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EXECUTIVE SUMMARY 
 

This deliverable has been prepared as part of Task 9.2 – “Interactive Communication Campaigns” from 

WP91 – “User engagement, societal research and dissemination of project”. The main objectives of this 

task are, firstly, to raise awareness and demonstrate to the final users and society in general that smart 

grids technologies are advantageous, as well as propose actions in order to address some concerns of 

the citizens. Moreover, another goal is to broadly disseminate the results and findings of the project to 

the general public and, especially, to the actors and stakeholders more directly involved in the technical 

and socioeconomic domains of smart grids. 

Since the nature of UPGRID is an innovation action, several interactive communication campaigns have 

been defined for the three years of the project. Several studies and market analyses [2] [3] have shown 

that the best way to communicate with the target audiences is to create an integrated marketing 

strategy. That is precisely what has been done during the first two years of the project. Five interactive 

communication campaigns have been planned to implement during the three years of the project. One 

of them is already concluded, the second is still ongoing and the other three campaigns are planned for 

2017.  

This document is divided into a series of chapters providing a general introduction, descriptions of the 

five communication campaigns and conclusions. The first campaign was conducted during February 

2016 and the goal was to remark that four innovative low voltage smart grid demonstrators are being 

deployed in Europe. The chapter about the second campaign, that is still ongoing, is focused on the 

direct interaction with end-users that are being performed by the following demonstrators: Spanish, 

Portuguese and Polish. Additionally, the preparation of a periodic project newsletter is also included in 

this campaign.  

Even though the third, fourth and fifth campaigns have not been developed yet, this document explains 

the goals and dates of implementation for each of them. The goal of the third campaign is to help 

people change their attitudes and perceptions about the energy process, so it is specifically designed for 

the final consumers, policy makers, stakeholders and professionals. In the fourth campaign, an 

institutional video about the project will be produced in order to inform final consumers, policy makers, 

stakeholders and professionals. The goal of the fifth campaign is to inform society in general about the 

end of the project and its main achievements. The document is concluded with some general remarks 

about communication tools that, independently of a specific campaign, have been implemented and 

helped to achieve better communication results. The main results of the campaigns that were already 

implemented are also presented. 

                                                      

 
1 WP stands for Work Package 
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1. INTRODUCTION 

UPGRID project has the responsibility, among other tasks, for creating and developing interactive 

communication campaigns in order to increase end-user engagement in the field of smart grids.  

In order to achieve those goals, five interactive communication campaigns have been planned and 

presented at UPGRID’s General Assembly, held in Lisbon in January 2016. At the time of this report, two 

campaigns had already been promoted. However, the other three campaigns are explained in this 

document, and their implementation date is provided. Each of the campaigns has a specific goal that is 

defined according to the objectives of the project. In this project various communication strategies are 

being adopted, such as viral marketing campaigns, social media and public relations, according to the 

different targets. 

The objective of the first campaign was to promote the project with the public, gain visibility, reliability 

and reputation, and involve all UPGRID partners. 

The goal with the second campaign, which will be concluded in January 2017, is to raise consumer 

awareness, showing the benefits of smart grids. The third campaign is aimed at changing people’s 

attitudes and perceptions about the energy process. The fourth interactive communication campaign 

pursue facilitating consumers to change their behaviour, such as energy waste, and the goal with the 

last one is to inform final consumers, stakeholders and professionals about the project’s results and 

their impact on society. 

Other communication material that are supporting the campaigns, such as the project logo, the project 

website (http://upgrid.eu/) and the project social media channels, are being used since the beginning of 

the project, and have been developed under Task 9.4 “Dissemination of project results”.    

In this deliverable, it is explained in detail each one of the interactive communication campaigns and the 

actions that have been developed in order to achieve the goals established for each of them. In the case 

of the first two campaigns, results that have been achieved are already provided.  

In the case of the third, fourth and fifth campaign, even though they have not yet been implemented, 

their goals and dates of implementation are described in the document. The goal of the third campaign 

is to help people change their attitudes and perceptions about the energy process, so it is specifically 

designed for the final consumers, policy makers, stakeholders and professionals. In the fourth campaign, 

an institutional video about the project will be produced in order to inform final consumers, policy 

makers, stakeholders and professionals. The goal of the fifth campaign is to inform society in general 

about the end of the project and its main achievements. The document is concluded with some general 

remarks about communication tools that, independently of a specific campaign, have been 

implemented and helped to achieve better communication results. 

The conclusions chapter contains general conclusions and results about the communication tools 

developed in Task 9.4. but also used in Task 9.2. The main results of the campaigns that were already 

implemented are also presented.   

http://upgrid.eu/
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2. INTERACTIVE COMMUNICATION CAMPAIGNS  

 

2.1 1ST INTERACTIVE COMMUNICATION CAMPAIGN 

The first campaign was launched in February 2016. The goal was to inform any interested reader about 

the main features of the UPGRID project. In general terms, it explained that Spain, Portugal, Sweden 

and Poland are developing four large smart grids demonstrators until the end of 2017 in order to 

provide the electrical system with new products and services, making it easier to manage and operate 

distribution networks and improving the response to consumer needs (e.g. reducing power supply 

restoration time, providing more accurate and immediate information, increasing consumer 

participation in the market, etc.…). It was remark that all this is being done under an EU-funded project 

named UPGRID. 

