
 

 

 
 



 

 
 
 
 

 
 

Project full title 

STREAMING GIRLS AND WOMEN INTO 
STEAM EDUCATION, INNOVATION AND RESEARCH 

 
 
 

Project acronym 

STREAM IT 
 
 
 

 
Project Agreement no. 

101131843 
 
 
 

 
Deliverable title 

D6.4 – Mid-Term Dissemination Activity Report 
 
 
 
 

Copyright by the STREAM IT consortium 

 
 



 

DOCUMENT CONTROL SHEET 

 

1 This project has received funding from the European Union’s Horizon Europe programme under grant 
agreement No 101131443  
 
PU – Public (fully open, automatically posted online on the Project Result platforms);  
SE – Sensitive (limited under the conditions of the Grant Agreement);  
CO – EU classified : EU restricted, EU confidential, EU secret under Decision 2015/444 

 
 

AUTHOR(S) 
Alba Morollon (F6S), Melissa Tang (F6S), 
Csenge Polgár (HETFA RI), Maryna 
Manchenko (CESIE) 

REVIEWER(S) Marta Escoto (Steinbeis) 

DISSEMINATION LEVEL1 PU 

START DATE OF PROJECT 01/01/2024 

DURATION OF THE PROJECT 36 months 

SUBMISSION DATE 30/06/2025 

ORGANISATION NAME OF LEAD 
CONTRACTOR FOR THIS DELIVERABLE F6S 



 

VERSIONING AND CONTRIBUTION HISTORY 

VERSION DATE MODIFICATION REASON MODIFIED BY 

v0.1 14/04/2025 First draft Alba Morollon (F6S), 
Melissa Tang (F6S) 

v0.2 17/06/2025 Partner contributions 
Maryna Manchenko 
(CESIE),Csenge 
Polgár (HETFA RI) 

v0.3 27/06/2025 Internal review Marta Escoto 
(Steinbeis) 

v1 30/06/2025 Final version Alba Morollon (F6S), 
Melissa Tang (F6S) 

 

 
 



 

TABLE OF CONTENTS  
Executive summary​ 9 
1. Introduction​ 10 

1.1. Purpose and scope​ 10 
1.2. Structure of the deliverable​ 10 

2. Updated communication and dissemination strategy​ 11 
2.1. KPIs Status​ 11 

3. Description of work carried out​ 14 
3.1. Additional templates and materials for consortium use​ 14 

3.1.1. Guidelines​ 14 
3.1.1.1. Social Media Guidelines​ 14 
3.1.1.2. Ambassadors Process and Guidelines​ 15 
3.1.1.3. NIH Webinar series calendar and guidelines​ 16 

3.1.1. Promotional Materials​ 17 
3.1.2. Canva Templates​ 18 
3.1.3. Linktree QR Code​ 18 
3.1.4. Icons​ 19 

3.2. Project channels: updates, strategy changes and campaigns​ 19 
3.2.1. Website​ 19 
3.2.2. Social Media​ 21 

3.2.2.1. LinkedIn​ 21 
3.2.2.2. Facebook​ 21 
3.2.2.3. Instagram​ 21 
3.2.2.4. YouTube​ 21 

3.2.3. Strategies for Collaboration​ 22 
3.2.3.1. Linkedin Takeover​ 22 
3.2.3.2. Calendar of Partners’ Contribution & Guidelines​ 23 
3.2.3.3. Internal Newsletter​ 23 
3.2.3.4. WP6 Meetings and Coordination​ 24 

3.2.4. Campaigns​ 24 
3.2.4.1. Awareness raising campaigns (T6.2)​ 25 
3.2.4.2. Ambassadors Instagram Campaign (T6.4)​ 26 
3.2.4.3. Upcoming Instagram Campaigns (T6.3)​ 26 

3.3. Events​ 27 
3.4. Publications​ 27 

4. Conclusions​ 29 

 

 
 



 

LIST OF FIGURES 

Figure 1: Guidelines - Sharing Social Media Post​ 15 
Figure 2 : STREAM IT Ambassadors Checklist​ 16 
Figure 3 : STREAM IT NIH Webinars Monitoring Sheet​ 17 
Figure 4 : STREAM IT Roll-Up, Flyer and PPT Presentation​ 17 

Figure 5 : Linktree Page and QR Code​ 19 

Figure 6 : STREAM IT Icons​ 19 

Figure 7 : STREAM IT Partners LinkedIn Access Monitoring Sheet​ 22 

Figure 8 : STREAM IT Partners Calendar Contributions 2025​ 23 

Figure 9 : STREAM IT Partners Events/Dissemination Activities Monitoring Sheet​ 27 

Figure 10 : STREAM IT Press Releases on Website​ 28 

 

 
 



 

LIST OF TABLES 

Table 1:  STREAM IT Project KPIs Overview​ 11 

 

 
 



 

LIST OF ABBREVIATIONS 

D Deliverable 

GA Grant Agreement 

WP Work Package 

EU European Union 

KPIs Key performance indicators 

STEM Science, Technology, Engineering, and Maths 

STEAM Science, Technology, Engineering, Arts, and Maths 

M Month 
 

 
 



 

EXECUTIVE SUMMARY 

This Mid-Term Dissemination Activity Report (D6.4) outlines all communication and 
dissemination efforts undertaken during the first 18 months of the STREAM IT project. It 
evaluates progress against key performance indicators (KPIs), details updates to the 
communication strategy, and presents the tools, templates, and channels developed to 
enhance visibility and engagement with diverse audiences. The report also documents 
events, campaigns, publications, and collaborative efforts, offering a clear picture of the 
project's outreach performance and strategic adjustments made to better promote 
gender-inclusive STEAM education. 
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1.​ INTRODUCTION 

1.1.​ PURPOSE AND SCOPE 

Deliverable D6.4: Mid-term Dissemination Activity Report builds upon the initial framework 
presented in D6.1, offering a consolidated overview of all communication and dissemination 
activities undertaken during the first 18 months of the STREAM IT project. This report aims 
to assess the implementation and performance of the project’s communication strategy by 
presenting a comprehensive review of outreach efforts, tools, and materials developed and 
deployed by the consortium. 

