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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, from from 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 women-led startups, and ensuring the 

long-term sustainability of the project's outcomes. The strategy for this period, outlined in Deliverable 4.4, 

was executed through a multi-channel 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 participants, 

and a sustained growth in online community engagement 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 dissemination efforts. 
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1. Introduction 
1.1. The EmpoWomen Programme 

The EmpoWomen project, funded by the European Union’s Horizon Europe programme, is a 24-month 

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 from widening 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 

unlock the untapped potential of women-led 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 the EmpoWomen 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 

WP4. It details the initiatives implemented during the second year of the project, from November 2024 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 of the project's outreach efforts and their 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 the EmpoWomen project 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 selection of the most effective dissemination channels throughout 

the reporting period. 

The overarching objectives for Year 2 focused on four main pillars: 

• To Raise Awareness and Showcase Impact: The primary messaging expanded to include not only the 

second Open Call but also the tangible successes and results achieved by the first cohort of female 

entrepreneurs. This objective also encompassed the dissemination of key knowledge products, 

notably the Whitepaper on Women in Deep Tech, to position the project as a vital source of data 

and insight. 

• Build a Solid Network: The 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/deep-tech female leaders, investors, corporates, and established 

networks. 

• Foster Strategic Partnerships: Efforts 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. 

• Exploit Sustainable Results: A key task involved creating lasting connections with pan-national, 

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 demand for the 

program's services beyond the project lifetime. 
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3. Promotional Strategy for Dissemination and 

Communication (Year 2) 
The promotional strategy in Year 2 maintained the robust two-branched approach established in the 

proposal, combining digital outreach with focused personal interaction, while strategically integrating the 

promotion of Year 1 results. The 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: 

• Personal Selling: This included sustained email campaigns, focused meetings with high-value 

investors and ecosystem builders, and targeted event marketing. These tools were paramount for 

securing high-quality applicants for the second Open Call and engaging investors for matchmaking. 

• Digital Channels: This 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. 

• Communication Toolkit: The toolkit was actively utilized and updated, providing project partners 

with standardized promotional reference material (e.g., brochures, posters, leaflets1) for consistent 

branding and messaging when participating in external events and meetings. 

• Branding: The established EmpoWomen brand 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: 

• Consistent Digital Updates: Regular updates were published across the Project Website and Social 

Media channels, featuring open call details, cohort successes, partner insights, consortium meeting 

outcomes, and relevant deep-tech news. 

 

1 Examples of leaflets can be found at Annex 6 - Printed materials. 
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• Heroine Stories and Podcasts: Production of Success Stories and Tech Talks (Podcasts) continued, 

showcases the stories of the second cohort of selected startups, thus providing them the necessary 

exposure and support in their activities. 

• Knowledge Product Launch: A major communication campaign was executed around the publication 

and dissemination of the Whitepaper “Analysis of the role and impact of EU public funding 

programmes in fostering women-led entrepreneurship in deep-tech”, positioning the consortium as 

a key source of data and policy knowledge. 

• Partner Network Mobilization: All partners utilized their pre-existing organizational channels (with 

a combined audience of over +74100 LinkedIn followers, +11.500 Twitter, etc.) to continuously push 

project messaging, maximizing the project’s reach through a coordinated, decentralized strategy. 

• Targeted Outreach in Widening Areas: Direct 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-Days continued, adapting the messaging to promote the program's results and the 

second Open Call. 
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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 activities served as the essential bridge to engage target audiences across 

various platforms. 

In Year 2, the communication strategy relied on a multi-channel approach to achieve maximum engagement 

and targeted awareness. The primary tools deployed included:  

• Digital Channels (Project Website and social media), which provided the backbone for continuous, 

high-volume outreach;  

• Live Engagement (Conferences, External Events, and dedicated Webinars/Info-Days), which 

facilitated direct networking, applicant acquisition, and partner development; and  

• Media and Publications (Press Releases and Newsletters), which provided high-quality 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 

The project’s digital presence was the primary engine for high-frequency communication, supporting the 

second Open Call launch, the Whitepaper release, and the promotion of the first cohort’s one-year 

milestones. 

4.1.1. Project Website Performance 

The project website served as the central information hub for all official project communications, 

continuously updated with news, event information, blog posts, and deliverables. During Year 2, the 

website’s primary function was supporting the Second Open Call, hosting official details and application links, 

and providing continuous updates on the results of the first cohort, alongside showcasing podcasts and 

success stories from the second cohort's selected startups. 
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Key Performance Indicators (KPIs) Overview 

Over the reporting period (November 2024 to October 2025), the EmpoWomen website demonstrated 

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

Table 4. KPIs at the EmpoWomen website in M13-M24 

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 registered 11,289 total users with a high degree of interaction, evidenced by 93,752 total 

impressions and 30,455 total page views. The 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. 

 

Figure 1. Traffic at the EmpoWomen website in M13-M24 

The Returning User Rate stood at 20.2% (representing 2,300 users). This indicates a solid base of engaged 

visitors—such as partners, applicants awaiting results, and followers interested in continuous updates—who 

actively returned to the site for new information, demonstrating the creation of a loyal audience. Crucially, 
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all 11K users were Active Users, meaning every visitor engaged with the site beyond a simple single-page 

visit. 

 

 

Figure 2. Total, active, new and returning users at EmpoWomen website in M13-M24 

Geographic Reach and Target Audience Engagement 

The geographic distribution of the 11,289 users was exceptionally broad, confirming the project's global 

reach while ensuring strong presence in key target regions. The data shows successful penetration into the 

target Widening areas of the EU, as planned. 

 

Figure 3. Geography of users at EmpoWomen website in M13-M24 

The map and detailed list confirm successful visibility across Europe and beyond. The presence of Widening 

countries (e.g., Türkiye, Romania, Latvia, Croatia, etc.) among the top-ranking geographies confirms the 

effectiveness of targeted communication strategies in reaching the program's intended beneficiaries. 
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Figure 4. Detailed overview of geography of users at EmpoWomen website in M13-M24 
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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: 

Table 5. Sources of traffic at the EmpoWomen website in M13-M24 

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% 

 

 

Figure 5. Sources of traffic at EmpoWomen website in M13-M24 

The majority of traffic was secured through two high-value channels: 

1. Direct Traffic (43.71%): The largest portion of users arrived directly at the website by typing the URL 

or using bookmarks. This is a strong indicator of established brand awareness and recognition 

among the target audience, as visitors sought the project out intentionally. 

2. Organic Search (33.6%): A significant number of users discovered the website via non-paid search 

results. The 61.54% Engagement Rate for 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 (SEO) and well-targeted content strategy. 
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Combined, Direct and Organic channels account for over 77% of all sessions, confirming the project's strong 

digital footprint and zero reliance on paid advertising with the rest of the sessions directed via referrals 

(11.08%), social channels (8.39%) and e-mail campaigns (2.88%). 

Content Performance and User Priorities 

The distribution of 30,455 views clearly reflects the user's primary interests and the critical periods of project 

activity. 

Table 6. Content performance at the EmpoWomen website in M13-M24 

Page / Section Views % of Total 
Views 

Analysis 

/ (Homepage) 14,407 47.31% Acts as the primary entry point and navigational 
anchor. 

/open-call-programme-
plan/ 

8,942 29.36% The second most popular page, validating the 
website's success in promoting the most important 
activity of Year 2. 

