The second reporting period solidified the D&C strategy, moving beyond broad awareness campaigns to

focus onstrategic amplificationandtargeted credibility. The core achievements of this period include:

1 Partner Validation:Consortium partners effectively leveraged their existing brand recognition and
specialized platforms. This strategic validation certified the programme's relevance directly to
investment communities and key dedpch stakeholders, thereby maximizing thepact of major
announcements like the cohort selection and Demo Day.

1 Content EfficiencyCommunication efforts were precisely focusedtogh-value longform content
and professional networking platforms, particularly LinkedIn. This approach ensured that limited
communication resources yielded higjmality engagement and reach within specialized, relevant
target groups.

i Targeted Outreach:By prioritizing quality over sheer volume, the D&C activities successfully
extended the programme's reach into specialized communitieieh are essential for the loAgrm

4dz00Saa FyR aoOlfAy3a 2F GKS LINPINFYYSQa O2K2NI
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8.1.1. Strategic Development and Evolution (D4.2 to D4.5)

A crucial insight from the two reporting periods is the clear strategic development of the D&C effort,

transitioning from a foundatioflaying phase to a sophisticated amplification model.

Table20. Changes in D&C focus for the second year

Strategic Deliverable 4.2 (Year 1: Foundatio Deliverable 4.5 (Year 2. Amplification

Dimension & Awareness) Credibility)

Primary Goal Establishing baseline awareness, generaf Maximizing trust, validating the programme, ai
initial outreach, and accumulating brog driving targeted interest from investors an
reach data (e.g., 2,079 newslett¢ specialized ecosystems.

recipients).

Methodology Implementation ofstrategic campaignsvith | Execution obtrategic amplificationby leveraging
a focus on diverse content volume (blog partner credibility and focusing on ke
videos, infographics). programme milestones.

Key Challengg Initial reporting noted challenges witl Challenge was addressed by pivoting to hig

Addressed accessibility in certain regions credible, globally recognized partner platform

which inherently transcend regional accessibil
barriers.

Success Metric | High impressions, engagement figures, g Highvalue, specialized engagement tied
fostering collaboration. significant moments (cohort announcemer
Demo Day).

This evolution demonstrates adaptive and efficient communication modelThe initial broad awareness
efforts of Year 1 created the necessary base, allowing Year 2 to refine the strategy. The shift away from mass
market volume towardfigh-value, partnerspecific platformsensured that the resources spent were highly
leveraged, delivering maximum impact to the core audience: deeh investors and relevant European

startup ecosystems.
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8.1.2.Final Impact and Legacy

The D&C activities have successfully supported the EmpoWomen Programme's mission to empower women

led deeptech startups in widening area countries. The sustained,-figdlity visibility over two years has:

f Attracted HighQuality Applicants:¢ KS O2y aAraidiSyd O2YYdzyAOlI GAZ2Yy 27
partner involvement ensured a strong, relevant applicant pool.

1 Increased Cohort VisibilityBy strategically timing partner outreach with Demo Day and other
success stories, the visibility of the participating startups was significantly amplified, directly
supporting their fundraising and networking goals.

9 Built Programme ResilienceAs highlighted in D4.2, the continued and impactful communication,
particularly led by TechUkraine, provided kmeacon of resilience and innovatiorfor the
SY G NBLINBY SdzNR | € SO02aeaiGSYx SalLlSOALffe GAGKAY
environment.

In conclusion, the D&C activities of the EmpoWomen Programme have been a resounding success,
Odzf YAY I GAY3 Ay | &aGNIGSIAOLIEtEE ftA3IYSR FYR STFFAOA

collective credibility to deliver a higimpact narrdive.

59



Deliverable 45 Report on D&C activities v2

Annex 1¢ 9 YLI222YSyQa

demographics

EM PO\\/OM EN

[ Ay 1S

Location Total followers

Greater Istanbul, Turkiye 125
Lisbon Metropolitan Area, Portugal 65
Greater Ankara, Turkiye 63
London Area, United Kingdom, United Kingdom 61
Greater Paris Metropolitan Region, France 53
Greater Barcelona Metropolitan Area, Spain 52
Porto Metropolitan Area, Portugal 52
Greater Madrid Metropolitan Area, Spain 47
The Randstad, Netherlands, Netherlands 39
Brussels Metropolitan Area, Belgium 38
Berlin Metropolitan Area, Germany 36
Bucharest Metropolitan Area, Romania 34
Greater Eskisehir, Tirkiye 29
Greater lzmir, Tirkiye 29
Belgrade Metropolitan Area, Serbia 28
Sofia Metropolitan Area, Bulgaria 28
Greater Milan Metropolitan Area, Italy 27
Warsaw Metropolitan Area, Poland 26
ClufNapoca Metropolitan Area, Romania 24
Tallinn Metropolitan Area, Estonia 23
Greater Braga Area, Portugal 23
Kyiv Metropolitan Area, Ukraine 19
Copenhagen Metropolitan Area, Denmark 19
Greater Pamplona Area, Spain 18
Athens Metropolitan Area, Greece 18
Zagreb Metropolitan Area, Croatia 17
Greater Dublin, Ireland 17
Greater Munich Metropolitan Area, Germany 16
Ljubljana Metropolitan Area, Slovenia 16
Grand Tunis Metropolitan Area, Tunisia 16
Cracow Metropolitan Area, Poland 14
Coimbra Metropolitan Area, Portugal 13
Helsinki Metropolitan Area, Finland 13
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EM PO\\/OM EN

Location Total followers

Budapest Metropolitan Area, Hungary 12
New York City Metropolitan Area 12
Greater Oslo Region, Norway 11
Greater Aveiro Area, Portugal 11
Cairo, Egypt 10
Greater Rome Metropolitan Area, Italy 10

Greater Stockholm Metropolitan Area, Sweden

Ghent Metropolitan Area, Belgium

Greater Valencia Metropolitan Area, Spain

Prague Metropolitan Area, Czechia

Vienna, Austria

Greater Turin Metropolitan Area, Italy

Thessaloniki Metropolitan Area, Greece

Greater Kocaeli, Tirkiye

Skopje, North Macedonia

Nairobi County, Kenya

Zurich Metropolitan Area, Switzerland

| KAOGAYNdzZ a2fR23I

Geneva Metropolitan Area, Switzerland

Vilnius, Lithuania

Greater Lyon Area, France

Novi Sad Metropolitan Area, Serbia

Riga, Latvia

Maribor Metropolitan Area, Slovenia

Greater San Sebastian Area, Spain

Frankfurt RhineMain Metropolitan Area, Germany

Greater Sevilla Metropolitan Area, Spain

Greater Malaga Metropolitan Area, Spain

Thilisi, Georgia

San Francisco Bay Area

Washington DéBaltimore Area

Greater Gaziantep, Turkiye

Greater Malm6 Metropolitan Area, Sweden

Greater Bursa, Turkiye

Greater Antalya, Turkiye

Manchester Area, United Kingdom, United Kingdom

o o o1 (O | OO O |OO |OO OO |0 |O [OO [N N N (N |IN (N[N (N |0 [0 |0 [0 |0 [© |©o [© |©
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Greater Marseille Metropolitan Area, France

Galway Metropolitan Area, Ireland

Leiria, Portugal

Poznan Metropolitan Area, Poland

Antwerp Metropolitan Area, Belgium

Greater Delhi Area, India

Yerevan, Armenia

YIENhOKAS tlF{Aailly

Lima Metropolitan Area, Peru

Greater Konya, Turkiye

Greater Gothenburg Metropolitan Area, Sweden

Greater Cambridge Area, United Kingdom

Greater Hamburg Area, Germany

Greater Santa Cruz de Tenerife Metropolitan Area, Sp4

Greater Guimaraes Area, Portugal

Greater Bilbao Metropolitan Area, Spain

Greater Zaragoza Metropolitan Area, Spain

Greater Boston

Wroclaw Metropolitan Area, Poland

Greater Las Palmas Metropolitan Area, Spain

Greater Logrofio Metropolitan Area, Spain

Greater Sao Paulo Area, Brazil

Cologne Bonn Region, Germany

Almada, Portugal

Greater Kayseri, Turkiye

Belfast Metropolitan Area, United Kingdom

Stuttgart Region, Germany

Nicosia, Cyprus

Singapore

Greater Nice Metropolitan Area, France

W (W W W w|wwwi|> ||| 1O

Greater Nantes Metropolitan Area, France
Table21.9YLI22 2YSyQa [AY{1SRLY t20FGA2y RSY23ANI LKAOA
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Annex 2-9YLI222YSyYyQa [AY]S
Analytics InM13-M24