In line with the project’s overarching commitment to fostering gender-inclusive STE(A)M 
education, this deliverable captures how the dissemination work has evolved to support 
engagement with key audiences, including educators, policymakers, and the wider public. 
It includes both quantitative data—through the tracking of predefined Key Performance 
Indicators (KPIs)—and qualitative insights reflecting strategic adjustments made over time. 

As a result, D6.4 serves not only as a monitoring document but also as a practical 
reference for aligning future communication activities with the project’s objectives and 
stakeholder needs during the second half of the project. 

1.2.​ STRUCTURE OF THE DELIVERABLE 

This deliverable is structured to provide a comprehensive mid-term overview of the 
STREAM IT project’s communication and dissemination efforts. It is organised into four 
main sections: 

●​ Section 1 – Introduction outlines the purpose and scope of the report and situates it 
within the context of the STREAM IT project’s overall communication strategy. 

●​ Section 2 – Updated Communication and Dissemination Strategy presents the 
evolution of the project’s strategic approach to outreach during the first 18 months 
of implementation. It reflects on adjustments made to better align with stakeholder 
needs and digital engagement patterns. A dedicated subsection tracks the progress 
of Key Performance Indicators (KPIs) as defined in the Grant Agreement. 

●​ Section 3 – Description of Work Carried Out offers a detailed account of the 
activities implemented to support and expand the project’s visibility and 
engagement. It begins by presenting new templates, tools, and internal guidelines 
developed for consortium use. It continues with an overview of the project’s online 
communication channels—website and social media—highlighting content updates, 
performance trends, and strategic changes. The section also outlines collaboration 
mechanisms and campaign development, as well as STREAM IT’s participation in 
events and publications to date. 

●​ Section 4 – Conclusions (not shown in the Table of Contents) summarises key 
insights and offers forward-looking recommendations to optimise the project’s 
communication and dissemination work for the remainder of the project lifecycle. 
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2.​ UPDATED COMMUNICATION AND DISSEMINATION STRATEGY 

The STREAM IT project’s communication and dissemination strategy has evolved 
significantly during the first half of the implementation period (M1–M18). Initially set out in 
Deliverable D6.1, the strategy was designed to ensure consistent branding, visibility, and 
engagement with key audiences across Europe.  

Throughout implementation, several adjustments were made to the communication 
approach to better reflect platform performance, stakeholder needs, and partner feedback: 

●​ Platform pivot: Initial assumptions around platform engagement were reassessed. 
LinkedIn emerged as the significantly more impactful channel for professional 
outreach, leading to a shift in focus and content strategy. 

●​ Content: Visual content and campaign formats were refined to match the 
preferences of younger audiences, particularly on Instagram. Upcoming campaigns 
will focus on short video content, such as Reels and Stories, to address this target 
audience. 

●​ Template and process support: To empower partners across the 20+ country 
consortium, editable templates and a number of detailed guidelines (e.g., for 
webinars, social media, and ambassadors) were introduced to streamline 
contributions and improve consistency. 

●​ Calendar coordination: A calendar system was launched to manage partner 
contributions and campaigns more efficiently, ensuring a continuous online 
presence and balanced workload distribution. 

2.1.​ KPIS STATUS 

This section provides an overview of KPI performance as of Month 18 (M18), using 
colour-coded indicators to reflect the degree of progress. It highlights areas of strong 
performance, notes where progress is naturally expected to be lower due to timing or task 
dependencies, and outlines strategic adjustments to enhance performance in the next 
project phase 
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TYPE NAME KPI  (GRANT 
AGREEMENT) KPI TOTAL KPI ACHIEVED BY 

M18 
PERCENTAGE OF 

COMPLETION 

PUBLICATI
ONS 

SCIENTIFIC 
PUBLICATIONS 2 publications N/A 0 0% 

PRESS 
RELEASES 

1000 recipients; 10 
press releases* N/A 

391 recipients 39.1% 

2 press releases 20% 

ARTICLES 

2 posts per month 
on website; 240 
articles in other 
platforms 

72 posts on 
the website; 
240 articles 
on other 
platforms 

24 articles on 
website 33.3% 

41 articles in 
other platforms 17.1% 

DIGITAL 
CHANNELS  

PROJECT 
WEBSITE 

1000 visitors, 3000 
page views N/A 

3606 visitors 306.6% 

8835 page 
views 294.5% 



 

Table 1: STREAM IT Project KPIs Overview 

By M18, STREAM IT has made significant progress across many KPIs, with some targets 
not only met but significantly exceeded. Notably, the website metrics (over 3,600 visitors 
and nearly 9,000 page views) have far surpassed expectations (over 300% of the target), 
underscoring the platform’s central role in outreach. Similarly, awareness-raising 
campaigns have dramatically overachieved, reaching over 17,500 people (more than 17 
times the original target) highlighting the effectiveness of campaign-based engagement 
strategies. 