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

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

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

/resources/ 141 0.46% A newly added section (published on the 14th of 
October 2025) that immediately registered interest, 
suggesting a demand for downloadable/educational 
content. 
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Figure 6. Pageviews at EmpoWomen website in M13-M24 

The overwhelming success of the Open Call page (nearly 9K views) and related press releases confirms that 

the website effectively funnelled traffic to the most critical Year 2 deliverable. High engagement with the 

Startups section also proves the value of the success stories in attracting and retaining visitors. 

  

https://empowomen.eu/startups/
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4.1.2. EmpoWomen’s Social Media & Email Campaign Performance: M13-M24 

The project utilized its official social media channels—LinkedIn, 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 to 3,193 members across all platforms and the email subscriber list. 

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

Table 7. Size of EmpoWomen community across channels 

Channel Community 
Size 

Share of Total 
Community 

Notes 

LinkedIn 
Followers 

2,388 74.8% Primary professional network, core audience. 

Email Subscribers 610 19.1% Highly engaged, direct communication 
channel. 

Facebook 
Followers 

94 2.9% Secondary channel, focused on cohort 
announcements. 

Instagram 
Followers 

61 1.9% Unplanned channel, adds visual visibility. 

Twitter/X 
Followers 

40 1.3% Minimal, niche professional audience. 

Total Community 3,193 100% 
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4.1.3. Channel-Specific Performance and Strategy  

LinkedIn: The Core Professional Hub 

LinkedIn remains the key communication platform, reflecting the project’s target demographic of 

professional and business-oriented audiences. 

• Activity & Reach: 105 publications were made, generating 75,479 total organic impressions. 

• Engagement: The content achieved a high organic engagement rate of 15% (surpassing typical 

industry benchmarks) with 2,045 total reactions, 121 comments, and 72 reposts. This depth of 

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

discussion within the community. 

• Performance Peaks: The 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. 

 

 

Figure 7. EmpoWomen’s LinkedIn analytics 
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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 and high-level professional 

roles. 

Table 8. EmpoWomen’s LinkedIn roles and seniority demographics 

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 
Management 

153 CXO 166 

Research 139 Director 161 

The dominance of Business Development and Senior positions confirms that the messaging is reaching 

decision-makers, investors, and potential business partners—the most valuable stakeholders for the 

participating startups. 

Industry and Geographic Distribution: 

The audience reflects a broad cross-sectoral reach, with leading industries being Higher Education, IT 

Services, and Business Consulting. This confirms alignment with both the research/academic community and 

the target industries for technology-focused women-led startups. 

Table 9. EmpoWomen’s LinkedIn industry demographics 

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 47 
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Furthermore, the concentration of followers in key European metropolitan areas (including Istanbul, Lisbon, 

Ankara, London, and Paris) and the strong presence of Widening countries (e.g., Türkiye, 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 

This section confirms the project’s success in reaching its specific geographic mandate by analysing the 

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 presence in 21 out of 33 eligible countries/territories. More 

information about the geographic distribution included at Annex 1 – EmpoWomen’s LinkedIn location 

demographics. 

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

• 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 Türkiye (High volume in Istanbul, Ankara, Izmir) 

o Portugal (Consistent presence in Lisbon, Porto, Braga, Coimbra) 

o Romania (Strong base in Bucharest, Cluj-Napoca) 

o Poland (Multiple cities including Warsaw and Cracow) 

• Covered (17 Entities): These 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). 

• Not Reached (12 Entities): These regions showed no measurable follower presence in the LinkedIn 

data, indicating a gap in current communication and outreach efforts. 

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

Martinique, Mayotte and Saint-Martin (France), Montenegro, Réunion, and Slovakia. 
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Facebook & Instagram: Visual Storytelling and High-Impact Events 

While secondary to LinkedIn, both visual platforms demonstrated effectiveness in promoting high-impact, 

visual events and success stories. 

Table 10. EmpoWomen’s Facebook and Instagram statistics 

Platform Posts Total Views / 
Impressions 

Content 
Interactions 

Key Successes 

Facebook 50 6.9K Views 294 Peak activity around the Demo Day of the first cohort 
at the Slush conference (1,884 views, 913 reach) and 
winner announcements for the Second Open Call. 

Instagram 56 3.4K Views 105 Successful promotion of Demo Days and the launch of 
the Second Cohort. A post about the first cohort's 
results after one year became one of the top-
performing post across all channels. 

 

 

Figure 8. EmpoWomen’s Facebook and Instagram analytics 
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Figure 9. EmpoWomen’s Facebook top performing posts 

 

Figure 10. EmpoWomen’s Instagram top performing posts 

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 unplanned, successfully added visibility. 
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Twitter/X: Niche Reach 

Twitter/X served a more niche role with 46 posts leading to 2.3K impressions. It achieved a healthy 7.2% 

engagement rate and 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. 

 

Figure 11. EmpoWomen’s Twitter analytics 

 

Figure 12. EmpoWomen’s Twitter impressions and likes dynamics 
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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 of 610 contacts (a 36.2% increase in subscribed contacts over the period). 

 

Figure 13. EmpoWomen’s subscribers’ analytics 

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

 

Figure 14. Source performance of e-mail database 

Newsletter Performance2 (Newsletters 4 & 5): The two key newsletters achieved outstanding results: 

• Average Open Rate: ~39.5% (significantly exceeding the industry standard for non-profit/education 

of ~25%). 

• Average Click Rate: ~3.9%. 

 

2 More information about newsletter’s design available on Annex 4 – Newsletters & Press . 
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Content Focus: The best-performing newsletters focused on high-value, time-sensitive 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 the content being shared and the quality of the audience 

list. 

 

Figure 15. Analytics of newsletter 4 

 

Figure 16. Analytics of newsletter 5 
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Figure 17. Analytics of newsletter 6 

EmpoWomen's Overall Online Community Conclusion 

The overall strategy, centred around LinkedIn's professional depth and E-mail's direct engagement, 

successfully created a high-quality, targeted community of 3,193 members during Year 2. The concentration 

of users and engagement around high-value 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 

decision-makers, academics, and professionals within the targeted Widening countries and relevant high-

tech industries. 
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4.1.4. Communication of 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 & Duration: The call was formally launched on 01 October 2024 and ran until 02 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 Engagement: The call generated 181,831 total impressions across the project’s 

main channels. This reach resulted in 617 applications opened in the application portal. 

Table 11. Channel breakdown of impressions 

EmpoWomen Channels Total Impressions 

Website 93.752 

LinkedIn 75.479 

Facebook 6.900 

Instagram 3.400 

Twitter 2.300 

Total 181.831 

 

• Quality and Conversion Rate: A total of 251 proposals were submitted, marking a significant 47.6% 

increase in 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 impressive 40.68% 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. 
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4.1.5. Partner Network Mobilization: Strategic Amplification 

Consortium Partners 

The consortium and its associated partners’ networks are proving to be a crucial force multiplier for project 

outreach. By leveraging existing, highly engaged audiences, the partners ensure the dissemination of key 

messages—particularly regarding the second Open Call—reaches diverse ecosystems and widening areas. 

This mobilization guarantees not only high visibility but also verified 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 boast a significant and relevant audience, providing a powerful 

platform for the initiative: 

• 92,000+ Followers on LinkedIn and Facebook 

o 74,100+ LinkedIn followers 

o 17,900+ Facebook followers 

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

Proven Impact 

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

trust: 

• Tracked Reach: Partner-led promotion of major milestones, such as the Demo Day and Cohort 

Selection, generated over 20,600 Impressions on posts. 

• High Engagement: The organic content published or reposted by the partner network demonstrates 

robust performance, with posts achieving between 260 and 2,600 impressions per post. 