Table229YLI222YSYyQa [AY]1SRLYYMRSGIATtSR FylFrfeidAaAda Ay a

Post link Created Impressions Clicks Likes Comments Reposts Engage

date ment

https://www.linkedin.com/f | 20251024 | 167 3 8 0 2 7.78%
eed/update/urn:li:activity:73
87469278767128576

https://www.linkedin.com/f | 202510-23 | 526 42 27 2 1 13.69%
eed/update/urn:li:activity:73
87097776272146432

https://www.linkedin.com/f | 202510-21 506 12 21 1 2 7.11%
eed/update/urn:li:activity:73
86363960259792896

https://www.linkedin.com/f | 202510-20 | 489 19 25 1 0 9.20%
eed/update/urn:li:activity:73
86020575082676224

https://www.linkedin.com/f | 202510-17 225 1 6 0 1 3.56%
eed/update/urn:li:activity: 73
84918425803968512

https://www.linkedin.com/f | 202510-16 | 497 22 9 0 3 6.84%
eed/update/urn:li:activity:73
84567111022592000

https://www.linkedin.com/f | 202510-15 | 388 382 18 0 2 103.61
eed/update/urn:li:activity:73 %
84247845563899904

https://www.linkedin.com/f | 202510-10 | 4023 227 100 0 0 8.13%
eed/update/urn:li:activity:73
82383174137360384

https://www.linkedin.com/f | 202510-08 | 1156 28 39 0 1 5.88%
eed/update/urn:li:activity:73
81669254024032256

https://www.linkedin.com/f | 202510-03 | 1504 146 60 5 4 14.30%
eed/update/urn:li:activity:73
79876967489105920

https://www.linkedin.com/f | 2025-09-30 182 6 2 0 0 4.40%
eed/update/urn:li:activity:73
78803036908838912

https://www.linkedin.com/f | 202509-30 | 610 22 25 3 6 9.18%
eed/update/urn:li:activity: 73
78722471056809984

https://www.linkedin.com/f | 202509-29 519 21 19 0 2 8.09%
eed/update/urn:li:activity: 73
78410060445659138

https://www.linkedin.com/f | 202509-24 | 2125 48 55 5 12 5.65%
eed/update/urn:li:activity:73
76590697723871233
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https://www.linkedin.com/feed/update/urn:li:activity:7387469278767128576
https://www.linkedin.com/feed/update/urn:li:activity:7387469278767128576
https://www.linkedin.com/feed/update/urn:li:activity:7387469278767128576
https://www.linkedin.com/feed/update/urn:li:activity:7387097776272146432
https://www.linkedin.com/feed/update/urn:li:activity:7387097776272146432
https://www.linkedin.com/feed/update/urn:li:activity:7387097776272146432
https://www.linkedin.com/feed/update/urn:li:activity:7386363960259792896
https://www.linkedin.com/feed/update/urn:li:activity:7386363960259792896
https://www.linkedin.com/feed/update/urn:li:activity:7386363960259792896
https://www.linkedin.com/feed/update/urn:li:activity:7386020575082676224
https://www.linkedin.com/feed/update/urn:li:activity:7386020575082676224
https://www.linkedin.com/feed/update/urn:li:activity:7386020575082676224
https://www.linkedin.com/feed/update/urn:li:activity:7384918425803968512
https://www.linkedin.com/feed/update/urn:li:activity:7384918425803968512
https://www.linkedin.com/feed/update/urn:li:activity:7384918425803968512
https://www.linkedin.com/feed/update/urn:li:activity:7384567111022592000
https://www.linkedin.com/feed/update/urn:li:activity:7384567111022592000
https://www.linkedin.com/feed/update/urn:li:activity:7384567111022592000
https://www.linkedin.com/feed/update/urn:li:activity:7384247845563899904
https://www.linkedin.com/feed/update/urn:li:activity:7384247845563899904
https://www.linkedin.com/feed/update/urn:li:activity:7384247845563899904
https://www.linkedin.com/feed/update/urn:li:activity:7382383174137360384
https://www.linkedin.com/feed/update/urn:li:activity:7382383174137360384
https://www.linkedin.com/feed/update/urn:li:activity:7382383174137360384
https://www.linkedin.com/feed/update/urn:li:activity:7381669254024032256
https://www.linkedin.com/feed/update/urn:li:activity:7381669254024032256
https://www.linkedin.com/feed/update/urn:li:activity:7381669254024032256
https://www.linkedin.com/feed/update/urn:li:activity:7379876967489105920
https://www.linkedin.com/feed/update/urn:li:activity:7379876967489105920
https://www.linkedin.com/feed/update/urn:li:activity:7379876967489105920
https://www.linkedin.com/feed/update/urn:li:activity:7378803036908838912
https://www.linkedin.com/feed/update/urn:li:activity:7378803036908838912
https://www.linkedin.com/feed/update/urn:li:activity:7378803036908838912
https://www.linkedin.com/feed/update/urn:li:activity:7378722471056809984
https://www.linkedin.com/feed/update/urn:li:activity:7378722471056809984
https://www.linkedin.com/feed/update/urn:li:activity:7378722471056809984
https://www.linkedin.com/feed/update/urn:li:activity:7378410060445659138
https://www.linkedin.com/feed/update/urn:li:activity:7378410060445659138
https://www.linkedin.com/feed/update/urn:li:activity:7378410060445659138
https://www.linkedin.com/feed/update/urn:li:activity:7376590697723871233
https://www.linkedin.com/feed/update/urn:li:activity:7376590697723871233
https://www.linkedin.com/feed/update/urn:li:activity:7376590697723871233
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Post link

https://www.linkedin.com/f
eed/update/urn:li:activity:73
75882665738264576

Created
date

202509-22

Impressions Clicks

1056

53

EMPO\\/OM EN

Likes Comments Reposts Engage
ment
rate

38 0 1 8.71%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
74063084879101952

20250917

508

12

20 0 0 6.30%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
73632807132168194

202509-16

872

19

15 0 6 4.59%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
72217059943804928

202509-12

530

14 0 1 4.34%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
69337078456799234

202509-04

2680

103

83 9 2 7.35%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
66441529248256000

202508-27

2094

137

60 2 7 9.84%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
64282099404525571

202508-21

746

32

18 0 1 6.84%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
61705911154876417

20250814

897

44

26 0 3 8.14%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
59162078768549890

20250807

887

26

22 2 5 6.20%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
58455814623240192

202508-05

1605

71

41 0 4 7.23%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
57067409381281792

20250801

538

28

6.13%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
53865027008765953

202507-23

618

14

3.72%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
51313461617823745

202507-16

798

39

5.39%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
49126030139277314

202507-10

396

14

5.81%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
46571026190786560

202507-03

663

22

13 0 1 5.43%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
43939968454590465

202506-26

470

15 0 0 4.26%
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https://www.linkedin.com/feed/update/urn:li:activity:7375882665738264576
https://www.linkedin.com/feed/update/urn:li:activity:7375882665738264576
https://www.linkedin.com/feed/update/urn:li:activity:7375882665738264576
https://www.linkedin.com/feed/update/urn:li:activity:7374063084879101952
https://www.linkedin.com/feed/update/urn:li:activity:7374063084879101952
https://www.linkedin.com/feed/update/urn:li:activity:7374063084879101952
https://www.linkedin.com/feed/update/urn:li:activity:7373632807132168194
https://www.linkedin.com/feed/update/urn:li:activity:7373632807132168194
https://www.linkedin.com/feed/update/urn:li:activity:7373632807132168194
https://www.linkedin.com/feed/update/urn:li:activity:7372217059943804928
https://www.linkedin.com/feed/update/urn:li:activity:7372217059943804928
https://www.linkedin.com/feed/update/urn:li:activity:7372217059943804928
https://www.linkedin.com/feed/update/urn:li:activity:7369337078456799234
https://www.linkedin.com/feed/update/urn:li:activity:7369337078456799234
https://www.linkedin.com/feed/update/urn:li:activity:7369337078456799234
https://www.linkedin.com/feed/update/urn:li:activity:7366441529248256000
https://www.linkedin.com/feed/update/urn:li:activity:7366441529248256000
https://www.linkedin.com/feed/update/urn:li:activity:7366441529248256000
https://www.linkedin.com/feed/update/urn:li:activity:7364282099404525571
https://www.linkedin.com/feed/update/urn:li:activity:7364282099404525571
https://www.linkedin.com/feed/update/urn:li:activity:7364282099404525571
https://www.linkedin.com/feed/update/urn:li:activity:7361705911154876417
https://www.linkedin.com/feed/update/urn:li:activity:7361705911154876417
https://www.linkedin.com/feed/update/urn:li:activity:7361705911154876417
https://www.linkedin.com/feed/update/urn:li:activity:7359162078768549890
https://www.linkedin.com/feed/update/urn:li:activity:7359162078768549890
https://www.linkedin.com/feed/update/urn:li:activity:7359162078768549890
https://www.linkedin.com/feed/update/urn:li:activity:7358455814623240192
https://www.linkedin.com/feed/update/urn:li:activity:7358455814623240192
https://www.linkedin.com/feed/update/urn:li:activity:7358455814623240192
https://www.linkedin.com/feed/update/urn:li:activity:7357067409381281792
https://www.linkedin.com/feed/update/urn:li:activity:7357067409381281792
https://www.linkedin.com/feed/update/urn:li:activity:7357067409381281792
https://www.linkedin.com/feed/update/urn:li:activity:7353865027008765953
https://www.linkedin.com/feed/update/urn:li:activity:7353865027008765953
https://www.linkedin.com/feed/update/urn:li:activity:7353865027008765953
https://www.linkedin.com/feed/update/urn:li:activity:7351313461617823745
https://www.linkedin.com/feed/update/urn:li:activity:7351313461617823745
https://www.linkedin.com/feed/update/urn:li:activity:7351313461617823745
https://www.linkedin.com/feed/update/urn:li:activity:7349126030139277314
https://www.linkedin.com/feed/update/urn:li:activity:7349126030139277314
https://www.linkedin.com/feed/update/urn:li:activity:7349126030139277314
https://www.linkedin.com/feed/update/urn:li:activity:7346571026190786560
https://www.linkedin.com/feed/update/urn:li:activity:7346571026190786560
https://www.linkedin.com/feed/update/urn:li:activity:7346571026190786560
https://www.linkedin.com/feed/update/urn:li:activity:7343939968454590465
https://www.linkedin.com/feed/update/urn:li:activity:7343939968454590465
https://www.linkedin.com/feed/update/urn:li:activity:7343939968454590465
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Post link Created Impressions Clicks Likes Comments Reposts