The target audience in this campaign was the general public. The goal was to reach consumers, 

professionals, stakeholders and the media, among other possible interested readers to whom this type 

of content might be relevant. The idea was to present the project to everyone in order to gain 

reputation, visibility and reliability.  

To achieve these goals, an integrated marketing strategy was devised. This means that several 

communication tools, such as public relations or online marketing, were combined to create more 

impact. It was produced and disseminated a press release (Figure 1 and Figure 2¡Error! No se encuentra 

el origen de la referencia.) as it is one of the most efficient and credible ways of spreading the message 

to consumers. An English version of the press release was produced with the option of being translated 

into the native languages of each project partner. The press release was ready to be disseminated on 

February 10, 2016.  The press release was disseminated by e-mail to a list of more than five hundred 

journalists from generalist to economic newspapers, television channels and radio stations.  

  

 

 

 

 

 

 

 

 

FIGURE 1 - PRESS RELEASE DISSEMINATED ON FEBRUARY 10 BY THE PROJECT COORDINATOR, 2016 – PART I 

FOUR INNOVATIVE LOW VOLTAGE SMART GRID 
DEMONSTRATORS ARE BEING DEPLOYED IN EUROPE 

 

AS PART OF THE UPGRID PROJECT (HORIZON 2020 PROGRAMME) 

 

Spain, Portugal, Sweden and Poland are developing four big smart grid demonstrators until the end of 

2017. The goal is to provide the electrical system with new products and services to enhance the 

management and operation of distribution networks improving the response to consumer needs (e.g. 

reduce power supply restoration time, more accurate and immediate information, increase consumer 

participation in the market, etc.…). 
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FIGURE 2 – PRESS RELEASE DISSEMINATED ON FEBRUARY 10 BY THE PROJECT COORDINATOR, 2016 – PART II 

The UPGRID project “Real proven solutions to enable active demand and distributed generation flexible 

integration, through a fully controllable LOW Voltage and medium voltage distribution grid”, was launched at 

the beginning of 2015 under the HORIZON 2020 programme and is being developed by a Consortium 

composed of 19 partners from 7 European countries: Spain, Portugal, Sweden, Poland, United Kingdom, 

France and Norway. It has a budget of 15,7 M€. 

The project includes four demonstrators that are being deployed since April 2015. The Spanish demonstrator 

is being carried out at Bilbao area in the North of Spain involving more than 190.000 consumers. It is mainly 

focused on LV dispatching, deployment of multiservice and manageable PRIME subnetworks and 

empowering consumers by providing information. It is being built on Bidelek Sareak (http://bidelek.com/), an 

initiative promoted by Basque Government through the Basque Energy Agency (EVE) and Iberdrola. The 

Portuguese demonstrator is being carried out at Parque das Nações in Lisbon (Portugal) involving 13.450 

residential consumers. Apart from some subfunctionalities related to LV network management, it approaches 

active demand topics (i.e. end user engagement through the deployment of AMI and Home Energy 

Management Systems) and market design (i.e. engagement of stakeholders through a neutral access 

platform). The Swedish demonstrator is being carried out at the town of Åmål in the South of Sweden 

involving almost 600 consumers (rural area). It is mainly focused on monitoring and control of LV 

network and smart metering data utilization, stressing the objective of testing the interoperability of 

equipment from different manufactures with the LV Network Management System. The Polish demonstrator 

is being carried out at Gdynia in the North of Poland involving 14.700 consumers. It is focused on increasing 

the LV and MV network observability, improving the LV network management, enhancing reliability of power 

supply and management of distributed generation in the LV network. 

The project is developing and validating solutions to enable the implementation of advanced functionalities 

over existing technology, to form a truly integrated intelligent system. With this project, an improvement in 

the monitoring and controllability of LOW Voltage and medium voltage grids is expected, as a way to 

anticipate technical challenges associated with the integration of Distributed Energy Resources (DER), as End 

Users get closer to the energy system (e.g. conscious behaviour of efficient electricity use). 

The 2nd General Assembly Meeting of the UPGRID project was successfully held in Lisbon (Portugal) last 

week, hosted by EDP Distribuição, with the objective of discussing the current status of the project and the 

next steps for the successful implementation of the project goals. During the meeting the accomplishments 

of the project in 2015 and the planned activities for 2016 were presented in the Consortium.  

The UPGRID Consortium is formed by the following partners: Iberdrola Distribución Eléctrica (Project 

Coordinator), EDP Distribuição, Vattenfall Eldistribution, ENERGA-Operator, Tecnalia, Imperial College, 

Universidad Pontificia Comillas, INESC Porto, ZIV, WITHUS, NOS, Powel, Schneider Electric, General Electric, 

ATENDE, Politechnika Gdanska, Instytut Energetyki, ITE and EVE.  

