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1. Introduction 

The goal of this document is to outline the activities performed in the first half of the 
POWERPOOR project, to analyse the communication and dissemination actions taken 
by the partners and provide a recommendation for the way forward using as a basis 
whether certain activities have performed well or whether some further 
improvements are necessary. 

For 18 months, the 14 POWERPOOR partners have initiated and completed more than 
300 communication and dissemination activities that have reached out an audience of 
almost 350,000 people since the beginning of the project in September 2020. 

To analyse the impact of this result, deliverable D6.5 is taking into consideration the 
very first Communication and Dissemination (C&D) Plan that was prepared in M2 of 
the project. The updated Plan will remain a lively document that will serve as a basis 
for the 6-month monitoring of partners, as well as for the final report scheduled for 
the last month of POWERPOOR, M36. 

In the following sections, this report will have a deeper look at the major activities that 
have been undertaken by partners, such as the key messages, the tone and style on 
social media channels and the project website, the diverse tools for dissemination (e.g. 
articles, press releases, presentation at events, maximising the impact of partners’ 
newsletters) and the opportunity-based promotion by the consortium.  

As usual, the final parts of the document will be devoted to the monitoring and impact 
assessment of the previously described activities, closing with a technical timeline of 
the deliverables and milestones in the second 18 months of the (WP) work package. 

The document reminds to partners how and what to communicate about the project 
and the POWERPOOR project identity and guidelines, such as colours, fonts and other 
main characteristics of the branding. 

This C&D report has been designed to ensure that all project stakeholders continue to 
perform their roles throughout the project in the most effective way possible. The 
planning and execution of the project communication activities remains essential for 
the success of the project, especially in the second part when partners will be aiming 
at wider replication and dissemination of results. 
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2.  Evaluation of POWERPOOR’s target audience, key messages and 
a way forward 

Since the start of the project, the C&D plan had the ambition to convey information about 
energy poverty and how it can be tackled through the POWERPOOR approach.  The 
POWERPOOR activities are conveyed in a media-friendly, non-technical, and visually 
engaging manner in order to raise awareness among audiences that might not 
necessarily have a very deep knowledge of the topic. 

2.1. Target audience 

The main target audience of the POWERPOOR messages have been the local and 
regional authorities; affordable and social housing providers, social workers and health 
practitioners; crowdfunding and energy cooperatives networks, utilities and service 
providers, other key players who are in charge of energy planning or services, as well as 
the academia and researchers. Finally, the POWERPOOR project has also been aiming at 
cooperating with other Horizon 2020 or EU-funded projects that have a similar goal to 
the one of POWERPOOR – to improve the energy efficiency of people’s homes and 
support the most vulnerable. 
 
Taking a step back and looking at the past 18 months, the POWERPOOR project has 
significantly expanded its outreach and has become a better known approach to the 
energy poverty problem.  
 
One example for this is the strong cooperation with the newly-created EU Energy Poverty 
Advisory Hub (EPAH) that has replaced the EU Energy Poverty Observatory. Ahead of the 
first EU webinar held by Housing Europe on February 4th, 2022 in collaboration with 
partners, the Hub listed the training on the dedicated web page of the European 
Commission and a representative from the EU initiative presented an open call for 
technical assistance that could benefit local and regional governments to implement 
anti-energy poverty measures. 

 
Figure 1 Linking up POWERPOOR’s work with the project target audience 

POWERPOOR has also been reaching out to one of its main target audiences, namely 
municipalities. One of the project’s Greek members, SUSTAINABLE CITY for instance has 

https://www.housingeurope.eu/event-1654/growing-the-energy-supporters-mentors-movement-that-alleviates-energy-poverty
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continuously been organising multiple live and online events, social media posts, and 
articles reaching out to local authorities, such as their 5th General Assembly of Cities 
Network "SUSTAINABLE CITY" held in a hybrid format in mid-December 2021 that has 
reached out to approximately 150 attendees the majority of whom have been 
municipality representatives and the recording of it has been widely distributed on their 
Twitter, Facebook, and LinkedIn profiles with total followership of about 2,300 users.  
 

 
Figure 2 POWERPOOR at the 5th General Assembly of Cities, 16th December 2021 

Energy communities and cooperatives have also been addressed on several occasions 
in the different pilot countries, such as in Greece, during the ‘Energy communities 
discuss energy communities’ workshop, organised by the Greek pertner INZEB, in 
December 2020 (+350 participants) or in the Basque country by Goiener in November 
2021 when about 45 researchers and university students gathered in Eibar. 

 
Figure 3 Energy communities and the POWERPOOR project by Goiener 

https://www.youtube.com/watch?v=DnHYlfkMHYA
https://www.youtube.com/watch?v=DnHYlfkMHYA
https://inzeb.org/events/energy-communities-discuss-about-energy-communities/?lang=en
https://inzeb.org/events/energy-communities-discuss-about-energy-communities/?lang=en


9 

 

 

Communication and Disseination Plan (1st period) 

Finally, social housing providers have also been reached out both by EKYL and Housing 
Europe through various platforms and tools, such as the Renovation Summit in May 
2021 organised by the European Federation where its Estonian member explained how 
POWERPOOR is helping vulnerable homeowners to drive the ongoing energy transition 
in Europe. The session where the POWERPOOR project was presented was kicked off 
with the keynote speech of the European Commissioner for Energy, Kadri Simson, and 
attended by public, cooperative, and social housing providers from across all Europe. 
 

The POWERPOOR project has been increasingly reaching out to key target groups with 
the development of the project, using a vast number of tailored communications means. 
The aim of the consortium in the second half of the project would be to continue building 
up its network relation with different types of audiences. All partners have managed to 
reach out to very relevant partners in the 8 pilot countries and at European level. One 
improvement could be their reach out to social and health workers at national and 
European level and this will be taken into consideration in the next reporting period. 

2.2. Key messages 

In the first 18 months, POWERPOOR partners and the official accounts of the project 
have been able to make the best of the identified key messages in the first C&D strategy, 
ensuring they are short, direct and easy-to-remember. 