date

https://www.linkedin.com/f | 202506-20 | 753 60 18 2 1 10.76%
eed/update/urn:li:activity:73
41794497661419520

https://www.linkedin.com/f | 202506-13 | 456 30 6 1 0 8.11%
eed/update/urn:li:activity:73
39344090498560000

https://www.linkedin.com/f | 202506-02 | 315 6 6 1 1 4.44%
eed/update/urn:li:activity: 73
35370458134982656

https://www.linkedin.com/f | 202505-22 | 530 7 10 1 0 3.40%
eed/update/urn:li:activity: 73
31267556168581121

https://www.linkedin.com/f | 202505-19 | 566 21 11 4 1 6.54%
eed/update/urn:li:activity:73
30230177391591424

https://www.linkedin.com/f | 202505-09 | 466 24 7 2 1 7.30%
eed/update/urn:li:activity: 73
26678469306716160

https://www.linkedin.com/f | 202505-07 846 40 14 1 0 6.50%
eed/update/urn:li:activity:73
25750279365144576

https://www.linkedin.com/f | 202505-02 816 16 19 0 1 4.41%
eed/update/urn:li:activity:73
24132499482173441

https://www.linkedin.com/f | 202504-24 | 646 31 23 1 0 8.51%
eed/update/urn:li:activity:73
21083484419092483

https://www.linkedin.com/f | 2025-:04-22 | 409 7 12 0 1 4.89%
eed/update/urn:li:activity:73
20383886276927490

https://www.linkedin.com/f | 2025-04-12 679 18 16 2 0 5.30%
eed/update/urn:li:activity: 73
16829205701296128

https://www.linkedin.com/f | 202503-26 381 15 5 0 0 5.25%
eed/update/urn:li:activity: 73
10926126124572673

https://www.linkedin.com/f | 202503-23 | 451 21 2 0 0 5.10%
eed/update/urn:li:activity:73
09581449769226240

https://www.linkedin.com/f | 202503-18 193 3 4 2 0 4.66%
eed/update/urn:li:activity: 73
07740001130156032

https://www.linkedin.com/f | 202503-17 | 771 96 24 1 1 15.82%
eed/update/urn:li:activity:73
07454420189900802

https://www.linkedin.com/f | 202503-15 | 374 15 2 0 0 4.55%
eed/update/urn:li:activity:73
06667681980510208

65


https://www.linkedin.com/feed/update/urn:li:activity:7341794497661419520
https://www.linkedin.com/feed/update/urn:li:activity:7341794497661419520
https://www.linkedin.com/feed/update/urn:li:activity:7341794497661419520
https://www.linkedin.com/feed/update/urn:li:activity:7339344090498560000
https://www.linkedin.com/feed/update/urn:li:activity:7339344090498560000
https://www.linkedin.com/feed/update/urn:li:activity:7339344090498560000
https://www.linkedin.com/feed/update/urn:li:activity:7335370458134982656
https://www.linkedin.com/feed/update/urn:li:activity:7335370458134982656
https://www.linkedin.com/feed/update/urn:li:activity:7335370458134982656
https://www.linkedin.com/feed/update/urn:li:activity:7331267556168581121
https://www.linkedin.com/feed/update/urn:li:activity:7331267556168581121
https://www.linkedin.com/feed/update/urn:li:activity:7331267556168581121
https://www.linkedin.com/feed/update/urn:li:activity:7330230177391591424
https://www.linkedin.com/feed/update/urn:li:activity:7330230177391591424
https://www.linkedin.com/feed/update/urn:li:activity:7330230177391591424
https://www.linkedin.com/feed/update/urn:li:activity:7326678469306716160
https://www.linkedin.com/feed/update/urn:li:activity:7326678469306716160
https://www.linkedin.com/feed/update/urn:li:activity:7326678469306716160
https://www.linkedin.com/feed/update/urn:li:activity:7325750279365144576
https://www.linkedin.com/feed/update/urn:li:activity:7325750279365144576
https://www.linkedin.com/feed/update/urn:li:activity:7325750279365144576
https://www.linkedin.com/feed/update/urn:li:activity:7324132499482173441
https://www.linkedin.com/feed/update/urn:li:activity:7324132499482173441
https://www.linkedin.com/feed/update/urn:li:activity:7324132499482173441
https://www.linkedin.com/feed/update/urn:li:activity:7321083484419092483
https://www.linkedin.com/feed/update/urn:li:activity:7321083484419092483
https://www.linkedin.com/feed/update/urn:li:activity:7321083484419092483
https://www.linkedin.com/feed/update/urn:li:activity:7320383886276927490
https://www.linkedin.com/feed/update/urn:li:activity:7320383886276927490
https://www.linkedin.com/feed/update/urn:li:activity:7320383886276927490
https://www.linkedin.com/feed/update/urn:li:activity:7316829205701296128
https://www.linkedin.com/feed/update/urn:li:activity:7316829205701296128
https://www.linkedin.com/feed/update/urn:li:activity:7316829205701296128
https://www.linkedin.com/feed/update/urn:li:activity:7310926126124572673
https://www.linkedin.com/feed/update/urn:li:activity:7310926126124572673
https://www.linkedin.com/feed/update/urn:li:activity:7310926126124572673
https://www.linkedin.com/feed/update/urn:li:activity:7309581449769226240
https://www.linkedin.com/feed/update/urn:li:activity:7309581449769226240
https://www.linkedin.com/feed/update/urn:li:activity:7309581449769226240
https://www.linkedin.com/feed/update/urn:li:activity:7307740001130156032
https://www.linkedin.com/feed/update/urn:li:activity:7307740001130156032
https://www.linkedin.com/feed/update/urn:li:activity:7307740001130156032
https://www.linkedin.com/feed/update/urn:li:activity:7307454420189900802
https://www.linkedin.com/feed/update/urn:li:activity:7307454420189900802
https://www.linkedin.com/feed/update/urn:li:activity:7307454420189900802
https://www.linkedin.com/feed/update/urn:li:activity:7306667681980510208
https://www.linkedin.com/feed/update/urn:li:activity:7306667681980510208
https://www.linkedin.com/feed/update/urn:li:activity:7306667681980510208