The UPGRID started in January 2015 and will be concluded in December 2017. For further information check 

the website: upgrid.eu  

 

Madrid, February 2nd, 2016 

 

For more information please contact: UPGRID@iberdrola.es  

 

http://www.gridinnovation-on-line.eu/tag.aspx?tag=4592
http://www.gridinnovation-on-line.eu/tag.aspx?tag=4158
http://www.gridinnovation-on-line.eu/tag.aspx?tag=4158
http://www.gridinnovation-on-line.eu/tag.aspx?tag=4241
http://www.gridinnovation-on-line.eu/tag.aspx?tag=4241
http://www.gridinnovation-on-line.eu/tag.aspx?tag=4247
http://www.gridinnovation-on-line.eu/tag.aspx?tag=4276
http://www.upgrid.eu/
mailto:UPGRID@iberdrola.es
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In Portugal, for instance, fifteen news pieces were published based on UPGRID’s press release and a 

television piece was recorded (examples in Figure 3, Figure 4 and Figure 5).  

 

       

      

      

 

 

 

 

 

 

 

FIGURE 3 - EXAMPLE OF TELEVISION NEWS PIECE BROADCASTED IN THE PORTUGUESE CHANNEL “PORTO CANAL” 

 

 

FIGURE 4 - NEWS PIECE PUBLISHED IN THE PORTUGUESE ECONOMICS NEWSPAPER “JORNAL DE NEGÓCIOS” 
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FIGURE 5 - NEWS PIECE PUBLISHED ON THE WEBSITE OF THE PORTUGUESE GENERALIST NEWSPAPER “CORREIO DA 

MANHÃ” (LINK) 

This UPGRID press release was also disseminated in other channels, such as the project’s website 

(Figure 5) and the social media accounts created for UPGRID. 

Social media channels were created to communicate with the several target groups of the project. In 

the case of Facebook, the goal was to communicate directly with the consumers. On the other hand, 

LinkedIn’s targets were professionals and Twitter was a combination of both.  

Twitter and LinkedIn were the first social media channels created for the project, both in February 

2016. The Facebook account was created in May 2016.  

Figure 6 provides examples of a post on Facebook with regard to the press release dissemination. The 

links for the project’s social media accounts are: 

 LinkedIn: https://www.linkedin.com/company/upgrid-project 

 Twitter: https://twitter.com/UPGRID_project  

 Facebook: https://www.facebook.com/upgridproject/  

http://cmjornal.teste.online.xl.pt/cm-ao-minuto/detalhe/portugal_recebe_um_dos_quatro_demonstradores_de_rede_eletrica_europeus
https://www.linkedin.com/company/upgrid-project
https://www.linkedin.com/company/upgrid-project
https://twitter.com/UPGRID_project
https://twitter.com/UPGRID_project
https://www.facebook.com/upgridproject/
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FIGURE 6 – EXTRACT OF THE PRESS RELEASE ON UPGRID’S WEBSITE 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 7 – ONE OF THE POSTS ABOUT THE PRESS RELEASE ON PROJECT UPGRID’S FACEBOOK ACCOUNT (LINK) 

http://upgrid.eu/?p=1013
https://www.facebook.com/upgridproject/
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2.2 2ND INTERACTIVE COMMUNICATION CAMPAIGN 

The second interactive communication campaign started in May 2016 and is still ongoing. The goal of 

this campaign is to raise consumer awareness about the benefits of smart grids. For this purpose, 

campaigns were planned for the Spanish, Portuguese and Polish demonstrators. Moreover a project 

periodic newsletter is started within this communication campaign. 

 

2.2.1 THE SPANISH DEMONSTRATOR CAMPAIGNS 

The Spanish demonstrator is carrying out, with the support of Tecnalia, a relevant informative, 

educational, awareness and engagement activity addressed to end-users in the demonstrator area. This 

is being made with the active involvement and participation of the Federation of Neighbourhood 

Associations of Bilbao (FAAVVB2) which also member of the End-User Advisory Board of the UPGRID 

project. Together, Tecnalia and FAAVVB contacted domestic consumers through nine observer 

associations and twenty-four federate associations. 

