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Executive summary

This document describes the development of communication activities (Task 8.4) from Month 1 to
Month 12 of the SPICE project. The overall objective of communication activity is to engage in a
dialogue about the emerging project results with specific audiences who are potential users,
specifically heritage institutions, community organisations, interest groups and educators. The
methodologies of each communication channel are defined in relation to the target audiences they
aim to reach. Each channel of communication is examined on the depth and breadth of engagement
achieved with the project’s target audiences in the reporting period.

Overall KPI targets are being met, with KPIs exceeded in the cases of media coverage via press
releases, website reach, and event-related activity. However, social media activity is currently not
meeting KP| expectations and is in need of remedial action. A SWOT analysis is provided to identify
and evaluate current strengths and weaknesses in the project’s communication strategy. A number
of weaknesses, such as uneven target audience reach, are addressed with targeted actions.

Finally, the report concludes with a summary of achievements and progress, noting effective
communication to academic audiences, alongside areas for further development, such as improved
monitoring processes and implementing a revised communication plan with particular attention
paid to increasing social media activity.
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Introduction

The overall aim of the communication activities is to engage in a dialogue about the emerging
project results with defined audiences who are potential users of SPICE tools and methods,
specifically heritage institutions, community organisations, interest groups and educators.

Communication is a shared responsibility across the SPICE partnership, which involves all other
Work Packages, though communication activities are managed through Task 8.4 (T8.4), with Work
Package 8 (WP8) taking responsibility for providing the overall structure and strategy by which
communication takes place. Communication activities directly involve WP7 (Case Studies Progress
and Plan) for example, in order to illustrate how the tools and methods can be used with a variety
of citizen communities, providing examples that the sector can follow; similarly, the SPICE
newsletter draws on the current research and methods of all other Work Packages.

Monthly reports are produced summarising planned and ongoing communication activities as well
as their outcomes. This helps partners to understand which communication actions are being
carried out and how to participate in them.

Section one of this report outlines the specific aims of the communication activities in engaging the
following audiences:

1. Heritage institutions - in order to gain feedback on the emerging methods and tools of the
project and identify issues that may affect the adoption of project results;

2. Community organisations and excluded groups - to gain feedback and encourage
participation in ongoing trials;

3. Members of the public who have an active interest in culture, particularly in the
geographical trial areas in order to identify further trial opportunities;

4. Educators - to gain feedback on how the tools and methods of the project can be integrated
into courses and curricula.

Section two examines each of the communication methodologies used to publicise the project with
the above audiences and maximise impact of developments:

e Media Coverage - the consortium launched the project with press releases and is currently
developing a press kit (with high-definition images and video clips) to communicate project
progress and results. Press releases are referenced into search engines, and we publicise the
project through professional organisations.® Academic partners use their Communications
Offices to assist in the preparation and distribution of press releases related to project launch
and significant milestones.

e Social Media - a social media presence has been established on Twitter, LinkedIn and
Instagram, as well as on YouTube. These platforms give audiences direct insight into the
interpretative and reflective activities developed and evaluated in the project, as well as

! For example, IPTC, as well as the heritage community via bodies such as the Collections Trust,
Museums Association, Network of European Museums Organisation, Culture 24 and Europeana.
8
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sharing research and other content that relates to the values and goals of SPICE. Social media
is also used to syndicate content from the main website.

e Event-related - SPICE uses carefully selected events to reach our target audiences. The
partners cooperate in organizing special sessions on issues and topics related to our research
at these events.

e Website - a dedicated project website featuring multimedia content reflects the diversity of
research and case studies undertaken. The website is used as a central repository for
recording progress, events and results, to which social media platforms can direct audiences.
The website also hosts a private intranet for SPICE partners.

e Newsletter - regular updates, links and discussion are distributed to a database of dedicated
subscribers through regular SPICE newsletters. These are an effective means of spreading
word of project events and results to engaged audiences.

e Scientific Presentation - a range of academic and professional audiences are reached with
presentations delivered by partners at relevant international conferences.?

e Scientific Publications - academic partners disseminate project results through scientific
journals, international conferences and technical reports.

e SPICE Stakeholder Engagement - SPICE partners work with museum professionals and
stakeholder groups, eliciting feedback to understand how citizen curation methods and tools
can be meaningfully used.

Section three deals with the processes and tools by which Key Performance Indicators (KPIs) are
tracked and monitored, to ensure communication activity meets expected targets. This is followed
by a SWOT analysis in section four, in which strengths, weaknesses, opportunities and threats are
analysed in the current communication strategy and targeted actions are listed in response.

Finally, the report concludes with a summary of progress in the project’s first year, and looks
towards future actions in the months ahead.

1. Objectives and Audience

The overall aim of SPICE communication activities is to engage in a dialogue about the emerging
project results with defined audiences who are potential users of SPICE tools and methods.

SPICE has four main audience groupings referred to in the project’s Grant Agreement. Further detail
on each of the groups is provided in the deliverable D8.2 Dissemination and Exploitation.

1. Heritage institutions - SPICE communicates with museum and heritage professionals in
order to promote project tools and methods which can improve engagement with museum
visitors. SPICE aims to engage with heritage institutions in order to gain feedback on the
emerging methods of the project and identify issues that may affect the adoption of project
results.

2 In the M1-M12 period, these have included the Advanced Visual Interfaces and Interactions in Cultural Heritage (AVICH
2020), The annual conference of AIUCD, the Italian Association for Humanities and Digital Culture, iINOVA Media Lab,
and MuseWeb 2020.

9
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2. Community organisations and excluded groups - the project aims to engage with

community organizations and excluded groups in order to get feedback about the project
and encourage participation in SPICE’s ongoing trials.

Public (with an active interest in culture) - SPICE aims to engage the public in order to
identify further trial opportunities, particularly in the geographic trial areas. Specifically,
SPICE aims to communicate with those members of the public who have an active interest
in culture.

Educators -the project aims to engage educators in order to gain feedback on how the tools

and methods of the project can be integrated into courses and curricula.

2. Communication activities

Channels of communication and methodology

There are seven channels of communication, which are examined in depth below. Communication
methodologies were selected with specific audiences in mind, in order to maximise the breadth and
depth of communication activity across audiences. The main channels used to communicate the

SPICE project are as follows:

2.1 Media Coverage: press releases

2.2 Social Media: Twitter, LinkedIn, Instagram, YouTube

2.3 Event-related: Conferences, webinars, workshops

2.4 Website: SPICE project website

2.5 Newsletter: Regular themed newsletters

2.6 Scientific Presentation: Presenting papers, talks and professional forum

2.7 Scientific Publications: Published papers

2.8 SPICE Stakeholder Engagements: Workshop, presentation

Audiences

In the table below, we set out the audiences reached by Month 12 via each of the communication

methodologies:

Channel: Methodology

Audience reached (at M12)

2.1 Press releases

Educators

2.2 Twitter, LinkedIn, Instagram,
YouTube

Public (general and active interest), Heritage Institutions,
Educators and Organisations

10
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2.3 Conferences, webinars, workshops

Educators

2.4 SPICE project website

Educators

Public (general and active interest), Heritage Institutions,

2.5 Regular themed newsletters

Public (general and active interest), Heritage Institutions,

Educators
2.6 Presenting papers, talks and Educators
professional forum
2.7 Published scientific publications Educators

2.8 Workshops, presentations

Heritage Institutions, Educators

Table 1: Communication methodologies and audiences reached.

2.1 Media Coverage: Press releases

Press releases via SPICE partner organizations are the primary way the project communicated its
initiation to the media. Highlights include:

Aalto, CELI, OU, and UNITO’s HPC4AI issued news articles on their respective websites,
covering the launch of SPICE and outlining the project’s research goals.

CELI issued a press release publicising the paper ‘Citizen curation and NLP technologies for
museums in the SPICE Project’ which was presented by Andrea Bolioli and Alessio Bosca,
together with researchers from the University of Turin, at the 10th annual conference of the
AIUCD, the Italian Association for the Humanities Computing and Digital Culture.

UNITO News published an interview with Rossana Damiano (UNITO) about SPICE, its
research goals, partners in the consortium, the respective roles in the project for the
University of Turin and GAM, and ways for the public to stay in contact with the project’s
development. The UNITO website also published an audio recording of a 10-minute
interview with Professor Damiano about SPICE.

The full range of activity is summarised as follows:

cohesion by citizen
curation of cultural
heritage

SPICE project

/en/news/spice-
promotes-social-
cohesion-by-citizen-
curation-of-cultural-
heritage

Date Title of press release Description Link Partner
involved
27/09/2020 | SPICE promotes social Presentation of the https://www.aalto.fi | AALTO

11
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08/05/2020 | Parte il progetto di Presentation of the https://www.celi.it/ | CELI
ricerca europeo H2020 SPICE project blog/2020/05/parte-

SPICE il-progetto-di-
ricerca-europeo-
spice-sulla-citizen-
curation/

01/11/2021 | AIUCD 2021: al Presentation of the https://www.celi.it/ | CELI
convegno annuale SPICE project at AIUCD blog/2021/01/aiucd-
presentiamo il progetto | 2021 2021-al-convegno-

SPICE annuale-
presentiamo-il-
progetto-spice/

Research project to Presentation of the http://www.open.ac | OU

allow groups at risk of SPICE project .uk/research/news/p

exclusion to enjoy the roject-allow-groups-

Arts risk-exclusion-enjoy-
arts

10/5/2020 Progetto SPICE, alla Interview with Rossana https://www.uniton | UNITO
scoperta dei musei come | Damiano to know the ews.it/index.php/it/
strumento di inclusione | SPICE project news detail/progett
sociale o-spice-alla-

scoperta-dei-musei-
come-strumento-di-
inclusione-sociale

The SPICE EU Project Project section of the https://hpc4ai.unito. | UNITO

web site of the HPC4Al it/spice/2708/
project, which hosts a

server deployed by

SPICE as part of WP6

20/04/2021 | Partnership & Research: | Project section of the https://imma.ie/wha | IMMA

SPICE Project IMMA website which ts-on/spice-
introduces the project partnership-
and IMMA's case study. | research/

Table 2: Press releases published between M1-M12.
KPlIs

Expected Target M1-M12

Achieved

Press releases | 1

7

2.2 Social Media: Twitter, LinkedIn, Instagram, YouTube

SPICE established three main social media channels in July 2020 (Month 3): Twitter, LinkedIn, and
Instagram. Initially the project planned to have two channels, Twitter and LinkedIn. After

12
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conversation with SPICE museum and heritage partners, Instagram was added as a channel as
Instagram’s primarily photographic format is favoured by museums and galleries as a means to
engage audiences visually as well as connecting with a younger demographic.?

A YouTube account was established in December 2020 (Month 8) so that project videos could be
uploaded and linked to from the main three social media channels. All consortium partners, as
individuals and as organisations, are invited to contribute to the social media channels, including
news items, relevant research and related projects, and sharing and reposting of SPICE content.

A shared document available to partners in the Member’s Area of the SPICE website is used to
collate and schedule suggestions for social media posts. Responsibility for the social media channels
lies with the SPICE project management board but is executed day-to-day by IMMA in Work Package
8. Access to the project social media channels is monitored and reported-on using the analytical
tools provided by each platform (see Section 6 Indicators below).

2.2.1 Twitter?

Description

The SPICE Twitter account (SPICE H2020, @SpiceH2020) is branded with the project logo and
visual identity, and includes a short description, geographic locations of partners, and the project
website link. The name and address of the account includes ‘H2020’ to communicate EC funding.
The Twitter account is mainly used for text-based communication, using short, engaging texts and
includes where relevant links back to the SPICE website so that content is useful and informative
to users.

The account operates mostly in the present tense or short-term future — highlighting what is
happening now or in the coming weeks. Posts to the account are intended to be frequent,
followed by a steep increase in volume of tweets during events, workshops, conferences, and
particularly active points in project research. The tone of the posts is informal, positive but
professional. A central tenet of Twitter communication is to only post quality content related to
the project’s research, links to relevant content from the consortium’s partners, and information
relevant to SPICE stakeholders and future users.

In the first year of the project, content is organised into strands of communication: updates on
work package developments, end-of-week activity reviews, live tweeting from conferences and
events, relevant content recommendations during the week, and ‘Sunday Reading’ suggesting
longer articles and papers to read at the weekend.

3 https://www.statista.com/topics/3438/instagram-in-europe
4 https://twitter.com/SpiceH2020

13
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SPICE

1' 'l B
| Edit profile |

SPICE H2020
@SpiceH2020

Social cohesion, Participation, and Inclusion through Cultural Engagement. An EU-
H2020 funded project dedicated to citizen curation of cultural heritage.

© DKESFIIEILITUK 8 spice-h2020.eu Joined July 2020

603 Following 221 Followers

Fig. 1: An image of the SPICE Twitter profile.