Social media growth presents a mixed picture: LinkedIn shows strong engagement and 
steady growth, while Facebook and Instagram lag behind the ambitious targets. Given 
Instagram’s youth focus and the platform’s late-stage content development, further growth 
is expected as campaign content (e.g., Reels and ambassador interviews) rolls out in the 
coming months. 

Some KPIs remain at 0%, such as the final project event, scientific publications, and 
mentoring session reach (WP3), but this is in line with the project’s structure, as these 
activities are scheduled for the second half of the project. Likewise, the policy dialogue 
webinars (WP5) have only recently launched, with the first of them scheduled for 
September 2025. 
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FACEBOOK 

 
200 followers per 
partner country all 
channels; 5 posts 
per week 

4,000 
followers 
across all 
channels; 360 
posts in total 

1260 followers 31.5% 
LINKEDIN* 

YOUTUBE 309 in own 
channels 85.8% 

INSTAGRAM 

ONLINE 
CAMPAIGNS 

AWARENESS 
RAISING 
CAMPAIGNS 

3 campaigns; 1,000 
reached people N/A 

5 campaigns 166.5% 

17567 people 
reached 1756.7% 

PROMOTING 
MENTORING 
SESSIONS 

5,000 people 
reached N/A 0 0% 

EVENTS 

PARTICIPATION 
IN EXTERNAL 
EVENTS 

3 events per 
partner; 3 project 
presentations per 
partner 

60 events in 
total; 60 
project 
presentations  
in total 

14 external 
events 23.3% 

30 project 
presentations 50% 

FINAL PROJECT 
EVENT 

30 attendees in 
person; 40 online N/A 0 0% 

POLICY 
DIALOGUE 
WEBINARS 

6 webinars N/A 0 0% 

OTHER PROJECT 
AMBASSADORS 

1 project 
ambassador per 
participating partner 

14 
ambassadors 
in total 

14 ambassadors 
onboarded 100% 



 

Partner-intensive KPIs, like external article publications and participation in external events, 
have proven more challenging, reflecting the natural coordination limits within a large 
consortium. These areas will continue to require sustained partner engagement and 
possibly additional coordination incentives. 

Looking forward, F6S, beyond continuing the strategies laid out during the first half of the 
project, will focus on high-impact and controllable activities:  

●​ Press releases, for instance, will be prioritised to ensure steady and verifiable 
reach.  

●​ Website content will continue to follow a structured publication calendar supported 
by partner contributions, helping to maintain traffic momentum.  

●​ Finally, the project will continue investing in growing its social media presence, 
leveraging ambassador content and upcoming campaigns to drive both awareness 
and follower growth, especially toward meeting the ambitious 4,000-follower KPI. 
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3.​ DESCRIPTION OF WORK CARRIED OUT 

3.1.​ ADDITIONAL TEMPLATES AND MATERIALS FOR CONSORTIUM USE 
This section presents the extensive set of guidelines, templates, and materials developed 
to support the STREAM IT consortium in carrying out coherent and impactful 
communication and dissemination activities. Building on the foundation established in 
Deliverable D6.1, these new materials respond to evolving partner needs and feedback 
gathered during the first 18 months of the project. They include practical resources for 
day-to-day outreach—from branding assets and social media templates to ambassador 
engagement tools—and are designed to ensure consistency, clarity, and alignment with the 
project's visual identity and strategic goals. 

 

3.1.1.​ Guidelines  

These internal and external-facing guidelines were developed to support partners in 
addressing the wide range of challenges encountered across communication, 
dissemination, and outreach activities. Many of these resources were created in direct 
response to questions raised during WP6 meetings or through partner email queries. 
Designed to offer clear, consistent support across different work packages and 
tasks—whether related to social media management, ambassador coordination, or event 
promotion—these guidelines are intended as a practical, day-to-day reference. All 
documents are stored in the shared consortium folder, where they remain readily 
accessible; partners are frequently referred back to them whenever clarification is needed. 
Each set of guidelines is presented below in detail. 

3.1.1.1.​ Social Media Guidelines 

The STREAM IT Social Media Guidelines provide partners with step-by-step instructions to 
enhance the visibility and engagement of the project across LinkedIn, Facebook, and 
Instagram, as related to their responsibilities within T6.1.  

This document focuses on three main areas of activity: 

●​ Inviting Followers: Instructions for inviting connections to follow the STREAM IT 
page on each platform, including LinkedIn’s “Invite to Follow” feature and 
Facebook’s “Invite Friends” option. 

●​ Resharing STREAM IT Posts: Guidance on how to repost content—either directly or 
with added commentary—on LinkedIn, with emphasis on engagement best 
practices and the importance of using project-specific hashtags such as 
#STREAMIT and #WomeninSTEM. 

●​ Posting on Personal/Organisation Channels: Recommendations for original 
content creation by partners, including tagging the project’s social media accounts, 
incorporating impactful visuals, and choosing appropriate hashtags to maximise 
visibility and discoverability. A suggested list of hashtags is included in the original 
document. 

14 
 



 

 
FIGURE 1: Guidelines - Sharing Social Media Post​

 
3.1.1.2.​ Ambassadors Process and Guidelines 

The Project Ambassadors Process document for consortium partners serves as a practical 
guide for implementing the STREAM IT Ambassador Programme (T6.4). It details the 
recruitment, engagement, documentation, and support process for involving female STEM 
professionals as visible role models. Key components include: 

●​ Recruitment Strategy (Section 1): Includes selection criteria (background, 
demographic focus, and field expertise), recruitment channels, and a template email 
for outreach. These criteria aim to ensure ambassadors are both aspirational and 
relatable, and the email template is fully customisable and translatable. 