The nine observer associations were: 

 Asociación de Vecinos de Indautxu-Abando 

 Asociación de Vecinos de Torre Urízar 

 Plataforma Olabeaga Bizirik, Asociación de Vecinos de San Adrián 

 UZAI Asociación de Vecinos de Urazurrutia, Zamakola y Ibaiondo 

 Goiuri Asociación de Vecinos de Zurbaranbarri 

 Asociación de vecinos de Saralegui y Gallastegui (Labetxo) 

 Gazte Zahar Asociación de Vecinos de Santutxu 

 Coordinadora Sarean de Abusu-La Peña 

 Asociación de Vecinos del Peñascal-Iturrigorri 

The twenty-four federate associations were: 

 Bihotzaran Asociación de Vecinos de Arangoiti 

 Asociación de Vecinos Atxuri Gorri 

 Asociación de Vecinos de Basurto 

 Ikasbide Asociación de Vecinos de Bentazarra-Lezeaga 

 Asociación de Vecinas y Vecinos de Buia 

 El Canal Asociación de Vecinos de San Ignacio y Elorrieta 

                                                      

 

2 http://www.bakarra.net/cms/  

http://www.bakarra.net/cms/
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 Bihotzean Asociación de Vecinos del Casco Viejo 

 Asociación de Familias de Deusto 

 Asociación de Vecinos de San Pedro en Deusto 

 Asociación de Vecinos de Irala 

 San Gabriel Asociación de vecinos de Masustegi/Kobetas/Monte Karamelo 

 Asociación de Vecinos de Miribilla 

 Asociación de Familias de Otxarkoaga 

 Agrupación de Vecinos de Otxarkoaga 

 Plataforma Pro-Metro de Rekalde 

 Errekaldeberriz Auzo Elkartea 

 Euskaldunako Zubia Asociación de Vecinos de Ribera Deusto y Zorrotzaurre 

 Herri Berria Asociación de Vecinos de Ibarrekolanda 

 Asociación de Vecinos de Sagarminaga en Santutxu 

 Asociación de Familias de Santutxu 

 Coordinadora Vecinos de Solokoetxe 

 Gure Etxea Asociación de Familias de Uribarri 

 Asociación de Vecinos Zabala Berri 

 Asociación de Vecinos de Zorrotza 

FIVE SPECIFIC WORKSHOPS HAVE BEEN ORGANISED WITH THE PARTICIPATION OF CITIZENS LIVING IN THE 

DEMONSTRATION AREA. IN ORDER TO DISSEMINATE THE WORKSHOPS, INFORMATIVE POSTERS WERE CREATED, IN BOTH 

SPANISH AND ENGLISH, TO PROMOTE THE PARTICIPATION ANSWERING A QUESTIONNAIRE (ALSO RELATED WITH TASK 

9.1) AND ATTENDING THE MENTIONED WORKSHOPS. EXAMPLES ARE SHOWN IN  

Figure 8 and Figure 14. They were displayed in municipal buildings of the district of Bilbao, gazettes and 

in the project social channels. 

The questionnaire is accessible by Google Drive: 

– Domestic customer: http://goo.gl/forms/TZQi4BFDyO 
– Business customer: http://goo.gl/forms/QT6rJTFYAR 

 

Moreover, a first set of smart grids and UPGRID “learning pills” were presented and explained. This 

activity has been disseminated through the FAAVVB gazette, Figure 10 and Figure 11. The 

questionnaires were also disseminated on EVE’s website, Figure 9. 

 

 

 

 

 

http://goo.gl/forms/TZQi4BFDyO
http://goo.gl/forms/TZQi4BFDyO
http://goo.gl/forms/TZQi4BFDyO
http://goo.gl/forms/QT6rJTFYAR
http://goo.gl/forms/QT6rJTFYAR
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FIGURE 8 - INFORMATIVE POSTERS ABOUT THE SPANISH DEMONSTRATOR TO PROMOTE THE QUESTIONNAIRE 
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FIGURE 9 – PROMOTION OF THE PUBLICATION OF THE QUESTIONARIE IN THE EVE WEBSITE (LINK) 

 

http://www.eve.eus/Proyectos-energeticos/Proyectos-europeos/UPGRID.aspx
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FIGURE 10 – PUBLICATION ON THE FAAVVB GAZETTE ABOUT UPGRID (I) 
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FIGURE 11 – PUBLICATION ON THE FAAVVB GAZETTE ABOUT THE QUESTIONARIE (II) 
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FIGURE 12 – PUBLICATION IN THE FAAVVB GAZETTE INFORMING ABOUT THE WORKSHOPS 
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FIGURE 13 – EXAMPLES OF PIECES OF NEWS PUBLISHED IN THE UPGRID SOCIAL MEDIA ACCOUNTS REGARDING THE 

SPANISH WORKSHOPS 
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FIGURE 14 - FLYER PROMOTING THE SPANISH WORKSHOPS. A METEOROGICAL STATION WAS GIVEN TO ENCOURAGE THE 

PARTICIPATION 
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During these workshops, a couple of questionnaires were filled out by the audience so that it was 

possible to characterise their energy consumption and knowledge of smart grids. The workshops with 

the citizens of Bilbao occurred from September to November 2016. Each session lasted between 2 to 3 

hours and was divided into the following topics: introduction of the societal research team (5 minutes); 

survey about household and consumption characterisation and smart grids impact (45 minutes); 

introduction to UPGRID & Societal Research (10 minutes); workshop about tools to access personal 

electrical consumption (60-120 minutes) and evaluation and conclusion.  