In the second half of the project, partners would need to continue targeting the diverse 
groups with specific messages but also emphasise on the impact that the project has 
had so far, e.g., number of trained Energy Supporters and Mentors, established Energy 
Poverty Alleviation Offices, providing examples of pilot countries where municipalities 
and the regional authorities have taken into consideration the POWERPOOR approach, 
the facilitation for housing providers to improve the living of their tenants or residents, 
the social and environmental impact on the ground that the proposed measures could 
result in. 
 
In the section below, we not only keep some of the already identified messages at the 
start of the project, but also use the momentum of the ongoing energy crisis and 
extremely high prices to convince our audiences about how essential the POWERPOOR 
approach really is. 
 
General messages about the project and its ambition 
◘ POWERPOOR works on the field with energy-poor households and policymakers on 

lowering energy poverty levels in eight of the most heavily impacted EU countries. 
The project is funded by the Horizon 2020 programme, run by motivated partners 
and has the ambition to see the paths out of fuel poverty replicated on a wider scale.  

◘ POWERPOOR relies on a rich mix of tools to help households find the path out of 
energy poverty and live a better life. Partners have developed support schemes for 
energy poor citizens and encourage the use of alternative financing; the installation 
of renewable energy sources are being made easier and most importantly, certified 

https://www.youtube.com/watch?v=h-ZjoQrs4Ng
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Energy Supporters and Mentors are the frontmen supporting people locally.  

◘ The project has set the bar high and partners work on engaging with over 22,000 
energy poor households in Bulgaria, Croatia, Estonia, Greece, Hungary, Latvia, Spain 
and Portugal. This will only be possible with more than 1,000 POWERPOOR Energy 
Supporters and Mentors. 

◘ One of the key drivers of the POWERPOOR project is to offer concrete solutions. In 
POWERPOOR, energy poor citizens are people who cannot keep their homes 
adequately warm during winter and comfortable enough during summer, may live 
in poor quality and may delay paying their energy bills. 

◘ In the year of record-high energy bills and the moment when ‘stay at home’ continues 
to be the norm, the EU-funded project, POWERPOOR calls on municipalities, the 
social and affordable housing sector, health and social workers, representatives from 
the academia and anyone who wants to be engaged in tackling the phenomenon to 
join a community of about [500] POWERPOOR certified Energy Supporters and 
Mentors, working on the ground, enabling change and providing paths out of energy 
poverty in their regions. 

◘ In only 4,5 hours, social and affordable housing providers, municipalities, health and 
social workers, representatives from the academia and anyone who wants to be 
engaged in tackling the phenomenon can join the free course and learn about what 
being energy poor actually is, how can we recognise it, and how can we tackle it 
effectively, leveraging innovative financing schemes and energy communities. 

◘ COVID-19 reminded us of existing problems, such as the fact that vulnerable 
households need to know where they can find information and are often not aware 
of all the measures to protect vulnerable consumers. This is the goal of 
POWERPOOR's Energy Supporters and Mentors – to close this gap and provide a 
structured way to overcome this issue. 

◘ In 2021 and 2022, governments across Europe have been taking multiple measures 
to protect households against a sharp rise in energy bills. While our project considers 
that support is vital, we also would like to provide households with long-term means 
and knowledge that would improve their situation, allowing them to live in homes 
that are warm in winter and cool in the summer months. 

◘ The energy poverty problem is not new. Already back in 2018, over 37 million people1 
in the EU experienced uncomfortable temperatures in their homes and the rising 
unemployment due to the Covid-19 crisis risks making it harder for people to keep 
up with utility bills. POWERPOOR is a response to energy poverty, supporting better 
health and wellbeing. 

◘ POWERPOOR is a project that explores deeply the creation of energy cooperatives 
and crowdfunding schemes as innovation mechanisms to empower citizens facing 
episodes of energy poverty to participate actively in the energy transition.  

 
 

1 Commission Recommendation on Energy Poverty (October 2020), 
https://ec.europa.eu/energy/sites/ener/files/recommendation_on_energy_poverty_c2020_9600.
pdf  

https://ec.europa.eu/energy/sites/ener/files/recommendation_on_energy_poverty_c2020_9600.pdf
https://ec.europa.eu/energy/sites/ener/files/recommendation_on_energy_poverty_c2020_9600.pdf
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Energy Poverty Mitigation Toolkit and the steps of the project 
◘ POWERPOOR relies on 3 key tools for mitigating household energy poverty – POWER-

TARGET, POWER-ACT and POWER-FUND. 

◘ With POWER-TARGET we support local and regional authorities to identify energy-
poor areas or groups with the help of data from households and open sources, as 
well as with surveys, phone calls, visits organised by our partners in all 8 EU pilot 
countries.  

◘ After POWER-TARGET, comes POWER-ACT. We support energy poor citizens to adopt 
more sustainable, energy efficient habits with the help of a user-friendly app. Energy-
poor citizens are able to assess their energy use by answering a few short and simple 
questions - a bit about who they are, their energy bills, their home characteristics, 
the devices and appliances they use, what comfort means to them and their daily 
schedule. POWER-ACT chews complex information and makes it understandable. It 
is not always obvious to understand how much energy do we consume, how to act 
more sustainably, how much our daily habits cost us. We are aiming exactly at that - 
empowering people in the long-term. 

◘ The POWER-FUND tool is an answer to one of the most frequently asked questions – 
how can vulnerable households afford the transition financially. POWERPOOR 
partners provide citizens with information on funding opportunities for a variety of 
projects that can help alleviate energy poverty. This step of the project provides an 
insight on how households can be a part of an energy community or a cooperative 
creating an energy community, as well as how crowdfunding works in practice. 

◘ POWERPOOR has developed an innovative capacity building programme to 
guarantee the spread of the knowledge from the project experience, to different 
stakeholders on a local, national and EU level, including: Energy Supporters and 
Mentors, Local Governments, Research and Academic partners, etc. 