Audiences

The Twitter account aims to engage primarily professionals in universities, research, museums,
culture and heritage organisations but also outside that group — potential users and participants
from a variety of social contexts, and an even wider group of members of the public with an active
interest in culture, who may view one of SPICE’s Tweets in their timeline. Posts on Twitter are
scheduled via TweetDeck and in-app tools.

e Mutual follows by other EU Horizon 2020 projects include Culture Labs, ELEXIS, inDICES,
MEMEX, and SO-CLOSE.
e Key stakeholder followers from the heritage sector include:
0 Julia Pagel (@JuliaPagel2), Secretary General of NEMO (Network of European
Museum Organisations)
O Italian Association of Digital Humanities (@AIUCD)
0 UNESCO and ERA Chairs on Digital Cultural Heritage (@ UNESCO)_DCH_ERA Digital
Heritage Research Lab at Cypress University of Technology, holding UNESCO and
European Research Area (ERA) Chairs in Digital Cultural Heritage
O DARIAH-EU (@DARIAHeu) Digital Research Infrastructure for the Arts and
Humanities - Creating, connecting and sharing knowledge about culture and
society
e Key stakeholder followers from community organisations include:
0 Veronica Crosby (@VeronicaCrosbie) Lecturer in ESOL and Intercultural Studies at
Dublin City University; Chair of Universities of Sanctuary Ireland; Coordinator of
the MELLIE Programme (Migrant English Language, Literacy and Intercultural
Education)
0 Asylum Archive (@AsylumArchive)
O Narrative 4 Ireland
0 Fighting Words

14
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Tweet activity

Impressions 1,242
SPICE H2020 @5
If you're new to the SPICE project, here's a short video, which L
explains some of the key concepts, and how we plan to develop Media views 3
citizen curation methods to promote social cohesion.
Total engagements 36
#SPICER2020
Profile clicks 12
https://www.youtube.com/watch?v=ulO1QiOecgl&t=56s Retwests 5
Likes 5
Link clicks 5
Detail expands 5
Media engagements 3
Replies 1
Fig. 2: Tweet activity for a popular post from 25™ March 2021.
e Interactions with project partner organisations’ Twitter accounts have allowed for a

A typically effective example of a @SpiceH2020 tweet was posted on 25" March 2020.
The tweet reshared the SPICE video to its new followers. This tweet got 1,242 impressions
(figure 2), and 36 engagements (an engagement rate of 4.3%), including profile clicks,
retweets, likes and media engagements.

greater number of impressions and wider reach for SPICE communications tweets where
the project’s content is relevant to the partner organization’s own audience. An example
is IMMA (@IMMAlIreland — 32.4k followers) retweeting a post by @SpiceH2020 based on
an IMMA magazine article on imma.ie website (figure 3). This post had 2,450 number of
impressions and 50 engagements.

SPICE H2020 @SpiceH20z

Sunday Reading: Stories of Hospitality by Julie Daniels, from @IMMAIreland's
Magazine. Daniel's explains how her PhD research informs her work as workshop
facilitator of the MELLIE project for migrant language and culture exchange
https://bit.ly/3ro70XF

Impressions 2,450

Total engagements 50

Fig. 3: Tweet activity for a popular tweet from 7t March 2021.

Using the free app, Tweepsmap, we can analyse the national spread of @SpiceH2020
Twitter followers (figure 4). According to this analysis, the countries with the highest
numbers of followers are the UK (24.2%), Italy (18.4%), Germany (13.5%), Ireland (10.6%)
and Spain (9.2%). Other Partner countries have lower proportions of Twitter followers,

15
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with Finland (6.8%), Denmark (1.9%) and Israel (0.5%). Actions to rectify these geographic
imbalances are covered in Section 5 ‘SWOT analysis’ below.

Analysis of @SpiceH2020 FOLL

Norway

Estonia

Latvia

Lithuania

Belarus
Kyiv
Kuis
®
Slovakia ’ Ukraine
Moldova
France Hungery
Romania
=0.5
3

[+]
Istanbul Ank‘ara
Greece T

Fig. 4: Analysis of SPICE Twitter followers by European country.

Challenges

Through the first year of the project, it was difficult to maintain a frequent generation of rich and
relevant content. This was due to the initial phases of the project being less public and so
therefore not readily offering tweetable moments.

The impact of COVID-19 restrictions also meant that it was difficult to generate the typical tweets
one might associate with the account of a research project. For example, pre-COVID, a Twitter
account might often create multiple tweets around attending a conference in-person: tweets
about the place where the conference is taking place, tweets about the journey to and from the
conference centre, the pre-conference set up, with live tweets through the day, social photos of
partner personnel at the conference, and round-up, post-conference tweets. When the
conference is all online and virtual, the range of tweets that can be generated become more
limited in terms of images and other engaging content.

@SpiceH2020 compensated for this challenge by editing imaginative screen shots of video
conferencing. It is envisaged as the project activity becomes more public and COVID restrictions
ease towards the end of 2021, it will be possible to significantly increase the amount of output
from the @SpiceH2020 account. The Twitter account also regularly posted reading material

16
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(essays, articles, blogs, news stories etc.) that aligned with SPICE values, aims or goals and were
deemed of interest to our audiences as part of a ‘Sunday Reading’ series.

KPlIs
Expected Target M1-M12 Achieved
Genuine Followers | 400 221
Tweets | 180 133
Likes | 600 466

2.2.2 LinkedIn®

Description

The LinkedIn company account (SPICE H2020) is branded with SPICE’s logo and visual identity,
with a short project description, listed as a Research project and geographically located to
Bologna. The name of the account and its short descriptor include ‘H2020’ and ‘Horizon 2020’ to
communicate EC funding. The LinkedIn account was envisaged to be mainly text-based
communication, using longer texts and include where relevant links back to the SPICE website so
that content is useful and informative to users. The channel also uses hashtags as part of the
LinkedIn format.

The account operates mostly in the present tense or short-term future — highlighting what has
just happened or will do so in the coming weeks. Posts to the account are intended to be less
frequent than Twitter, but slightly longer individual posts with an increase in volume during
events, workshops, conferences, and particularly active points in project research.

The content often combines and expands on a number of posts on Twitter. The tone of the posts
is professional. Linkedln communication also follows Twitter posts in only publishing quality
content related to the project’s research, links to relevant content from the consortium’s
partners, and information relevant to SPICE stakeholders and future users. In the first year of the
project, content has been organised similarly to the Twitter feed, posting distinct strands of
communication: updates on work package developments, end-of-week activity reviews, synopsis-
type posts following on from conferences and events, relevant content recommendations during
the week, and ‘Sunday Reading’ suggesting longer articles and papers to read at the weekend.

> https://www.linkedin.com/company/spice-h2020
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e.. "SPICE ¢

SPICE H2020

Social cohesion, Participation, and Inclusion through Cultural Engagement. An EU Horizon 2020 funded
project.

Research - Bologna, Emilia-Romagna - 31 followers

Home  About Posts  Jobs People  Videos

About

SPICE - Social cohesion, Participation, and Inclusion through Cultural Engagement - a project dedicated to citizen

curation of cultural heritage, funded by the EU Research and Innovation programme Horizon 2020. We foster diverse

participation in the heritage domain through: = Citizen curation - Citizens are supported in developing inter... see more
See all details

Fig. 5: Image of the SPICE LinkedIn profile.

Audience

While the SPICE H2020 account aims to create the widest possible network of LinkedIn users, it
primarily addresses a professional audience involved in universities, research, technology,
museums and heritage.

At Month 12 of SPICE, the number of followers on LinkedIn is 31. Key stakeholder followers
are drawn from research, university, technology and heritage sectors. SPICE posted 21
times on LinkedIn in its first year.

The top SPICE H2020 post during this period was on 7™ April 2021. The post highlighted
Partner involvement in the 2021 MuseWeb conference, and tagged participating Partners
and Partner Institutions to boost visibility (figure 6). It generated 51 impressions, 6 likes
and an engagement rate of 17.6%.
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e%¢ SPICE H2020 .

'. 'i 31 followers

2w @
We were delighted to present SPICE at yesterday's MuseWeb conference. And of
course we were inspired to learn about a whole range of fascinating projects from
all over the world. #MW21 #SpiceH2020

==1° H

L s L

USIVERSIT A EHEH | STUTH 00 ORI

SPICE: Social cohesion
Participation Inclusion through
Cultural Engagement

Anna Maria Marras, the University of Turin, Italy
Sofia Pescarin, CNR, Italy

iliSPICEiiji

Tsvi Kuflik and Alan J. Wecker, the University of Haifa, Israel
Paul Mulholland, The Open University, United Kingdom

¢? with Anna Maria Marras and 7 others

Os

Reactions

N 6 Y, EX

® Like & comment (> Share +7 send

Fig. 6: Example of a popular LinkedIn post from 7t" April 2021.

The SPICE LinkedIn account counts its connections mostly from countries which mirror the

locations of the project consortium’s partners. See figure 7. The highest number of users
are from Italy (26.08%), Spain (21.7%), the UK (17.4%), and Denmark (8.7%).

Follower Demographics @

Top locations

Madrid Area, Spain
Turin Area, Italy
Bologna Area, Italy

Valencia Area, Spain

Copenhagen Area, Capital Region, ...

Milton Keynes, United Kingdom
Malmo, Sweden

District Brno-City, Czech Republic
Crewe, United Kingdom
Shrewsbury, United Kingdom

— et e ok PR P W W W

Data for: Location =

. IREN"ES
A 13.04%
T 13.04%
—  8.7%
I 5.7%
. 5.7%

I 4.35%

. 4.35%

I 4.35%

I 4.35%

Fig. 7: LinkedIn follower demographics by location.
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e LinkedIn connections come mainly from the areas of Research (28%) and Education (20%), and
other job functions include Information Technology, Arts and Design and Media and
Communication (all 8%). See figure 8.

Follower Demographics @ Data for: Job function «

Top job functions

Research

Education

Operations

Information Technology
Arts and Design

Media and Communication
Administrative

Marketing

Engineering

- e e = o NN W~
@

Program and Project Management 4%

Fig. 8: LinkedIn follower demographics by job function.

Challenges

At the start of the project, there was a complication in setting up a LinkedIn company page. Unlike
Twitter, it was not possible to create an account that wasn’t tethered to the personal account of
one of the project’s personnel. As a result, an individual account was created for SPICE which was
able to post and attract engagement from other users but was not categorized as a company
page. As a result, when new administration tools were made available within the app, the project
partners decided to merge the individual account with the formal company account, posting
content across from the former to the latter. This process is now complete and one single active
account, representing the project as a company and outputting posts.

KPIs
Expected Target M1-M12 Achieved
Connections | 75 31
Posts | 35 21
Likes | 70 43

2.2.3 Instagram®

Description

The Instagram account (SPICE Project, spice_h2020) is branded with SPICE’s logo in its profile
image, with a short project description. The address of the account and its short descriptor include
‘h2020’ and ‘EU H2020’ to communicate EC funding. The Instagram account was envisaged as
almost entirely visually-based communication channel, using images in the square photograph
format of the app. The images used can be photos but also illustration, logos, graphics,
screengrabs or an image of text. The attached text is usually longer than Twitter and often is a
compound of the content published on Twitter as a series of several posts. Instagram is an

6 https://www.instagram.com/spice h2020/
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effective platform for communication through moving image and video, with live-Instagramming
providing another means to communicate about workshops, events or other related project
activity.

The account communicates primarily visually and spontaneously, with images that should stand
out when scrolling down the feed, and using attached text content to convey what is happening
in the present tense or what is about to happen. Posts to the account are intended to be less
frequent than Twitter and LinkedIn, but with higher output during events, workshops,
conferences, and particularly active points in project research. The tone of the text in posts is
informal but professional. Instagram communication follows Twitter and LinkedIn posts in only
publishing content related to the project’s research and relevant to SPICE stakeholders and future
users. In the first year of the project, content has been generated where an image could be
created to represent the activity or content being communicated.

Instagram NV 0@

spice_h2020  Editprofie
17 posts 137 followers 479 following

SPICE Project
Social cohesion, Participation, and Inclusion through Cultural Engagement. EU H2020

funded project
spice-h2020.eu

B POSTS

Towards cuuura' i gi "_, }['i ne monitor activities involving museum as
Democracy: = ‘ 2 =

Museums and SPICE: Social cohesion s camu e

their Communities R . " o =
by Margarst Anderon irticipation Inclusion throu T

Cultural Engagement

Aaria Marras, the University of Turin, italy . T m— T
escarin, CNR, Italy
flik and Alan J. Wecker, the University of Haifa, lsrael

Fig. 9: Image of the SPICE Instagram profile.

Audience

The Instagram account aims to communicate with the widest possible set of users, and to this end
it is addressing a general public, albeit often with an active interest in culture and heritage.

e Posts on Instagram are scheduled using internal documents and calendars.

e At Month 12 of SPICE, the number of followers on Instagram is 137. spice_h2020 follows
479 Instagram accounts. spice_h2020 posted 17 times on Instagram in its first year.

e The top spice_h2020 post during that period was from 7" April 2021. The post was about
a SPICE presentation at the 2021 MuseWeb conference and received 18 likes and
engagement from a museum follower (figure 10).
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Anna Maria Marras, the University of Turin, Italy
Sofia Pescarin, CNR, Italy
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Paul Mulholland, The Open University, United Kingdom
P ¥ e a Liked by ammarras and 17 others

o
I ©

Fig. 10: Example of a popular Instagram post from 7t April 2021.

Challenges

Shortly after the project began, Instagram was added to SPICE’s social media channels on the
suggestion of the consortium’s museum and heritage partners. Due to the visual nature of the
platform, it is an especially strong channel for communicating artefacts, artworks, built heritage
and nature, as well as education workshops, community activities, and cultural gatherings.
However, due to the start-up phase of the project in the first year, it was challenging to generate
stimulating visual images as there was not the high frequency of workshops or public events from
which to create images.

As with other social media channels, COVID-19 restrictions also radically reduced the usual type
of images one might generate from research project activities such as workshops, meetings, and
conferences. When that activity is all online and virtual, image-making was limited to screenshots.
A free stock photo site was also used to create additional visual content (pexels.com) where
appropriate.