The questionnaires intend to study: 

– Customer socio-demographics (e.g. age, gender, professional status, education) 
– Customer openness to participate in further studies for Task 9.3. 
– Customer awareness and interest regarding the smart grids 
– Characteristics of customer house, equipment and energy consumption patterns 

The designed questionnaires collect information about the following content: 

– Characterization home/business 
– Information about electric consumption 
– Power interruption perception and knowledge and use of online services: Iberdrola and EVE 
– Opinions and believes about energy and smart grid: this questions have been used in the  

Portuguese demonstrator campaigns as well 
– Personal information (e.g. socio-demographic) 
– Invitation to participate in other project initiatives 

From May to November 2016, 146 consumers from all neighbourhoods of Bilbao responded to the 

questionnaires. These participants bellowed to three groups: employees from Tecnalia, Iberdrola, EVE or 

ZIV (partners of UPGRID) or friends and relatives of them (61,7%) of which 24% works on smart or 

electrical grids and 37,7% not have this kind of knowledge, and other formed by residential neighbours 

(38,4%). 94% of the respondents lived in homes they owned, 75% were between 31 and 60 years of age, 

45% were women and 67% were active employees. 26% of the sample worked in something related to 

electrical networks, energy efficiency or smart grids. 72% of the consumers said they were interested in 

continuing to participate in the project.  

Additionally, the preliminary conclusions of this deployment and the related planned work were 

presented at the III Smart Grid Congress with the contribution of a complementary paper titled “Smart 

Grids social impact: An experience on how to increase users collaboration in the improvement of the 

Smart Grids”, Figure 15. 

 

 

 

 

 

http://www.congreso-smartgrids.es/
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FIGURE 15 - KARMELE HERRANZ PASCUAL (TECNALIA) PRESENTING THE PAPER “SMART GRIDS SOCIAL IMPACT: AN 

EXPERIENCE ON HOW TO INCREASE USERS COLLABORATION IN THE IMPROVEMENT OF THE SMART GRIDS” AT THE III 

SMART GRIDS CONGRESS (LINK) 

Commercial customers were also contacted with the help of The Confederation of Commerce of Vizcaya 

– Bizkaiko Merkataritzako Empresari Konfederazioa (CECOBI3), which is a non-profit Business 

Federation, composed of associations and unions and zonal groups formed to defend the interest of the 

entrepreneurs in trade, wholesale and retail. Twenty-two associations were contacted by guilds and six 

associations were contacted by the local district of Bilbao. CECOBI is also member of the End-User 

Advisory Board of the UPGRID project. 

The six associations were: 

 Hiru Auzo - Asociación de Comerciantes de Elorrieta, San Inazio e Ibarrekolanda 

 Rekalde Bihotzean - Asociación de Comercio, Hostelería y Servicios de Rekalde 

 Asociación de Comerciantes del Distrito 2 "Auzoa Berritzen" 

 Asociación de Comerciantes de Txurdinaga 

 Asociación de Comerciantes y Hosteleros de Zalla 

 Agrupación Comercial Deusto Bizirik 

                                                      

 
3 http://www.cecobi.es/es/portada/  

http://www.congreso-smartgrids.es/
http://www.cecobi.es/es/portada/
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2.2.2 THE PORTUGUESE DEMONSTRATOR CAMPAIGNS 

On October 4, 2016, EDP organised a session named “Clarification session: the future electric grids” for 

the residents of Parque das Nações, the place in Lisbon where the demonstrator will be installed. The 

event occurred at 6 pm, at the Hotel Vip Art’s, Parque das Nações. In order to disseminate the session, 

EDP created an invitation that was sent to the local residents (Figure 16) and a press release was sent to 

the media, Figure 17. 

 

FIGURE 16 - INVITATION FOR THE LISBON SESSION 

 

The session was organised jointly with the Parish of Parque das Nações which shown its interest of 

taking part of the End-User Advisory Board at the beginning of the project. In the session, the main 

concepts of project UPGRID were presented as well as the impact they will have on consumers, 

especially those that live in the demonstrator areas of the project. Unfortunately the session did not 

have many residents present, and that was the reason why a national campaign was promoted. The idea 

was to disseminate the concepts of project UPGRID in a broad way and then try again to reach a 

consumer niche when the project had enough notoriety. 

The first action was promoting a national survey about consumer awareness regarding smart grids. A 

questionnaire had already been created for deliverable 9.1 “Identification of Stakeholders Group 

Targets” to apply to consumers in the UPGRID demonstrators. This interactive communication campaign 

featured the questions of this survey regarding consumer awareness of smart grids. 
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FIGURE 17 - NEWS PIECE PUBLISHED ABOUT THE SESSION (LINK) 

http://expressodooriente.com/redes-electricas-do-futuro/
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Besides demographic issues, such as gender, district, age, occupation and level of education, consumers 

needed to answer on a scale of 1 to 5 (where 1 - strongly disagree, 2 - disagree, 3 - neutral, 4 - agree and 

5 - strongly agree) to the following questions: 

a) I am informed about what smart grids are and what this technology enables. 

b) I am aware that smart grids enable energy savings. 

c) I am aware that smart grids enable increased usage of renewable energy sources. 

d) I am aware that smart grids promote sustainable energy production and consumption. 

e) I am interested in monitoring my home’s energy consumption through a smart meter. 

f) I am willing to change my energy consumption behaviour to save energy and money. 

g) I am willing to change my energy consumption behaviour to promote sustainability (energy 

efficiency and renewable energy sources). 