●​ Ambassador Activities and Commitment (Section 2): Outlines two categories of 
activities—primary (e.g., workshops, seminars) and secondary (e.g., social media 
campaigns, mentorship). The section also sets expectations for engagement 
frequency and provides an overview of the ambassador support toolkit. 

●​ Documentation (Section 3): Includes clear instructions for maintaining updated 
records of ambassador involvement through shared databases, event logs, and 
reporting sheets. Specific instructions are given for ensuring GDPR-compliant data 
management. 

In order to track the onboarding process of ambassadors, a Checklist (Figure 2) was made 
available for partners to transparently reflect their progress and for F6S to be able to 
coordinate efforts effectively. 
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FIGURE 2: STREAM IT Ambassadors Checklist 

A corresponding Project Ambassadors Guidelines document, tailored specifically for 
ambassadors themselves, complements the consortium guide. It includes: 

●​ A motivational welcome section introducing the STREAM IT mission and 
ambassador role; 

●​ A breakdown of ambassador activities with illustrative descriptions; 
●​ A benefits section detailing professional development, recognition, and networking 

opportunities; 
●​ Resources such as a downloadable media kit and promotional kit (with banners, 

flyers, and QR codes); 
●​ A practical checklist for onboarding.  

 
3.1.1.3.​ NIH Webinar series calendar and guidelines 

The NIH Webinar Promotion Guidelines (Figure 3) outline the process for planning, 
promoting, delivering, and documenting webinars hosted under the National Inspiration 
Hubs (NIH) under WP3. The structure of the document follows a clear timeline: 

1.​ Before the Webinar: Partners are instructed to notify F6S of planned webinars 
using a shared calendar, submit final details a minimum of one month in advance, 
and request visuals where needed. Promotion materials include editable Canva and 
PowerPoint templates, Zoom backgrounds, and optional QR codes linking to 
STREAM IT resources. 

2.​ During the Webinar: The section covers technical setup and the importance of 
high-quality recordings, including obtaining prior consent from all participants. 

3.​ After the Webinar: Partners are required to share the recorded session, provide a 
written summary including speaker information and outcomes, and upload 
screenshots and metrics to the central drive. Blog posts in national and English 
versions are encouraged. Final editing and publishing are managed by F6S. 
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FIGURE 3: STREAM IT NIH Webinars Monitoring Sheet 

 

3.1.1.​ Promotional Materials 

Building upon the foundation of a strong visual identity, the STREAM IT project has 
developed a cohesive set of promotional materials, specifically a roll-up banner, a flyer and 
a PowerPoint project presentation (Figure 4). These resources are strategically designed 
not only to be visually appealing and capture audience attention at physical events but also 
to clearly and concisely communicate the project's core goals and ambitious vision.  
 
Furthermore, recognising the importance of providing concrete details, all developed 
materials have a valuable overview of the specific project objectives and the key partners 
involved in their execution. For easy access and use, these print-ready materials are 
available on the project website for download and within the shared STREAM IT OneDrive 
folder. This ensures that stakeholders and potential collaborators can readily access and 
print these resources to effectively promote STREAM IT at various physical engagements, 
ensuring a consistent and impactful representation of the project's identity and objectives. 
 

 
FIGURE 4: STREAM IT Roll-Up, Flyer and PPT Presentation 

 
 

17 
 



 

3.1.2.​ Canva Templates 

To further facilitate the partners' promotional efforts, F6S has made the promotional 
materials and social media templates mentioned in D6.1 section 3.2.3 readily available in 
editable formats. Recognising the diverse preferences and accessibilities of the project’s 
collaborators, the flyer and roll-up templates can be found on the Canva platform for easy 
online customisation. Additionally, to ensure maximum accessibility and avoid potential 
issues related to Canva accounts or membership levels, F6S has also provided editable 
versions in PowerPoint format within the shared STREAM IT OneDrive folder. This dual 
availability empowers all partners, regardless of their preferred software or access to 
specific online platforms, to easily adapt and personalise the promotional materials for their 
specific needs and outreach activities.  

Moreover, the social media templates (mentioned in D6.1, section 3.2.3) are also available in 
editable formats on Canva. They are developed in various colours and tailored to the size 
requirements of each social media platform, allowing partners to efficiently engage with 
diverse target groups. These templates are designed to be visually appealing, relevant, and 
engaging for all the target groups identified in D6.1, section 2.2.1, ensuring effective 
communication. 

Considering the project’s extensive consortium comprising partners from over 20 different 
countries, this adaptability is particularly crucial, as individual partners will need to 
translate the provided materials into their respective local languages to maximise impact 
and ensure effective communication within their specific regional contexts, ultimately 
contributing to a consistent and effective representation of the STREAM IT project across a 
diverse network.  
 

3.1.3.​ Linktree QR Code 

Linktree is a useful tool that combines multiple web links into one single, easy-to-share 
URL. It also provides analytics to track how well the links perform, works well on phones, 
and can be updated easily without changing the main link. 
 