Instagram also proved challenging as the text format attached to the image does not facilitate
hyperlinks. As with Twitter, it is envisaged as the project activity becomes more public and COVID
restrictions ease towards the end of 2021, it will be possible to significantly increase the
generation of quality visual output from the spice_h2020 account. Instagram also remains a
popular social media platform and is therefore still considered important in communicating SPICE
to a wider public.

KPIs
Expected Target M1-M12 Achieved
Genuine Followers | 350 137
Posts | 35 17
Likes | 500 236
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2.2.4 YouTube’

Description

A YouTube channel (SPICE Consortium) was created for the project partners to host SPICE video
content centrally and publicly. The channel is branded with SPICE’s logo in its profile image, with
a longer project description stating that SPICE is an EU funded Horizon 2020 project. There is a
link to the SPICE website and a link to the list of partners on the website. In the first year of the
project, the channel was not used as a primary communication method but as a hub to host videos
produced to promote the project. Two of the project’s primary social media accounts, Twitter and
LinkedIn, post links to videos uploaded on the YouTube channel. The video ‘SPICE - Social
cohesion, Participation and Inclusion through Cultural Engagement’: An Introduction’ is available
on the SPICE channel: https://youtu.be/ulO1QiOecgl and is detailed in deliverable D8.9 (see figure
9).

As the SPICE project progresses from Month 13 to its conclusion in Month 36, the project will start
to generate more video and audio content about research activities and events. It is envisaged
that the YouTube channel will continue to be the public base for that content, and that the
project’s other social media channels will continue to link to the YouTube content.

7 https://www.youtube.com/channel/UCk04KJW9dcBDMdwObaBH Tw
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SPICE - Social cohesion, Participation and Inclusion through Cultural
Engagement: An Introduction
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Fig. 11: Image of the SPICE video on YouTube.

KPIs

N/A

2.3 Event-related: Conference, webinar, workshop

In the first year of the project, as research was starting and before significant data and results have
been generated, event-related activities have essentially communicated the project’s objectives and
methods, as opposed to dissemination of its progress or results. As the SPICE project progresses into
year two and subsequently towards a conclusion, we expect these types of event-related activities
to become increasingly about the project’s dissemination, therefore a number of these actions can
also be reasonably considered as dissemination activities, and therefore are also included in
Deliverable 8.2 ‘Exploitation and Dissemination Activities.’

SPICE partners engaged in seven event-related activities during M1-M12:
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# | Date

Event

Title and/or description of
contribution

Audiences

Partners

1 | 15/06/20

From So Far to So Close.
Addressing the Refugee
Phenomenon: History,
Sociology, Technology

The conference was hosted by
the H2020 project SO-CLOSE.

‘Cultural Heritage and Digital
Media. Building Synergies among
H2020 Projects’

Paul Mulholland (OU)
participated in a virtual-format
roundtable discussion and made
a presentation outlining the key
concepts of SPICE.

Education
sector and
peer-H2020
projects

ou

2 | 29/10/20

SPICE Mini-conference |

AALTO and AAU hosted a
webinar to establish a set of
evaluation protocols based on
the outputs of workshop
participants and to later
implement these results in
SPICE’s actual case studies.

The webinar comprised four
workshops related to culture
interpretation and curation
methods based on SPICE’s
respective case studies, including
Citizen Curation Methods,
Persona Development along with
Users, Communities and
Stakeholders, Charting Activities
in Context through UX and
Service Maps, and User Interface
Design.

The webinar created a forum for
communication about curation
practices and associated
challenges, and displayed a
selection of the content with
which SPICE’s museum partners
aim to engage the public.

Education
sector and
project
partners

Led by
AALTO and
AAU with
SPICE
consortium

3 | 05/11/20

Videogamelab — UnVirtual
Realities

Presentation of SPICE

Sofia Pescarin (CNR) participated
at UnVirtual Realities in the
Videogamelab workshop that
involves researchers and video
game developers and SPICE was
presented.

Educators

CNR

4 | 11/11/20

Workshop: Strumenti, strategie
e tecnologie per la fruizione e
la didattica dell’arte e della
storia dell’arte

Presentation of SPICE at the
Italian workshop organized by
University of Roma Tor Vergata
and Universita San Raffaele, with
the support of ICOM ltalia

Educators;
academic
researchers

UNITO

5 | 27/01/21

5/5/ Hacking Social Innovation,
iNOVA Media Lab webinar

SPICE Presentation

Lily Diaz-Kommonen (AALTO)
participated as guest speaker in
the iINOVA Media Lab webinar

Educators;
digital
heritage;
public with

AALTO
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‘5/5/ Hacking Social Innovation.’
SPICE was one of the projects
outlined. The webinar featured
five representatives from five
innovation laboratories in five
countries: Along with Aalto
Media Lab, there was MIT &
Engagement Lab (USA),
Innovation Cube (Brazil),
Polifactory (Italy), and hosts
iNOVA Media Lab (Portugal).

The objective was to encourage
direct sharing among speakers
and participants about
innovation challenges and
solutions.

an active
interest

Attending the
webinar was
open to
everyone
with free
registration.

6 | 23/03/21

SPICE Mini-conference Il

AALTO and AAU hosted a
webinar to establish a set of
evaluation protocols based on
the outputs of workshop
participants and to later
implement these results in
SPICE’s actual case studies.

The webinar comprised five
workshops dedicated to
examining the aspects of the
citizen curation activities
conducted by the case studies’
museums with their end-user
communities based on mock-up
scenarios as well as exploring the
best ways to combine
interpretation and reflection
methods, related activities and
mock-ups in a ‘user-journey
loop’.

Education
sector and
project
partners

AALTO;
AAU with
SPICE
consortium

7 | 22/04/21

The Web Conf: Developers
Track

Presentation of SPICE output:
SPARQL Anything. Enrico Daga
(OU) presented the SPARQL
Anything Project, developed
within the activity of WP4.

Educators
and
information
technology
sector

ou

KPIs

Table 3: Event-related activity between M1-M12.

Expected Target M1-M12

Achieved

Project workshops (local or | 2

part of conferences)

6

Attendees per workshop | 10

27
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2.4 Website®

At the centre of the SPICE project’s communication channels is the website, spice-h2020.eu (figure
12). The website was created at the start of the project and went online in July 2020. The website is
fully described in the deliverable D8.1 Project Website. The look of the website is in line with the
visual identity of the project. The website address contains ‘h2020.eu’ communicating EC funding
and the homepage has an EU flag logo with the text: ‘This project has received funding from the
European Union’s Horizon 2020 research and innovation programme (Grant Agreement N.
870811).” The website is continuously maintained by UNIBO with content contributions from
several partners. The website is operated through the English language.

The project website is the key tool and hub for publicly communicating information about the
project itself, its research, activities, and events. Social media posts regularly link to the relevant
content on the website. Each page has a ‘Contact Us’ button or form to subscribe to newsletters.
There is a quick links menu at page-end and the Privacy Policy is provided under the heading
‘Support.” The website is organised with the following page headings to communicate the following
content:

e Homepage — Heading with short descriptor of the project; Video outlining the project
(Deliverable 8); Descriptions of key concepts of project: Citizen Curation, Co-design,
and Social cohesion; Description of design citizen curation methods; Outline of key
stakeholders, participants and audience ‘To whom we talk.’

e Partners — logos of the project consortium partners which link to their respective
organisations’ websites, and consortium third party organisations.

e Research — Introduction to the project’s objectives, methods and technologies; Case
Studies organised under the relevant partners’ home countries; Work Packages with
a short descriptor of WP1 to WP9; Publications featuring papers from project
researchers organised by year; Deliverables where materials produced by the project
can be downloaded, identified by deliverable number and title and organised by
year.

e Outreach — News and updates about what is going on in the project including links to
content from Newsletters; Form to subscribe to SPICE newsletter.

e Events—Press and media featuring links to coverage of the project; form to subscribe
to SPICE newsletter.

Following internal discussions and feedback, modifications have been proposed to the SPICE
website to give more prominence on the homepage to news, social media and newsletters.

8 https://spice-h2020.eu/
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The website also contains a non-public ‘Members Area’ which can be accessed by partners. The
Members Area contributes to the projects’ internal communication providing a secure online space
for consortium partners to share and collaborate on research documents. The Members Area also
contains a project management tool for project research coordination (D7.2, 4. Integration of the
Project Management Tool).

Access to the project website is monitored and reported on using Google Analytics. The number of
website views was 9,579, the number of individual visitors was 2,173 (see appendix 7.3).

1iSPICE Home  Partners  Research  Outreach

Social Cohesion,
Participation, And
Inclusion Through _
Cultural .
Engagement

Fig. 12: Image of the SPICE project website.

KPIs

Expected Target M1-M12 Achieved
Views | 200 9579
Visitors | 100 2173

2.5 Newsletter: Regular themed newsletters

The electronic newsletter is one of the project’s key communication channels. The newsletter is
published fortnightly and includes recent news from the projects, often themed with a focus on a
specific work package (‘Focus on’ series) or with recommendations of content related to the project
and may be of interest to the subscriber (‘SPICE Recommends’ series). The latter is particularly
useful until the project is in a position to share its own results or findings. In the first reporting
period, 10 newsletters were published and are all available for download from the website spice-
h2020.eu. The website contains numerous points through which to subscribe to the newsletter.
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Newsletters created and distributed between Months one to 12 are outlined as follows:

# Date Title of newsletter Description

1 02/09/20 SPICE is launched First newsletter announcing the project
and with the purpose of building the
SPICE subscribers database

2 23/10/20 SPICE Webinar Encouraged subscribers to sign up for this
SPICE webinar, which will take place on
October 29th

3 30/11/20 Focus on Work Package 4 Description of SPICE Work Package 4,
objectives and relations with other Work
Packages

4 04/12/20 SPICE Recommends | Sharing with subscribers a series of
recommendations of projects, articles,
webinars, etc., that may be of interest

5 23/12/20 SPICE Workshop Resume SPICE: from case studies to real solutions
and protocols

6 11/01/21 SPICE Recommends Il Starting the new year by sharing with
subscribers a series of recommendations
of projects, articles, webinars, etc., that,
in some way, are connected with the
SPICE project

7 29/01/21 Focus on SPICE Work Package 2 Introducing Work Package 2, whose job is
formulating the theoretical framework to
apply interpretation and reflection
methods for citizen curation

8 19/02/21 SPICE Recommends llI Want to know more about citizen
curation? Do you want to know what is
being done around the world to foster
participation in the heritage domain? Do
you need more sources to inspire you or
new tools to work with? Don't miss
SPICE’s new recommendations

9 05/03/21 Focus on SPICE Work Package 6 Description of SPICE Work Package 6,
objectives and relations with other Work
Packages

10 | 19/03/21 SPICE Recommends IV Share of a series of recommendations of
projects, articles, webinars, etc.
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We have seen the steady improvement of opening rates and views of the newsletter over time (and
therefore an increasing efficacy of the newsletter as a method of communication) using analytics
provided by Mailchimp, the email marketing platform. For instance:

e Opening rate of newsletters has almost doubled from 24% in Newsletter 1 to 43% in
Newsletter 10.

e Average views of newsletters rose by a third in the first year, from an average of 11 in
newsletters 1-5, to 33 in newsletters 6-12.

KPIs

Expected Target M1-M12 Achieved
Subscribers | 110 105

2.6 Scientific Presentation: Presenting papers, talks and professional forum

During the first reporting period of this deliverable, SPICE partners took part in six activities
related to scientific presentations. These activities involved the presentation of papers and
interactions with peer professionals and are fully described in D8.2.

KPIs

Expected Target M1-M12 Achieved

Emerging scientific | 5 6
collaborations, project synergy
generations, new partners, new
networks

2.7 Scientific Publications: Published papers

As with section 3.5 above, this methodology can also be understood as a dissemination activity,
though in this first stage of the project we see published papers as communicating SPICE concepts
and aims. The SPICE consortium is progressing well here, with four papers published between
Months 1 and 12. Further details of the published papers are included in D8.2.

KPIs

Expected Target M1-M12 \ Achieved
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Articles in renowned | 2 4
journals, conference
proceedings, books,
monographs & reports

2.8 SPICE Stakeholders Engagement

A number of opportunities to gain feedback have been taken with SPICE stakeholders in cultural
heritage. During these meetings, core concepts of SPICE such as Citizen Curation and Co-Design are
communicated, feedback has been sought after showing initial mock-up sketches of a possible SPICE
interface. This was the first of what will be a series of consultations with IMMA museum
professionals experienced in engaging the public and creating opportunities to interpret the
collection.

Engagement with community organisations working with potential user groups has also been
initiated, with IMMA contacting and meeting with three organisations to discuss working with these
organisations to trial SPICE tools and methods with users who are traditionally excluded from
participating in cultural heritage, such as asylum seekers and children with long-term illnesses.

Date Institution/ Description Partner involved
Organisation giving
feedback

21/01/21 | IMMA Visitor Engagement Team introduction to scripts | IMMA, OU

and giving feedback on preliminary sketches of
suggested interfaces and activities

08/04/21 | The Glucksman Senior Education Curator Tadhg Crowley shown | IMMA, OU
Gallery, University mock up interfaces presented at mini-
College Cork conference #2 and gives feedback

The Glucksman is a leading Irish museum for
creative learning and access to the visual arts.

05/04/21 | Hecht Museum, Museum staff gave feedback on SPICE ideas HU
University of Haifa
16/04/21 | IMMA Collections Curator Johanne Mullan gives IMMA, OU
feedback on mock-up interfaces
21/04/21 | DMH Mediators gave feedback on SPICE sketches and | DMH, AALTO
ideas
09/03/21 | MELLIE (Migrant Coordinator of the MELLIE Programme was IMMA
English Language, contacted with a proposal for a future
Literacy and collaboration that would have user groups
Intercultural (typically those seeking asylum) work with SPICE
Education) tools and methods to engage with IMMA’s
Programme, run by collection.