To apply this survey, an interactive platform (http://upgrid-inquerito.inesctec.pt/) was created with a 

homepage and three other pages. The first page gave access to the survey (Figure 18), the second one 

explained why the survey was being conducted and the last one featured some curiosities about smart 

grids in general and smart grids in Portugal.  

The campaign was in Portuguese since the target was the national population. The goal was to reach 

consumers from many districts, and not just from Lisbon and the Parque das Nações area, where the 

Portuguese demonstrator is located. The results are described at the end of this section. 

http://upgrid-inquerito.inesctec.pt/
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FIGURE 18 - HOMEPAGE OF THE PORTUGUESE PLATFORM USED IN THE CAMPAIGN (LINK) 

Some general consumer profiles have been drawn in accordance with the results of the previously 

mentioned survey. Every time a consumer submitted a questionnaire, and if the consumer left an e-mail 

address, which was not mandatory, an e-mail was sent with the subject “See your profile”, Figure 19. 

The e-mail contained information about the consumer profile according to the answers given as well as 

information about UPGRID. 

A raffle was organised in order to increase participation. The winners of the vouchers - one worth 30 

euros and another worth 50 euros – were selected randomly.  

This survey was disseminated through several channels. In a first moment, an editorial proposal was 

made to the Portuguese news agency (Agência Lusa). The agency interviewed the project manager of 

WP9, Luís Seca (INESC Porto) about the campaign and its goals, and sent a news release to the 

Portuguese media. After that, on November 22, 2016 a press release was sent to the media explaining 

that the Portuguese partners of a European project on smart grids have created a survey targeting 

Portuguese consumers in order to understand their level of knowledge regarding this subject. The press 

release included a link to the questionnaire, Figure 20 and Figure 21.  Ten news pieces were published in 

the Portuguese media after the press release was disseminated, Figure 22 and Figure 23. 

 

http://upgrid-inquerito.inesctec.pt/index.php/inquerito/
http://upgrid-inquerito.inesctec.pt/
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FIGURE 19 - E-MAIL RECEIVED BY CONSUMERS WHO ANSWERED THE SURVEY 
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FIGURE 20 - PORTUGUESE PRESS RELEASE SENT TO THE MEDIA – PART I 
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FIGURE 21 - PORTUGUESE PRESS RELEASE SENT TO THE MEDIA – PART II 
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FIGURE 22 - EXAMPLES OF PUBLICATIONS: NEWS PIECE ON THE WEBSITE OF THE PORTUGUESE ECONOMICS NEWSPAPER 

DINHEIRO VIVO (LINK) 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 23 - EXAMPLES OF PUBLICATIONS: NEWS PIECE ON WEBSITE THE SPECIALISED 

https://www.dinheirovivo.pt/buzz/sabe-rede-eletrica-inteligente/
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To increase the number of answers to the survey, several paid campaigns have been promoted on 

UPGRID’s Facebook page. 

It was decided to invest in this social media network instead of the others because the goal was not only 

to reach the highest number of final consumers possible, but also because Facebook is the platform 

where campaigns are more affordable and reach a higher number of people. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 24 - EXAMLE OF PROMOTED ADVERTISEMENT ON FACEBOOK 
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FIGURE 25 - EXAMLE OF PROMOTED ADVERTISEMENT ON FACEBOOK 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 26 - EXAMPLE OF A PROMOTED ADVERTISEMENT ON INSTAGRAM 
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The social media campaigns have reached 58,241 consumers. Regarding the consumers reached by the 

advertisements, a total of 1,202 clicked on the link with the survey, also according to Facebook analytics.   

347 Portuguese consumers participated in the survey. 54% of the respondents were male and 46% were 

female. 

 

GRAPHIC 1 - CONSUMERS’ GENDER 

 

The majority of respondents were between 18 and 30 years old, followed by those between the ages of 

31 and 45.  

 

GRAPHIC 2 - CONSUMERS’ AGES 

 

180 of the 347 consumers that answered the survey had higher education degree. 
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Regarding the 1st question of the survey, it was found that the majority of consumers stated that they 

are informed about what smart grids are and what that technology enables. 

 

GRAPHIC 3 - ANSWERS TO THE 1
ST

 QUESTION OF THE SURVEY 

Most of the consumers also state that they are aware that smart grids enable energy savings and that 

they allow an increasing usage of renewable energy sources.  

 

GRAPHIC 4 - ANSWERS TO THE 2
ND

 QUESTION OF THE SURVEY 
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GRAPHIC 5 - ANSWERS TO THE 3
RD

 QUESTION OF THE SURVEY 

In the fourth question of the survey, consumers were asked to state if they were aware that smart grids 

promote sustainable energy production and consumption. Even though some consumers disagreed with 

the statement, most of the respondents agreed. 