By strategically utilizing these highly-networked platforms, the consortium has successfully delivered all core 

communication messages, turning their follower base into a reliable engine for program growth and 

recruitment.  

For more information regarding the activities provided by consortium partners – see Section 4.2.3 Media 

Clippings & Ongoing Communication Activities and Annex 3 - Social Media Activities by Consortium Partners. 

Associated Partners 

Associated Partners have played their 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 provided minimal or 

no support. Below is a summary of the activities conducted:  
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Table 12. Activities by the Associated Partners 

Partner Activities 
No of stakeholders 

reached 

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

Asociación 

Merge - Canary  Islands 
Shared updates of the programme on their social media 930 

Cro Startup -  Croatia 

Presented EmpoWomen programme at monthly meetings of 
Cro  Startup 

Shared the news about the programme with Whatsapp  
community of Cro Startup (200 pax) 

3,000 

Startin Latvia 

Shared updates of the programme on their social media 

Shared the news about the programme with Whatsapp  
community of Startin Latvia (300 pax) 

5,500 

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 high-quality, reusable communication assets and securing 

extensive external coverage. This ensured a consistent and impactful narrative, solidifying the project’s 

reputation and driving engagement within the target entrepreneurial ecosystem. 

4.2.1. Official Communications: Strategic Press Releases 

During the reporting period of November 2024–October 2025, a total of five strategic press releases (PR #5 

through #9) were conceptualized, created, and widely disseminated. This sustained frequency maintained a 

consistent "drumbeat" of news, ensuring the message of the programme’s evolution and opportunities 

reached key stakeholders, particularly those in Widening Area countries, via media partners, National 

Contact Points (NCPs), and ecosystem organisations. 

The sequencing of these releases was designed for maximum impact: 

• PR #5 (Cohort 1 Demo Day & Call 2 Launch): Served as a crucial transition point, celebrating the success 
of the first cohort’s Demo Day and immediately leveraging that momentum to promote the launch of the 
Second Open Call. 

• PR #6 (Second Call Winners Announcement): Officially announced the selection of the 14 women-led 
deep-tech startups for the second cohort. This release highlighted the high competitive bar, citing the 
significant 47.6% increase in 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). 

• PR #7 (Cohort 2 Demo Day Promotion): Focused on event-specific outreach, promoting the second 
Demo Day held in Bucharest to secure attendance from investors, industry experts, and ecosystem 
leaders. 

• PR #8 (Cohort 1 Success Stories – One Year Post-Programme): This release was strategically timed 
to maximise credibility just prior to the second Demo Day. By sharing verified achievements of the 
first cohort (including securing millions in follow-on funding, TRL advancement, and national 
recognition), it provided powerful, evidence-based validation of the EmpoWomen programme's 
long-term effectiveness. 

• PR #9 (Project Official Wrap-up): Served as the final impact document, consolidating the 

programme’s mission, detailing all key achievements, and providing useful links and highlights to 

ensure the project’s legacy remains accessible. 

  

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 Paper “Analysis of the role and impact of EU public funding programmes in fostering 

women-led entrepreneurship in deep-tech”. 

To ensure maximum reach and reusability, this complex research was translated into accessible formats: 

• Media Kit: A media kit was developed to facilitate easy sharing and communication of the report's 

findings by consortium members, sister projects and external partners, including policy-makers and 

other EU-funded programmes. 

• Infographic: A visually compelling infographic (Figure 18. Whitepaper infographic) was created to 

distil the key findings into an easily digestible narrative. This infographic highlighted: 

o The Problem: Structural barriers and the funding disparity faced by women in deep-tech 

(e.g., less than 2% of VC investment). 

o The Proof/Solution: The tangible impact of the EmpoWomen programme, including the fact 

that cohort participants achieved a +223% revenue growth and an 85% increase in 

employment in 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 strong, data-backed 

closing argument for the project’s mission. 

 

Figure 18. Whitepaper infographic 

https://empowomen.eu/wp-content/uploads/2025/10/Empowomen-Whitepaper-Infographics.pdf
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4.2.3. Media Clippings3 & 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, high-trust dissemination across the European network. 

• Total Media Clippings/Publications by Consortium partners: 14 news announcements on the 

website, 35 posts on LinkedIn, not counting reposts from official page on the company and individual 

level, 4 podcasts, 3 videos, 3 Instagram posts 7 Twitter posts, done by Sploro and 1 video done by 

Startup Wise Guys.  

The detailed analysis of activities of consortium partners is in 71Annex 3 - Social Media Activities by 

Consortium Partners.  

Table 13. Activities by the Consortium Partners 

 
# Partner 

Activity 
Type 

Activity month Link 

 1 

SPLORO 

Website 

October 2025 Link  

 2 September 2025 Link  

 3 November 2024 Link  

 4 October 2025 Link  

 5 September 2025 Link  

 6 May-25 Link  

 7 April 2025 Link  

 8 March 2025 Link  

 9 February 2025 Link  

 10 February 2025 Link  

 11 December 2024 Link  

 12 

LinkedIn 

October 2025 Link  

 13 October 2025 Link  

 14 October 2025 Link  

 15 September 2025 Link  

 16 September 2025 Link  

 17 September 2025 Link  

 18 August 2025 Link  

 19 May-25 Link  

 20 April 2025 Link  

 21 April 2025 Link  

 22 April 2025 Link  

 23 April 2025 Link  

 

3 Examples of media clipping can be found at Annex 5 - Media Clippings 

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 
Type 

Activity month Link 

 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 

TechUkraine 

Website 

March 2025 Link  

 42 September 2025 Link  

 43 October 2025 Link  

 44 

LinkedIn 

March 2025 Link  

 45 September 2025 Link  

 46 October 2025 Link  

 47 

Startup Wise Guys LinkedIn 

April 2025 Link  

 48 September 2025 Link  

 49 October 2025 Link  

 50 October 2025 Link  

 
51 

Business Angels 
Europe 

LinkedIn 
November  2024 – October 

2025 
Reposts on LinkedIn from official 

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 audiences, including 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 boost from 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: 

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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• Aggregator Visibility: Continued 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. 

• Partner Leverage: Programme mentions in articles and reports related to the wider activities of 

consortium partners (e.g., the OECD report, ITKey Media), effectively extending the programme’s 

reach into policymaking and broader tech communities. 

Table 14. 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: The consistent communication of the programme’s value and partner 

involvement ensured a strong, relevant applicant pool. 

2. Increased Cohort Visibility: By 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 wide-ranging 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: 

• Call 1 Submitted Proposals: 170 

• Call 2 Submitted Proposals: 251 

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 generated a 47.6% increase in 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 and post-programme growth of Cohort 

1. This improved visibility and credibility ensured a strong, highly competitive applicant pool, resulting in the 

selection of a truly promising 25 women-led deep-tech startups across the entire programme 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 final submissions. 
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4.3. Events and Live Engagement 

Direct interaction through organized and external events was critical for securing high-quality applicants for 

the second Open Call and engaging investors for future exploitation. This strategy involved two main 

channels: physically participating in major ecosystem conferences and organizing targeted digital webinars 

and info days. 

4.3.1. Physical Events 

Conferences and External Offline Events 

Project partners actively participated in major external conferences, workshops, and ecosystem events 

across Europe. These appearances were crucial for face-to-face networking, with presentations and speaking 

slots often dedicated to showcasing the successes of the first cohort and promoting the second Open Call 

opportunity. 