STREAM IT Linktree was created to bring together the project’s online presences (website, 
LinkedIn, Facebook, Instagram, YouTube and email) to help increase engagement. To make 
access even easier, a QR code (Figure 5) was developed that directs users to the Linktree 
page. This QR code will be used on different promotional materials like flyers, posters, and 
presentations, at events, and on social media. This way, followers can quickly scan the 
code with their phones and access all information in one place. 
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FIGURE 5: Linktree Page and QR Code 

 

3.1.4.​ Icons 

Strategically incorporating icons into promotional materials and the website greatly 
enhances visual communication, allowing for rapid and efficient understanding of complex 
information. Icons make content more appealing and improve user experience by 
facilitating easier navigation. This also fosters a cohesive brand identity by reducing visual 
noise and improving readability. Consistent icon deployment across all channels 
strengthens brand recognition and improves user interaction. Figure 6 below presents a 
selection of icons created for STREAM IT. 

 

FIGURE 6: STREAM IT Icons 

 

3.2.​ PROJECT CHANNELS: UPDATES, STRATEGY CHANGES AND CAMPAIGNS 
3.2.1.​ Website 

Launched M4 of the project, the website serves as a central reference point for 
communication and outreach efforts, and has undergone significant evolution over the past 
18 months. This continuous refinement and expansion has been strategically driven by a 
commitment to enhance user experience, ensuring the project’s audience can easily find 
the information they need and understand its aims and goals. Furthermore, the website has 
been updated to reflect key project advancements, such as the development of the Virtual 
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Makerspace and the launch of project Ambassadors. Below is an overview of these various 
upgrades: 
 

●​ Home: was enhanced to provide the project’s audience with clearer insights into 
project goals and aims. Navigation has also been improved with key pages readily 
accessible for quick reference. 

●​ About - The Project & The Partners: the original "About" page has been 
restructured and regrouped into two distinct sections. "The Project" now offers a 
comprehensive overview of the project, while "The Partners" features a more 
detailed presentation of the consortium, highlighting each partner's role and their 
specific contributions to the project. Direct links to their online platforms are 
included for further exploration. 

●​ Virtual Makerspace: developed and elaborated in collaboration with HETFA and 
ReadLab, this space is a separate section dedicated to the National Inspiration Hubs 
designed to facilitate the collaboration, exchange of effective strategies, and the 
tackling of gender bias in teaching practices among educators and the community. 

●​ Inspirations: this entirely new section is dedicated to showcasing the inspiring 
stories of the onboarded Ambassadors and highlighting successful initiatives from 
the awareness raising campaigns developed by HETFA. 

●​ Ambassadors: elaborates on the aims of STREAM IT and the expected roles and 
activities of the project Ambassadors. Each Ambassador has a dedicated page 
sharing their personal stories, challenges overcome, and perspectives on the 
importance of women in STEM. Additionally, a "Resources" section provides 
downloadable “STREAM IT Media Kit materials” (project presentation, social media 
templates, logo, brand book, webinar backgrounds) and the “Ambassadors' 
Promotional Kit” (project flyer and banner, the Linktree QR code linking all STREAM 
IT online platforms, and banners designed for Ambassador campaigns and 
promotion). 

●​ Inspiring stories: draws from information gathered during the awareness-raising 
campaigns, this section promotes individual inspiring figures and valuable good 
practices suggestions shared by partners. Each person featured has a dedicated 
page elaborating on their journey, opinions and achievements. 

●​ News & Events: is continuously updated with blog posts detailing submitted 
deliverables, discussions on important topics related to STEAM Education, and 
highlights of past and upcoming events involving project partners. 

●​ Results: is consistently updated with summaries of submitted deliverables 
(abstracts pending approval for full report inclusion and public download), along 
with press releases and other communication materials developed throughout the 
project. 

 
In short, these website upgrades aim to improve user experience, highlight project 
progress and partner contributions, and showcase inspiring stories, creating a more 
accessible and informative platform for the STEAM community. 
 
Looking at the website's performance through M18, the platform has welcomed a total of 
3,606 individual visitors from 111 countries worldwide, who have collectively explored 8,835 
pages across the site. This level of interaction suggests a healthy interest in the information 
provided. A key contributor to this engagement is a vibrant News & Events section, which 
has been consistently updated with 24 published articles, keeping the project’s audience 
informed and connected. 
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3.2.2.​ Social Media  

To effectively connect with diverse target audiences, the STREAM IT project has 
strategically established a presence on LinkedIn, Facebook, Instagram, and YouTube. 
These platforms were carefully chosen for their unique strengths, allowing for the tailoring 
of content and maximising engagement with specific groups, ultimately broadening reach 
and impact. 

3.2.2.1.​ LinkedIn 

LinkedIn serves as a crucial professional channel for the STREAM IT project, fostering a 
community aligned with its mission of promoting gender equality and inclusivity in STEM. 
The LinkedIn strategy centers on a dedicated page where key updates are regularly 
shared, including important news, project milestones, deliverables, and participation in 
public events, ensuring the content effectively reaches a professional audience. 

To gauge impact, metrics such as follower growth and post interactions are tracked and 
used to refine the strategy. As of M18, the page has cultivated 929 followers, with 149 
posts generating over 68,500 impressions and 6,500 engagements. 

3.2.2.2.​ Facebook 

Although Facebook was initially considered as one of the platforms to engage a broad 
audience, the STREAM IT project has seen consistently lower engagement levels on 
Facebook compared to LinkedIn. This has resulted in a gradual strategic shift, placing 
greater emphasis on LinkedIn due to its stronger performance, and prompting potential 
adjustments in content focus and resource allocation. 