 

 

GRAPHIC 6 - ANSWERS TO THE 4
TH

 QUESTION OF THE SURVEY 

 

The goal of the fifth question was to understand if consumers were interested in monitoring their 

home’s energy consumption through a smart meter. Again, most of the consumers stated that they 

were interested.  
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GRAPHIC 7 - ANSWERS TO THE 5
TH

 QUESTION OF THE SURVEY 

In the sixth question, the goal was to understand if consumers were willing to change their energy 

consumption behaviour to save energy and money, and the results show that they are. 

 

 

GRAPHIC 8 - ANSWERS TO THE 6
TH

 QUESTION OF THE SURVEY 

 

In the last question, again the idea was to understand if consumers were willing to change their 

behaviours, but this time to promote sustainability. The majority of consumers stated that they were 

willing to change. 
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GRAPHIC 9 - ANSWERS TO THE 7
TH

 QUESTION OF THE SURVEY 

 

2.2.3 THE POLISH DEMONSTRATOR CAMPAIGNS 

The Polish demonstrator carried out a study protocol for the segmentation of stakeholders proposed by 

INESC Porto and Tecnalia. In order to disseminate the questionnaire through the municipalities of the 

Polish demonstrator area, the questionnaire was translated into Polish and placed on a Google Docs 

format to be available online (goo.gl/ITLNFk). 
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FIGURE 27 - THE POLISH QUESTIONNAIRE ON A GOOGLE DOCS PLATFORM (LINK) 

The questionnaire was disseminated on Energa’s website (http://www.energa-operator.pl/centrum-

informacji/artykul-4167.xml), Figure 28. Unfortunately only 11 people answered the survey, which 

means the results have no statistical significance.  

 

https://docs.google.com/forms/d/e/1FAIpQLSc9wueQfXy0FRQGLl6ZL5tZJqvyoFK6n8vdl6MQJY8RUQRNEg/viewform?c=0&w=1
http://www.energa-operator.pl/centrum-informacji/artykul-4167.xml
http://www.energa-operator.pl/centrum-informacji/artykul-4167.xml
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FIGURE 28 - NEWS ABOUT THE POLISH DEMONSTRATOR CAMPAIGN (LINK) 

 

2.2.4 PERIODIC PROJECT NEWSLETTER  

A newsletter of the project is also being produced to be launched in February 2017. The newsletter will 

contain key information about the current state of the project and next steps (achievements, 

publications, events, etc.).  It will be both publicly available on the project’s website and sent to a list of 

contacts interested in knowing about UPGRID.  

 

 

  

http://www.energa-operator.pl/centrum-informacji/artykul-4167.xml
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2.3 3RD INTERACTIVE COMMUNICATION CAMPAIGN 

The third interactive communication campaign starts in March 2017 and should end in April of the same 

year.  With this campaign, the goal is to facilitate people to change their attitudes and perceptions 

about the energy process. This campaign is specifically designed for the final consumers, policy makers, 

stakeholders and professionals. 

For that, several communication actions have been planned.  

An animated video is being prepared in order to explain to consumers how the energy process works, 

demonstrating the advantages of smart grids and showing the concepts and main developments of 

project UPGRID.  

 

 

FIGURE 29 - SCREENSHOT OF THE ANIMATED VIDEO BEING PREPARED FOR THE 3
RD

 CAMPAIGN.  

The screenshot represents a scenario before upgrid where a network operator tries to find and resolve 

an incident that occurred in the LV electrical grid and was communicated by a consumer.  upgrid 

solutions will facilitate this process reducing power supply restoration time 

It was decided to produce this animated video because it is important to explain to consumers in a 

simple way how smart grids work and their advantages. An effective way of reaching consumers is by 

disseminating the video on the web, in channels such as the website, the social media channels and 

press releases. In fact, marketing studies [2] [3] show that 60% of all internet traffic is video, 50% of all 
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mobile traffic is video and if the word “video” is inserted on an e-mail subject, the e-mail will most likely 

be read. 

A press release will be produced to promote the video. The video will also be disseminated in the 

UPGRID project website. Moreover, to increase the video visualisations, a new campaign will be 

promoted on LinkedIn, Twitter and Facebook project pages. A YouTube account will be created to host 

the video. 

Since the goal of this campaign is to facilitate people to change their attitudes and perceptions, this 

video can be sent also to the contact made during campaign 2.  

 

2.4 4TH INTERACTIVE COMMUNICATION CAMPAIGN  

The fourth interactive communication campaign will start in September 2017, because an institutional 

video of the project will be produced. The goal of this campaign is to inform final consumers, policy 

makers, stakeholders and professionals about the all project.  

The videos will be disseminated in several platforms: project website, newsletter (one for each 

demonstrator country), and in dissemination events and social media channels. 