Dublin City University
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06/04/21 | Fighting Words

Fighting Words was contacted as a potential
collaborator which works nationally with
children and young people from socio-
economically deprived communities.

Fighting Words is an Irish charity that provides
free tutoring and mentoring in creative writing
and related arts to as children, young adults,
with a particular emphasis on those with special
needs.

IMMA, OU

06/04/21 | Narrative 4

Narrative 4 was contacted to explore the
potential for collaboration, particularly
exploring the concept of empathy within the
SPICE project.

Narrative 4 is an Irish charity which uses Story
Exchange, an evidence based methodology, to
teach young people social and emotional skills
and create empathy.

IMMA, OU

Table 4: Stakeholder engagement between M1-M12.

KPIs

Number of heritage institutions
giving feedback on SPICE tools
and methods

Number of community groups
and organizations contacted
about SPICE

Number of visitors to the case
study museums informed about
SPICE

Number of schools and
teachers giving feedback on
SPICE

Expected Target M1-M12 Achieved
0 5
5 3
50 0
5 0

2.9 SPICE networking with other European Union projects

During communication activities in year one, SPICE partners interlinked with and referred to Horizon
2020 peer projects, previous EC-funded projects, and EU-funded resources:
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e Event-related: International Conference ‘From So Far to So Close. Addressing the Refugee
Phenomenon: History, Sociology, Technology’ University of Barcelona Paul Mulholland, as
detailed above in 3.2, 15/06/20.

e Social Media (Twitter, LinkedIn): Retweets/ posts regarding the H2020 project SoCLOSE and
its Round Table ‘Accessibility for Migrants and Refugees’ along with Re_Build, REFUGE_ED
(@ed_refuge) and TRACTION (@TRACTION_EU), 19/01/2021.

e Social Media (Twitter, LinkedIn): MuseumNext post referenced previous project EMOTIVE
(2016-2019 - @emotive_eu), referred to above in Section 2.2, 26/2/2021.

e Social Media (Twitter): SPICE exploring ‘family’ theme in some initial research activity linked
to exhibition by Europeana (@Europeanaeu) with 2,306 impressions, 07/03/21

3. Indicators

There are 27 key performance indicators related to communication and dissemination activities.
These are listed in Appendix 7.1 together with the overall target for the full 36-month period of the
project, and the total achieved in the first reporting period.

We use a number of analytic tools to monitor our communication channels and ensure they are
being used effectively. These tools enable us to measure if we are approaching quantitative targets
and evaluate qualitatively to what degree we are engaging with our target audiences. The main
indicators with which we can measure constantly and thus be able to improve our communication,
relate to online channels, such as the website, social media, and email newsletter, though there are
other methods of tracking progress against our indicators through partnership management.

3.1 Website

Google Analytics is used to analyse, visualise and communicate our website traffic to the other
members (appendix 7.3).

3.2 Social Media

The respective native analytic tools from Twitter (appendix 7.4) and LinkedIn (appendix 7.5) are
used to analyse, visualise and communicate our audience engagement metrics to the other
members. Unfortunately, Instagram does not currently provide in-app analytics for the non-
business account that SPICE has, but from Months 13-36 we will be using looking to use an external
social media management tool to access reports on Instagram activity.

Twitter analytics allow us to monitor the efficacy of our communication on this platform over time,
both in terms of the extent of the project’s reach (through number of followers and tweet
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impressions) and the depth of engagement (through mentions, retweets, and likes). See figure 13

below.

W Analytics Home Tweets Moresw

' D 'i SPICE H2020

28 day SUMMArY with change over previous period

Tweels Tweet impressions

13 r1167

Mar 2021 - 25 days so far

12.8K +317.3%

e, Hedd B E

Mentions

F2,6’82 1+333.3% 13 1857

TOp Tweet ecamed 2,418 impressions

@SpiceH2020 has been exploring "family"

in some of our initial research activity. One
of @Europeanaeu's current online
exhibitions explores "different family
concepts and discourses, zooming in on
important events that shaped our homes
and lives." bit.ly/3c38Rf

TOp mention camed 123 engagements

j Enrico Daga

We are looking for a Research Assistant
#CulturalHeritage #KnowledgeGraph to
work on @EU_H2020 projects -
@SpiceH2020 and @PolifoniaH2020

Your Tweets earned 12.8K impressions over this 28 day period

SPICE H2020 w

W sign up for Twitter Ads

"
Page updated daily

e

Get your Tweets in front of
more people

Promoted Tweets and content open up your
reach on Twitter to more paople.

MAR 2021 SUMMARY

During this 28 day period, you earned 433
impressions per day.

Fig. 13: Image of Twitter analytics for March 2021.

LinkedIn analytics reveal professional categories of visitors to the SPICE company profile. As would
be expected, the target audiences reached by this platform tend to come from professional
backgrounds related to Education and Heritage institutions. Other platforms, such as Twitter and
Instagram have better reach for a public with an active interest in culture and community
organisations etc (see figure 6 above).

Analysis of the location of followers of the SPICE profile on LinkedIn indicates the need to reach
professional audiences in the geographic trial areas of Ireland, Israel and Finland. This will be
achieved by increasing posts and activity related to case studies in these areas (see figure 5).

3.3 Newsletter
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Using the email marketing platform Mailchimp, we can access detailed analytics and reports that
enable us to track the total number of recipients, as well as monitoring the open rate, and tools for
gauging interactivity with the newsletter such as how many times it has been forwarded, or how
many have clicked on the links contained in each newsletter etc.

3.4 Shared revision tools

Other methods by which indicators can be tracked and measured include monthly WP8 meetings,
in which recent communication activity and future actions can be discussed by all partners. At each
WP8 meeting, partners evaluate progress and challenges over the last month related to
communication activities, with reference to a shared document ‘Results and KPI Revision’ in which
T8.4 KPIs and actions are listed comprehensively. This document is a shared revision tool that each
partner updates after completing a communication action, ensuring all partners have access to the
most up-to-date information regarding progress on communication KPIs.

4. SWOT analysis

In order to evaluate the SPICE communication strategy, we can identify the internal and external
factors that are favourable and unfavourable in achieving the project’s stated communication
objectives.

Strengths Weaknesses

SPICE is performing well in the following KPls: | Social media activity is failing to reach KPlIs,

- website views and visitors due to impact of Covid-19 on museum closures
- event-related activity and a resultant lack of engaging content
- academic conference presentations generation
SPICE is achieving depth of engagement in Uneven target audience reach
certain areas: - Preliminary analysis shows SPICE is
- Interest in newsletter (increasing communicating to Educators, but less
opening rates) well to heritage organisations and
- Twitter engagement and interaction social groups.

with MuseumNext conference
Uneven reach in geographic trial areas
- Preliminary analysis shows certain
SPICE channels are reaching certain
partner countries more than others
(see sections 2.2.1 and 2.2.2 above).

Opportunities Threats

35



SPICE GA 870811

D8.4 Interim Report on Communication Activities
Version 1.0. 30/04/2021

and social groups

Increased workshop activity will provide SPICE | Danger of insufficiently communicating project
content for communicating the project to an

actively engaged public, heritage institutions

to heritage organisations and social groups
due to underdevelopment of social media
channels etc.

Table 5: SWOT analysis.

Based on this SWOT analysis, several weaknesses can be addressed. Actions contained in the revised
communication plan will ensure revised and updated use of methodologies effectively target
shortfalls such as uneven target audience reach.

release

Channel: Methodology Main Audience Reached Actions (M13 onwards)
(M12)
3.1 Media Coverage: Press Educators Create a press-kit to be

hosted on website and shared
via newsletter and social
media

3.2 Social Media: Twitter,
LinkedIn, Instagram (YouTube)

Public (general and active Increase our community
interest), Heritage (followers) on social media in
Institutions, Educators and . .
Organisations certain partner countries by
100% in the period M13-M24
compared to M1-M12 by
targeted follow-back activity,
cross-promotion by selected
partner organisations.

Increase consistency by
scheduling regular posts and
using social media
management tools.

3.3 Event-related:
Conference, webinar,
workshop

Educators Increase the event production
by 50% during M13-M24 and
other 50% during M25-M36.

3.4 Website: spice-h2020.eu

Public (general and active Update and optimise website,
interest), Heritage

Institutions, Educators to ensure prominent placing

of newsletter subscription and
social media links.

3.5 Newsletter: Regular
themed newsletters

Public (general and active Increasing the database by
rire e ™| s v hprod s
’ M24 and by 150% during
M25-M36.
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Published papers

3.6 Scientific Presentation: Educators Increase the network of
Presenting papers, talks and partners and contacts through
professional forum . e
Emerging Scientific
Collaborations and Project
synergy generations.
3.7 Scientific Publications: Educators Increase by 10 and 20

publications in the periods
M13-M24 and M25-M36
respectively.

3.8 SPICE Stakeholder
Engagements: Workshop,
presentation

Heritage Institutions,
Educators

Hold at least 5 meetings with
community groups and
organizations during the M13-
M24 period and increase by
200% during the M25-M36
period.

Creating a survey for heritage
institutions and schools and
teachers to get at least 5
responses during the period
M13-M24. Increase responses
by 200% during M25-M36.

Table 6: Methodologies, audiences and actions in response to SWOT analysis.

5. Conclusions

5.1Summary of contributions

M1-M12 focussed on the first ‘Presentation’ phase of the project's three phase strategy, in which
we defined a communication plan with a presentation to the media and established and activated
the various communication channels of SPICE (social media, website, newsletter etc.). To summarise

the analysis of communication methods outlined above:

a) The communication activities by which SPICE project has successfully met or surpassed its KPls,

and thereby reached its target audiences are as follows:

e Media coverage (press releases)

o Website
e Event-related activity

e Peer-reviewed scientific publication

e Scientific conference presentation
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b) The communication activities in which SPICE has not met its M12 KPIs are as follows:

e Social media (Twitter, LinkedIn, Instagram)

e Engagement of SPICE stakeholders

e Email newsletter

e Communication material uses (leaflets, posters etc.)
e EC policy brief

The target audiences reached successfully by the methodologies listed in a) above can be
summarised as Educators, especially university researchers working in areas such as Digital
Humanities, Cultural Heritage, Information Technology etc. However, the success of the SPICE
website is an exception to this, which has a much broader reach across target audiences. According
to analysis of communication methods, SPICE is currently communicating less effectively to Heritage
Institutions, Public with an active interest in culture and community organisations through the
methodologies listed under b), which have not met the corresponding targets.

Overall, communication activity was focussed in the academic domain during the first phase.
Presenting the project in this context made sense while cultural heritage institutions were closed
and engagement with social groups and museum audiences was limited to online activity. As stated
above, visual platforms such as Instagram are better suited to the second phase of the SPICE project
in which we promote the participation of heritage institutions, social groups, the general public
interested in culture and members of the educational community.

In addition, steps have been taken to address the failure to meet certain KPIs, outlined in the
communication plan below.

To improve future analysis and evaluation of communication activities, we will be developing a
monitoring system to ensure we are effectively reaching each of our desired target audiences. This
will involve both quantitative analysis of communication methods and qualitative analysis of
audience type, based on table 6 above.

In the upcoming months, we will be exploring efficient methods of drilling down into the audiences
we are reaching, using analytic tools to estimate the respective numbers of each audience being
reached through SPICE communication activity.

The effectiveness of SPICE communication and evaluation activities will be reviewed on a monthly
basis at WP8 meetings. These meetings will provide regular opportunities to broadcast to partners
actions to be taken if necessary to address shortfalls etc. Each subsequent iteration of this
deliverable will provide an assessment of the implementation of the previous plan, and provide
targets for the forthcoming period. Periodic evaluation is undertaken to guarantee that all our
stakeholder communities are reached and provided with appropriate information. It also has an
important to play in shaping future iterations of the communication plan by providing feedback on
what works and what needs refinement.

5.2 Looking ahead to M13-M24
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Looking forward to M13-36, as we continue with the second phase of the communication plan, in
which we focus on communicating the processes being carried out by SPICE and its partners to
promote the participation of heritage institutions, social groups, the general public interested in
culture and members of the educational community, it is vital we continue to use SPICE
communication channels to maximise the impact of our communication. The efforts to succeed will
be measured in the deliverables by means of quantitative indicators that will take into account
media coverage, participation in international conferences, contributions to peer-review and other
media exposure.

Addressing the uneven engagement with SPICE target audiences outlined above, we will work to
carry out individual roadmaps outlined in the Communication Plan below (Appendix 7.2), with a
particular focus on the roadmaps and actions addressing Heritage Institutions and Community
Organisation audiences.

5.3 Communication Plan

The communication plan has been defined with the participation of all partners and led by the
leaders of WP8. It is included in full as appendix 7.2 below. In summary, this is a revised plan tackling
relevant aspects such as target audiences, key messages and communication channels for SPICE.
The plan sets out the three phases of the communication strategy:

e Presentation
e Start-up and attraction
e Dissemination of results

Across these phases, qualitative goals are identified, e.g. ‘communicating the importance of citizen
participation in the creation of curatorial projects of cultural heritage’ and quantitative goals are
specified for each communication channel.

Furthermore, the plan establishes the proper methodology and tactics to reach each target
audience - primarily heritage institutions, community organisations and excluded groups, public
with an active interest in culture, and educators - as well as additional roadmaps, with attendant
actions, associated with the audience segmentation. The plan is continuously updated based on the
evolution of SPICE and the objectives reached.