Deliverable 45 Report on D&C activities v2

Post link

Created
date

Impressions Clicks

EMPO\\/OM EN

Likes Comments Reposts

https://www.linkedin.com/f
eed/update/urn:li:activity:73
06304242951118850

20250314

235

5.96%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
06303276591771648

20250314

257

51

22.57%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
05983100574949376

20250313

1169

311

46

30.88%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
05833747709362176

202503-13

525

15

12

5.52%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
05576481663942658

20250312

1097

53

56

10.57%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
04910622498971648

202503-10

1031

30

47

8.15%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
03766690121576449

202503-07

574

18

34

9.06%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
03470389215559680

20250306

622

41

16

9.65%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
03015941590704128

20250305

315

50

18.41%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
02685076293607424

202503-04

525

72

22

18.29%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
02337563564949504

20250303

131

15

11.45%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
02307691551453184

202503-03

2399

135

82

9.59%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
01149244772524033

202502-28

4519

2979

114

12

20

69.15%

https://www.linkedin.com/f
eed/update/urn:li:activity: 73
00921604937584640

202502-27

538

27

13

7.81%

https://www.linkedin.com/f
eed/update/urn:li:activity:73
00775676498857985

202502-27

350

14

7.71%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
97232559799767040

202502-17

391

15

18

9.72%
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https://www.linkedin.com/feed/update/urn:li:activity:7306304242951118850
https://www.linkedin.com/feed/update/urn:li:activity:7306304242951118850
https://www.linkedin.com/feed/update/urn:li:activity:7306304242951118850
https://www.linkedin.com/feed/update/urn:li:activity:7306303276591771648
https://www.linkedin.com/feed/update/urn:li:activity:7306303276591771648
https://www.linkedin.com/feed/update/urn:li:activity:7306303276591771648
https://www.linkedin.com/feed/update/urn:li:activity:7305983100574949376
https://www.linkedin.com/feed/update/urn:li:activity:7305983100574949376
https://www.linkedin.com/feed/update/urn:li:activity:7305983100574949376
https://www.linkedin.com/feed/update/urn:li:activity:7305833747709362176
https://www.linkedin.com/feed/update/urn:li:activity:7305833747709362176
https://www.linkedin.com/feed/update/urn:li:activity:7305833747709362176
https://www.linkedin.com/feed/update/urn:li:activity:7305576481663942658
https://www.linkedin.com/feed/update/urn:li:activity:7305576481663942658
https://www.linkedin.com/feed/update/urn:li:activity:7305576481663942658
https://www.linkedin.com/feed/update/urn:li:activity:7304910622498971648
https://www.linkedin.com/feed/update/urn:li:activity:7304910622498971648
https://www.linkedin.com/feed/update/urn:li:activity:7304910622498971648
https://www.linkedin.com/feed/update/urn:li:activity:7303766690121576449
https://www.linkedin.com/feed/update/urn:li:activity:7303766690121576449
https://www.linkedin.com/feed/update/urn:li:activity:7303766690121576449
https://www.linkedin.com/feed/update/urn:li:activity:7303470389215559680
https://www.linkedin.com/feed/update/urn:li:activity:7303470389215559680
https://www.linkedin.com/feed/update/urn:li:activity:7303470389215559680
https://www.linkedin.com/feed/update/urn:li:activity:7303015941590704128
https://www.linkedin.com/feed/update/urn:li:activity:7303015941590704128
https://www.linkedin.com/feed/update/urn:li:activity:7303015941590704128
https://www.linkedin.com/feed/update/urn:li:activity:7302685076293607424
https://www.linkedin.com/feed/update/urn:li:activity:7302685076293607424
https://www.linkedin.com/feed/update/urn:li:activity:7302685076293607424
https://www.linkedin.com/feed/update/urn:li:activity:7302337563564949504
https://www.linkedin.com/feed/update/urn:li:activity:7302337563564949504
https://www.linkedin.com/feed/update/urn:li:activity:7302337563564949504
https://www.linkedin.com/feed/update/urn:li:activity:7302307691551453184
https://www.linkedin.com/feed/update/urn:li:activity:7302307691551453184
https://www.linkedin.com/feed/update/urn:li:activity:7302307691551453184
https://www.linkedin.com/feed/update/urn:li:activity:7301149244772524033
https://www.linkedin.com/feed/update/urn:li:activity:7301149244772524033
https://www.linkedin.com/feed/update/urn:li:activity:7301149244772524033
https://www.linkedin.com/feed/update/urn:li:activity:7300921604937584640
https://www.linkedin.com/feed/update/urn:li:activity:7300921604937584640
https://www.linkedin.com/feed/update/urn:li:activity:7300921604937584640
https://www.linkedin.com/feed/update/urn:li:activity:7300775676498857985
https://www.linkedin.com/feed/update/urn:li:activity:7300775676498857985
https://www.linkedin.com/feed/update/urn:li:activity:7300775676498857985
https://www.linkedin.com/feed/update/urn:li:activity:7297232559799767040
https://www.linkedin.com/feed/update/urn:li:activity:7297232559799767040
https://www.linkedin.com/feed/update/urn:li:activity:7297232559799767040

Deliverable 45 Report on D&C activities v2 E M PO\JOM E N

Post link Created Impressions Clicks Likes Comments Reposts

date

https://www.linkedin.com/f | 202502-12 | 376 6 4 0 0 2.66%
eed/update/urn:li:activity:72
95369511287844866

https://www.linkedin.com/f | 202502-05 413 20 11 0 1 7.75%
eed/update/urn:li:activity:72
92895591641092099

https://www.linkedin.com/f | 202502-04 334 15 6 0 0 6.29%
eed/update/urn:li:activity:72
92532447282368512

https://www.linkedin.com/f | 202501-29 | 621 54 21 0 3 12.56%
eed/update/urn:li:activity: 72
90372411470848000

https://www.linkedin.com/f | 202501-28 | 470 10 2 0 1 2.77%
eed/update/urn:li:activity:72
90024926512619520

https://www.linkedin.com/f | 202501-20 885 62 12 0 0 8.36%
eed/update/urn:li:activity:72
87128028822867968

https://www.linkedin.com/f | 202501-15 307 4 5 0 0 2.93%
eed/update/urn:li:activity: 72
85436720286683137

https://www.linkedin.com/f | 202501-13 | 533 208 8 0 0 40.53%
eed/update/urn:li:activity:72
84584629875970048

https://www.linkedin.com/f | 202501-07 | 346 16 7 0 0 6.65%
eed/update/urn:li:activity:72
82384802480017408

https://www.linkedin.com/f | 202501-02 | 847 348 23 1 0 43.92%
eed/update/urn:li:activity:72
80588012831281152

https://www.linkedin.com/f | 202412-20 | 481 7 19 0 0 5.41%
eed/update/urn:li:activity:72
75853226137001984

https://www.linkedin.com/f | 202412-11 499 15 15 0 0 6.01%
eed/update/urn:li:activity: 72
72598425932615681

https://www.linkedin.com/f | 202412-10 | 395 18 2 0 0 5.06%
eed/update/urn:li:activity: 72
72162895164067843

https://www.linkedin.com/f | 202412-09 664 52 4 0 1 8.58%
eed/update/urn:li:activity:72
71902929341566976

https://www.linkedin.com/f | 202412-09 | 1402 102 44 4 3 10.91%
eed/update/urn:li:activity: 72
71869485848940545

https://www.linkedin.com/f | 2024-12-05 | 578 51 12 0 0 10.90%
eed/update/urn:li:activity:72
70411233319604224
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https://www.linkedin.com/feed/update/urn:li:activity:7295369511287844866
https://www.linkedin.com/feed/update/urn:li:activity:7295369511287844866
https://www.linkedin.com/feed/update/urn:li:activity:7295369511287844866
https://www.linkedin.com/feed/update/urn:li:activity:7292895591641092099
https://www.linkedin.com/feed/update/urn:li:activity:7292895591641092099
https://www.linkedin.com/feed/update/urn:li:activity:7292895591641092099
https://www.linkedin.com/feed/update/urn:li:activity:7292532447282368512
https://www.linkedin.com/feed/update/urn:li:activity:7292532447282368512
https://www.linkedin.com/feed/update/urn:li:activity:7292532447282368512
https://www.linkedin.com/feed/update/urn:li:activity:7290372411470848000
https://www.linkedin.com/feed/update/urn:li:activity:7290372411470848000
https://www.linkedin.com/feed/update/urn:li:activity:7290372411470848000
https://www.linkedin.com/feed/update/urn:li:activity:7290024926512619520
https://www.linkedin.com/feed/update/urn:li:activity:7290024926512619520
https://www.linkedin.com/feed/update/urn:li:activity:7290024926512619520
https://www.linkedin.com/feed/update/urn:li:activity:7287128028822867968
https://www.linkedin.com/feed/update/urn:li:activity:7287128028822867968
https://www.linkedin.com/feed/update/urn:li:activity:7287128028822867968
https://www.linkedin.com/feed/update/urn:li:activity:7285436720286683137
https://www.linkedin.com/feed/update/urn:li:activity:7285436720286683137
https://www.linkedin.com/feed/update/urn:li:activity:7285436720286683137
https://www.linkedin.com/feed/update/urn:li:activity:7284584629875970048
https://www.linkedin.com/feed/update/urn:li:activity:7284584629875970048
https://www.linkedin.com/feed/update/urn:li:activity:7284584629875970048
https://www.linkedin.com/feed/update/urn:li:activity:7282384802480017408
https://www.linkedin.com/feed/update/urn:li:activity:7282384802480017408
https://www.linkedin.com/feed/update/urn:li:activity:7282384802480017408
https://www.linkedin.com/feed/update/urn:li:activity:7280588012831281152
https://www.linkedin.com/feed/update/urn:li:activity:7280588012831281152
https://www.linkedin.com/feed/update/urn:li:activity:7280588012831281152
https://www.linkedin.com/feed/update/urn:li:activity:7275853226137001984
https://www.linkedin.com/feed/update/urn:li:activity:7275853226137001984
https://www.linkedin.com/feed/update/urn:li:activity:7275853226137001984
https://www.linkedin.com/feed/update/urn:li:activity:7272598425932615681
https://www.linkedin.com/feed/update/urn:li:activity:7272598425932615681
https://www.linkedin.com/feed/update/urn:li:activity:7272598425932615681
https://www.linkedin.com/feed/update/urn:li:activity:7272162895164067843
https://www.linkedin.com/feed/update/urn:li:activity:7272162895164067843
https://www.linkedin.com/feed/update/urn:li:activity:7272162895164067843
https://www.linkedin.com/feed/update/urn:li:activity:7271902929341566976
https://www.linkedin.com/feed/update/urn:li:activity:7271902929341566976
https://www.linkedin.com/feed/update/urn:li:activity:7271902929341566976
https://www.linkedin.com/feed/update/urn:li:activity:7271869485848940545
https://www.linkedin.com/feed/update/urn:li:activity:7271869485848940545
https://www.linkedin.com/feed/update/urn:li:activity:7271869485848940545
https://www.linkedin.com/feed/update/urn:li:activity:7270411233319604224
https://www.linkedin.com/feed/update/urn:li:activity:7270411233319604224
https://www.linkedin.com/feed/update/urn:li:activity:7270411233319604224