 

2.5 5TH INTERACTIVE COMMUNICATION CAMPAIGN  

The 5th interactive communication campaign should be the one informing about the end of the project, 

so it is scheduled for December 2017. 

Again, the target of this campaign involves policy makers, final consumers, stakeholders and 

professionals. 

A press release with the main conclusions of the project will be disseminated to the media. Information 

about the end of the project will be featured on the platforms mentioned for the previous described 

campaigns (i.e. project website, project newsletter, dissemination events and social media channels). 

Moreover, a final report on project UPGRID informing about the results and their impact on society will 

be produced. 
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3. CONCLUSIONS 

One of the five interactive communication campaigns has already been deployed, the second one is still 

ongoing and the other three will be implemented during 2017. Since the beginning of the project, there 

were plenty of other communication actions besides the ones described in this report, but they belong 

to deliverable 9.4 [1] . 

It is important to conclude this report with some statistics resulting from the interactive communication 

campaigns on the project’s social media channels.  

The website of the project (http://upgrid.eu/) is a very important communication tool used to reach the 

target readers and to keep them informed about UPGRID. In the figure below it is possible to observe 

the number of views on the website from May 2016 to December 2016.  

 

FIGURE 30 - NUMBER OF VIEWS ON THE UPGRID WEBSITE 

 

Most users that visit the project’s website are from Portugal and Spain.  

 

FIGURE 31 – COUNTRIES FROM WHERE USERS ACCESS TO THE UPGRID WEBSITE 

 

http://upgrid.eu/
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67.7% of the website visitors are new visitors and 32.2% are returning visitors.  

 

 

FIGURE 32 - NEW VISITORS VS RETURNING VISITORS ON THE WEBSITE 

 

The project’s LinkedIn page has 148 followers. More than 45 posts were published on the page since it 

was created (February 2016). This social media network makes it possible to evaluate the follower 

profile, for instance regarding their position in the company where they work. Most page followers have 

senior positions, while the second highest number of followers has entry positions. 



 WP9 - USER ENGAGEMENT, SOCIETAL RESEARCH AND DISSEMINATION OF PROJECT RESULTS 

D.9.2 COMMUNICATION CAMPAIGNS PLANNING. COMMUNICATION SUPPORT 
MATERIAL AND DYNAMICS DESIGN. COMMUNICATION CAMPAIGNS DEVELOPMENT, 

INFORMATION GATHERED AND CONCLUSIONS 

 

 

 47 | 50  

 

 

 

 

FIGURE 33 - STATISTICS OF UPGRID’S LINKEDIN PAGE IN TERMS OF DEMOGRAPHICS 

 

The Twitter page of the project has 68 fans. More than 35 tweets were made since the page was created 

in February 2016.  

FIGURE 34 - STATISTICS OF UPGRID’S TWITTER PAGE IN TERMS OF THE AUDIENCE 
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In the beginning of December 2016, the Facebook page of the project had 315 likes. 55% of the page 

fans are male and 44% are female, and the majority of the fans are between 25 and 34 years old, 

followed by the group between the ages of 34 and 44. 

 

 

FIGURE 35 - STATISTICS OF UPGRID’S FACEBOOK PAGE IN TERMS OF GENDER AND AGE 

Most fans of the page are from Portugal, followed by Spain and Poland. There are also fans from 

Belgium, Brazil, Norway, United Kingdom, France, United States of America and Hong Kong. Since May 

2016 (the date the page was created), more than 50 posts have been published on UPGRID’s Facebook 

page.  

Apart from these general numbers, it is possible to conclude that the first campaign, which was 

developed during February 2016, was the project’s first big awareness moment. After the Press Release 

was sent to the media, TV, press and online news pieces were produced about the project. An online 

marketing strategy was also followed, since news have been published on the project website as well as 

content shared on UPGRID’s social media channels, LinkedIn, Twitter and Facebook. 

Even though the second interactive is still going on because the newsletter initiative will only occur in 

February 2017, the results of the Spanish, Portuguese and Polish campaigns are already available. 

Regarding the Spanish demonstrator campaigns, it is possible to conclude that domestic and commercial 

consumers were consulted with the help of some Spanish associations, five specific workshops were 

organised, social media content was produced and shared to disseminate the workshops and posters 

were created to promote the participation in the questionnaire. From May to November 2016, 146 

consumers responded to the questionnaire. 

In the Portuguese demonstrator campaign, a session was organised for local residents and after that a 

national survey was released about consumer awareness of smart grids. In order to increase the 

national participation, a platform was created, and a press release, which resulted in press and online 
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news, was sent to the media. Paid campaigns were also promoted on Facebook. These paid campaigns 

reached 58,241 consumers, but only 347 consumers actually responded to the online questionnaire.  

The Polish demonstrator campaign tried to conduct a study protocol for the segmentation of 

stakeholders by using an online questionnaire through Google Docs. The questionnaire was 

disseminated through Energa’s website, but unfortunately only eleven consumers responded.  

Even though the results are quite satisfactory, there is still a lot to be done in 2017, since three 

campaigns are yet to be implemented.  
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