◘ POWERPOOR has built and continues expanding a rich network of Energy Supporters 
and Mentors that do their best to support energy poor citizens in Bulgaria, Croatia, 
Estonia, Greece, Hungary, Latvia, Spain and Portugal. The project also relies on 
European partners that are ‘exporting’ the benefits of the project to countries outside 
the 8 pilot countries. The umbrella organisations within the project – Housing 
Europe, ICLEI, and ECN – are in charge of bringing the POWERPOOR experience to 
new audiences across Europe through EU training webinars and inspiring events. 

◘ 15 Local Energy Poverty Alleviation Offices spread across the 8 EU countries serve as 
an information office on energy poverty issues. 

◘ More than 60 municipalities and 5 districts with 7 million citizens, as well as two 
energy cooperatives with more than 10,000 members, representing around 900,000 
households at risk of poverty or social exclusion have the knowledge, means and 
willigness to bring the pilot projects forward. 

◘ POWERPOOR has been built with strong partnership values and its 14 partners rely 
on strong alliances to lower fuel poverty levels. The EU Energy Poverty Advisory Hub 
(EPAH), as well as the EU/Global Covenant of Mayors on Energy and Climate remain 
some of the key actors that can ensure the lessons learnt during the POWERPOOR 
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experience can be expanded and implemented after the end of the project in 2023. 

◘ From the moment the POWERPOOR project was only an idea, partners had the 
aspiration to use the knowledge and experience in working with energy-poor 
households to advance the policy on the matter in the most heavily impacted 8 EU 
countries. Eight policy roadmaps will set the conditions for the development of 
government-led energy poor citizens support programmes and for the promotion of 
citizens-led energy initiatives, as well as for achieving multi-level governance 
cooperation to alleviate energy poverty. 

◘ The expected impacts/key figures will be regularly communicated separately in a 
visual, dynamic way. 

2.3. Keywords  

The keywords and tags that were proposed by the initial C&D Strategy for tagging online 
articles, descriptions, listings, and social media posts, depending on the specific 
publications and channels continue to be valid. Considering the current situation, 
POWERPOOR partners can also highlight key words that relate to the European recovery 
plans and the energy crisis. 
 
Fixed Keywords: Energy poverty, Powerpoor, poverty alleviation, fuel poverty, energy 
use, consumer behaviour, energy efficiency, climate goals, sustainable energy, 
innovative finance, energy access, energy affordability, energy crisis, recovery, 
NextGenerationEU Horizon 
Hashtags: #POWERPOOR #energypoverty #justtransition #EUGreenDeal #renovation 
#energyefficiency #RenovationWave #cooperativehousing #socialhousing 
#sustainability #renewables #crowdfunding #energycrisis #recovery 
#NextGenerationEU #RecoveryPlans #RightToEnergy #Horizon2020 #HorizonEU 
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3.  External communication and tools 
External communication is mainly aimed at multiplying the project’s messages and 
drawing the interest of mentors, supporters and energy poor households. Thus, the 
language to be used has to continue to be rather easy to understand and avoid more 
specific technical jargon, referring to general concepts or images to explain more 
complex ideas. 
 
Making use of the agreed POWERPOOR messages and the external communication tools 
described below is key to achieve content alignment, reach public outside the “usual 
suspects” and facilitate the project’s replication across borders until the end of the 
project and beyond. 

3.1. Visual identity 

POWERPOOR’s task leader, INZEB (T6.2) has ensured consistency in the branding of the 
project and material that can be used by all partners in any language while preserving 
the identity. It is of key importance that the developed material below is used regularly 
until M36 in all pilot countries and across all communication that refers to the project. 

 

Figure 4 POWERPOOR logo and dimension rules 

Clear space is defined as the area around the logo that is free of other elements 
(including page or other surface edges). A clear space of 1/3 of the logo’s height is 
recommended. When resising the POWERPOOR logo, the structure, and proportions 
(the relationship between the emblem, the logotype and the logo title) must always 
remain intact and must never be altered. The stipulated proportions are intended to 
preserve legibility as well as proper visibility from distance. 

The main colours of the project – green and grey - need to be coherently used across all 
types of publications. 
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Figure 3 POWERPOOR main branding colours 

 
To ensure dynamism and attractiveness of communication materials, several supporting 
colour tones have been identified.  
 

 
Figure 5 Supporting POWERPOOR colours 

 
The typeface of all supporting documents is NotoSans. If not available, the NotoSans 
font is available for a free download: https://fonts.google.com/specimen/Noto+Sans  
 
NotoSans – POWERPOOR green – 13pt Bold 
NotoSans – POWERPOOR grey – 11pt  
 

3.2. Project website 

Developed by the coordinator of the project, NTUA, the www.powerpoor.eu website is 
the reference point when it comes to the online presence of POWERPOOR, its objectives, 
strategy, results, the latest news, and the upcoming events.  
 

https://fonts.google.com/specimen/Noto+Sans
http://www.powerpoor.eu/
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The homepage of the website provides an informative intro to the project. It includes a 
short description of the project, buttons leading to the project’s social media channels 
(Facebook, Twitter, LinkedIn, YouTube), a life feed of the recent news and events with a 
vertical scrolling function. Visitors can easily access the POWERPOOR library and toolkit. 
Further down, there is a live feed of the latest tweets with a horizontal scrolling function, 
an interactive map with the pilot countries highlighted leading to each pilot country’s 
dedicated page, and a stay connected form for users to directly register to our 
newsletter.  
 