Deliverable 45 Report on D&C activities v2

Post link

https://www.linkedin.com/f
eed/update/urn:li:activity:72
69752305783099392

Created
date

20241203

Impressions Clicks

1072

39

EMPO\\/OM EN

Likes Comments Reposts

52

9.61%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
68255910714593280

202411-29

592

43

12

9.63%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
66483458049277952

202411-24

326

11

5.21%

https://www.linkedin.com/f
eed/update/urn:li:activity: 72
65666451536048129

202411-22

145

8.97%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
65244401596071936

202411-21

459

23

16

8.50%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
65016486941913089

202411-20

2023

1080

67

57.59%

https://www.linkedin.com/f
eed/update/urn:li:activity: 72
64550178894876672

202411-19

1327

75

43

9.65%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
64377237947228161

202411-18

1580

544

46

37.72%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
63135106733666304

202411-15

663

16

21

6.03%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
62819440033980418

202411-14

625

58

10.56%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
62022662162432000

202411-12

304

15

7.57%

https://www.linkedin.com/f
eed/update/urn:li:activity: 72
61680440606932992

20241111

296

25

10.47%

https://www.linkedin.com/f
eed/update/urn:li:activity: 72
60598325333151744

202411-08

931

52

20

8.70%

https://www.linkedin.com/f
eed/update/urn:li:activity:72
60249200943132672

20241107

586

39

33

13.14%

https://www.linkedin.com/f
eed/update/urn:li:activity: 72
59523252014747651

202411-05

1065

71

12

8.17%
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https://www.linkedin.com/feed/update/urn:li:activity:7269752305783099392
https://www.linkedin.com/feed/update/urn:li:activity:7269752305783099392
https://www.linkedin.com/feed/update/urn:li:activity:7269752305783099392
https://www.linkedin.com/feed/update/urn:li:activity:7268255910714593280
https://www.linkedin.com/feed/update/urn:li:activity:7268255910714593280
https://www.linkedin.com/feed/update/urn:li:activity:7268255910714593280
https://www.linkedin.com/feed/update/urn:li:activity:7266483458049277952
https://www.linkedin.com/feed/update/urn:li:activity:7266483458049277952
https://www.linkedin.com/feed/update/urn:li:activity:7266483458049277952
https://www.linkedin.com/feed/update/urn:li:activity:7265666451536048129
https://www.linkedin.com/feed/update/urn:li:activity:7265666451536048129
https://www.linkedin.com/feed/update/urn:li:activity:7265666451536048129
https://www.linkedin.com/feed/update/urn:li:activity:7265244401596071936
https://www.linkedin.com/feed/update/urn:li:activity:7265244401596071936
https://www.linkedin.com/feed/update/urn:li:activity:7265244401596071936
https://www.linkedin.com/feed/update/urn:li:activity:7265016486941913089
https://www.linkedin.com/feed/update/urn:li:activity:7265016486941913089
https://www.linkedin.com/feed/update/urn:li:activity:7265016486941913089
https://www.linkedin.com/feed/update/urn:li:activity:7264550178894876672
https://www.linkedin.com/feed/update/urn:li:activity:7264550178894876672
https://www.linkedin.com/feed/update/urn:li:activity:7264550178894876672
https://www.linkedin.com/feed/update/urn:li:activity:7264377237947228161
https://www.linkedin.com/feed/update/urn:li:activity:7264377237947228161
https://www.linkedin.com/feed/update/urn:li:activity:7264377237947228161
https://www.linkedin.com/feed/update/urn:li:activity:7263135106733666304
https://www.linkedin.com/feed/update/urn:li:activity:7263135106733666304
https://www.linkedin.com/feed/update/urn:li:activity:7263135106733666304
https://www.linkedin.com/feed/update/urn:li:activity:7262819440033980418
https://www.linkedin.com/feed/update/urn:li:activity:7262819440033980418
https://www.linkedin.com/feed/update/urn:li:activity:7262819440033980418
https://www.linkedin.com/feed/update/urn:li:activity:7262022662162432000
https://www.linkedin.com/feed/update/urn:li:activity:7262022662162432000
https://www.linkedin.com/feed/update/urn:li:activity:7262022662162432000
https://www.linkedin.com/feed/update/urn:li:activity:7261680440606932992
https://www.linkedin.com/feed/update/urn:li:activity:7261680440606932992
https://www.linkedin.com/feed/update/urn:li:activity:7261680440606932992
https://www.linkedin.com/feed/update/urn:li:activity:7260598325333151744
https://www.linkedin.com/feed/update/urn:li:activity:7260598325333151744
https://www.linkedin.com/feed/update/urn:li:activity:7260598325333151744
https://www.linkedin.com/feed/update/urn:li:activity:7260249200943132672
https://www.linkedin.com/feed/update/urn:li:activity:7260249200943132672
https://www.linkedin.com/feed/update/urn:li:activity:7260249200943132672
https://www.linkedin.com/feed/update/urn:li:activity:7259523252014747651
https://www.linkedin.com/feed/update/urn:li:activity:7259523252014747651
https://www.linkedin.com/feed/update/urn:li:activity:7259523252014747651
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Analysis of Top Post Content
Based on the content of the most popular posts, two distinct strategies drove maximum attentior: high

reach narratives (Impressions) and hi@gtion urgency (Engagement).

Top Posts Driving Maximum Engagement (103.618%.59%)
These posts achieved exceptional engagement rates, primarily driven by a high number of Clicks, indicating

successful calls to action for content outside of the LinkedIn feed (e.g., external articles, photo galleries).

Table23. Top posts with maximum engagement

Created date Content Summary Engagement

Rate

20251015 Photo gallery and recap of the Cohort 2 Demo Day event in Bucharestq(ldlg| 103.61%
link to photos)

2025-02-28 Official Announcement of the 14 Woméred Startups selected for Cohort | 69.15%
(Major program news)

202411-20 Immediate postevent photo dump and winner announcement for the Cohor| 57.59%
Demo Day. (Highnergy, exclusive content)

Top Posts Driving Maximum Impressions (Reach)
These posts were seen by the largest total number of people, suggesting they were highly favored by the

LinkedIn algorithm, likely due to strong initial reactions (likes, comments, dwell time).

Table24. Top posts with maximum impressions

Created date Content Summary Impressions

202502-28 Official Announcement of the 14 Wom+éred Startups selected for Cohort 2. (Ma] 4,519
program news)

202510-10 Founder Interview: Ozgir Ozdemir (TAY) on developing vital sign detection s{ 4,023
for disaster rescue. (Crisis Tech, Social Impact)

202509-04 Founder Interview: Miryam Adni (Wasit) on using FinTech/AgriTech (A 2,680
WhatsApp) to connect African smallale farms with investors. (Social Impa
Global Development)
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Descriptive Conclusions on Maximum Attention Content

The data points toward two clear strategies for maximizing different types of attention on LinkedIn:

1. Maximize Engagement (Clicks) with Urgency and Scarcity

The highestngaging content is characterized by beiimye-sensitive and utilitydriven, often involving a

direct link to highly anticipated or exclusive visual content.

1

1

The "Photo Dump" EffectPosts immediately following a major event (like the Demo Day) that
promise photos and event recaps generate urgency and a sense of "fear of missing out" (FOMO),
resulting in extremely high cligkrough rates. The post on 202%-15 achieved a massive 3.61%

rate, almost certainly because the main galaction was a link to photo gallery or full recap

Major Program MilestonesOfficial announcements of selected cohorts or winners represent major
news for the community and drive high click traffic from users interested in the details, full list, or
partner links.

Actionable Content Content that provides a clear and valuable next step (e.g., "See the full story,"

"View photos") performs better on the engagement metric than passive, informative content.

2. Maximize Impressions (Reach) with LeRgrm, Highlmpact Stories

The content that achieved the highest reach was consistently focused on powerful, Hoteesst

narratives within the Deep Tech space.

)l

Social Impact and Crisis Techhe posts that resonated most widely were founder stories tied to
solving significant global or social challenges, suctleagloping sensors for earthquake rescue
(202510-10) and usin@Al to support small African farm$202509-04). These topics trigger high
emotional and professional interest, encouraging more shares, comments, and longer dwell time,
which the algorithm rewards with greater reach.

High-Value Information:Longform Founder Interviewsor majorProgram Announcementdike the
Cohort 2 official selection) serve as higdlue, definitive content. This type of post is often saved,
shared in private messages, or read carefully, signaling high quality to the LinkedIn feed algorithm.
The Intersection of High Performancdhe post from202502-28 (Official Cohort Announcement)
achieved both the highest impressions (4,519) and the setugliest engagement rate (69.15%),
proving thatannouncing essential, communitfocused newss the most effective way to maximize

both reach and interaction simultaneously.
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Annex 3 - Social Media Activities by
Consortium Partners

This annex provides a detailed analysis of the external communication and dissemination activities executed
by the consortium partners from November 2024 to October 2025. The focus of paethactivities was on
strategic amplification, effectively levaging specialized networks to maximize the credibility and reach of

key project milestones.

Quantitative Summary of PartneLed Dissemination Volume
The consortium partners executed a high volume of targeted communication activities across their

established channels, which was critical for ensuring-tvigst dissemination across the European network.

Table25. C&D activities of Consortium Partners

Platform/Format Activity Volume (Total) Key Partners
Website News Announcements 14 SPLORO, TechUkraine
LinkedIn Posts (Nerepost) 35 SPLORO, Startup Wise Gu
TechUkraine
Podcasts 4 SPLORO
Videos 4 SPLORO (3), Startup Wise Guys (]
Instagram Posts 3 SPLORO
Twitter Posts 7 SPLORO
TOTAL ACTIVITIES 67

Additionally, SPLORO utilized its Cascade Funding Platform to publish key call announcements, ensuring

reach to highly relevant organizations.

Quantitative Summary of Social Media Reach (Impressions/Views)
This data captures the recorded reach metrics for major partner announcements, demonstrating targeted

outreach via professional and community channels.

Table26. Metrics for C&D activities of Consortium Partners

Partner Name Channel ‘ Impressions/Views Key Action/Focus ‘

SPLORO (Digit{ Various Channels 170,062 Dominated reach across LinkedIn, Webs

Total) and specialized platforms.

SPLORO LinkedIn 159,673 Primary source of digital reach.

SPLORO Website 6,147 Highvalue, direct traffic to news an
content.
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SPLORO Cascade Fundin| 3,179 Targeted reach to highly relevay
Platform organizations.