Table 15. Events participation 

# Event Purpose Date Location Partner 

1 WebSummit 2024 Startups Scouting 
November 11-
14, 2024 

Lisbon, Portugal SPLORO 

2 SLUSH 

Project 
presentation & 
Promotion of the 
2nd Open Call 

November 19-
21, 2024 

Helsinki, Finland 
SPLORO, SWG, 
TECHUA 

3 
EDIH Network Summit 
2024 

Project 
presentation and 
2nd open call 
promotion 

November 26-
27, 2024 

Brussels, Belgium SPLORO 

4 
Mobile World Congress 
Barcelona 2025 / 4Y4N 

Project 
Dissemination 

March 03-06, 
2025 

Barcelona, Spain SPLORO 

5 Hello Tomorrow 
Project 
Dissemination 

March 13-14, 
2025 

Paris, France SPLORO, BAE, SWG 

6 EIC Summit 2025 
Project 
Dissemination 

April 02-03, 2025 Brussels, Belgium SPLORO 

7 Viva Tech 2025 
Project 
Dissemination 

June 11-14, 2025 Paris, France TechUA 

8 IT Arena 
Project 
Dissemination 

Sept 26 - 28, 
2025 

Lviv, Ukraine TechUA 

9 How to Web 
Project 
Dissemination 

October 01-02, 
2025 

Bucharest, Romania 
SPLORO, BAE, 
SWG, TechUA 

10 
Valencia Digital Summit 
2025 

Project 
Dissemination 

October 22-23, 
2025 

Valencia, Spain SPLORO 
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Figure 19. Hello Tomorrow Summit participation 

    

Figure 20. How to Web conference participation 
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Self-Organized Events 

Physical event presence was maximised by integrating the Demo Day of the second cohort as a side event 

of a prominent regional event, the How-to-Web conference in Bucharest. This strategic co-location ensured 

the Demo Day reached a pre-qualified audience of investors and key industry players, reinforcing the 

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

 

Figure 21. EmpoWomen’s DemoDay published as side-event of How to Web 

   

Figure 22. Demo Day of EmpoWomen second cohort at How To Web conference 

Beyond large-scale conferences, the consortium—led by Business Angels Europe (BAE) —implemented a 

targeted series of matchmaking and investor readiness events. This strategic mobilization of the BAE network 

was designed to de-risk the program's startups and accelerate their path to securing funding by providing 

direct access to capital and tailored professional guidance. We have included the matchmaking events for 

the whole project period, as this part was not covered in the previous report.  

 

 

https://www.howtoweb.co/side-events/
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Table 16. Matchmaking offline events 

# Event Date Purpose Partner 

1 Matchmaking at 
DemoDay OC2 

December 
2024 

An exclusive pitch session with real angel 
investors from the Business Angels Europe 
network. 

BAE 

2 DeepTech & 
SpinOff - Startup 
Pitches as part of 
Connect Day 

13 May 2025 During this event, six handpicked deep-tech 
startups presented their visionary ideas to an 
expert jury. The startups had 3 minutes to pitch 
their business models and visions, followed by 
2 minutes of questions from the jury. The event 
provided an inspiring look at the cutting-edge 
innovations shaping the future. 

BAE 

3 Attracting EIC 
Grants as part of 
How to Web 

2 October 
2025 

This session offered valuable insights into 
accessing European Innovation Council (EIC) 
funding, specifically the EIC Accelerator 
funding. It helped early-stage companies 
position themselves as strong candidates for 
EIC grants, provided investors with co-
investment opportunities, and explored how 
the innovation ecosystem could support 
startups in navigating the complex EU funding 
landscape. 

BAE, co-organised 
with TechAngels & 
ESIL 

4 Matchmaking at 
DemoDay OC2 

8 October 
2025 

An exclusive pitch session with real angel 
investors from the Business Angels Europe 
network. 

BAE 

This comprehensive approach ensured that the program did not just connect founders with investors 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 of promotional 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 applicants just prior to the submission 

deadline.  

Table 17. Webinars 

Organizer 
Name of the 

webinar 
Date No of attendees Link 

SPLORO 2nd Open Call 
InfoDay #2 | 
EmpoWomen 

13.11.2024 84 LINK 

SWG & BAE 15 online sessions 
for the 2nd 
EmpoWomen’s 
cohort 

February – October 
2025 

14 Online mentoring 
sessions within 6-
month acceleration 
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.  

Table 18. Online matchmaking events 

# Event Date Purpose Partner 

1 Investor feedback 
sessions oc1 

Sept-Oct2024 A dedicated 30-minute one-on-one feedback session 
on the Finance and Investment Plan assignment. These 
sessions are designed to provide tailored, actionable 
feedback to help refine the financial planning and 
investment strategy. 

BAE 

2 Investor feedback 
sessions oc2 

June-July 
2025 

A dedicated 30-minute one-on-one feedback session 
on the Finance and Investment Plan assignment. These 
sessions are designed to provide tailored, actionable 
feedback to help refine the financial planning and 
investment strategy. 

BAE 

3 ESIL E-Pitching 
Session on 
Women in 
Deeptech 

27 May 2025 This session showcased early-stage deep-tech startups 
with strong international growth potential. Europe’s 
leading angel networks and prominent VCs 
participated, offering a platform for startups to pitch 
their ventures. Investors had the opportunity to co-
invest in rigorously vetted startups and act as strategic 
partners across borders. 

BAE, co-
organised with 
ESIL 

4 WomenINvestEU 
Matchmaking on 
Healthtech 

18 June 2025 WomenINvestEU hosted its first online matchmaking 
event for women-led healthtech startups and those 
with women in C-level positions. Startups developing 
digital or AI tools, medical devices, therapeutics, 
biotechnology, and other advanced solutions for the 
healthcare system pitched their innovations to 

BAE, co-
organised with 
WomenINvesEU 

https://events.teams.microsoft.com/event/3f200b80-754a-4f7c-8ef3-9a7dc93766e1@cc03f2a3-2f02-4826-85a6-a6277c875551
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# Event Date Purpose Partner 
experienced investors. The selected startups were in 
the stages of development/commercialization (min 
TRL 6), based in Europe, and offered disruptive 
solutions with a competitive advantage in the 
healthcare market. 

5 WomenINvestEU 
Matchmaking on 
Digital 
Technologies 

24 September 
2025 

This matchmaking event brought together women-led 
digital startups with experienced investors in the digital 
technology space. Entrepreneurs in sectors like AI, 
blockchain, cybersecurity, data analytics, and IoT had 
the chance to pitch their innovative solutions. The 
startups selected were in the early stages of 
development (TRL 3-7) and demonstrated a 
competitive market advantage. 

BAE, co-
organised with 
WomenINvesEU 

6 WomenINvestEU 
Matchmaking on 
Impact-Driven 
Businesses 

26 November 
2025 

This event will focus on women-led, early-stage 
startups tackling social challenges with innovative and 
sustainable solutions. Categories include Assistive 
Tech, EdTech & Entrepreneurship Education, and 
Sustainable Mobility. The session will provide a 
platform for startups in the pre-seed and seed stages 
to pitch their impactful, disruptive solutions with a 
competitive edge in the market. 

BAE, co-
organised with 
WomenINvesEU 

 

4.4.  Consortium Coordination 

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

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: 

• Meeting 3: Held with the Project Officer at the Hello Tomorrow Summit in Paris (M17). 

• 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 high-level coordination and immediate feedback on project 

progress and communication assets. 