NTUA has created separate country specific pages for the pilot countries where content 
is customisable and where the list of the trained and certified Energy Supporters and 
Mentors who have provided a consent form can be added. A list of the municipalities 
that hold an Energy Poverty Alleviation Office will also be added as soon as those are 
being officially set up. 
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Figure 6 POWERPOOR website homepage 

Currenty, the total users of the website are 8.1K, coming mostly from Greece (2K), 
Portugal (1K), Spain (911), the United States (513), and Belgium (464) in the top five. The 
web page has also been visited by users based in the Netherlands, France, China, the 
United Kingdom, Ireland, and even Canada and Australia showing that the energy 
poverty issue no longer knows borders, and that the POWERPOOR approach is reaching 
diverse territories. Following the logical highest rate of the home page, the next most 
visited section on the website has been the Energy Poverty Mitigation Toolkit.  
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Communication and Disseination Plan (1st period) 

 

Figure 7: The POWERPOOR website users from January 2021 until February 2022 

 

Figure 8: POWERPOOR Users by country 

 
To achieve the common goal of 25,000 unique visitors of the website by the end of the 
project, all partners are strongly encouraged to promote the POWERPOOR page at every 
possible occasion, especially during events, external promotion of the project, and in 
social media posts. In addition to that, a QR code leading to the web page will be shown 
in display during live events and in all 15 Energy Poverty Alleviation offices. 
 

3.3. Social media  

The social media presence of the POWERPOOR project is improving and enlarging the 
communication outreach of the project.  
 
Nearly simultaneously with the start of the project, a Twitter, Facebook, LinkedIn, and a 
YouTube channel have been created. In mid-February (M18), 922 users (out of the 1,000 
target) are staying informed about the project through the diverse channels. At this 
stage of the project, the most followed account is POWERPOOR’s LinkedIn where posts 
receive a significant reaction, closely followed by the Twitter account. 
 

https://twitter.com/POWERPOOR_EU
https://www.facebook.com/PowerpoorEU/
https://www.linkedin.com/company/68650594/admin/
https://www.youtube.com/channel/UCjknqWsb70aqdgw24VKSZJg
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With the help of national partners, the task leader Housing Europe has identified key 
social media accounts in order to build a good digital online network. This includes local 
authorities, experts in energy poverty, activist organisations, sister projects, and more. 
 
The overall tone of the social media channels is friendly, informative, reducing jargon to 
the bare minimum, and aims at being dynamic, consistent with the visual identity, 
following news related to energy poverty, initiatives that are being taken at EU and local 
level. At the start of the project, when most of the material was still in development, the 
social media channels provided multiple series informing the digital community about 
energy poverty challenges in the 8 pilot countries, who are the partners behind, the 
toolkit, and the Energy Supporters and Mentors role. Once there were significant 
developments, the accounts were also sharing major milestones, covering ongoing 
events, quoting speakers, sharing the newsletter editions and news articles that support 
or demonstrate the importancy of POWERPOOR. Some concrete examples will be 
provided in the sections below. 
 
In the following 18 months, the social media channels will remain one of the main 
sources of information sharing news, updates from the Energy Poverty Alleviation 
Offices, the experience of trained Energy Supporters and Mentors, keep on explaining 
POWER-TARGET, POWER-ACT, POWER-FUND, announce/cover/follow up on 
POWERPOOR events, giving followers the feeling that they are part of the process. 
 
Twitter 
The @POWERPOOR_EU Twitter profile is used to increase the visibility of project events 
and results; to link the initiative with key local and regional authorities, EU policy makers, 
energy planning stakeholders, housing providers and actors running financing 
schemes. 
 
POWERPOOR strives for content that is engaging and visually attractive, using a mix of 
static, animated, video posts; infographics and retweets of partners’ activities, as well as 
posts of relevant stakeholders. 
 
One example for this is the focus on ‘human’ and real-life stories where POWERPOOR 
told the story of the very first live visit of an Energy Supporter in Greece who visited 
several households impacted by energy poverty. The posts were intentionally published 
during the EU Energy Sustainable Week (EUSEW) with the hashtag #EUSEW2021 which 
was a good opportunity to enlarge the scope and the audience of the project. 
 
Another example of a POWERPOOR tweet shows work in progress which in this 
particular case was the sum-up of the first round of training programmes for Energy 
Supporters and Mentors, aiming at motivating those who were still hesitating about 
joining the movement to do so. 
 
Finally, the POWERPOOR project also has the ambition to be informative and raise 
awareness about how consumer behaviour can be improved. This is when the project 
launched a series of tips and tricks that could reduce the energy bills. The posts were 

https://twitter.com/POWERPOOR_EU
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also scheduled over the summer months, ensuring that the account remained active and 
alive even in more quiet periods. 
 

Figure 9 Examples of POWERPOOR tweets 

 
Facebook 
The Facebook page has also been set up to leverage the profile of the project. The 
published content is mostly targeting energy poor citizens, social workers, health 
practitioners and local/regional policymakers. The posts are longer in length in 
comparison to Twitter and are explaining the concepts, steps, results, and findings of 
POWERPOOR in an accessible way.  
 
The Facebook profile often also has a newsy approach and aims at interaction. For 
instance, the participation of POWERPOOR’s coordinator, Haris Doukas at the World 
Energy Council in October 2021 and the emphasis on the key messages he sent out 
triggered a good enagement and the post was shared 4 times. 
 
POWERPOOR also covers relevant news and best practices from countries beyond the 8 
pilot EU Member States. An example for that is the European Commission’s 
announcement about a draft law on the social protection of vulnerable energy 
consumers in Romania. 
 

https://www.facebook.com/Powerpoor-105879841279533
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Figure 10 Examples POWERPOOR Facebook posts 

 
LinkedIn 
Finally, the LinkedIn page of POWERPOOR which is mainly used to share project 
achievements with a more targeted audience such as academia and professionals with 
an existing knowledge on energy poverty, energy use, savings, funding, as well as 
climate goals continues drawing more and more interest. While for a long time, LinkedIn 
was the second most followed platform, this has changed very recently and in M18, this 
is where most people are being informed about the project.  
 
The better opportunity to set the context with a lengthier explanation, often tagging 
concrete experts in a professional setting, as well as the possibility for users to express 
reactions with different emojis could be some of the reasons for the good performance 
of the page. For this reason, the consortium will rather preserve the current working 
formula while enriching the content. 
 
The POWERPOOR profile often shares the progress of partners across Europe, such as 
the Info Day on Energy Poverty organised by our Croatian partner, DOOR during the 
European Week of Sustainable Development. 
 