As of M18, the Facebook page has reached 222 followers, with 134 posts generating over 
42,000 impressions and 5,500 engagements. 

3.2.2.3.​ Instagram 

Instagram is a key visually-driven platform for STREAM IT to engage younger audiences 
(like 14-18 year olds), secondary school girls, university students, and young professionals. 
The project aims to boost its visibility by connecting with these groups through high-quality 
photos, carousels, Stories, and Reels, sharing engaging and informative content. 

Currently at 78 followers with 35 posts, STREAM IT will strategically enhance its Instagram 
presence. A key element will be integrating short interviews within Reels and Stories. 
These will highlight insights or teasers, aiming to capture attention and potentially direct 
listeners to full podcasts on Youtube. This interview integration, alongside a continued 
focus on dynamic Reels for broader reach and interactive Stories for direct engagement, 
seeks to create diverse, easily consumable content and ultimately grow the Instagram 
audience and strengthen connections with target groups. Further developed in section 
3.2.4.2 Ambassadors Instagram Campaigns. 

3.2.2.4.​ YouTube 
The STREAM IT project launched its YouTube channel to share audio-visual materials like 
project overviews, webinars, and educational videos with the public. After an initial period 
of inactivity, the channel has recently started featuring National Inspiration Hubs (NIHs) 
webinars, with more content planned for release as the project progresses. These videos 
are also accessible on the project website and promoted via social media. The channel 
currently has 34 subscribers, 6 videos, and over 700 views. 
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3.2.3.​ Strategies for Collaboration 

3.2.3.1.​ Linkedin Takeover  
One of the KPIs for the project is to achieve 4,000 followers across all STREAM IT social 
media channels. To significantly expand the LinkedIn following, F6S implemented a highly 
effective strategy: offering partners a one-week administrative access period to the 
STREAM IT LinkedIn profile. This empowers them to directly invite their valuable 
connections to follow the project, tapping into their extended networks. 
 
To facilitate this, F6S has meticulously prepared a dedicated calendar (Figure 7). Partners 
can access this calendar to either sign up for their preferred contribution slots or simply 
check their pre-allocated suggested dates. To ensure seamless execution, a confirmation 
email is sent 1-2 weeks prior to each partner's scheduled access period. This email is not 
just a reminder; it includes a clear, step-by-step summary, complete with helpful 
screenshots, outlining exactly how partners can leverage their temporary admin access. 
 

 
FIGURE 7: STREAM IT Partners LinkedIn Access Monitoring Sheet 

 
This strategic approach is working as intended. Since its implementation in M10, various 
members from 10 partner organisations have already contributed, playing a crucial role in 
its success. Their collective efforts have resulted in a remarkable increase of over 500 new 
followers for the STREAM IT LinkedIn profile. This activity will continue as an ongoing 
initiative right through to the project's conclusion. 
 
It is important to note that this specific strategy of granting temporary administrative 
access for direct connection invitations is not applicable to platforms like Facebook or 
Instagram. These platforms have different privacy settings and community guidelines that 
restrict this type of direct invitation. While other strategies to grow the project’s presence 
on Facebook and Instagram are employed, this particular method is uniquely effective for 
leveraging LinkedIn's professional networking features. 
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3.2.3.2.​ Calendar of Partners’ Contribution & Guidelines 

By M10, a dedicated Partner Contribution Calendar (Figure 8) was implemented, separate 
from the Project Content Planner. Through this calendar, each partner is assigned a 
specific date to contribute directly to communication and dissemination activities. On their 
scheduled date, partners are expected to either share STREAM IT content on their own 
social media or provide content for F6S to post on the project's official channels. 

This approach ensures a wide variety of content, highlighting the diverse expertise and 
perspectives within the consortium. Contributions may include blog posts related to 
submitted deliverables, freely chosen topics aligned with STREAM IT's goals, or insights 
into a partner’s specific role in the project. 

 

FIGURE 8: STREAM IT Partners Calendar Contributions 2025 

To ensure smooth coordination, F6S reaches out to partners a month in advance, 
reminding them of their upcoming contributions. For this, F6S has also created a 
comprehensive guideline that details how partners can contribute to dissemination efforts 
through three key content types: 
 

●​ Social Media Contributions 
●​ Website Blog Post: Free Topic 
●​ Website Blog Post: Based on Deliverables 

 
These guidelines serve as the go-to resource for partners, thoroughly explaining each of 
these three contribution types. It covers their options, what is expected of them, the 
suggested structure for consistency, and important information like hashtags to use, 
partners to tag, and recommended word counts for blog posts. 
 

3.2.3.3.​ Internal Newsletter 
In the early months of the project, F6S established and continues to manage a crucial 
internal monthly newsletter. This newsletter acts as a central hub for keeping partners 
informed and coordinated.  
 
Each issue includes reminders, such as prompting partners to record their activities in the 
designated sheets for accurate tracking and monitoring. It also provides a heads-up about 
the upcoming month’s partner contributions to ensure everyone is aware and prepare 
accordingly. Beyond this, the newsletter highlights significant project events, shares 
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important updates, and even includes links to key social media posts - this makes it easy 
for partners to engage with and amplify the project’s messaging, helping spread the word 
more effectively across STREAM IT’s various platforms.​
 

3.2.3.4.​ WP6 Meetings and Coordination  
To ensure smooth collaboration and alignment within WP6, two types of regular meetings 
are held:​
 

●​ WP6 Internal Meetings: These monthly meetings bring together the WP6 task 
leaders to align on ongoing activities, clarify roles, and discuss progress and 
upcoming actions. They serve as an essential space for coordination, 
troubleshooting, and ensuring consistency across all WP6 tasks. 