  



Deliverable 4.5 Report on D&C activities v2                                          

45 

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 long-term impact and 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 

A key strategic output for knowledge dissemination was the formal publication of the White Paper: “Analysis 

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

tech”. This comprehensive report provides actionable insights for policymakers and investors, and its 

release was supported by a dedicated communication campaign, outlined in the previous chapter, to 

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.  

   

Figure 23. EmpoWomen whitepaper website & social media publications 

 

https://zenodo.org/records/17454859
https://zenodo.org/records/17454859
https://zenodo.org/records/17454859
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5.1.2. Public Deliverables 

The following public documents were formally delivered, published on the website and in Zenodo, and 

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

• D1.1. Project Management Handbook 

• D1.2. Data Management Plan 

• D2.1. Open Call Documentation 

• D1.1. Project Management Handbook 

• D2.1. Open call documentation 

• D2.2 Discovery Impact Report 

• D2.3. Beneficiaries Dataset 

• D2.4 Open Call 2 Documentation 

• D2.5. Discovery Impact Report v2 

• D2.6. Beneficiaries Dataset 

• D3.1. Services Plan 

• D3.2. Impact Analysis 

• D3.3. Programme Services v2 

• D3.4. Impact Analysis v2 

• D4.1. Dissemination & Communication Plan 

• D4.2. Report on D&C activities 

• D4.4. Dissemination & Communication Plan v2 

• D4.5 Report 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 long-term sustainability of the EmpoWomen 

initiative. EmpoWomen initiated communication cooperation with EU programmes with similar objectives 

and engaged with 10 EU-funded programmes focused on supporting women, suggesting the dissemination 

of project results and the highlighting of accelerated startups. Some of the results are already visible: 

   

Figure 24. An example of cooperation with other EU-funded projects 

https://empowomen.eu/resources/
https://zenodo.org/communities/empowomen/records?q=&l=list&p=1&s=10&sort=newest
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Figure 25. Sister projects, showcased on EmpoWomen website 

Joint delegation to VDS2025 

Another example of strategic partnerships in action are joint delegations to conferences, like the one we 

have co-organised Women TechEU initiative for the Valencia Digital Summit (VDS) 2025.  

   

Figure 26. Startups & EW team at VDS2025 

 

Figure 27. Announcement of joint delegation of Women TechEU and EmpoWomen at VDS 2025 
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During this event 6 startups (EmpoWomen: Wasit, Shin Rai Robotics, Helios, Tina Assistant; Women TechEU: 

Miramoon Pharma, Evolving Therapeutics) attended the event. During the 2 days, they were invited to 

several pitches and other activities such as a panel.  

In this panel, titled “Going Global from Day One: Women Leading Deep Tech Towards Scaling Up” we have 

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 Olson-Urtecho. Together we are going to explore how early-stage, science-driven 

ventures can adopt a global mindset from inception. The discussion will unpack the real levers of 

internationalisation—IP strategy, regulatory readiness, access to capital, corporate pilots, and cross-border 

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

companies. 

Another activity that EmpoWomen prepared was a pitch competition in front of a panel of juries. The jury 

members (Natalia Olson-Urtecho, Agathe Acchiardo, Virginia Gómez, and Francesco Moro) looked 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 profile. The prize consisted of a subscription for the Club Globals accelerator. 

 

Figure 28. 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 activities served a dual purpose: they were vital for Communication (raising general 

awareness) and Dissemination (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. 

• Conferences, Speaking Slots, and Outreach Materials: Project partners strategically used speaking 

and presentation slots at key international conferences (e.g., Mobile World Congress Barcelona 

2025, Hello Tomorrow, Valencia Digital Summit and How to Web). The core dissemination goal was 

the formal transfer of project results, specifically showcasing the successes and impact data of the 

cohorts to policymakers and investors. Promotional materials (flyers) were distributed to ensure the 

project's key findings reached target audiences directly. 

• Webinars and Info Days: A critical Info Day for the 2nd Open Call was held on November 13, 2024, 

attracting 84 attendees. This event served as a direct knowledge dissemination platform, providing 

detailed guidance on the application process and sharing initial impact data from the first cohort to 

demonstrate the tangible benefits to prospective applicants. 

   

Figure 29. Sploro showcasing EmpoWomen project from the main stage of How To Web 

  



Deliverable 4.5 Report on D&C activities v2                                          

50 

5.2.2. Digital Channels and Network Mobilization  

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

reach into the deep-tech ecosystem, particularly within Widening Countries. 

• Digital Platforms: Regular updates detailing the application process, eligibility criteria, and program 

benefits were published across the project website and social media channels (LinkedIn, Twitter, 

Facebook). 

• Targeted Outreach: Over 100 National Contact Points (NCPs) and ecosystem players in Widening 

Countries were engaged, leveraging their local networks to secure a diverse and high-quality 

applicant pool. 

• 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 applicants and cementing 

the program's long-term 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) and transferred strategic knowledge (the 

Whitepaper). The material created was designed to serve three key objectives: Raising Awareness, 

Attracting High-Quality Applicants for the second Open Call, and Building Credibility for the EmpoWomen 

brand within the deep tech ecosystem. 

6.1. Visuals 

This pillar focused on the production of high-impact 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 communication, developed 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. 

• Simplify complex information 

• Highlight achievements 

• Audience engagement 

An excellent example of such infographics are the visuals created to support our key deliverable – the 

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

entrepreneurship in deep-tech” (check Error! Reference source not found. Error! 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 

programme’s content was optimized for engagement. These included: 

• Event promotion graphics: Announcing important programme events like open calls, Demo Day, and 

successful startup selections. 

• Engagement visuals: Encouraging followers to like, comment, and share programme updates. 
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• Success stories and Podcasts visuals: A separate group, distinctly different, for announcing a new 

podcast and text success story published. 

• Branding Consistency: All visuals were aligned with the EmpoWomen programme’s branding 

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 recognizability and 

professionalism in all communication materials. 

 

 

  

Figure 30. EmpoWomen visuals 

These visuals were essential for enhancing engagement, amplifying the programme’s message, and ensuring 

that key information was effectively communicated to the target audience. By making complex content more 

accessible and visually attractive, they helped to increase the overall impact of the EmpoWomen 

programme’s promotional efforts. 

  



Deliverable 4.5 Report on D&C activities v2                                          

53 

6.1.3. Videos 

When needed professional videos were created to support the key events, like demo days.  

   

Figure 31. EmpoWomen Demo Days’ videos 

Other types of videos and carousels were created to showcase big amounts of information (e.g. all 14 

startups) in such formats as LinkedIn posts.  

 

Figure 32. EmpoWomen carousels and social media videos 

Additionally, the second DemoDay was streamed online and the recording was later widely used in 

communication.  

 

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
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6.1.4. Heroine Stories and Podcasts 

This content stream shifted its focus to showcase 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 selected startups of the second cohort. 

• Number of Heroine Stories published (featuring Cohort 2): 14 

• Number of Podcasts released (focused on Cohort 2): 14 

 

Figure 33. EmpoWomen Spotify channel 

 

Figure 34. EmpoWomen success stories publications 

https://open.spotify.com/show/6Q6rZePFTcjW1jpl7eqboC?si=5204bef70d4f418a
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7. KPIs Overview 
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. 