SPLORO Instagram 1,007 Visual engagement.

SPLORO Twitter 142 Announcement distribution.

SPLORO YouTube 14 Video content views.

Startup Wise| Company LinkedIn 10,384 Focus on major events (Demo Day).

Guys

Startup Wise| Individual LinkedIn 6,937 Personal brand amplification.

Guys

TechUkraine Website 114 Articles and news dissemination.

TechUkraine LinkedIn 921 Ecosystem engagement.

TechUkraine Individual Facebool| 3,301 Broader network mobilization.
and LinkedIn

Consortium Total| All Channels 191,894 Total measurable impressions and views.

Key Quantitative Observations:

1 SPLORO's Dominance in Digital ReaSFPLORQvas the primary driver of digital impressions,
generating 170,062 impressions (88.6% of the total consortium reach). This success was
overwhelmingly led by theitinkedIn presenceand was supplemented by strong performance on
their website and specialized Cascade Funding Platform.

1 Startup Wise Guysachieved significant, higguality reach 17,321 total impressions) primarily
through their incubator/accelerator network on Linkedin, highlighting the power of leveraging
personal brand amplification for major program events like the Demo Day.

1 TechUkraineprovided crucial platform diversity, contributing,336 impressions across their
website, Linkedln, and individual networks, ensuring ecosystem engagement and article
dissemination.

1 Business Angels Europe Netwodnsured support for the programme via reposts of the original

Linkedin communication, driving the audience to official project pages.

Qualitative Contributions and Strategic Alignment
The partner communication activities were characterizedtogtegic amplificationrather than massnarket

volume, effectively leveraging the unique strengths of each partner.

1 Targeted CredibilityPartners acted as essentialidatorsof the program Business Angels Europe
used their platform to certify the program'’s relevance to the investment sector, v@idetup Wise
Guysused their brand recognition to drive significant attention to key program events.

1 Content Diversification The consortium ensured visibility across multiple media types: professional
networking (LinkedIn, dominating impressions), higlue longform content (Website articles from

TechUkraine and Sploro), and specialized engagement (the Sploro podcast/fundingritent).
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1 Leveraging Key Momentsihe most successful partner outreach was consistently tied to the most

significant program milestonesspecifically tle selection of the cohorand theDemo Day events.
This approach focused limited communication resources on the moments with the highest inherent
news value.

In conclusion, the communication activities of the consortium partners veffieient and strategically

aligned By prioritizing higivalue, partnerspecific platforms (e.g., investor websites, dégeph community

blogs, and individual LinkedIn profiles) over sheer post volume, the partners successfully extended the

LINE IANF YQ& NBI OK Ay 2 teras dBaimiting théruStRr cradibilinfagsbciatéd wahO 2 a @ &

the program's announcements.
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Newsletters

EMPONVOMEN - e e o

11 Superstars of the European
Deep Tech Scene

The EmpoWemen Programeme marked the conclusion of #s transformative first year
with an extraordinary Demo Dy, held as a side event at the Siush conference in
Helsirki. Chock out this short cip for the vibes!

Three startups received the programme’s top awards:

« Noemi Zabari & Astroteq,
earthauake forecasting system

from Poland for ther pioneering Al-driven

Neide Vieira, PhD & IPLEXMED from Portugal for revolutionizing healthcare
lity with portable genstic disgnostic devices.

Patricia C. Henrigues & GOTECH Antimicrobial from Portugal for advancing

healthcare with their cutting-edge antimicrobial technalogies.

The esteemed jury ~ investors Wendy ML C., Sezen Gungor, Savators
Cavallaro, and Pasi Pohjala — faced the chalenging task of selecting winrers
amang a cohort brimming with innovation and potential. Thair d
the resfience and ingenuty of theze exceptional women entrepreneurs.

iions celebratod

Celebrating All 11 Trailblazers

The Demmo Day wasn't caly about awards but aiso about hancring the jouney of all
particpants. The ful cohorl. representing diverse sectors and cutting-edge
technologies, included:

+ Gomze Karanfil Kagmaz & GMZ Enerii Sistemleri (Turkiye): Irnovating in
hydrogen onergy and fuet cell technology.

« Slawa Madelska & HUGUP {Poiand): Enhancing pregnancy welness with
advanced support wesr

« Proksods Mineikieno & INNOSENSUS (Lithuaria): Personad biosenzors for
gluten detoction.

+ Annfa Emersone & P-Agro Minerals (Lahvia): Sustainable sohtions for
shospharus recavery from wastewater.

« Jenny Romano & The Newsroom (Portugal): Al-powsred tosls combating
misinformation.

* Natolia Dornicka & Heilo (Poland): Baby stroller sirpurifiers for cleaner,

healthier ar.

« Aliona Levea & Pinky_CyberSafe (Moidova): Al-driven cybersecurity solutions
for SMEs.

+ Dorota inska & 10 Biozoom (Poland]: health

for personal hosith mansgement.

These i ible women are for
change, driving technological innovation
to solve critical global challenges!

P! 's First-Year
The first year of the EmpoWWomen Programme, launched in January 2024, brought
together 11 startups through a highly competitive selection. The journey provided:

* Tailored Acceleration: A 8-month program curated by Startup Wise Guys and
Businoss Angels Europe.

«  Equity-Froe Funding: €45,000 for each particpating startup.

« Comprehensive Support: Mentorship, networking, and access 1o rescurces to

=cale ventures.

What's Next?

Last Morday, we sucossshuly concluded Empoomen's second Open Cal, and the
resuits have surpassed expectations. Wo received an impressive 261 applications,
reprasenting & 48% increase compand 1o the first open call. Congratulations to
everyone for helping us reach this milestone! As we mave forward, our team i
currently focused cn igibility check phase and Juaticn process.

Looking ahead, wo are excited to sanounce that 14 startups from Widening
Europe will be selected to join the programme in 2026,

EMPONVOMEN - e v ron

The Demo Day of our 2nd cohort,
new podcast episodes and
results of our alumni 1 year after
graduation &

Welcome to the EmpoWomen newsletter! It's a truly exciting time for our community
we celebrate the incrodible achievements of our frst cohort and prepare to
showcase the next generation of deep tech leaders. Read on for the latest updates,
inspiring stores, and an invitation to meet the future of Eurapearn nnovation,

EmpoWomen Cohort 2
Demo Day %

Vet it B o e,
St ek v 0 Py SSO0S, Bt

' You're Invited: Meet the Future at the
EmpoWomen Cohort 2 Demo Day!

The moment wo've boen waiting for iz aimost here! Join us in Bucharest for tho
EmpoWomen Demo Day, where 14 exceptional women-led deep tech startups fram
aur socond cohort will take the stage. This is your exchusive opportunity to discover
groundbesaking sclutions from across Europe, connect with the visionary founders
behind then. and find your next high-impact investmant.

Event Details:

«  What: A showcase of 14 dosp tech pachas, live jury zelection foe top funding
prizes, and exchusive netwarking with investors and industry leaders.
*  When: September 30th, 17.00-21.00
* Where: Bucharest, Romania (nght before the How to Wisb canference)
Thiz isn't just a pitch event; it's a celebration of innovation and a preview of the
technologies that will shape tomorrow.

Our 2nd Cohort: PURR.AI Enhanced Fertility Corium
Biotech W2W - Wearify AlongRoute Data Wasit Centrum Cognitio Shin Rai

Robotics AMYGDALA HEALTH Helios Veles Sense SkinFuture TAY Yazilim

AEgisonten

Founder Stories: The Voices of EmpoWomen
Hawve you ever wondered about the journey behind a deep tech startup? Our "Voices
of EmpoWWomen* podcast seces takes you behind the scenes with the inspining
founders from cur programmes.

We've recersly roloased a new batch of intorviews fepisades 12 through 20, wher
wa dive deop info the challenges, tiumphs, and beeskthroughs of buikiing
company. Hear directly from the leaders whe are turning boid ideas into reality.

Listen to the latest Read the full
interviews on our blog

episodes on Spotify

ovrovwomen S
EmpoWomen
Startups Report
Major Growth.

Figure35. EmpoWomen newsletters #4 and #5
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A Triumphant Conclusion:
EmpoWomen'’s 2nd Cohort Demo Day &
Winners Announcement!

Wa proudly closed cut our sacond acceleration programma at the How to Web
Conference with the spectacular Cohort 2 Demo Day. Witness the passion and

innovation of our deep-tech female founders as they pitched their solutions and find
aut which trailblazing startups were cromned this yoar's winners!

the winners are...

Watch the Full Event Recording & Meet Winners

Discover the Trailblazers:
All EmpoWomen Success Stories are
Now Live!

The journey of our 26 alumni is a masterclass in deep-tech entrepreneurship. We aro

thilled to announce that all success stories—featuring both in-depth text interviews

and engaging audo podcasts—are now finalzed and acoessible. Explore. their
ions, challengas, and

Access All Startup Success Stories

New Research:
EU Public Funding is the Critical Catalyst
for Women-Led Deep Tech

The EmpoWWomen Whitepaper, "Analysis of the rofe and impact of EU public funding
programmes in fostering women-led antrepreneurship in deep-tech,” is now
reloased! This essential study tackles the severs undermepresentation of women, who
are caly 14% of deep-toch founders and receive less than 2% of total VC funding.

Key Findings:

* Tha study proves the “additionality” of EU zupport, showing funded startups
‘experianced remarkable growth in the year after the programme, while poars
without funding saw declines.