6. List of Tables and Figures
Tables
Table 1: Communication methodologies and audiences reached.
Table 2: Press releases published between M1-M12.

Table 3: Event-related activity between M1-M12.
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Table 4: Stakeholder engagement between M1-M12.

Table 5: SWOT analysis.

Table 6: Methodologies, audiences and actions in response to SWOT analysis.
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Fig. 1: An image of the SPICE Twitter profile.
Fig. 2: Tweet activity for a popular post from 25" March 2021.

Fig. 3: Tweet activity for a popular tweet from 7% March 2021.
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Fig. 4: Analysis of SPICE Twitter followers by European country.
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Fig. 5: Image of the SPICE LinkedIn profile.
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Fig. 6: Example of a popular LinkedIn post from 7™ April 2021.
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Fig. 7: LinkedIn follower demographics by location.
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Fig. 8: LinkedIn follower demographics by job function.

Fig. 9: Image of the SPICE Instagram profile.

Fig. 10: Example of a popular Instagram post from 7" April 2021.
Fig. 11: Fig. 10: Image of the SPICE video on YouTube.

Fig. 12: Image of the SPICE project website.

Fig. 13: Image of Twitter analytics for March 2021.

7. Annexes
7.1 KPIs
Activity KPI Expected Expected Expected Overall | Accompli
target M1- target target target shed
M12 M13-M24 M25-M36 KPIs
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| | | M1-M12
Communication and dissemination activities
Media coverage Press articles 1 2 3 6 7
Social media Twitter:
Genuine Followers 400 500 700 1600 221
Tweets and Retweets 180 200 300 680 133
Likes 600 1000 1800 3400 466
LinkedIn:
Connections 1st 75 150 250 475 31
Posts 35 50 50 135 21
Likes 70 140 200 410 43
Instagram:
Genuine Followers 350 450 600 1400 137
Posts 35 50 50 135 17
Likes 500 750 1000 2250 236
Website views 200 2000 6000 8200 9579
visitors 100 1000 3000 4100 2173
Event-related Project workshops (local or | 2 4 8 14 7
part of conferences)
Attendees per workshop 10 10 10 27
Engagement of | Number of heritage | 0 5 15 20 5
SPICE institutions giving feedback
stakeholders on SPICE tools and methods
Number  of community | 5 5 10 20 3
groups and organizations
contacted about SPICE
Number of visitors to the | 50 150 400 600 0
case study museums
informed about SPICE
Number of schools and | 5 5 15 25 0
teachers giving feedback on
SPICE
Newsletter Subscribers 110 200 500 810 105
Communication Project leaflets 1 6 7 0
material uses Project poster 1 6 7 0
Project presentation 1 6 7 0
Video demo 1 6 7 1
Peer-reviewed Articles in renowned | 2 10 15 27 4
scientific journals, conference
publication proceedings, books,
monographs & reports
Scientific Emerging scientific | 5 5 8 16 6
conference collaborations, project
presentation synergy generations, new
partners, new networks
EC policy brief Policy briefs intended for | 1 1 1 3 1
policymakers & EC policy
officers
IPR Registered designs 0 0 6 6 0
Trademarks 0 0 1 1 0

7.2 Communication Plan
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SPICE COMMUNICATION PLAN TEMPLATE. STRATEGY AND DISSEMINATION CHANNELS
SPICE's communication strategy will be structured in three phases:

e P1: PRESENTATION OF SPICE PROJECT. In this phase, we define a communication plan with
a presentation to our audiences, defined as heritage institutions, social groups, the general
public interested in culture and members of the educational community, and establish the
general communication channels of SPICE (social networks, website, newsletter etc.) to try
to attract the highest reach.

e P2: START-UP AND ATTRACTION. In this phase, we communicate the processes being
carried out by SPICE and its partners to promote the participation of our audiences.

e P3: DISSEMINATION OF RESULTS. In this phase, we disseminate the project knowledge and
results into the research and cultural heritage communities, contributing to the
development of standards, planning the fullest possible exploitation of the project tools and
methods, and communicating project outcomes targeted adopters of the tools and
methods.

MISSION AND VALUES OF SPICE

Promote diverse participation in the heritage domain through a process of ‘citizen curation’. Citizens
are supported to: develop their own personal interpretations of cultural objects; work together to
present their collective view of life through culture and heritage; and gain an appreciation of
alternative cultural viewpoints.

Methods are codesigned so that they can be used by citizen groups to produce personal
interpretations of cultural objects and analyse and compare them against the interpretations of
others. Tools are developed for modelling users and groups and recommending content in a way
that assists citizen groups in building a representation of themselves and appreciating variety within
groups and similarity across groups.

A Linked Data infrastructure supports citizen curation using social media platforms in a way that
gives heritage institutions control over rights protected digital assets and access to citizens
responses to their collections. User experience is designed to enable inclusive participation in citizen
curation activities across cultures and abilities.

Through a series of citizen curation case studies with a diverse set of museums and citizen groups,
SPICE will demonstrate how the approach can promote inclusive participation and social cohesion
in a variety of contexts.

Value Proposition
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SPICE is a process to find new methods and tools to make new connections between culture and
citizens. This is the way to build relationships between heritage institutions, citizens and
communities across Europe.

Main idea to communicate

e Communicate participatory processes
e Valuing the collective vision of art

e Present the case study results

e Debate on digital culture and heritage

GOALS
Qualitative Goals

e Communicate the importance of citizen participation in the creation of curatorial projects of
cultural heritage

e Create differentiated messages to bring SPICE objectives closer to each defined audience

e Establish agreements with other European projects to create dissemination synergies

e Position SPICE in the academic, heritage and cultural spheres

SMART Goals (quantitative)

The goals will be developed in three periods during the three years of the SPICE project (M1-M12,
M13-M24, M25-M26). In each period there will be a quarterly monitoring and annual review.

The SMART goals for each communication channel are specified below:

1. Media coverage

Generating at least 6 media impacts in the participating European countries during the three years
of the project.

KPI: Number of published press releases

2. Social Media

2.1. Creating a presence on social media (Twitter, LinkedIn and Instagram) during the M1-
M12 period with genuine followers.

2.2. Increasing our community on social media by 150% in the period M13-M24 compared
to M1-M12 by targetted follow back activity and scheduling regular, relevant content
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2.3. Increasing our community on social media by 40% in the period M25-M36 compared to
M13-M24

KPI: Number of genuine followers on Twitter and Instagram; number of connections on
LinkedIn

2.4. Optimizing interaction on social media during the periods M13-M24 and M25-M36 by
using hasthtags (#SPICEh2020), tagging relevant accounts and exploiting conferences and
other public events.

KPIS: Number of Likes on Twitter, LinkedIn and Instagram

3. Website

3.1. Generate direct and organic traffic to the SPICE website. Increase traffic by 900% during
M13-M24 and 200% during M25-M36.

KPIS: Views and Visitors

4, Event-related

4.1. Carry out at least 2 international events / workshops during the M1-M12 period.
Increase the event production by 50% during M13-M24 and other 50% during M25-M36.

KPIS: Number of project workshops (local or part of conferences) delivered; attendees per
workshop (overall target)

5. Engagement of SPICE stakeholders

5.1. Hold at least 5 meetings with community groups and organizations during the M13-M24
period and increase by 200% during the M25-M36 period.

KPIS: List of contacts and organisation (Number of community groups and organisations
contacted about SPICE)

5.2. Creating a survey / interviews for heritage institutions to get at least 5 responses during
the period M13-M24. Increase responses by 200% during M25-M36.

KPIS: Number of heritage institutions giving feedback on SPICE
5.3. Case studies stakeholders
KPIS: Number of visitors to the case study museums informed about SPICEu

5.4. Create a survey / interviews for schools and teachers to get at least 5 responses during
the period M13-M24. Increase responses by 200% during M25-M36

KPIS: Number of schools and teachers giving feedback on SPICE
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Newsletter

6.1. Creating at least 5 ‘Call to Actions’ on the web for the newsletter subscription during the
period M1-M12.

KPIS: Visit / lead conversion rate

6.2. Generating a segmented database by the target audience of at least 50 contacts per
partner during the period M1-M12.

KPIS: 110 Database/Subscribers

6.3. Increasing the database by 80% during the period M13-M24 and by 150% during M25-
M36.

KPIS: Subscriber Database
6.4. Sending one SPICE update every two months from M6 to M36.

KPIS: Open rate / Click rate

Communication material uses

7.1. Designing and writing at least one of the following materials for each pilot developed in
SPICE: Project Leaflets, Project Poster and Video demo.

7.2. Designing and writing a Dossier Project Presentation during the period M1-M12.

KPI: Materials delivery to partners

Peer-reviewed scientific publication

8.1. Obtain at least 2 publications during the M1-M12 period in any of the following
categories: renowned journals, conference proceeding, books, monographs & reports.
Increase by 10 and 20 publications in the periods M13-M24 and M25-M36 respectively.

KPI: Clipping scientific publication

Events and conference presentations

Increase the network of partners and contacts through Emerging Scientific Collaborations
and project synergy generations.

KPI: Number of scientific conference presentations

EC policy briefing

Contact and submission of pilot projects to policymakers & EC policy officers. Get at least 1
meeting during each SPICE period.
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KPI: Policy briefs intended for policymakers and EC policy officers

11.IPR

Register at least one design per pilot + 1 trademark.

KPI: Trademarks; Registered designs

TARGET AUDIENCES

Heritage institutions
Community organisations

" " " M

Educators

General public with an active interest in culture

COMMUNICATION CHANNELS - METHODOLOGIES

Channel: Methodology

Main Audience Reached

3.1 Media Coverage: Press articles

Public (general with an active interest);
Heritage institutions, Educators

3.2 Social Media: Twitter, LinkedIn,
Instagram YouTube

Public (general and active interest), Heritage
Institutions, Educators and Organisations

3.2 Event-related: Conference, webinar,
workshop

Educators

3.3 Website: spice-h2020.eu

Public (general and active interest), Heritage
Institutions, Educators

3.4 Newsletter: Regular themed
newsletters

Public (general with active interest),
Heritage Institutions, Educators

3.5 Scientific Presentation: Presenting Educators
papers, talks and professional forum
3.6 Scientific Publications: Published Educators

papers

3.7 SPICE Stakeholder Engagements:
Workshop, presentation

Actions / Tactics

Optimization of communication channels:

Heritage Institutions, Educators
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1. Social Media: Open accounts and optimize profiles: description, image, hashtags and editorial
calendar. Share accounts with partners to create community. Goal 2. Responsible: IMMA

Actions:
1.1. Create Twitter, LinkedIn and Instagram accounts
1.2. Optimize Social Media profiles
1.3. Social Media schedule
1.4. Share accounts and hashtag SPICE to partners.
Hashtag proposal: #SPICEH2020

1.5 Increase our community (followers) on social media by 150% in the period M13-M24
compared to M1-M12 by follow-back activity and cross-promotion across media channels.

1.6 Use social media management tools to increase regular activity

2. Database - Newsletter: Selection of objective leads from the SPICE Partners database. Goal 6.
Responsible: GVAM

Actions:
2.1. Create email marketing account (Mailchimp)
2.2. Request contact list to partners
2.3. Design newsletter

2.4 Increasing the database by 80% during the period M13-M24 and by 150% during M25-
M36.

3. Web: Activate ‘Call to action’ to collect emails from interested public to be informed of SPICE.
Goal 3 & Goal 6. Responsible: UNIBO

Actions:

3.1. Generating form and pop-up on the web with the Call to action: ‘Subscribe to our
newsletter’

3.2. Reviewing Semantic SEO of each web page

3.3. Getting direct links from our Partners website to the SPICE website.
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4. Media: Defining target media list in Finland, Ireland, Spain, Italy and Israel, with the support of
partners. Goal 1. Responsible: ALL Participate: ALL PARTNERS

Actions:

3.1. Defining the SPICE PR manager

3.2. Establish direct contact with the communication department of each partners to
coordinate press schedule.

3.3. Generate the first contact with the media: Write the first Press Release on project
presentation.

3.4 Create a press-kit to be hosted on website and shared via newsletter and social media

ROADMAPS

Based on the types of target audience, a specific roadmap will be established. In the roadmap below,

the actions are detailed according to the project phase.