LinkedIn was also featuring the POWERPOOR series. An example for that is the post 
about the project’s partner in Bulgaria, SOFENA, its relevancy for the initiative, and the 
actions it is undertaking at national level in the scope of the project. When the 
consortium has the capacity to do so, it also adds key hashtags in the national language 
making it more visible to local audiences (e.g., #енергия #бедност). 
 

https://www.linkedin.com/company/powerpoor-eu
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Figure 11 Examples of POWERPOOR LinkedIn posts 

 
YouTube  

In the process of work, partners also found the creation of a POWERPOOR YouTube 
channel of importance. Today, the platform allows the consortium to publish online 
material that could be of added value in the long-term, e.g., recording of the Capacity 
Building Workshop for Energy Supporters and Mentors allowing new team members 
within the partnership to also take the POWERPOOR training and be certified, a joint 
workshop with the Energy Poverty Advisory Hub. 

It is also essential to mention that in the past 18 months, POWERPOOR partners have 
ensured a good working process, regularly sending communication and dissemination 
ideas to WP6 package leader, Housing Europe. In this way, activities happening in 
different pilot countries are being covered also from the official social media channels 
of the project. 

At the same time, they continuously publish and will continue spreading the word about 
the project on their own social media profiles as in the collage of examples below, 
multiplying the reach out of the project to different audiences. 

 

https://www.youtube.com/channel/UCjknqWsb70aqdgw24VKSZJg
https://www.youtube.com/channel/UCjknqWsb70aqdgw24VKSZJg
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Figure 12 Examples of POWERPOOR partners’ dissemination activities 

3.4. Promotional and informational material 

The POWERPOOR project has been communicating its objectives and results mostly in 
digital environments, and from quite recently, when the on-going global pandemic has 
allowed it, in person. For this reason, a number of digital and printed materials have 
been prepared and handed out to partners to multiply their distribution. Below, we 
explain what material serves what purpose. 
 
The POWERPOOR brochure prepared by 6.2 task leader, INZEB presents in a simplified 
way the concept and objectives of the project. It is now available in all project languages 
and in English in hard copy or in electronic format through the website of the project, as 
well as on the pages of a few partners (see example by Energiaklub, POWERPOOR’s 
partner in Hungary). The brochure has been and will continue to be distributed to key 
actors, target groups and interested parties at events, seminars, workshops etc. 

https://powerpoor.eu/communication/online-materials
https://energiaklub.hu/files/content/brochure_hung2_web.pdf
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Figure 13 Example of the hard copy of the POWERPOOR brochure in Estonia 

The project poster, summarising the project’s objective and activities is used at events 
organised by partners and is available for download on the POWERPOOR website. 

 
Figure 14 The POWERPOOR poster in English 

 
The project presentation has been created at the beginning of the project, containing 
key information about the project (activities, objectives, partnerships, events), allowing 
partners to update it with the most recent facts, figures, and developments in their area. 
 
The project e-Newsletters regularly disseminate the project’s achievements. They are 
firstly developed in English, then translated in all project languages and in Basque, sent 

https://powerpoor.eu/communication/online-materials
https://powerpoor.eu/communication/newsletters
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out to subscribers and published on the project website. To ensure that readers are 
informed more often than the promised 8-month period, INZEB has taken the initiative 
to also send news alerts as in M11 and M17 to provide a shorter overview of newsy 
information about the project and keep the community together.  
 

 The consortium has taken the decision to promote the newsletter on every occasion 
possible to secure a higher readership across Europe. The project website also offers a 
section at the bottom of the page inviting visitors to be up to date with POWERPOOR 
news in order to boost numbers and reach the goal of 16,000 recipients in total for all 
language versions.  

 
 Several POWERPOOR infographics have been highlighting the various outcomes during 

the implementation phase including introduction to the project, testing, trainings, user 
behaviour, scale-up, replication, roadmap and specifically targeting the identified 
audiences as identified in D6.4 Online materials.  

 
With its very first infographic, POWERPOOR targeted municipalities, explaining what 
their role could be in alleviating energy poverty at local level. The visual has been 
promoted via the project’s social media channels and newsletter, as well as by members 
through their own means of communication. (e.g., see example of Housing Europe’s 
newsletter or ZREA’s website). The second infographic piece promoted the opportunity 
to become an Energy Supporter or Mentor, more specifically what are the steps that 
need to be taken, why is this important, and what impact could that have. 
 
Even though translation of these materials had not been foreseen in the Grant 
Agreement, several POWERPOOR partners have expressed their willingness to translate 
the infographics into their own language. They have been supported by Housing Europe 
accordingly. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 15 POWERPOOR infographics 

https://powerpoor.eu/communication/infographics
https://mailchi.mp/18a385dc23f8/housing-europe-news-november-2017-issue-5218511?e=b94795edfa
https://mailchi.mp/18a385dc23f8/housing-europe-news-november-2017-issue-5218511?e=b94795edfa
https://www.zrea.lv/lv/projekti_212/es_projekti_2798/es_horizon_2020_programmas_projekts_powerpoor_quotenergetiskas_nabadzibas_mazinasana_izmantojot_energetikas_kooperativu_iniciativas_3154/powerpoor_projekta_informativie_materiali_3307/


25 

 

 

Communication and Disseination Plan (1st period) 

Even if not defined as an infographic, together with ICLEI, Housing Europe has worked 
on a Tips & Tricks to mitigate energy poverty in households, factsheet that highlights 
good user behaviour. This factsheet is used in national trainings of supporters and 
mentors, and has been voluntarily translated by several POWERPOOR partners. 
 

 A POWERPOOR video is now in preparation that will tell the story of two POWERPOOR 
Energy Supporters, based in Greece and Latvia who explain how they heard about 
POWERPOOR and what motivated them to become an Energy Supporter; their 
experience with the training; about the visits that they have had; their message to the 
ones who might be still in doubt whether to join the mentors and supporters’ network.  
 

 Often filmed in English, all videos will be translated by local members, uploaded on the 
POWERPOOR’s YouTube channel and promoted not only by the official channels of the 
project, but also by the consortium. Progress will be monitored through the project C&D 
tracker. The topics of all following videos will follow the plan in D6.4 Online materials. 
Both, the infographics and the videos will be seen by 2,000 viewers in total. 
 