* Grants help preserve founder ownership: Funded startups had reduced equity
diution (+20% vs. 4629 for non-funded peers).

« For many, EU pubic funding is the only accessible source of external
‘capital, acting as a vital valdation toot and bridge to the market.

Usseseh the full force o i

nad the [ —
pretiode 7 g3
Splore . Ed BAE

Read the full Whitepaper & Policy

Recommendations

Thank You and Farewell:
A Legacy of Innovation and Inclusion

A the EmpotiVomen project concludes its two-year, €2M mission, we refiect an the
sgnificant impact of empowering 25 women-led deep tech startups. With ovar
e S P

y
proven that targeted support is & critical economic strategy for Europe's future.

to road the final o sc0pa of our
‘success, the inspring stories of our founders, and the lasting legacy of the
programms. The future is inovative and inclusivet

eveovomen [l

EmpoWomen Programme Concludes
Two-Year Mission,

Fueling a New Generation of 25
Women-Led Deep Tech Startups

Final Press-release

The Barriers and

load the Full Project Wrap-Up Press Release

The Mission Continues:
Explore Other Opportunities for Female
Founders

EM PO\\/OM EN

Discover our Alumni

As the EmpoWomen project closes, its legacy is just beginning. The
25 alumni companies from both our cohorts are now scaling, hiring,
filing patents, and solving some of the world's most complex
challenges.

We invite the global tech community to follow their journeys and
continue to champion the brilliant, resilient, and powerful women
shaping the innovative futura of Europe.

33 eligible countries/regions

14 startups frorm 9 countries

Success Rate from
submitted to selected: 5,57%

Check our 25 startups her

Empoomen 15 3 two-year program (2024.2028) cperatig whhin the famewark of the

g e ik .

action and faling under e call dssignation HORIZON-EIC-2022-

‘within the European ecosystem, including:

= EIC Acoelerator: Offers blended fnance (grants up to €2.5 millien and equity
up to €16 milicn).
Women

Women TochEU y-=tage grants,

‘coaching. and leadership support to woman-led deep-tech startups.

+ Open Horizons {2026-2027): Designed to bridge the funding and corporate
network gap.

* WE-RISE (2026-2027): Supports gresntech, sgritech, and cimatatech startups

‘with grants up to €55,000 and tafored support.

EPIC-X (2026-2026): Accelerates woman-led deep-tech inovation

underropresanted EU rogions.

Additionally, non-financial support is avalabie through the EIC Wormen Leadershin
Programme, the Em =i

cai ind market antry, the WE jta
(EEN) - Women.

and the ize Evroy
intenationalsation.

Knowledge for the Ecosyst
Our Resources Section is an Open Asset

Our . d ot ject
has publicly shared all key deli reports,
two years. ion s an

leveraged by other supgort programs, policy mekers, and feams working to advance
‘gender equality in deep tech across Europe.

It s funded under grant agroement mumber 101120893, This intiasve is

‘Gedcated to supporting s4artups lec by women i Eurape, providing equlty-free Ardng and

veuchers for mentorsnip, business angel invesimant, and paricpason n tech summes. The

primary goal of Empalomen Is 1o pramote gender equality and diversity In entreproneurshe.
"8

The profect i supporing women-led deep tech siartups from Widenig Ares counires”. By

provdng equiyree &ndng. word-lass mentorship, and access 1o a broad European

etwork of nvestors and partrers. Empotomen ams 5 vl the playing felc and empawer
I of

The programme was led by four consortium partners:

Sploro (Praject Coordinator)
Startup Wise Guys (Accelorator Lead)

Buziness Angsls Europe (vestor Notwork Laad)
TechUkraine (Communications & Dissemination Lead)

Thank you for being a part of this empowering journey!
Best Regards,

EmgoWomen Team
wwwer

000

Figure36. EmpoWomen newsletter #6
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EmpoWomen Programme Wraps Up a Stellar First Year
at Demo Day During Slush 2024
November 25, 2024 - The marked the ion of its

vansfomative frst yoar with an extraordinary Demo Day, held as a side event at the
world-renowned conference Slush 2024 in Helsinki.

Three standout startups received the programme's top awards:

Noemi Zabari & Astroteq.ai from Poland for their pioneering Al-driven earthquake
forecasting system.

Neide Vieira, PhD & IPLEXMED from Portugal for revolutionizing healthcare
accessibility with portable genetic diagnostic devices.

Patricia C. & GOTECH from Portugal for advancing
healthcare with their cutting-edge antimicrobial technologies.

The esteemed jury — investors Wendy HL. C., Sezen Gungor, Salvatore Cavallaro, and Pasi
Pohjala — faced the challenging task of selecting winners among a cohort brimming with
innovation and potential. Their decisions celebrated the resilience and ingenuity of these
exceptional women entrepreneurs.

Celebrating All 11 Trailblazers

The Demo Day wasn't only about awards but also about honoring the journey of all participants.
The full cohort, representing diverse sectors and cutting-edge technologies, included:

Gamze Karanfil Kagmaz & GMZ Enerji Sistemleri (Turkiye): Innovating in hydrogen
energy and fuel cell technology.

 Slawa Madelska & HUGUP (Poland): Enhancing pregnancy wellness with advanced
support wear.

Prakseda Mineikiene & INNOSENSUS (Lithuania): Personal biosensors for gluten
detection.

Annija Emersone & P-Agro Minerals (Latvia): Sustainable solutions for phosphorus
recovery from wastewater.

Jenny Romano & The Newsroom (Portugal): Al-powered tools combating
misinformation.

Natalia Dernicka & Heilo (Poland): Baby stroller air-purifiers. for cleaner, healthier air.
Aliona Levca & Pinky CyberSafe (Moldova): Al-driven cybersecurity solutions for
SMEs.

* Dorota Dardzinska & IQ Biozoom (Poland): Non-invasive health diagnostics for
personal health management

These women enlrepreneurs are calalysts for change, driving technological innovation to salve
critical global challenges.

P 's First-Year

The first year of the EmpoWomen Programme, launched in January 2024, brought together 11
startups through a highly competitive selection process out of 170 applications from widening
Europe. The journey provided:

Tailored Acceleration: A 6-month programme curated by Startup Wise Guys and
Business Angels Europe,

Equity-Free Funding: €45,000 for sach participating startup.

Comprehensive Support: Mentorship, networking, and access to resources to scale
ventures.

Second Open Call Runs by December 2, 2024

EmpaWomen's Second Open Call goes live by December 2, 2024. Women-led deep-tech
startups from eligible countries are Invited to apply and seize the opportunity to be part of this
transformative program. All relevant documentation and submission forms will be available on
the official website: al 1L mme-plan.

About EmpoWomen

The EmpoWomen Programme (2024-2025) is a collaborative efiort by SPLORO, Startup Wise
Guys, TechUkraine, and Business Angels Europe, with support from the European
Innovation Council and SMEs Executive Agency (EISMEA). Designed fo break barriers for
female-led businesses, the initiafive provides €1.125 million in non-repayable funding and
extensive mentorship to women entrepreneurs in Europe’s Widening Area, Outermost Regions,
and Associated Countries.

For more details about Empo\Women and future opportunities, visit EmpoWomen's Website.
Media Contact

Tatiana Skydan
o y

Lead, og
Emall: tatiana@techukraine.org

Figure37. Pressrelease #5
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14 Women-Led Startups Selected for
The Second EmpoWomen Cohort

Pamplona, Spain — February 28, 2025 — The EmpoWomen Programme is thrilled to announce
the results of its second Open Call, marking another milestone in empowering women-led
deep-tech startups across European emerging markets and associated countries. A total of
251 were received, repi g a 48% increase compared to the first Open
Call.

After @ rigorous selection process, 14 pioneering startups have been chasen to participate
in this transformative initiative. These startups will receive tailored acceleration, mentoring,
non-repayable funding, services, and prizes to support their growth.

Meet the Selected Startups from the Second Open Call:

» eDynamics Technologies LDA (Portugal): m-drw-n musculoskelatal fatigue

for injury d enh in sports and industries.
PURR.AI, Lda (Portugal): Al-powered platform revolutionizing drug discovery for
age-related neurological diseases.
. Fertility Europe rtugal): Al-driven fertility di lics to
optimize ireatments and improve success rates,
Corium Bictech (Portugal): Sustainable cellular leather salutions for eco-friendly luxury
fashion.
= W2W - Wearify LLC (Armenia): 3D virlual fiting rooms powered by Al and AR for
enhanced online shopping experiences.
AlongRoute Data IKE (Greece): Al-enhanced marine weather forecasting to optimize
shipping routes and reduce emissions.
Wasit 00 (Estonia): Fintech platform connecting small-scale farmers with retail
investors for sustainable agriculture.
‘Centrum Cognitio d.o.o. (Sloveni.
therapy through predictive analytics.
‘Shin Ral Robotics (Poland): Robotics and XR-driven automation solutions for
manufacturing efficiency.

: Al-powered mental health solutions optimizing

AMYGDALA HEALTH OU (Estoni;
disease management.

Helios Bilim ve Teknoloji A.S. (Tiirkiye): Nanotechnology solutions for efficient CO:
capture and recovery.

» Veles Sense doo Beograd (Serbia): Al and drone-based vineyard stress detection for
sustainable winemaking.

SIA "SkinFuture” ({Latvia): Natural UV protection and skincare solutions leveraging
‘advanced materials.