ROADMAP #1: HERITAGE INSTITUTIONS

P wnN e

U

Launch, information and update on social networks (P1-P2-P3)

Sending Specific email campaigns (P1-P2-P3)

Website update (P1-P2-P3)

General presentation to the media (press conference, if possible, or mass mailing of dossier
and press release) (P1)

Related events (seminars, conferences, workshops, webinars...) (P2)

Media relations: Press release distribution, negotiation of reports and featured articles in
specialized and scientific media. (P2-P3)

ROADMARP #2: SOCIAL GROUPS

P wnN e

u

Launch, information and update on social networks (P1-P2-P3)

Sending Specific email campaigns (P1-P2-P3)

Website update (P1-P2-P3)

General presentation to the media (press conference, if possible, or mass mailing of dossier
and press release) (P1)

Dissemination of graphic and audiovisual material (videos, posters, brochures ...) (P2)
Related events (seminars, conferences, workshops, webinars ...) (P2)

Press release distribution to specific and general media. (F2-F3)

ROADMAP # 3: General public interested in culture
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Launch, information and update on social networks (P1-P2-P3)

Sending Specific email campaigns (P1-P2-P3)

Website update (P1-P2-P3)

General presentation to the media (press conference, if possible, or mass mailing of dossier

AN

and press release) (P1)

o

Dissemination of graphic and audiovisual material (videos, posters, brochures ...) (P2)
Related events (seminars, conferences, workshops, webinars ...) (P2)
7. Press release distribution to specific and general media. (P2-P3)

ROADMARP # 4: Educational community

1. Launch, information and update on social networks (P1-P2-P3)

2. Sending Specific email campaigns (P1-P2-P3)

3. Website update (P1-P2-P3)

4. Dissemination of graphic and audiovisual material (videos, posters, brochures ...) (P2)

5. Related events (seminars, conferences, workshops, webinars ...) (P2)

6. Press release distribution to specific and general media. (P2-P3)

7.3 Website data
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7.4 Twitter analytics

W Analytics (,, Home (jusenSpiceH2020/ome)  Tweets (user/SpiceH2020/tweets)  More v

«#, (Nttp:fitwitter.com/SpiceH2020)

L)
= ~[.0ul 2 — Sep 29, 2020 v & Ex
| Sign up for Twitter Ads (h lads. twitter. Ml gl-an-b t_to, =t

SPICE H2020 w {thp:;‘ﬁwiller.ocWSpiceHZOZU}
Tweet activity

v

Your Tweets earned 901 impressions over this 90 day period

YOUR TWEETS
During this 80 day period, you
impressions per day.

Engagements
Tweets Top Tweets Tweets and replies  Promoted P Engag Engag rate Showing 80 days with dally frequer

Engagement rate
o ¥ ¢ (https:/itwitter.com/SpiceH2020) 1,313 53 4.0% 229
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Through @SpiceH2020 (https://twitter.com/SpiceH2020),
citizens are supported to: develop their own perscnal
interpretations of cultural objects; work together to present
their collective view of life through culture and heritage; and

gain an appreciation of alternative cultural viewpoints. Link clicks
View Tweel activity 17
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R On average, you earmed 0 linl
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SPICE has just launched its inaugural newsletter. Stay in per day

touch with all the latest developments and news about

SPICE research, delivered direct to your mailbox. Retweels without comments
Subscribe here: spice-h2020.eu/news/ 9

(https://t.co/g0l0UIceyO) 5 Retweets withot

#H2020 (hitps:/fwitter.com/ashtag/H20207?sre=hash)
#research (hitps:/itwitter. com/hashtag/research?sre=hash)
#heritage (https:/twitter.com/hashtag/heritage?src=hash)
#Digital (https:/ftwitter.com/hashtag/Digital ?sre=hash)

#innovation (hitps:/twitter.com/hashtag/innovation? ©On average, you earned 0 Re!
src=hash) without comments per day
View Tweat activity
Likes
. -] .i(hﬂps:ﬂmiller.onrrHSpiceHQt]m] 243 14 58% 23

"
SPICE H2020 @SpiceH2020 (https:/ftwitter. com/SpicaH2020) - Jul 10
(https:itwitter.com/SplceH2020/status/1281560259262373891)

The SPICE websile is now online: check in for all the latest
updates and other information aboul the project and
partners involved ... spice-h2020.eu
(https:/it.coffCScHUYONE)

View Tweal activity Replies

1

On average, you eamed 0 like

You've reached the end of Tweets for the selected date range. Change date selection to view more.

On average, you earned 0 rep
day
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W Analytics (1y Home (luser/SpiceH2020/home)  Tweets (fuser/SpiceH2020/weets)  More v

«#, (http:iitwitter.com/SpiceH2020)

"
P . [{1Sep 30 - Dec 29, 2020 v & Exy
I, Sign up for Twitter Ads (h [fads twitter. it gl b t to ) __I

SPICE H2020 v {h}'tp::‘ﬁwiller.ooWSpiceHZOEU}
Tweet activity

v

Your Tweets earned 17.7K impressions over this 91 day period

= YOUR TWEETS
During this 81 day period, you
impressions per day,

Tweets Top Tweels Tweets and replies  Promoted I i E E rata Engagements -
Showing 91 days with daily frequer
a® .i(https:!ﬂwill.er.oornfSpicsH202lJ] 342 16 4.7% Enga%emenl rate
i 2.7%

3.5% eng:
SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Dec 29

(https:/itwitter.com/SpicoH2020/status/1 34300437 1847925760) L1 o ¥
E (@3 days to 2021, let's look back on the year that was ‘H B i Mrﬂ
for @SpiceH2020 (https://twitter. com/SpiceH2020): the 1 RE RS 8 T —
project started this year in May 2020 and is funded through
@EU_H2020 (https://twitter.com/EU_H2020) for 3 years ...
View Tweal activity Link clicks

86

o ¥ @ (https:/itwitter.com/SpiceH2020) 928 12 1.3%
UL
SPICE H2020 @spiceHz020 (hitps:/fwitter. com/SpiceH2020) - Dec 28
(htips:iitwitter.com/SpiceH2020/status/1343636120062277381)
Anir ing project, addressing empathy On average, you eamed 1 linl
#CampaignForEmpathy per day
(https:Nwitter.com/ashtag/CampaignForEmpathy?
sre=hash) twitter.com/kettlesyardist. ..
(https./it.co/GIOIpb3FrV) Ratwagis wihout oommants
View Tweet activity 59

3 Retweets withou

# @ (hitps:/itwitter.com/SpiceH2020) 245 7 2.9%
il l [

SPICE H2020 @Spiceriz020 (hitps:/fwitter. com/SpiceH2020) - Dec 27

(https:iftwitter.com/SpiceH2020/slatus/1 34324694 1510103043)

Sunday Reading: "UX Designer and Software Developer at
the Mirror: Assessing Sensory Immersion and Emotional

©On average, you earmned 1 Rer
without comments per day

Involvement in Virtual Museums™ Bruno Fanini, Eva Likes
Pietroni, Alfonsina Pagano bit.ly/3nTeglK 180
(https:/ft.co/AlLa%adHm)

View Tweel activity

. ® .i(hﬁps:!ﬂwilhar.onrnf&picaHZDZD] 826 15 1.8%
l' ' On average, you eamed 2 like
SPICE H2020 @Spicetiz020 (hitps:/ftwitter.com/SpiceH2020) - Dec 25
(hittps-fitwitter. icel A342541210263665363) :
If today is the centre of your traditional festive season, Fopkes:
@SpiceH2020 (https://iwitter.com/SpiceH2020) project 19

wishes you a peaceful Christmas.
Keep in touch with the project over the holidays and
through 2021 by following us here and subscribe to our
newsletter: bit.ly/347ch69 (https:/it.co/dKqpDyTrSZ)
View Twesal activity
On average, you earned 0 ref
day
f i ® ii(hﬂps:mwi!ter.ooWSpImHZDZD] 1,020 46 4.5%
|}

SPICE H2020 @SpiceHz020 (hitps:/ftwitter.com/SpiceH2020) - Dec 23
(https-witter. iceH: N341774702491152385)
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Mare v

Introducing °r‘c project and its goalo A

SPICE 030 X (R comRRia . i

View Tweel aciivity ( sign up for Twitter Ads

(http:/ftwitter.com/SpiceH2020)

e li{ht!ps:ﬁt\ufilner.oorrIISDioeHZOZU}

SPICE H2020 @SpiceH2020 (hitps:/ftwitler.com/SpiceH2020) - Dec 20
(https-ifwitter. p
You can conlinue to connect with @SpiceH2020
(https:/ftwitter.com/SpiceH2020) here on Twitter over the
holiday season and through 2021, on Instagram at
spice_h2020 and on Linkedin at spiceh2020 ...

And of course, don't forget to subscribe to the project's
Newsletter: bit.ly/347cbB9 (hitps:/t.co/byKdkAURXS)

View Tweel activity

134070351

e .i(hnps:mw'.uer.oormsmoequzu}

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Dec 20
(https-twitter.com/SpiceH2020/stalus/1 J406696 1BTB4066818)
Sunday Reading: @3SpiceH2020
(https:/ftwitter.com/SpiceH2020) project partner Open
University have suggested this new report commissioned
by the UK research funding agency ... 1/4
seumofthefuture.the-liminal-space.com
(hitps:/it.co/KjF8InEXgT)

Wiew Tweel activity

a® .i(h'l‘!ps:!ﬁ\will.er.onm{SpioeHzl]ED]

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Dec 18
(https:itwitter.com/SpiceH2020/slalus/ 1 33887874 2026547200)
The weekend and holidays are nearly here. This is your
Friday moming reminder that you can stay in touch with
the SPICE project, through subscribing to our newsletter ...
pic.twitter.com/ossiGvXz3N (https:/ft.colossiGvXzIN)

View Tweel activity

: ® o (https:/itwitter. com/SpiceH2020)

i" ' [

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Dec 4
(https:itwitter.com/Spicet /133493199055 )
Rounding out the week with an interesting Work Package 2
(WP2) meeting for @SpiceH2020
(https:/ftwitter.com/SpiceH2020): WP2 is developing
methods to support citizens in building representations of
themselves in the form of activities such as storytelling,
tagging, montage, and curation ...

View Tweel activity

3 © o (hitps:/iwitter.com/SpiceH2020)

if ' [

SPICE H2020 @SpiceH2020 (hitps:/itwitter.com/SpiceH2020) - Nov 13
(htips:iitwitter.com/SpiceH2020/status/ 327306010157 123584)

This week @SpiceH2020 (https://twitter.com/SpiceH2020)
partners had lots to think about after a very productive

meeting concerning Museum Data Sharing as part of the
project's Work Package 4. Partners considered potential

user activities; users’ collective assembly of stories ...

View Tweat activity

® .i(htlps:m\o\rilhsr.wrrﬂSDicsHZOZlJ]

SPICE H2020 @SpiceH2020 (hitps:/Mwitter.com/SpiceH2020) - Nov &
(Rt /ftwil 13247713668878133251)

Another busy week ends for @SpiceH2020
(https://twitter.com/SpiceH2020). Project partners met

about work packages 3 and 6. We're looking forward to

next week's meeting on Museum Data Sharing ...

View Tweel activity

867
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1,018
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338
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29 3.3%
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,IM|W}F“HWWH202Mome} Tweets (juser/SpiceH2020148ts)  More v 8 0.8%

W : o /it
SPRRIGEN2020 Bpisnaten doHwshubtengeyySii 42050 Ot

(hitps:if p 1322122562035566593)

A greal day yesterday al lhe @SpiceH2020

ner.gurrIJSpioaH 2020)

v

(https:/ftwitter.com/SpiceH2020) mlnimnferbnmném Ay
to be able to consider so many interesting works in the
collections of the project partners' museums, such as
@DesignmuseoF| (hitps://twitter.com/DesignmuseocFl)
twitter.com/LSvinhufvud/st... (hitps:/t.co/86XR1hNIRD)

View Tweet activity

89 s (hitps:/twitter.com/SpiceH2020)

ighpi

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Oct 29

(htips-/ftwitter.com/SpiceH2020/stalus/1321859345441837058)

... and that's a wrap. Today's @SpiceH2020

(https:/ftwitter.com/SpiceH2020) mini-conference closed

with feedback and conversation about the insights we've

gained from a stimulating day of workshops and break-out

groups. Stay in touch with project developments here:

spice-h2020.eu/news/ (https:/t.co/g0I0UloeyO)

pic.twitter.com/Jx0SWdC59V (https:/it.colJx0SWdC59V)
View Tweet activity

o U o (https:/itwitter.com/SpiceH2020)
i' i
SPICE H2020 @SpiceH2020 (hitps:/ftwitter. com/SpiceH2020) - Oct 29
(https-itwitter. picaH20: 132182 584180)
The fourth and final workshop at today's @SpiceH2020
(https:/ftwitter.com/SpiceH2020) mini-conference, partners
considered various types of interfaces related to museum
visits and how they might apply to our project
pic.twitter.com/Y9704kb0gl (https:/t.cofY9704kb0gl)

View Tweet activity

o © g (https:/itwitter.com/SpiceH2020)
i' i
SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Ot 29
(https-itwitter. iceHz0 1321521651886112768)
Warkshop 4 of @SpiceH2020
(https:/ftwitter.com/SpiceH2020) mini-conference today is
considering interfaces twitter.com/antoniolietols. ..
(https:/it.colzligCyMlzv)

View Tweel activity

8@ o (https:fitwitter.com/SpiceH2020)

U] i

SPICE H2020 @SpiceHz020 (hitps:/itwitter.com/SpiceH2020) - Oct 29
(hiips-fitwitter.com/SpiceH2020/stalus/132 180B263604817930)

Workshop 3 at today's @SpiceH2020
(https:/ftwitter.com/SpiceH2020) mini-conference considers
activities and contexts through pre-defined UX maps -
participants broke into groups, selecting from a pool of

images and arranging/ curating their selections ...
pic.iwitter.com/MWNHdcIEy (hittps:/it.coMWNHdCIEY)

View Tweel activity

8 ¥ o (https:/itwitter.com/SpiceH2020)
il i
SPICE H2020 @SpiceH2020 (hitps:/fiwitter.com/SpiceH2020) - Oct 29
(https-/itwitter.com/SpiceH2020/status/1 321766251 7T86633216)
The second workshop at today's @SpiceH2020
(https:/fwitter.com/SpiceH2020) mini-conference looked at
who are our users and communities in depth. Great
brainstorming and dialogue between partners ... despite
the clock's merciless count-down on Zoom's Breakout
Rooms!