 
  

https://powerpoor.eu/communication/infographics
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4. Internal communication and tools 
Coordination among the partners and potential subcontractors so that everyone is on 
the same page in terms of both content and schedule has been a lighthouse principle 
for POWERPOOR. Access to the same information at all times is essential. 
 
While the platform Alfresco was initially used by the consortium, several months later, 
the partnership opted for Microsoft Teams because of its multifunctional capacity to not 
only store information, working documents, and mailing lists, but also to organise bi-
monthly internal consortium meetings and POWERPOOR board meetings every 3 
months. 
 
When it comes to C&D activities, partners are in an almost daily unofficial 
communication via email to exchange information about ongoing events, policy 
developments, past initiatives. These are usually reflected on POWERPOOR’s social 
media channels later on, allowing the project to ensure a coverage of pilot countries and 
offer information also in English, making it more accessible by a wider audience. 
 
 
  

https://www.microsoft.com/en-ww/microsoft-teams/log-in
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5. Dissemination tools and opportunity-based promotion 
Dissemination activities have been bringing the POWERPOOR message to the diverse 
audiences it is targeting and to the ones who are in position to push the path out of 
energy poverty with a step further. To achieve this goal, a mixed strategy will continue 
to be followed. 

 
Partners are regularly being asked to report where, how, and when the opportunity-
based materials have been distributed. A specialised Google Drive file for that purpose 
has been put into use and more information about it is provided in the ‘monitoring and 
impact’ section of this report. First, this 1st period report will provide several examples of 
how these tools have been implemented in the first half of POWERPOOR and which 
activities should further be continued and/or boosted. 

5.1. Press releases  

To mark the completion of key milestones, five press releases have to be distributed per 
partner on national level to relevant media promoting the project tools, activities and 
outcomes, while 3 press releases will be distributed at EU level with the same scope, 
promoting the project’s tools and activities. 
 
In June 2021 for instance, POWERPOOR’s Latvian partner ZREA has published a press 
release announcing the project’s training modules and available materials, a planned 
F2F meeting in Latvia and the results of it. In similar fashion, DOOR from Croatia has 
announced the successful completion of the first trainings in the country and ECN has 
promoted the Training for Energy Supporters and Mentors. The EU partner, Housing 
Europe has put the project into context of the ongoing negotiation of the ‘Fit for 55’ 
package, mentioning POWERPOOR as a best practice in its press release on the matter. 
To secure the achievement of KPIs, during the consortium meetings, POWERPOOR 
partners will be further encouraged to publish press releases about upcoming 
developments. 

5.2. Press publications   

At least two publications to the press have to be issued by each partner, so as to promote 
the project and its outcomes. Specialised newspapers, magazines and other open 
platforms of wide acceptance and circulation, focusing on energy poverty, 
environmental, local development and sustainability issues, should be selected for the 
publications (e.g., Revolve, Foresight, BUILD UP, etc.). The work has already started. 
 
Looking at the work that has been done, ZREA has reached out to the Latvian association 
of consumers’ rights protection to inform readers about the ambition of POWERPOOR. 
In Portugal, Coopernico has cooperated with the magazine ‘Edificios e energia’ to 
announce its involvement with the project and what its role consists of. SUSTAINABLE 
CITY (SUST) in Greece has worked with the Municipality of Messini on a press publication. 
POWERPOOR’s Spanish partner, Goiener has already managed to publish two press 
publications in the Bilbao-based journal DEIA. In January 2022, Coopernico gives an 
interview about energy poverty and the Horizon 2020 project, providing information for 

https://www.zrea.lv/lv/projekti_212/es_projekti_2798/es_horizon_2020_programmas_projekts_powerpoor_quotenergetiskas_nabadzibas_mazinasana_izmantojot_energetikas_kooperativu_iniciativas_3154/pirmas_apmacibas_potencialajiem_energetiskas_nabadzibas_mazinasanas_atbalstitajiem_un_energetikas_kopienu_izveides_mentoriem_noslegusas_3266/
ttps://www.zrea.lv/lv/projekti_212/es_projekti_2798/es_horizon_2020_programmas_projekts_powerpoor_quotenergetiskas_nabadzibas_mazinasana_izmantojot_energetikas_kooperativu_iniciativas_3154/zrea_organizes_pirmas_apmacibas_potencialajiem_energetiskas_nabadzibas_mazinasanas_atbalstitajiem_un_energetikas_kopienu_izveides_mentoriem_3260/
https://door.hr/izasla-je-prva-obavijest-o-powerpoor-novostima/
https://eurocrowd.org/powerpoor-training-for-energy-supporters-and-mentors-4th-february-2022/
https://www.housingeurope.eu/resource-1649/when-it-comes-to-climate-proof-and-affordable-homes-many-roads-lead-to-rome
https://pateretajs.lv/index.php/lv/component/content/article/323-apvieno-spkus-enertisks-nabadzba-mazinanai
https://pateretajs.lv/index.php/lv/component/content/article/323-apvieno-spkus-enertisks-nabadzba-mazinanai
file:///C:/Users/olive/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/DEN1SGAW/he%20magazine%20‘Edificios%20e%20energia’
https://www.deia.eus/bizkaia/2022/01/29/familias-decidir-calientan-casa-o/1186576.html
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a news article about POWEPROOR’s trainings. EKYl, based in Estonia, has also published 
news about the project in the Housing magazine ELAMU (DWELLING) in March 2021. 

5.3. Special issue publication  

Each partner will work on one special issue about energy poverty alleviation in each of 
the 8 EU countries where the pilot projects are taking place. While most partners have 
decided to choose timing when more details/information could be provided, 
POWERPOOR’s Croatian partner, DOOR has already provided a detailed piece about the 
project training materials. Further updated on the special issue publications by the pilot 
countries will follow in the C&D report in M36. 
 