●​ WP6 General Meetings: Also held monthly, these meetings are open to the entire 
consortium. They provide updates on WP6 actions and progress, while also offering 
room for discussion, questions, and clarifications. These meetings are especially 
valuable for identifying cross-partner action items and fostering transparency and 
engagement across the project.​
 

These structured meetings play a central role in keeping dissemination and communication 
efforts on track and well-integrated throughout the project lifecycle. 
 

3.2.4.​ Campaigns 

In line with STREAM IT’s mission to inspire and engage diverse audiences, particularly 
young girls and women, the project has launched a series of targeted communication 
campaigns. These campaigns are designed to raise awareness about gender gaps in 
STE(A)M fields, promote the work of role models, and showcase project activities in 
creative and accessible ways. Each campaign is carefully developed to match the platform 
preferences of the target audience, using visually engaging formats such as Instagram 
Reels, social media quote cards, and blog content. Supported by thematic calendars and 
partner coordination, these initiatives ensure continuous, strategic outreach across the 
project lifecycle. 
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3.2.4.1.​ Awareness raising campaigns (T6.2) 
The STREAM IT Awareness Raising Campaign aims to raise awareness of the 
gender-specific barriers and challenges that girls and young women face in STEM fields. 
The campaign consists of three campaign periods per year, each with a slightly different 
focus. Each year, one campaign period features inspiring role models to encourage girls 
and young women interested in pursuing a career in STEM. The role models are women 
who are established in STEM—either as university students or professionals with 
STEM-related careers. The campaign also highlights effective solutions and showcases 
best practices developed by educational institutions. Moreover, it seeks to raise awareness 
of systemic issues that hinder gender equality. 
 
HÉTFA is responsible for the management of the collection of information for the campaign 
materials, and for preparing the campaign materials. All STREAM IT project partners 
contribute to the information collection for the campaign, following the direction of HÉTFA. 
F6S arranges the publishing of the campaign materials and the summary of analytics of the 
campaign posts. F6S also actively contributes to the engagement of project partners in the 
campaign by reminding them to share campaign materials. 

While each year allows for the creation of new content, the campaign periods follow a 
consistent structure over time. This means that certain periods maintain the same 
overarching theme, though the specific focus of the materials varies each year. The 
recurring campaign themes include the following: 

●​ Educators matter: Highlighting the importance of teachers and education institutes 
in motivating and helping girls and women in STEM. These campaign periods target 
teachers and institutions, aiming to raise awareness on how much their approach 
matters to girls and women in STEM. 

○​ 2024. September 16-20: “Teachers: Your Effort Matters” campaign. Partners 
collected information from women in STEM, asking about influential teachers 
throughout their education. Campaign materials contained quotes from 
these women. 

○​ 2025. February 10-14: “Institutionalise gender equality”. HETFA collected 
descriptions of good practices of educational institutions and companies, in 
which extra measures to support women students/employees in their career 
have been taken.​
 

●​ Inspiring Stories: Representing women studying and working in STEM for girls to 
see female role models in these roles and learn about their experiences and 
thoughts. Project partners are asked to contact women in STEM who they believe 
would be strong role models for this campaign. HÉTFA prepares a form for them, 
focusing on their thoughts about their profession and the messages they want to 
share with girls interested in STEM. Each year, the form allows for new and varied 
questions, keeping the campaign materials fresh and engaging for followers. The 
women contacted through the form also share photos of themselves, so the target 
audience (girls interested in STEM) can see the diversity among women in the field. 

○​ 2024. October 7-14: Campaign showcasing inspiring stories to make it clear 
to girls that it is possible to succeed in STEM as a woman, and that this 
journey can begin at their age (12–18) by engaging with STEAM subjects at 
school 

○​ 2025. February 19-24: Campaign featuring stories of women working in 
particularly male-dominated STEM fields. The goal was to highlight real 
experiences of women in roles where they are underrepresented, thereby 
normalising the idea that girls can pursue any profession that suits 
them—regardless of stereotypes. 
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●​ World Science Day for Peace and Development: The third campaign period of 

each year is scheduled to take place during the World Science Day for Peace and 
Development. 

○​ 2024. November 8-11: “Women in AI”. The campaign focuses on gender bias 
in artificial intelligence, a field that was central in last year’s scientific 
discourse, and how it shapes societal perceptions of gender roles, often 
without critical reflection. 

During each campaign period, one post is published per day on the Instagram, Facebook, 
and LinkedIn channels of STREAM IT. 

After each campaign, analytics are collected to measure post reach. In 2024, the total 
reach of campaign posts was 13,485. In 2025, the campaigns conducted so far have 
reached 4,082, with one more campaign period still to come. 

3.2.4.2.​ Ambassadors Instagram Campaign (T6.4) 

The Ambassadors Instagram Campaign, tentatively titled Faces of STREAM IT: Women in 
STEM, is an upcoming communication activity designed to spotlight the diversity, passion, 
and lived experiences of STREAM IT ambassadors across Europe. The campaign aims to 
inspire young girls to pursue STEAM pathways by sharing authentic stories from relatable 
role models through Instagram Reels, Stories, and Posts. 

As of Month 18, the campaign is in its production phase. Ambassador outreach and 
scheduling were conducted during May and early June 2025, with one-on-one interviews 
currently being recorded via Zoom. Each ambassador is participating in a short, guided 
interview (10–15 minutes), responding to pre-selected questions about their journeys in 
STEM, key challenges, and personal motivations. 