Table 19. KPIs target and value in M13 and M24 

KPI Target Value M12 

October 2024  

(data from last deliverable) 

Value M24 

October 2025 

No. of unique visitors 
(monthly average) 
website 

300 

 

158K impressions 

19,000 unique visitors 

1500 per month 

Nov 2024 – Oct 2025 

93752K impressions 

11289 unique visitors 

940 per month 

Impressions in social 
media: average 

5k/month 

 

 

 

 

 

7,218 per month 

Nov 2024 – Oct 2025 

LinkedIn: 75479 

Facebook: 6.9K 

Instagram: 3.4K 

Twitter (X): 2.3 

7,340 per month 

Size of our online 
community 

>3k followers 

LinkedIn - 1,673 

Facebook - 84 

Twitter (X) – 28 

 

 

Total Community 1,785 

LinkedIn Followers 2,388 

Email Subscribers 610 

Facebook Followers 94 

Instagram Followers 61 

Twitter/X Followers 40 

Total Community 3,193 

Total reach 
(impressions by the 
end of the project) 

120,000 

 

LinkedIn - 86,621 

Facebook - 4.600 

X - 4.480 

 

Total 95,701 by November 2024 

 

Nov 2024 – Oct 2025 

LinkedIn: 75479 

Facebook: 6.9K 

Instagram: 3.4K 

Twitter (X): 2.3 

Total for the 2nd year 88079 

Total reach for the whole project 
period: 183780 

No. of webinars 
organized 

30 21 41 in total 

Events attended to 
promote the open call: 

15 7 17 in total 

No. of external events 
to participate 

5 6 15 
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KPI Target Value M12 

October 2024  

(data from last deliverable) 

Value M24 

October 2025 

No. of self-organised 
events 

10 3 13 

No. of matchmaking 
events organized 

4 2 10 (4 offline and 6 online) 

No. of tech talks 
(female founder’s 
podcasts) created 

20 11 episodes 25 episodes 

Publications at Startup 
Europe Club: 

10 0 0, was considered not relevant 

Collaborations with 
StartupEU projects 

10 actions 5 10 

Clipping/publications 
coverage 

30 84 
61, 

145 in total 

No. of newsletters 
contributed/released 

6 4 6 in total 

No. of press releases 6 5 9 in total 

No. success stories 
generated and 
promoted (end of the 
project) 

18 11 25 in total 

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 navigated a two-year journey from 

establishing initial programme awareness to executing a highly strategic, partner-driven approach that 

maximized credibility and impact within target deep-tech 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 on strategic amplification and targeted credibility. The core achievements of this period include: 

• 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 deep-tech stakeholders, thereby maximizing the impact of major 

announcements like the cohort selection and Demo Day. 

• Content Efficiency: Communication efforts were precisely focused on high-value long-form content 

and professional networking platforms, particularly LinkedIn. This approach ensured that limited 

communication resources yielded high-quality engagement and reach within specialized, relevant 

target groups. 

• Targeted Outreach: By prioritizing quality over sheer volume, the D&C activities successfully 

extended the programme's reach into specialized communities which are essential for the long-term 

success and scaling of the programme’s cohort members. 
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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 foundation-laying phase to a sophisticated amplification model. 

Table 20. Changes in D&C focus for the second year 

Strategic 
Dimension 

Deliverable 4.2 (Year 1: Foundation 
& Awareness) 

Deliverable 4.5 (Year 2: Amplification & 
Credibility) 

Primary Goal Establishing baseline awareness, generating 
initial outreach, and accumulating broad 
reach data (e.g., 2,079 newsletter 
recipients). 

Maximizing trust, validating the programme, and 
driving targeted interest from investors and 
specialized ecosystems. 

Methodology Implementation of strategic campaigns with 
a focus on diverse content volume (blogs, 
videos, infographics). 

Execution of strategic amplification by leveraging 
partner credibility and focusing on key 
programme milestones. 

Key Challenge 
Addressed 

Initial reporting noted challenges with 
accessibility in certain regions. 

Challenge was addressed by pivoting to highly 
credible, globally recognized partner platforms, 
which inherently transcend regional accessibility 
barriers. 

Success Metric High impressions, engagement figures, and 
fostering collaboration. 

High-value, specialized engagement tied to 
significant moments (cohort announcement, 
Demo Day). 

This evolution demonstrates an adaptive and efficient communication model. The 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 towards high-value, partner-specific platforms ensured that the resources spent were highly 

leveraged, delivering maximum impact to the core audience: deep-tech investors and relevant European 

startup ecosystems. 

  



Deliverable 4.5 Report on D&C activities v2                                          

59 

8.1.2. Final Impact and Legacy 

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

led deep-tech startups in widening area countries. The sustained, high-quality visibility over two years has: 

• Attracted High-Quality Applicants: The consistent communication of the programme’s value and 

partner involvement ensured a strong, relevant applicant pool. 

• Increased Cohort Visibility: By 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. 

• Built Programme Resilience: As highlighted in D4.2, the continued and impactful communication, 

particularly led by TechUkraine, provided a beacon of resilience and innovation for the 

entrepreneurial ecosystem, especially within the challenging context of Ukraine’s wartime 

environment. 

In conclusion, the D&C activities of the EmpoWomen Programme have been a resounding success, 

culminating in a strategically aligned and efficient second year that successfully leveraged the consortium’s 

collective credibility to deliver a high-impact narrative. 
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Annex 1 – EmpoWomen’s LinkedIn location 

demographics 
 Location Total followers 

Greater Istanbul, Türkiye 125 

Lisbon Metropolitan Area, Portugal 65 

Greater Ankara, Türkiye 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, Türkiye 29 

Greater Izmir, Türkiye 29 

Belgrade Metropolitan Area, Serbia 28 

Sofia Metropolitan Area, Bulgaria 28 

Greater Milan Metropolitan Area, Italy 27 

Warsaw Metropolitan Area, Poland 26 

Cluj-Napoca 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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 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 9 

Ghent Metropolitan Area, Belgium 9 

Greater Valencia Metropolitan Area, Spain 9 

Prague Metropolitan Area, Czechia 9 

Vienna, Austria 8 

Greater Turin Metropolitan Area, Italy 8 

Thessaloniki Metropolitan Area, Greece 8 

Greater Kocaeli, Türkiye 8 

Skopje, North Macedonia 8 

Nairobi County, Kenya 7 

Zürich Metropolitan Area, Switzerland 7 

Chişinău, Moldova 7 

Geneva Metropolitan Area, Switzerland 7 

Vilnius, Lithuania 7 

Greater Lyon Area, France 7 

Novi Sad Metropolitan Area, Serbia 7 

Riga, Latvia 7 

Maribor Metropolitan Area, Slovenia 6 

Greater San Sebastian Area, Spain 6 

Frankfurt Rhine-Main Metropolitan Area, Germany 6 

Greater Sevilla Metropolitan Area, Spain 6 

Greater Málaga Metropolitan Area, Spain 6 

Tbilisi, Georgia 6 

San Francisco Bay Area 6 

Washington DC-Baltimore Area 6 

Greater Gaziantep, Türkiye 6 

Greater Malmö Metropolitan Area, Sweden 5 

Greater Bursa, Türkiye 5 

Greater Antalya, Türkiye 5 

Manchester Area, United Kingdom, United Kingdom 5 
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 Location Total followers 