View Tweel activity

# ¥ o (https:iitwitter.com/SpiceH2020)
i' i
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1,578

1,119

1,055

780

54

42 2.7%

18 2.0%

39 3.5%

23 2.2%

17 2.2%
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Mare v

Reaily interesting first workshop in today's @Splcmlmr com/Spicet2020)
sﬁmmwmwmm&wmmiw z
breakout groups considered artifacts and artwoixs from

v

various online museum collections.

\ Sign up for Twitter Ads (h Ifad:

View Tweel activity

N ® g (hitps:/iwitter.com/SpiceH2020)

ighpi

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Oet 29

(https-iitwitter. 1321723481340457322)

An early starl for some of our partners (particularly in UK

and Ireland) as @SpiceH2020

(hitps:/Ntwitter.com/SpiceH2020) kicks off its day-long mini-

conference. The mini-conference is led by partners Aalto

and AAU as part of work packages 7 and 2.

pic.twitter.com/XSaT2Q5F8u (https://t.co/XSaT2Q5FBu)
View Tweet activity

. ® .i(htlps:fMllel.DumFSpiceHZMO]
]

SPICE H2020 @SpiceH2020 (hitps:/fiwitter.com/SpiceH2020) - Oct 18
(https:iftwitter.com/SpiceH2020/status/1 317737181595619331)

UniTo News talked about @SpiceH2020
(https:/ftwitter.com/SpiceH2020) and its objectives with
Rossana Damiano, professor of the Department of

Computer Science. (ltalian language arlicle)
unitonews.itfindex_php/it/n. .. (hitps:/it.colgCILjgPRE)

View Tweet activity
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1,328

2.6%

4.9%
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W Analytics (1y Home (luser/SpiceH2020/home)  Tweels (luser/SpiceH2020/weets)  More v

«, (http:fitwitter.com/SpiceH2020)
SPICE H2020 w (http:/fwilter.com/SpiceH2020) 08

v

Tweet activity ) | (fDec30,2020-Mar31,2021 v | LEx
f_ Sign up for Twitter Ads (h lads. twitter. ! gl-an-br-anly&redirect_to ) J
Your Tweets earned 24.4K impressions over this 92 day period
H YOUR TWEETS

During this 82 day period, you
impressions per day.

Tweets Top Tweels Tweets and replies  Promoted I i Ei Ei rate Engagements . .
Showing 92 days with daily frequer
89 o (hitps:itwilter.com/SpiceH2020) 495 22 4.4% Engagement rate
i i 2.7%
1.4% engs
SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Mar 30 £
(hitps:iitwitter.com/SpiceH2020/s5tatus/1 3768930194467 38944)
Nice interview with @MirjamWenzel o ey
(https:/ftwitter.com/MirjamWenzel), Director of ity

@jmfrankfurt (https:/ftwitter.com/jmfrankfurt) about the
‘post-digital museum' and the importance of creating
possibilities for empathy: deutschland.delenftopic/knawl...

Link click
(hitps:/1t.col0y TcY TP29u) 8"5 caicd
View Tweet activity
- ® g (hitps:/witter.com/SpiceH2020) 924 24 2.6%
ighgi
SPICE H2020 @spiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Mar 29 On average, you earned 1 linl
(htips:iftwitter. 1376537 74) per day
Interesting article exploring the patential of community-led
digital engagement for stimulaling active cilizenship
through taking responsibility for shared cultural heritage. Retweels wilthout comments
Read it here: journals.sagepub.com/doi/full/10.11... 56
(https:/it.coffSXDInhK11) 0 Retweets withou

View Tweet activity

8@ o (htips:/itwitter.com/SpiceH2020) 643 17 2.6%

" li ©On average, you earmned 1 Rer
SPICE H2020 @Spicel 2020 (hitps://twitter.com/SpiceH2020) - Mar 28 Without commantsperday
(Attps-iitwitter. i 1376 3575168)

Sunday Reading: an analysis of three panels from a 17thC Likes
Netherlands artefact, the Humboldt Cup, reveals how 1 66

technologies of classification and hierarchization enact
colonial viclence.

interactions.acm.orgfarchive/viewlj. ..
(https://t.co/O7FMsjJSOu)

View Tweat activity
On average, you earned 2 like

o® oi(hnos:mwilner.oormsmceHzozul 1,250 38 3.0% Replies
L] 18
SPICE H2020 @SpiceH2020 (hitps:/fitwitter.com/SpiceH2020) - Mar 25
(httpsitwitter. icaH. 1375018255035854851)

If you're new to the SPICE project, here's a short video,

which explains some of the key cancepts, and how we plan

to develop citizen curation methods to promote social
cohesion.

On average, you earned 0 ref

d
#SPICEN2020 (hitps:/Awitter.com/hashtag/SPICEN20207 =

src=hash)

youtube.com/watch?v=ulO1Qi... (https:/it.co/00B86IbEAGZ)
View Twesel activity
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W Analytics (,, Home (jusenSpiceH2020/home)  Tweets (user/SpiceH2020/tweets) ~ More v
= ® 2 (https:itwitter.com/SpiceH2020) X
i o, (http/itwitter.com/SpiceH2020)
2020 w (httpu/ftwitter.com/SpiceH2020) W0 W
SPICE H2020 @SpiceH2020 (hitps:/itwitler.com/SpiceH2020) - Mar 23
(https:/twitter. 12020 13743640908864 186 up for Twitter Ads twitter.comil gl-an-br-aniy&redirect,_to )
Al today's mini-conference we discussed moek-upsof -
citizen curation activities and dashboards for visualising
citizen contributions (image from @emmedaquino
(hitps:/Mwitter.com/emmedaquino)). Exciting progress!

Sign up to our newsletter to hear more about our
developments: spice-h2020.eu/news/
(https:/t.co/g0l0UIoeyQ) pic.twitter.com/lAqXfMehgy
(https://t.collAgxfMehgy)

View Tweal activity

. © g (hitps:/Miwitter.com/SpiceH2020) 1,446 12 7.7%
|' i
SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Mar 12
(https:/itwitter.com/SpiceH2020/status/ 13704 1646343410894 1)
... and that's the end of loday's @SpiceH2020
(hitps:Miwitter.com/SpiceH2020) Project Management
Board meeling, Pariners covered a lot of ground
throughout the day, from technology to museum practices,
A chance to review the last year and exciting to look
forward to continuing our research over the next 2 years
pic.twitter.com/eMyiwfiip0 (hitps:/it.coleMyiwfiip0)

View Tweel activity

. ® ¢ (https:/witter.com/SpiceH2020) 347 10 2.9%
|. li
SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Mar 12
(https-/twitter.com/SpiceH2020/stalus/1 3703444 856861185536)
As part of Work Package & (WPE), a fellow Horizon 2020
EU project is mentioned: MARIO (Managing Active and
healthy aging with use of caRing service robots),
"addresses the elderly challenges of dementia through
innovation on robots" @mario__project
(https:/ftwitter.com/mario__ project)

View Tweel activity

o ¥ ¢ (https:/itwitter.com/SpiceH2020) 2,452 5 2.1%
i' i

SPICE H2020 @SpiceH2020 (hitps:/itwitter.com/SpiceH2020) - Mar 7

(https:iitwitter.com/SpiceH2020/status/1368501929891033088)

Sunday Reading: Stories of Hospitality by Julie Daniels,

from @IMMAIreland (hitps./twitter.com/IMMAlreland)'s

Magazine. Daniel's explains how her PhD research informs

her work as workshop facilitator of the MELLIE project for

migrant language and culture exchange bit.ly/3ro7oXF

(https:/ft.co/SBBkmNT{PZ)

View Tweel activity

o ¥ o (https:fitwitter.com/SpiceH2020) 1,088 56 5.1%
i' i

SPICE H2020 @sSpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Feb 28

(https:iftwitter. piceH20! 1366127029742145537)

Sunday Reading: interesting report on Emotion and

Leaming in Museums by NEMO Working Group LEM — the

Leamning Museum. "how emotions are a pre-condition for

learning and how they facilitate emotional experiences and

even aim to foster empathy in visitors.” bit.ly/3rfY Q41

(https:/ft.co/BXZwy|06jQ1)

View Tweeal activity

o ¥ o (https:iitwitter.com/SpiceH2020) 631 55 8.7%
il i

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Feb 26

(https:iftwitter. iceH20! 13653741494 )

Final talk of final day of #MuseumNext

(https:/ftwitter.com/hashtag/MuseumNext?src=hash) - Ed

Rodley talking about "Untying the Gordian Knot of

"Engagement™: how storytelling, emotion, immersion, and

gamification intertwine. @emotive_eu

(https:/ftwitter.com/emative_eu) project mentioned, as well
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View Tweel aciivity +, (http:fitwitter.com/SpiceH2020)
SPICE H2020 w (htip:/itwitler.com/SpiceH2020)  §j i

(hitps:/ftwitter.com/SpiceH2020) f-shl" up for Twitter Ads
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SPICE H2020 @SpiceH2020 (https:/itwitter.com/SpiceH2020) - Feb 25

(htips:iftwitter.c iceH2020/status/1 36502507 T960572928)

It's been an interesting week so far following the
presentations live in the #MuseumNext
(https:/ftwitter.com/hashtag/MuseumNext?sre=hash) Digital
Summit. From Australia to America, and today alone we
had topics from exhibiting Black Holes, maths, and just
now, Dark Tourism and graveyard stories ... still 1 day to go
twitter.com/MuseumNext/sta... (https:it.co/TOBKId3IDRwW)

View Twest activity

(https:fftwitter.com/SpiceH2020)

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Feb 14

(hitps:i:

ftwitter. piceH2020/status/1 361020030008407559)

Sunday Reading: A different type of curator on the web

(articl
(hitps:

e from 2014) @archillect
MMwitter.com/archillect)

vice.com/en/article/3da... (httpsJ/t.collYiaJQwrmS5)

View Tweet activity

(https:/ftwitter.com/SpiceH2020)

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Jan 25

(https:ii

Irwitter. 1353729378195275783)

An upcoming Round Table "Accessibility for Migrants and
Refugees,” as well as a chance to learn about related
Haorizon 2020 funded projects, check out @So_close_eu

(https

[twitter.com/So_close_eu) for details ...

twitter.com/So_close_eu/st... (hitps:/it.co/g3NzjmPteQ)

View Twesel activity

(hitps:/itwitter.com/SpiceH2020)

SPICE H2020 @SpiceH2020 (hitps:/Mwitter.com/SpiceH2020) - Jan 24

(ttps:i

fwitter. 1353384401687515136)

Sunday Reading: Some webinars to explore online,

organ
(hittps:

ised by NEMO ne-mo.org/training/nemo-...
:it.colokdsitMBmO)

View Tweel activity

(hitps./fwilter.com/SpiceH2020)

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Jan 22
(https:iftwitter.com/SpiceH2020/status/1352684837098893312)
The weekend's here! This week, @SpiceH2020

(hitps:

:MMwitter.com/SpiceH2020) partners presented a

paper aboul the project al conference, and workshopped

ideas
guide:

about Citizen Curation with a group of museum tour
5 .. 1

View Tweet activity

(https:/twitter.com/SpiceH2020)

SPICE H2020 @spiceH2020 (https:/ftwitter.com/SpiceH2020) - Jan 22
(https:iftwitter. iceH20; 13526817 18453579776)

On Thursday this week, researchers from @SpiceH2020

(hittps:

:Htwitter.com/SpiceH2020) talked to members of the

visitor engagement team (VET) at the Irish Museum of

Maode:

rn Art {IMMA). The conversation focused on a key

concept of the SPICE project, Citizen Curation ... 1/

pic.twi

itter.com/wZCBGePvn6 (https:it.co/wZCBGePvnG)
View Tweet activity

(https:/ftwitter. com/SpiceH2020)

535

253

411
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PICiUHﬁJZIJ @SpiceH2020 (hitps:Mwitter.com/SpiceH2020) - Jan 22

'3&3 BB gapicoHAmA (U5 S0EsH20700eMmE))  Tweels (luser/SpiceH2020/tweets)  More v
This week, during the 10th conference of ) Tiwitter.com/SniceH 2020

SPRANSRIURSHIRGFBHAIC Aoy ) O BRG1or COT/SPICeHZ0Z0)

Alessio Bosca, together with researchers from uie

University of Turin, presented the paper “Citizer curation e = R
and NLP technologies for museums in the Spi pfwitter Ads twitte g y _to ) )
More info: bit.ly/398afNJ (https:/it.co/TSa3En0pVO)
(Italian)
View Twael activity
p o .i(ht!ps:fh\n\rilter.oom’SpiceHZOEO] 137 6 4.4%
|}

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Jan 17
(htipsiitwitter. i 1350807018274246660)
Sunday Reading: Reports and documents from ROCK,
another Horizon 2020 funded project, daveloping an
“innovative, collaborative, and circular systemic approach
for regeneration and adaptive reuse of historic city
centres.”
bit.ly/39Jixdl (https:/t.co/ST1JoXqtoE)

View Tweal activity

o® .i(hrlps:mwilher.oorm'SDiWHEl]ZU] 283 7 2.5%

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Jan 15
(htips:iftwitter. piceH20 1350144 7745)

Here comes the weekend: a busy week ends with the first
meetings of 2021 for @SpiceH2020
(https:/ftwitter.com/SpiceH2020)'s Work Packages (WP) 2,

3, and 4. For more info on the project's WPs, click here and
scroll down to "Work Packages": spice-h2020.eu/project/
(https:/it.coleAbK4oTIAC) pic.twitter.com/SD2SGWUTDL
(https://t.co/SD2SGWUTDL)

View Tweel activity

. i L ii(ht!ps:!Mller.oom{SpioeHzt]El]] 288 18 6.2%
I

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Jan 15
(hitps-iitwitter.comiSpiceH2020/status/1350141746873819137)
Andrea Bolioli and Alessio Bosca, together with
researchers from the University of Turin, present the paper
"Citizen curation and NLP technologies for museums in the
SPICE Project” during the 10th conference of AIUCD which
takes place, 19th-22nd January. bit.ly/351QCtn
(https:/it.coff8iCJGrAXT)

View Tweet activity
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W Analytics () Home (luserSpiceH2020/ome)  Tweels (juser/SpiceH2020/tweets)  More v

oo, (http:iitwitter.com/SpiceH2020)
SPICE H2020 w {h}‘tp:;‘ﬁwilher.oom(Spl’ceHZUZU} L v
Tweet activity 3 | Mlapri-Apr22,2021 v | LEx
f Sign up for Twitter Ads (https:/fads. twitter.com/l gl-an-br-anly t_to, ) _.]
Your Tweets earned 8.0K impressions over this 22 day period
YOUR TWEETS

During this 22 day period, you
impressions per day,

Engagements
Tweets Top Tweels Tweets and replies  Promoted P Engag Engag rate Showing 22 days with dally frequer
¢ Engagement rate
..0 » (Nttps:/itwitter.com/SpiceH2020) 127 T 5.5% 2.929%
I i 5.5% engs
SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - 10n
(Rtips:fitwitter. ical [1385177763192180737) ’ /\ ~
Excellent resource here from @brooklynhistory \_‘__ Y AR N i VL

(https:/ftwitter.com/brooklynhistory), a public arts and

history project to amplify stories of Brooklyn's diverse

Muslim communities, challenge assumptions and promote

understanding. Link elicks
15

Check it out: Gybrooklynhistory.org/projectsimusli. ..