INZEB is publishing by the end of February 2022, the publication “Energy Poverty in 
Greece: Citizens’ awareness and addressing the phenomenon” (ISBN: 978-618-85369-0-
6) which includes a dedicated chapter to various EU funded projects aiming to mitigate 
energy poverty through the support to energy poor and vulnerable households and 
POWERPOOR is among them.  The publication will be available online, both in Greek and 
English. 

5.4. Articles  

With the results of the trainings, further promotion has been made and many partners 
have been drafting short e-diaries or social media posts with the results of trainings, 
liaison meetings, info days or similar POWERPOOR developments. Some have opted for 
an overview of the project on their website like ICLEI or ECN, several local partners, such 
as Croatia, Latvia, Estonia, Hungary have also been promoting activities as they happen. 
Others, like Housing Europe, have used the opportunity of major events, such as the 
‘Right to energy forum’ in 2020 to speak about solutions to the energy poverty 
phenomenon. 
 
Moreover, POWERPOOR partners have published 139 social media posts so far, 
highlighting project news, ambitions, and results. Work in this direction will continue for 
the whole duration of the project to ensure that POWERPOOR continuously ‘lives’ on 
multiple digital platforms and social media newsfeeds. 

5.5. Presentations at events 

Each member has committed to work on presenting POWERPOOR at least 3 times to 
external audiences with the agreed PowerPoint template in the duration of the project 
and 2 times after its end. Consortium members have been asked to provide the agenda 
of the event, description, and any other supporting information about the event where 
they have taken part in order to have a good overview of the dissemination activities. 
 
Halfway through the project, partners have presented POWERPOOR at various events 
online, in real life, and in hybrid mode, even in a video format. Both, NTUA and INZEB 
have presented the project at a roundtable with sister projects. The project coordinator 
has also presented POWERPOOR at the Enpor launch event on energy vulnerability in 
the private-rented sector. INZEB has also been able to promote the initiative through a 
video discussion, addressing the energy and building sector in Greece, as well as at the 
two workshops both entitled “Energy Poverty-A Multidimensional Global Phenomenon”, 

https://www.deia.eus/bizkaia/2022/01/29/casa-13-grados-recomendaciones-ahorrar/1186581.html
https://door.hr/objavljeni-su-materijali-za-edukaciju-energetskih-savjetnika-i-mentora-na-projektu-powerpoor/
https://iclei-europe.org/projects/?c=search&uid=C6oPz0ee
https://eurocrowd.org/powerpoor-empowering-energy-poor-citizens-through-joint-energy-initiatives/
https://www.housingeurope.eu/blog-1486/empowering-citizens-with-a-right-to-energy
https://us7.campaign-archive.com/?u=fd8d6a0ce6663ff956d8b548c&id=1559814800
https://www.facebook.com/daskalakisassociates/videos/932529487551973/
https://www.facebook.com/daskalakisassociates/videos/932529487551973/
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each one reaching out to different regions of the planet achieving to approach a global-
wide audience. Both workshops thoroughly discussed the different factors that result to 
the increase of energy poverty levels in different regions and presented EU initiatives 
aiming to support households and the society in mitigating the social problem. 
POWERPOOR project, its aims and role in alleviating energy poverty were presented in 
detail. 
 
As planned, the project was also presented at key events, such as the EU Sustainable 
Energy Week 2021 during a session named ‘How to make the Renovation Wave a success 
in Central and Eastern Europe in addressing energy poverty?’ or the highly-
attended Right to Energy Forum in January 2022 in both cases by Housing Europe.  
 
SOFENA, Sofia’s Energy Agency has also found a good opportunity to disseminate the 
project in Bulgaria during the IV National Housing Forum in January 2021. 
 
Partners have managed to present the project at some out-of-the-box events, including 
the Car-free Day in Hungary, the V Summer School on Sustainability in Portugal in 
September 2021. In a series of lectures, Goiener has met students from the engineering 
school of the University of the Basque Country to introduce POWERPOOR. 
 

 
Figure 16 Chris Merveille, Goiener giving a lecture in the Basque country 

 
POWERPOOR will be promoted at Housing Europe, ICLEI, and ECN events, such as the 
International Social Housing Festival (ISHF) and the Local Renewable Conference, which 
attract more than 3,000 participants. At the moment, partners are preparing for the 
presentation of the project at ISHF in Helsinki (Finland) in mid-June 2022 where the 
Energy Supporters and Mentors approach will be presented to social and affordable 
housing providers, utility providers, social workers, local/national/European 
policymakers. 

https://comact-project.eu/event/eusew-2021-how-to-make-the-renovation-wave-a-success-in-central-and-eastern-europe-in-addressing-energy-poverty/
https://comact-project.eu/event/eusew-2021-how-to-make-the-renovation-wave-a-success-in-central-and-eastern-europe-in-addressing-energy-poverty/
https://righttoenergy.org/forum-2022/
https://www.facebook.com/Energiaklub/posts/4218341378221640
https://www.ics.ulisboa.pt/sites/ics.ulisboa.pt/files/cursos/ficheiros/v_escola_de_verao_em_sustentabilidade_05ago2021_0_0.pdf
https://www.ics.ulisboa.pt/sites/ics.ulisboa.pt/files/cursos/ficheiros/v_escola_de_verao_em_sustentabilidade_05ago2021_0_0.pdf
https://www.ics.ulisboa.pt/sites/ics.ulisboa.pt/files/cursos/ficheiros/v_escola_de_verao_em_sustentabilidade_05ago2021_0_0.pdf
https://www.ics.ulisboa.pt/sites/ics.ulisboa.pt/files/cursos/ficheiros/v_escola_de_verao_em_sustentabilidade_05ago2021_0_0.pdf
https://socialhousingfestival.eu/
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5.6. Partners’ newsletters 

In addition to the special e-Newsletter of POWERPOOR, partners that send out their own 
newsletters have been periodically informing their network on the progress of the 
project. Until M18, this has been done about 50 times by diverse partners according to 
the POWERPOOR C&D tracker.  
 