Greater Marseille Metropolitan Area, France 5 

Galway Metropolitan Area, Ireland 5 

Leiria, Portugal 5 

Poznan Metropolitan Area, Poland 5 

Antwerp Metropolitan Area, Belgium 5 

Greater Delhi Area, India 5 

Yerevan, Armenia 5 

Karāchi, Pakistan 4 

Lima Metropolitan Area, Peru 4 

Greater Konya, Türkiye 4 

Greater Gothenburg Metropolitan Area, Sweden 4 

Greater Cambridge Area, United Kingdom 4 

Greater Hamburg Area, Germany 4 

Greater Santa Cruz de Tenerife Metropolitan Area, Spain 4 

Greater Guimaraes Area, Portugal 4 

Greater Bilbao Metropolitan Area, Spain 4 

Greater Zaragoza Metropolitan Area, Spain 4 

Greater Boston 4 

Wroclaw Metropolitan Area, Poland 4 

Greater Las Palmas Metropolitan Area, Spain 4 

Greater Logroño Metropolitan Area, Spain 4 

Greater São Paulo Area, Brazil 4 

Cologne Bonn Region, Germany 4 

Almada, Portugal 3 

Greater Kayseri, Türkiye 3 

Belfast Metropolitan Area, United Kingdom 3 

Stuttgart Region, Germany 3 

Nicosia, Cyprus 3 

Singapore 3 

Greater Nice Metropolitan Area, France 3 

Greater Nantes Metropolitan Area, France 3 

Table 21. EmpoWomen’s LinkedIn location demographics 
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Annex 2 - EmpoWomen’s LinkedIn: Detailed 

Analytics in M13-M24 
Table 22. EmpoWomen’s LinkedIn: detailed analytics in M13-M24 

Post link Created 
date 

Impressions Clicks Likes Comments Reposts Engage
ment 
rate 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
87469278767128576  

2025-10-24 167 3 8 0 2 7.78% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
87097776272146432  

2025-10-23 526 42 27 2 1 13.69% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
86363960259792896  

2025-10-21 506 12 21 1 2 7.11% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
86020575082676224  

2025-10-20 489 19 25 1 0 9.20% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
84918425803968512  

2025-10-17 225 1 6 0 1 3.56% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
84567111022592000  

2025-10-16 497 22 9 0 3 6.84% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
84247845563899904  

2025-10-15 388 382 18 0 2 103.61
% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
82383174137360384  

2025-10-10 4023 227 100 0 0 8.13% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
81669254024032256  

2025-10-08 1156 28 39 0 1 5.88% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
79876967489105920  

2025-10-03 1504 146 60 5 4 14.30% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
78803036908838912  

2025-09-30 182 6 2 0 0 4.40% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
78722471056809984  

2025-09-30 610 22 25 3 6 9.18% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
78410060445659138  

2025-09-29 519 21 19 0 2 8.09% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
76590697723871233  

2025-09-24 2125 48 55 5 12 5.65% 

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 Created 
date 

Impressions Clicks Likes Comments Reposts Engage
ment 
rate 

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

2025-09-22 1056 53 38 0 1 8.71% 

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

2025-09-17 508 12 20 0 0 6.30% 

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

2025-09-16 872 19 15 0 6 4.59% 

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

2025-09-12 530 8 14 0 1 4.34% 

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

2025-09-04 2680 103 83 9 2 7.35% 

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

2025-08-27 2094 137 60 2 7 9.84% 

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

2025-08-21 746 32 18 0 1 6.84% 

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

2025-08-14 897 44 26 0 3 8.14% 

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

2025-08-07 887 26 22 2 5 6.20% 

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

2025-08-05 1605 71 41 0 4 7.23% 

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

2025-08-01 538 28 4 1 0 6.13% 

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

2025-07-23 618 14 9 0 0 3.72% 

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

2025-07-16 798 39 4 0 0 5.39% 

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

2025-07-10 396 14 5 4 0 5.81% 

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

2025-07-03 663 22 13 0 1 5.43% 

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

2025-06-26 470 5 15 0 0 4.26% 

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 
date 

Impressions Clicks Likes Comments Reposts Engage
ment 
rate 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
41794497661419520  

2025-06-20 753 60 18 2 1 10.76% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
39344090498560000  

2025-06-13 456 30 6 1 0 8.11% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
35370458134982656  

2025-06-02 315 6 6 1 1 4.44% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
31267556168581121  

2025-05-22 530 7 10 1 0 3.40% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
30230177391591424  

2025-05-19 566 21 11 4 1 6.54% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
26678469306716160  

2025-05-09 466 24 7 2 1 7.30% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
25750279365144576  

2025-05-07 846 40 14 1 0 6.50% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
24132499482173441  

2025-05-02 816 16 19 0 1 4.41% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
21083484419092483  

2025-04-24 646 31 23 1 0 8.51% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
20383886276927490  

2025-04-22 409 7 12 0 1 4.89% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
16829205701296128  

2025-04-12 679 18 16 2 0 5.30% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
10926126124572673  

2025-03-26 381 15 5 0 0 5.25% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
09581449769226240  

2025-03-23 451 21 2 0 0 5.10% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
07740001130156032  

2025-03-18 193 3 4 2 0 4.66% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
07454420189900802  

2025-03-17 771 96 24 1 1 15.82% 

https://www.linkedin.com/f
eed/update/urn:li:activity:73
06667681980510208  

2025-03-15 374 15 2 0 0 4.55% 

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
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Post link Created 
date 

Impressions Clicks Likes Comments Reposts Engage
ment 
rate 

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

2025-03-14 235 8 5 0 1 5.96% 

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

2025-03-14 257 51 7 0 0 22.57% 

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

2025-03-13 1169 311 46 0 4 30.88% 

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

2025-03-13 525 15 12 2 0 5.52% 

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

2025-03-12 1097 53 56 7 0 10.57% 

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

2025-03-10 1031 30 47 2 5 8.15% 

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

2025-03-07 574 18 34 0 0 9.06% 

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

2025-03-06 622 41 16 2 1 9.65% 

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

2025-03-05 315 50 8 0 0 18.41% 

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

2025-03-04 525 72 22 2 0 18.29% 

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

2025-03-03 131 15 0 0 0 11.45% 

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

2025-03-03 2399 135 82 4 9 9.59% 

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

2025-02-28 4519 2979 114 12 20 69.15% 

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

2025-02-27 538 27 13 0 2 7.81% 

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

2025-02-27 350 14 9 4 0 7.71% 

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

2025-02-17 391 15 18 5 0 9.72% 

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 4.5 Report on D&C activities v2                                          

67 

Post link Created 
date 

Impressions Clicks Likes Comments Reposts Engage
ment 
rate 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
95369511287844866  

2025-02-12 376 6 4 0 0 2.66% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
92895591641092099  

2025-02-05 413 20 11 0 1 7.75% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
92532447282368512  

2025-02-04 334 15 6 0 0 6.29% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
90372411470848000  

2025-01-29 621 54 21 0 3 12.56% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
90024926512619520  

2025-01-28 470 10 2 0 1 2.77% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
87128028822867968  

2025-01-20 885 62 12 0 0 8.36% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
85436720286683137  

2025-01-15 307 4 5 0 0 2.93% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
84584629875970048  

2025-01-13 533 208 8 0 0 40.53% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
82384802480017408  

2025-01-07 346 16 7 0 0 6.65% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
80588012831281152  

2025-01-02 847 348 23 1 0 43.92% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
75853226137001984  

2024-12-20 481 7 19 0 0 5.41% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
72598425932615681  

2024-12-11 499 15 15 0 0 6.01% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
72162895164067843  

2024-12-10 395 18 2 0 0 5.06% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
71902929341566976  

2024-12-09 664 52 4 0 1 8.58% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
71869485848940545  

2024-12-09 1402 102 44 4 3 10.91% 

https://www.linkedin.com/f
eed/update/urn:li:activity:72
70411233319604224  

2024-12-05 578 51 12 0 0 10.90% 

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
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Post link Created 
date 