(https./it.co/pSIGEEGIWH)

View Tweel activity

o® -i(hﬂPSffMlier-OﬂWSPiOEHZUZD] 750 24 3.2% On average, you eamed 1 linl
I ' ' ' per day
SPICE H2020 @spiceri2020 (hitps:/Mwitter.com/SpiceH2020) - Apr 20
(hitps-iftwitter.com/Spicet 1384426637647831041) Retweats without commants
€Y Work or research in #Museums 26
(https://twitter.com/hashtag/Museums?src=hash) #GLAM 1 Retweet withou

(https:/twitter.com/hashtag/GLAM?src=hash)
#DigitalHeritage
(https:/Ntwitter.com/hashtag/DigitalHeritage?src=hash)
#DigitalCulture (https./ftwitter.com/hashtag/DigitalCulture?
sre=hash)? MO SOAQ

On average, you earmned 1 Rer

& Connect with us on LinkedIn! without comments per day
linkedin.com/company/spice-... (https://t.co/6QNUkcM8ex) _
View Tweel activity ':I'hSB

89 g (htips:/itwilter.com/SpiceH2020) 217 14 5.1%
I} ' 'i

SPICE H2020 @SpiceH2020 (hitps:/ftwitter.com/SpiceH2020) - Apr 14

{https-itwitter. pi 198228 )

We are developing tools and methods of 'citizen curation’ to

respond to this critical question. #SocialRelevance

On average, you earmed 5 like

(https:/ftwitter.com/hashtag/SocialRelevance?src=hash) Replies
#TheFutureOfMuseums 5
(https:/ftwitter.com/hashtag/TheFutureOfMuseums?

src=hash)

7 spice-h2020.eu/project/ (hitps:/it.co/eAbK4oTIAC)
twitter.com/lcomOfficiel/s. .. (https:/t.co/rkFgmT585u)
pic.twitter.com/o3iPFAgiDA (hitps:/t.co/o3iPFAgGIDA)

View Tweel aclivity On average, you earned 0 ref

day

(https:/fiwitter.com/SpiceH2020) 328 16 4.9%
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PIC 20 @Spicet2020 (hitps:/itwitter. com/SpiceH2020) - Apr
L J G n(picc a5 SHGPH2A20MpMEY,  Tweels wsar:sn:ceHzozortweats) More v

We aie presanhng a paper on 'Introducing empath

B itwitter.com/SpiceH2020)
Sﬂmvﬁm H?MU!“"S“ o v
cohesion' at this afternoon’s #1UI2021
(https://twitter, com’l'lashlaga‘lUlZl’.lm?sm:ha;hgﬁ m‘#ulmm PTEE ) *]

(https:/ftwitter.com/ACMIUL) & gy
twitter.com/PaulMulholland... (https:/t.co/DaAG19AWEW)

View Twesal activity

@ .i(https:anillel.oomFSplceH:EDED] 361 14 3.9%

SPICE H2020 @spiceHz020 (hitps:/itwitter.com/SpiceH2020) - Apr 13
(httpa-itwittar. 1381890300075034881)

Mechanical Masterpieces by @
(https:/ftwitter.com/nellmendoza) uses elements of
interactivity, humour and surprise to increase kids'
1t and familiarity with classic artworks.

Some see it as novel and memorable while others see it as
patronising, even sacrilegious.

What do you think? twitter.com/hirschandmann/...
(https:/t.oo/LUJTONRBZX)

View Twesel activity

89 o (htps:fitwitter.com/SpiceH2020) 904 42 4.6%
in . [

SPICE H2020 @SweHZUZO (https:/Mwitter.com/SpiceH2020) - Apr 7

(Pittps-iftwi 13797267376

We were delighted to present SPICE at yesterday" s

@museweb (https://twitter.com/museweb) conference

#MW21 (https://ftwitter.com/hashtag/MW21?src=hash)

@UofHaifa (https:/itwitter.com/UofHaifa) @unito
(hitps:Mwitter.com/unito) @OpenUniversity
(https:/ftwitter.com/OpenUniversity)
pic.twilter.com/4CZhWMJ4g9 (hitps:/i.col4CZhWMJ4g9)

View Tweet activity

© o (hitps:/fiwitter.com/SpiceH2020) 690 15 2.2%
i

SPICE H2020 @spiceH2020 (hitps:/fwitter.com/SpiceH2020) - Apr 1
(htips:iftwittar. picaH2020/ [1377545668852658178)
Enjoyed this piece, thinking about how Augmented Reality
can 'subvert the dominant stories of a place’, e.q. using AR
to present alternative cultural perspectives on contentious
statues. twitter.com/weareanagram/s...
(https:/t.coiviSpbbpHLT)

View Tweal aclivity

You've reached the end of Tweets for the selected date range. Change date selection to view mora.
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. HH
m Q L, as = @ 2
Home My Network Jobs Messaging  Notifications Me'w Workw
s o -
I'l.i SPICE H2020  super admin view (_ View as mel
All Pages Content Analytics « Activity Admin t
Visitor analytics @ Export
___ All analytics dates and times are displayed in UTC
Visitor highlights @
Data for the last 30 days 3/22/2021 - 4/21/2021
49 22 1% 1 so%
Page views Unique visitors Custom button clicks
Visitor metrics @ Time range: May 2, 2020 - Apr 20, 2021 = Page: All Pages * Metric: Page views ~
Aggregate desktop and mobile traffic off
60
50
40
2
u
s 30
o
&
20
0
[ = | T =3
Apr 2020 May 2020 Jun 2020 Jul 2020 Aug 2020 Sep 2020 et 2020 MNov 2020 Dec 2020 Jan 2021 Feb 2021 Mar
O Desktop O Mobile
Visitor demographics @ Time range: Apr 5, 2021 - Apr 19, 2021 v Data for: Job function ~
Top job functions
Visitors % of Visitors
Research 13 | 41.94%
Operations 9 I 29.03%
Business Development 3 I 9.68%
Education 3 I 9.68%
Arts and Design 1 I 323%
Marketing 1 . 323%
Sales 1 R 323%

Messaging
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m Q LS a = @ 2
Home My Network Jobs Messaging  Motifications Me ¥
T3] o  Cro——
il'li SPICE H2020  Super admin view ( View as me
e —
All Pages Content « Analytics ~ Activity Admin te
Update analytics @
All analytics dates and times are displayed in UTC
Update highlights @
Data for the last 30 days 3/22/2021 - 4/21/2021
38 ox 0% 5 ox
Reactions Comments Shares
Update metrics @ Time range: May 2, 2020 - Apr 20, 2021 ~ Metric Impressions =
Aggregate organic and sponsared Off
230
200
g2 150
g
=%
E o
50
0
May 2020 Jun 2020 Jul 2020 Aug 2020 Sep 2020 Oct 2020 Nov 2020 Dec 2020 lan 2021 Feb 2021 Mar
O Organic B Sponsored |
Update engagement (2] Time range: Apr 7, 2021 - Apr 21, 2021 ~ Show: | 20
Update title Posted by Created Impressions Video views Clicks CTR Reactions Comments Shares
Art Emotions Ma Adam
G 4/21/2021 5 - 0 0% 0 0 0
All followers Stoneman
https:/fwww.linkedin.com/feed/update/urn:
li-activity:6790184019230240768 s 4/20/2021 20 5 1 5% 0 0 0
Stoneman
All followers
https://bit.ly/3tmAWWz Ad
Py sl 4/18/2021 39 - 5 1282% 1 0 0
All followers Stoneman
Mi: ft F
it Adam 4/16/2021 18 i 1 556% 0 0 0
Al followers Stoneman
The Most Interesting Curator on the
Internet Knows Exactly What You Want to._. Adam 4/15/2021 13 - 1 7.69% 0 0 0
Stoneman
All followers
Interesting questions here about the Ad
‘sanctity' of the artwork... am .
sanctity’ of the artworl P 4/13/2021 18 2 11.11% 2 4] 4]
All followers
Messaging G o A
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m Q & as = @ & H

Home My Metwork Jobs Messaging  Notifications Mew Work'™

oy o e
il.li SPICE H2020  Super admin view ( View as mei
All Pages Content Analytics ~ Activity Admin t

Follower analytics @ Eaat

All analytics dates and times are displayed in UTC o

Follower highlights @

31 4 wo0n

Total followers New followers in the last 30 days Mar 22, 2021 - Apr 21, 2021

Follower metrics @ Time range: May 2, 2020 - Apr 20, 2021 =

Aggregate organic and sponsored off

8

New Follawers
B

0 -O0-00 0000000

. Apr 30 May 31 Jun 30 Jul31 Aug 31 Sep 30 Oct 31 Nov 30 Dec 31 Jan 31 Feb 28 Mar 31
O Organic W Sponsored |
All followers @ Excluded from
Profile Month followed
FrannMarie J.- 3rd April 2021
Advisor to Museums & Historic Sites
Ann Degraeve - 3rd April 2021
Head of Archaeclogical Heritage Dept at Urban.brussels
4 Simon Kenny - 3rd April 2021
Android Developer at Clover Network, Inc.

g Elisa Agnini - 3rd April 2021

Tourism Data Analyst | Progettazione turistica | Gamification

Adam Stoneman March 2021
SPICE Project Researcher at IMMA - Irish Museum of Modern Art
See all followers
Follower Demographics @ Data for: Location ¥
Messaging B v A
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m q Home My Metwork Jobs Mest

District Brno-City, Czech Republic
Crewe, United Kingdom
Shrewsbury, United Kingdom

MIEQNa Ared, spain £}
Turin Area, Italy 3
Bologna Area, Italy 3 I
Valencia Area, Spain 2 . ©
Copenhagen Area, Capital Region, ... 2 I B
Milton Keynes, United Kingdom 2 I—S B
Malmo, Sweden 1 I 4.35%

1 .

1 .

1 %

Companies to track @ Time range: Mar 22, 2021 - Apr 19, 2021 «

Company Total followers Mew followers
s
il‘ll SPICE H2020  Your company N 4

. Co-Inform 7,754 2

Messaging @ o A
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7.6 Instagram analytics

(8 INGRAMER

r '-| P it
PROFILE ANALYZER D USER SEARCH \p STORIES VIEWER .-Q’.- INSTAGRAM VIEWER

PROFILE ANALYZER

Analyze any public profile on Instagram - the toal is free, unlimited, and secure. Enter a username to take

advantage of precise statistics.

Example: username

& spice_h2020

© ANALYZE

This site is protected by reCARTCHA and the Google Privacy Policy and Terms of Service apply.

© spice_h2020 17 8.84% *

. Uploads Engagement
SPICE Project
Social cohesion, Participation, and Inclusion through Cultural

ent. EL H2( ui.‘:._}.-'u--':r-“.'i project '] OU,OO%

Er

137

Followers Average users
activity

IV N VA Ve

0.10 0.68 2.91

Posts per day Posts per week Posts per manth

-0.071 in April -0.04 in April -0.91 in April
Amount of Posts  Engagement Most popular post time
B From the last 100 posts

Thursday
at 16:00
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By weekday /time from the last 100 posts

Time is shown in Europe/Dublin time zone

Top #Hashtags =

From the last 100 posts

#SpiceH2020 1
#CultralDemocracy 1

#citizencuration 1 #mw21 1

Top most commented posts

From the last 100 posts

SPICE: Social cohesion hpﬁ

irticipation Inclusion throu

Aaria Marras, the University of Turin, Italy
‘escarin, CNR, ltaly
flik and Alan |. Wecker. the University of Haifa. israel

- Towards ,Cifl t;

= FLINGA

{49 K
OEm, *: HE
i
Bag niig

22-26F
Cultural Engagement b
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Time iz shown in Europe/Dublin time zone

Top caption words ¢

From the last 100 posts

SPICE 15 project 11 about 9
partners 9 newsletter 6

activities 5 their 4 conference 4

through 4 research 4

1 SPICEi#

Subscribe 1o SFICE