 
 
  

https://docs.google.com/spreadsheets/d/1GOyoSMArEN0_da9aAThnDjIvFuvufcNVix7C85g2o9M/edit#gid=0
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6. Monitoring and impact  
The monitoring activity has the main objective of evaluating and interpreting the results 
of the actions undertaken by the project within the communication and dissemination 
framework. This activity provides valuable data regarding the outreach of the C&D 
actions and regarding the degree of engagement that these actions were able to create 
with the communication targets. 
 
By evaluating these results and the interim impacts of the project, POWERPOOR has 
been able to fine-tune and adjust this communication and dissemination strategy, so 
that the final impacts of the project can be reached, and the maximum potential of these 
actions will be exploited. 
 
C&D activities delivered by POWERPOOR partners are being monitored with the 
suggested Google Sheets form (saved on the Google Drive of POWERPOOR’s Gmail 
account - powerpoor.eu@gmail.com). The form allows simultaneous editing by all 
partners and keep track of the dissemination activities for reporting purposes. If more 
files have to be sent out, members use the check box to identify thatfurther material has 
been provided via the Gmail address of POWERPOOR. The tracker will also play an 
essential role in the final D6.7 in M36 when we will report on the communication and 
dissemination activities throughout the whole duration of the project. 
  

https://docs.google.com/spreadsheets/d/1GOyoSMArEN0_da9aAThnDjIvFuvufcNVix7C85g2o9M/edit?usp=sharing
mailto:powerpoor.eu@gmail.com
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7. Timeline 

C&D activities undertaken from the beginning of the project until the last 36th month.  

 

 
 
 
 

Figure 17 POWERPOOR timeline for WP 6 

Most of the deliverables for WP6 have already been submitted. Apart from this 
Communication & Dissemination Report and Plan in the first period of the project, the 
package leader and partners will also work on the Final Publishable report (NTUA) and 
the final report on communication and dissemination activities (Housing Europe). 
 

 
Figure 18 POWERPOOR list of deliverables for WP6 
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8.  Obligations and Requirements for Communication and 
Disseminations Actions   

8.1. Acknowledging EU funding   

In order to ensure project recognisability and successful dissemination it is important 
that all partners continue to use the visual identity of WP6 when disseminating the 
POWERPOOR project results and follow the strategy developed in this deliverable.  

This includes proper use of the project name, logo, colour pallet, template as well as 
acknowledgment of EU funding with the EU flag and the following wording: “This project 
has received funding from the European Union's Horizon 2020 research and innovation 
programme under grant agreement Nº 890437”. 

See example of POWERPOOR’s infographics. 

8.2. Disclaimer Excluding Agency and Commission responsibility  

Any communication activity related to the action must indicate that it reflects only the 
author's view and that the Agency, and the Commission are not responsible for any use 
that may be made of the information it contains: “This communication/publication 
reflects only the author's view. It does not represent the view of the European 
Commission and the European Commission is not responsible for any use that may be 
made of the information it contains”. 

8.3. Data Protection Compliance   

The POWERPOOR Consortium commits to comply with the General Data Protection 
Regulation (GDPR), which came into force on 25 April 2018. A specific procedure will be 
implemented for the management of the personal of the stakeholders to be engaged in 
various ways, namely: for the stakeholders’ identification process, prior and during the 
participation in the events, the use of data of the stakeholders and all interested parties 
while subscribing to the newsletters, the use of the website.  

Specifically: 

Each partner is responsible to communicate with its national stakeholders as identified 
under the task 4.1.  

For the stakeholders’ identification process under the task 4.1, the personal data 
collected are: full name, name of organisation, position at the organisation, mobile 
phone number, e-mail.  

For the participation in the Inspiring events an online registration form is developed in 
which a description of the stakeholders’ data use is presented (what data we collect, why 
we collect them, how and where we store them, who is responsible for the data security, 
how many years the data will be kept, if and where the data will be transferred (for 
example to the EASME services, if requested as a proof of the registration/participation).  

Moreover, all invited stakeholders have been and should continue to be asked for their 
consent for being photographed and/or recorded during the events. The data to be 
requested through the online registration forms are: full name, name of organisation, 
position at the organisation, mobile phone number, e-mail. POWERPOOR partners will 

https://powerpoor.eu/communication/infographics
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never ask for personal sensitive data consisting of racial or ethnic origin, political 
opinions, religious or philosophical beliefs, or trade union membership, genetic data, 
biometric data, data concerning health or data concerning a natural person's sex life or 
sexual orientation.  

For the newsletter registration, subscribers either register themselves to receive the 
newsletter through the website registration form, or, if invited to register by a 
POWERPOOR partner, providing the link to the registration form. In no case, 
stakeholders are being added to the newsletter list without their consent. The digital 
proof of consent has to be stored. Subscribers are able to unsubscribe/opt-out from the 
list at any time by following the unsubscribe link available on every form of 
communications.  

The GDPR‐compliant database/tool for the use of newsletters is MailChimp. At the end 
of the project, unless otherwise agreed, the database should be deleted if no further 
dissemination would be carried out past the end date. In the occasion that post‐project 
communication will be carried out, an email will be sent to the database asking the 
subscribers if they wish to remain on the list for possible future communication.   

The POWERPOOR website has a specific section in which the following legal notices are 
displayed:   

Terms of use. In this section the information to be displayed are the links to other web 
sites and user-supplied content, the privacy, the copyright and trademarks, the user 
submissions and conduct.   

Privacy policy. In this section, information, on the users’ data that are collected when 
they visit the POWERPOOR website and how those are used, will be available.   

Cookies policy. General information about cookies (use preference cookies, marketing, 
and preference cookies, third party analytics cookies) will be presented.   

GDPR Policy. In this section the overall GDPR policy of the POWERPOOR project will be 
available. The policy will include the following sections: the general data privacy 
regulation scope, information of the data controller, the purpose and legal basis for data 
processing, the recipients of personal data, the process and storage of personal data, 
users’ rights, and the users’ right to lodge a complaint with the data protection authority. 

https://powerpoor.eu/index.php/cookies-policy