TAY Yazilim Teknolojileri A.S. (Tlrkiye): Al-powered radar sensors reducing energy
‘consumption and enabling health applications.

Al-driven digital lfestyle modification for (prejheart

What's Next

The selected women-led businesses will each have access to a six-month dedicated

and support service provided by Startup Wise Guys.
The program includes webinars, events, specialized training, and mentoring from Business
Angels Europe. A Demo Day will be held in October 2025, offering startups direct
cannections with angel investors and venturs capitalists, providing potential investment
opportunities at the program's conclusion. Additionally, each startup will receive services,
awards, and €45,000 in equity-free funding.

About EmpoWomen

Empo\Women is a two-year program (2024-2025) that provides a unique acceleration and
mentoring experience. It includes non-repayable funding totaling €1.125 millien, prizes, and
services for 25 women<ed deep-tech companies selected through two open calls from
European emerging markets, outermost regions, and associated EU countries.*

Launched by SPLORO, an innovalion consultancy based in Spain, in collaboration with
TechUkraine, Startup Wise Guys accelerator, and Business Angels Europe, the EmpoWomen
Programme was designed o equip women entrepreneurs with rescurces, mentorship, and
networking opportunities. The initiative aims to break down barriers and create a more inclusive
ecosystem for female-led businesses.

Associsted
Wi Ares Coumiee, e, Crota, e, Soseie Evons. rvece. Frgu. Lo, it Wata, o Figal, R,
‘Shovakia, and Sovenis Dulermost Reglons: Gusdekoupe, Franch Gutsna, Réunior, ey, end Sa i ) ey s
o) Associsted | Ammecia Goniyis, i, Montenegro, Sertin
Tunisia, Turkoy, and Liraine.

For more information about EmpoWomen and future opportunities, visit www.empowomen.eu.
Media Contact:

Talnana Skydan
1 L

Emaﬂ rahana@hechwame org

Figure38. Pressrelease #6
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EmpoWomen to Showcase 14 Women-Led Deep
Tech Startups from Across Europe at Bucharest
Demo Day

Romania - 16th 2025 - the
female leadership in deep tech, today announced it will host its second cohort's Demo Day on
September 30th 2025, in Bucharest. The event will showcase 14 innovative, women-led
startups from nine countries, presenting their groundbreaking solutions to an exclusive audience
of investors, industry experts, and ecosystem leaders.

Held just before the renowned How to Web the Demo Day offers a
prime opportunity for investors to discover and connect with the next generation of deep tech
pioneers. The cohort represents a diverse range of sectors and geographies, with founders
hailing from Portugal, Greece, Armenia, Estonia, Slovenia, Poland, Turkey, Serbia, and Latvia.

Attendees will have the opportunity to hear directly from the founders, network with key players
in the European tech scene, and witness a live jury deliberation as funding is awarded to the top
three performing startups.

*This Demo Day is a celebration of the incredible talent and resilience of our second cohort,*
said Miguel Garcla Gonzalez, CEO & Co-Founder of Sploro, the coordinating partner at

"These 14 are not just cutting-edge they are
solving critical global challenges. We invite the investor community to join us and meet the
women who are building the future of European innovation.”

The expert jury tasked with selecting the winners includes:

Kristiana Kuneva, Chief Business Development Officer at The Recursive
Cristina Jug, Executive Director at Spherik Accelerator

Raluca Negrea, Founder and Angel Investor at Bravva Angels

Martipé Plalkovskis, Investor at BADideas.fund

The is managed by a of leading builders,
including Sploro, TechUkraine, Startup Wise Guys. and Business Angels Europe, and is
funded by the European Union.

17:00-17:30: Doors Open & Networking

17:30-17:50: Programme Overview & Welcome Words
17:50-20:30: Startup Pitches

20:30-21:00: Jury Deliberation & Netwarking

DY

The 14 startups presenting at the Demo Day are:

o cDynamics Technologics (Portugal): Al-driven musculoskeletal fatigue manitoring for
injury prevention and cnhanced performance in sports and industrics.

® PURRAI (Portugal): Al-powered platform revolutionizing drug discovery for age-related

neurological discases.

Enhanced Fertility (Portugal): Al-driven fertility diagnostics to optimize treatments and

improve success rates.

® Corium Biotech (Portugal): Sustainable cellular leather solutions for eco-friendly huxury

fashion.

W2W — Wearify (Armenia): 3D virtual fitting rooms powered by Al and AR for

enhanced online shopping experiences.

o AlongRoute Data (Greece): Al-enhanced marine weather ing to optimize
shipping routes and reduce emissians.

& Wasit (Estoni: intech platform connecting small-scale farmers with retail investors for
sustainable agriculture.

& Centrum Cognitio (Slovenia): Al-powered mental health solutions optimizing therapy
through predictive analytics.

* Shin Rai Robotics (Poland): Robotics and XR-driven automation solutions for
manufacturing efficiency.

o AMYGDALA HEALTH (Estonia): Al-driven digital lifestyle modification for (pre)heart
discase management.

* Helios (Tirkiye): Nanotechnology solutions for efficient CO: capture and recovery.

®  VNeles Sense (Serbia): Al and drone-based vineyard stress detection for sustainable
winemaking.

@ SkinFuiure (Latvia): Natural UV protection and skincare solutions leveraging advanced
‘materials.

® TAY Yazilim i (Tiirkiye): Al d radar sensors reducing energy

and enabling health

To secure your spot and meet the future of deep tech, please register al (s link.

Figure39. Pressrelease #7
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EmpoWomen Startups Report Major Growth, Secure
Millions in Funding, and Achieve National
Recognition One Year After Inaugural Programme

BRUSSELS, Belgium ~ September 24, 2025 ~ One year after graduating its first cohort in
2024, the is proud to announce the significant and
sustained success of its participating deep tech startups. The 11 women-led companies, which
received funding, and dedicated have i achieved critical
i in i i and market i ing the
programme's profound impact on fostering female ip in Europe's most
innovation sectors.

S-nce completing the programme, the cohort has filed numerous patents, entered late-stage
secured ips, and launched

products. The success stories demonstrate a poweﬂul return on the programme’s investment in

breaking down barriers for women in deep tech.

Updated key achievements from the cohort include:

® Securing Major Funding: IPLEXMED is negotiating a €1M SAFE investment and
preparing for a €3.2M seed round. The Newsroom has successfully secured follow-on
funding, while GOTECH Antimicrobial has advanced to the final stages of a significant
funding opportunity.

Reaching Commercial Readiness: GMZ Enerji has achieved Tedmulogy Readiness Level
9 (TRL 9) for its advanced and initiated pi Pinky
CyberSafe launched the commercial version of its cybersecurity platform. P-Agro
minerals has secured its first customers for business case validation after successfully
building a real-life pilot prototype.

Driving Technological Innovation: IPLEXMED filed four patents and completed crucial
pre-clinical tests. 1Q Biozoom significantly de-risked its saliva biosensing roadmap
through multiple validation studies. Innosensus, developing a gluten biosensor, has

optimized its technalogy and secured two Letters of Intent (LOIs) after attracting strong
interest from global tech leaders. Hugup has finalized its 3D-knitted prototype for its
innovative baby-care product.

Gaining Widespread Recognition: The cohort's founders are earning significant
accolades. The founder of 1Q Biozoom was honored as Startup of the Year 2025 and
featured in "Top 15 Most Influential Women in Medicine 2025," directly crediting the
programme's role in amplifying visibility. IPLEXMED won the Silver Medal at the
EmpoWomen finals and has since collected numerous international awards, including at
Web Summit and the Glabal Graphene Call.

The founder of 1Q Biozoom highlighted the unique value of the programme, stating,
"EmpoWomen gave us three things we couldn’t easily buy: visibility, credibility, and a high-trust
founder network. Being selected to the first cohort put us on stages and deal-floors we hadn’t
accessed before and validated our vision publicly. These recognitions were possible in no small
part because EmpoWomen amplified the visibility of women leading deeptech ventures.”

The programme's impact is also evident in the intense post-graduation demand faced by its
startups. The team at Astroteq.ai, for example, reported being fully consumed by closing a
major client contract, securing partner agreements, and preparing an investor white paper—a
clear testament to the accelerated growth trajectary the programme helps to ignite. While this
intense client focus limited their time to provide a detailed report, their success serves as
anather powerful, albeit indirect, indicator of the programme's effectiveness.

Miguel Garcia Gonzalez, CEQ & Co-Founder of Splaro, the coordinating partner at

pol the cohort's achi “We are incredibly proud to see our first
cohort o"oundevs thriving one year after graduation. Their progress is proof that when you
provide targeted funding, expert mentorship, and a strong support network, women-led deep
tech companies don't just compete—they lead. They are building the future of European
technology, and we are honoured to have been part of their journey".

Editor's Note: Announcing the EmpoWomen Cohort 2 Demo Day

Building on this success, EmpoWomen is excited to introduce its next wave of innovators. The
EmpoWemen Cohort 2 Demo Day will take place in Bucharest, Romaniia, on the 30th of

14 new led deep tech startups ready to make their mark. All our
14 startups will also be exhibiting at the How to Web conference in Bucharest on the 1 and 2 of
October. Investors and industry leaders are invited to discover the next generation of European
talent. For more information and to register for Demo day, please visit
htips:, Leu/er b ase-14- led-df h-startups-from-ac

Figure40. Pressrelease #8
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