Impressions Clicks Likes Comments Reposts Engage
ment 
rate 

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

2024-12-03 1072 39 52 5 7 9.61% 

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

2024-11-29 592 43 12 0 2 9.63% 

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

2024-11-24 326 11 6 0 0 5.21% 

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

2024-11-22 145 8 5 0 0 8.97% 

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

2024-11-21 459 23 16 0 0 8.50% 

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

2024-11-20 2023 1080 67 9 9 57.59% 

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

2024-11-19 1327 75 43 1 9 9.65% 

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

2024-11-18 1580 544 46 3 3 37.72% 

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

2024-11-15 663 16 21 1 2 6.03% 

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

2024-11-14 625 58 8 0 0 10.56% 

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

2024-11-12 304 15 6 0 2 7.57% 

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

2024-11-11 296 25 6 0 0 10.47% 

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

2024-11-08 931 52 20 0 9 8.70% 

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

2024-11-07 586 39 33 2 3 13.14% 

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

2024-11-05 1065 71 12 0 4 8.17% 

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 attention: high-

reach narratives (Impressions) and high-action urgency (Engagement). 

Top Posts Driving Maximum Engagement (103.61% - 57.59%) 

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). 

Table 23. Top posts with maximum engagement 

Created date Content Summary Engagement 
Rate 

2025-10-15 Photo gallery and recap of the Cohort 2 Demo Day event in Bucharest. (High-click 
link to photos) 

103.61% 

2025-02-28 Official Announcement of the 14 Women-Led Startups selected for Cohort 2. 
(Major program news) 

69.15% 

2024-11-20 Immediate post-event photo dump and winner announcement for the Cohort 1 
Demo Day. (High-energy, exclusive content) 

57.59% 

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). 

Table 24. Top posts with maximum impressions 

Created date Content Summary Impressions 

2025-02-28 Official Announcement of the 14 Women-Led Startups selected for Cohort 2. (Major 
program news) 

4,519 

2025-10-10 Founder Interview: Özgür Özdemir (TAY) on developing vital sign detection sensors 
for disaster rescue. (Crisis Tech, Social Impact) 

4,023 

2025-09-04 Founder Interview: Miryam Adni (Wasit) on using FinTech/AgriTech (AI on 
WhatsApp) to connect African small-scale farms with investors. (Social Impact, 
Global Development) 

2,680 
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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 highest-engaging content is characterized by being time-sensitive and utility-driven, often involving a 

direct link to highly anticipated or exclusive visual content. 

• The "Photo Dump" Effect: Posts 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 click-through rates. The post on 2025-10-15 achieved a massive 103.61% 

rate, almost certainly because the main call-to-action was a link to a photo gallery or full recap. 

• Major Program Milestones: Official 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 Long-Form, High-Impact Stories 

The content that achieved the highest reach was consistently focused on powerful, human-interest 

narratives within the Deep Tech space. 

• Social Impact and Crisis Tech: The posts that resonated most widely were founder stories tied to 

solving significant global or social challenges, such as developing sensors for earthquake rescue 

(2025-10-10) and using AI to support small African farms (2025-09-04). 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: Long-form Founder Interviews or major Program Announcements (like the 

Cohort 2 official selection) serve as high-value, 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 Performance: The post from 2025-02-28 (Official Cohort Announcement) 

achieved both the highest impressions (4,519) and the second-highest engagement rate (69.15%), 

proving that announcing essential, community-focused news is 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 partner-led activities was on 

strategic amplification, effectively leveraging specialized networks to maximize the credibility and reach of 

key project milestones. 

Quantitative Summary of Partner-Led Dissemination Volume 

The consortium partners executed a high volume of targeted communication activities across their 

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

Table 25. C&D activities of Consortium Partners 

Platform/Format Activity Volume (Total) Key Partners 

Website News Announcements 14 SPLORO, TechUkraine 

LinkedIn Posts (Non-repost) 35 SPLORO, Startup Wise Guys, 
TechUkraine 

Podcasts 4 SPLORO 

Videos 4 SPLORO (3), Startup Wise Guys (1) 

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. 

Table 26. Metrics for C&D activities of Consortium Partners 

Partner Name Channel Impressions/Views Key Action/Focus 

SPLORO (Digital 
Total) 

Various Channels 170,062 Dominated reach across LinkedIn, Website, 
and specialized platforms. 

SPLORO LinkedIn 159,673 Primary source of digital reach. 

SPLORO Website 6,147 High-value, direct traffic to news and 
content. 
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SPLORO Cascade Funding 
Platform 

3,179 Targeted reach to highly relevant 
organizations. 

SPLORO Instagram 1,007 Visual engagement. 

SPLORO Twitter 142 Announcement distribution. 

SPLORO YouTube 14 Video content views. 

Startup Wise 
Guys 

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

Startup Wise 
Guys 

Individual LinkedIn 6,937 Personal brand amplification. 

TechUkraine Website 114 Articles and news dissemination. 

TechUkraine LinkedIn 921 Ecosystem engagement. 

TechUkraine Individual Facebook 
and LinkedIn 

3,301 Broader network mobilization. 

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

Key Quantitative Observations: 

• SPLORO's Dominance in Digital Reach: SPLORO was the primary driver of digital impressions, 

generating 170,062 impressions (88.6% of the total consortium reach). This success was 

overwhelmingly led by their LinkedIn presence and was supplemented by strong performance on 

their website and specialized Cascade Funding Platform. 

• Startup Wise Guys achieved significant, high-quality 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. 

• TechUkraine provided crucial platform diversity, contributing 4,336 impressions across their 

website, LinkedIn, and individual networks, ensuring ecosystem engagement and article 

dissemination. 

• Business Angels Europe Network ensured 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 characterized by strategic amplification rather than mass-market 

volume, effectively leveraging the unique strengths of each partner. 

• Targeted Credibility: Partners acted as essential validators of the program. Business Angels Europe 

used their platform to certify the program's relevance to the investment sector, while Startup Wise 

Guys used their brand recognition to drive significant attention to key program events. 

• Content Diversification: The consortium ensured visibility across multiple media types: professional 

networking (LinkedIn, dominating impressions), high-value long-form content (Website articles from 

TechUkraine and Sploro), and specialized engagement (the Sploro podcast/funding hub content). 
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• Leveraging Key Moments: The most successful partner outreach was consistently tied to the most 

significant program milestones—specifically the selection of the cohort and the Demo 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 were efficient and strategically 

aligned. By prioritizing high-value, partner-specific platforms (e.g., investor websites, deep-tech community 

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

program’s reach into specialized, relevant ecosystems, maximizing the trust and credibility associated with 

the program's announcements. 

  



Deliverable 4.5 Report on D&C activities v2                                          

74 

Annex 4 – Newsletters & Press Releases 

Newsletters 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 35. EmpoWomen newsletters #4 and #5 
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Figure 36. EmpoWomen newsletter #6 
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Press-releases 

 

Figure 37. Press-release #5 

 

Figure 38. Press-release #6 
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Figure 39. Press-release #7 

 

Figure 40. Press-release #8 
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Figure 41. Press-release #9 
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Annex 5 - Media Clippings 

 

 

 

Figure 42: EmpoWomen media clippings 



Deliverable 4.5 Report on D&C activities v2                                          

81 

Annex 6 - Printed materials 

   

 Figure 43:  EmpoWomen flyer for How to Web 
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 Figure 44:  EmpoWomen flyer for Valencia Digital Summit 
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