Throughout July and August, these interviews will be professionally edited into engaging, 
branded social media content—comprising short Reels (60–90 seconds), quote-based 
Stories, and headshot posts with inspiring excerpts. All materials will reflect STREAM IT’s 
visual identity and messaging strategy. 

The content will be published between September and October 2025, following a thematic 
calendar grouped by STEM disciplines. The planned posting cadence includes weekly 
Reels (Mondays), Stories (Wednesdays), and Quote Posts (Fridays). Ambassadors will be 
tagged and encouraged to amplify the campaign by resharing the content through their 
personal networks. 

This campaign builds on the project's broader efforts to highlight real-world female role 
models and actively engage youth on platforms they already use, making science feel more 
accessible, diverse, and personal. 

3.2.4.3.​ Upcoming Instagram Campaigns (T6.3) 
On June 12th, 2025 a two-hour workshop was held with representatives from all partner 
organisations (project managers and communications representatives) to co-develop a 
social media campaign aimed at encouraging girls aged 14–18 to explore and pursue STEM 
fields. Participants aligned on the definition of an Instagram campaign and clarified the 
roles and responsibilities of each partner. The session was mainly focused on shaping key 
messages, identifying effective formats, and exchanging content ideas tailored to a 
teenage audience, identified as particularly difficult to reach.  
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This practical workshop resulted in a collaborative and creative foundation for a relatable 
and empowering campaign. The Instagram campaign, based on the developments from 
this workshop, will be created and implemented in October 2025. 

 
3.3.​ Events 

During the first 18 months of the STREAM IT project, consortium partners actively 
participated in a wide range of events that supported the project’s dissemination and 
collaboration goals. These events spanned webinars, workshops, conferences, and 
co-creation labs, many of which aligned with STREAM IT's objectives of promoting gender 
equity in STE(A)M and strengthening mentoring and education practices. 

Partners engaged both as attendees and organisers, with notable participation in events 
such as the Road-STEAMer Co-Creation Workshop, the Girls Go Circular Forum, and the 
ongoing NIH webinar series. These events offered valuable opportunities to present 
STREAM IT’s activities, share insights on gender inclusion in STEM education, and 
collaborate with related EU projects. 

A centralised events registry (Figure 9) has been maintained to log participation, track 
contributions, and store supporting materials.  

 

FIGURE 9: STREAM IT Partners Events/Dissemination Activities Monitoring Sheet 

These activities not only expanded the project’s visibility across Europe but also facilitated 
knowledge exchange and strengthened connections with key stakeholders in the education 
and policy sectors 

3.4.​ Publications 

Publications play a key role in STREAM IT’s dissemination strategy by helping to amplify 
project visibility and share its progress with both public and professional audiences. During 
the first half of the project, STREAM IT partners contributed to a growing number of media 
mentions and published materials, including press releases, blog articles, and 
project-related content shared on external platforms. 

To date, 2 press releases have been issued to announce key milestones such as the project 
launch and major events (Figure 10). Press Release 1 published March 2024 | Press 
Release 2 published December 2024. In addition, over 40 articles have appeared across 
partners’ channels and external media outlets, contributing to broader outreach. Website 
blog posts within our News & Events page remain an essential publication format, with 24 
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articles published by M18, helping communicate ongoing work and results in accessible 
formats. 

 

FIGURE 10: STREAM IT Press Releases on Website​
 

While the initial focus was on awareness-raising and project promotion, the next project 
phase will place stronger emphasis on producing scientific publications and more 
formalised outputs, including peer-reviewed articles and conference proceedings. This will 
help ensure that STREAM IT’s methodologies and insights contribute to wider academic 
and policy discussions on gender inclusion in STE(A)M. 
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4.​ CONCLUSIONS 

The first 18 months of the STREAM IT project have demonstrated a strong, coordinated 
effort to promote gender-inclusive STE(A)M education through strategic communication 
and dissemination activities. The tools, templates, campaigns, and digital channels 
developed during this period have helped establish a recognisable project identity and 
significantly raised awareness across multiple stakeholder groups. 

Key achievements include: 

●​ Surpassing web traffic and engagement KPIs, with over 3,600 visitors and nearly 
9,000 page views; 

●​ A highly successful awareness campaign strategy, reaching over 17,500 people; 
●​ The development of a comprehensive partner support system, including editable 

templates, content calendars, and detailed guidelines; 
●​ The initiation of visually engaging campaigns aimed at connecting directly with 

younger audiences. 

Monthly WP6 internal and general meetings, along with the internal newsletter, have 
ensured that all partners remain informed, aligned, and actively involved in communication 
efforts. These coordination mechanisms have been instrumental in maintaining momentum 
and clarity across the consortium. 

As STREAM IT enters its final project phase, these foundational efforts will be scaled and 
refined. Focus will shift to: 

●​ Expanding campaign reach with multimedia content; 
●​ Supporting scientific publications and events; 
●​ Maximising the visibility of the project’s final outputs; 
●​ Strengthening the role of partners in outreach efforts. Future communication and 

dissemination activities should place increased emphasis on enhancing partner 
involvement, encouraging even greater participation and ownership in outreach 
actions across the consortium. 

This Mid-Term Dissemination Report lays a strong foundation for the Final Dissemination 
Activity Report (D6.3), which will capture the full scope of communication activities, 
performance indicators, and lessons learned throughout the project. 
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