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Executive Summary 

This deliverable is D10.2 – Content Marketing and Growth Hacking Playbook 2 of the iPRODUCE 

project, funded by the European Commission. This deliverable is a detailed and living document that 

builds on the previous Playbook, D10.1, submitted at month 3 of the project (March 2020). It describes 

the various channels, tools and activities that will be implemented throughout the lifetime of the project 

to ensure an effective and successful promotion of iPRODUCE and dissemination of results. 

This second version of the Playbook has been developed considering the following objectives:  

1. Revisit the strategy, the tools and activities through which the project will engage and 

communicate with its stakeholders, and the platforms through which the project’s results will 

be disseminated. Where relevant and where no significant updates have taken place, a 

condensed description will be provided. 

2. Describe new tools and activities to further promote the project and grow its ecosystem.  

3. Provide a summary of key communication and dissemination activities carried out in the first 

18 months of the project, which will be described in detail in D10.7 at month 28 of the project.  

4. Provide a status of the quantitative and qualitative indicators, including progress made and 

how the present strategy reflects the numbers achieved thus far.    

This document is structured into several sections that are summarised in what follows.  

Strategy 

The strategy for content marketing and growth hacking as proposed in the first version of the Playbook 

remains valid. It considers three methodological concepts: (1) content marketing, (2) inbound 

marketing and (3) growth hacking.  

Content Marketing focuses on creating and distributing relevant content to attract and retain an 

audience. In iPRODUCE, this is achieved through an appealing and consistent visual identity, and 

delivery of relevant information related to multiple project activities (e.g., digital platforms for 

collaborative production, collaborative design, co-creation, etc.). 

Inbound Marketing deals with attracting customers [stakeholders] by creating content and 

experiences tailored to them, solving problems they have. In iPRODUCE, the project will focus on 

disseminating results through content platforms tailored to its various target audiences. Furthermore, it 

is expected that several of these audiences participate in the creation of these results and contents.  

Growth Hacking is related to the implementation of different (creative) strategies to foster growth. 

Within iPRODUCE, growth hacking is about the design and implementation of different strategies 

(e.g., channels, tools, activities) to increase the project’s visibility and relevance.  

Content and inbound marketing have been mainly driven by the website, activity on social media, 

project newsletters, and (online) distribution of the brochure. Moving forward, these tools should be 

complemented with videos, leaflets and increase publications. Regarding growth hacking, the 

organisation and participation in events, engagement with initiatives and the open competiti ons is 

expected to deliver increased growth to the project. Furthermore, more support towards the cMDF 

ecosystem building will also contribute to the project’s growth.  
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iPRODUCE initially defined its primary target groups that the content marketing and dissemination 

efforts will focused on. These target groups are industrial stakeholders of consumer goods, makers 

and makers communities, academic and scientific community, facilitators, enablers, and media outlets.  

Through a mapping exercise carried out and initial feedback from the project’s first major online event, 

several findings (among others) can be highlighted: there are still many (possible) stakeholders to 

involve and that can benefit from the project; there is an array of information that stakeholders would 

like to learn about; and direct contact is a key channel of communication to consider.  

Channels, tools and activities 

The channels, tools and activities defined in the first Playbook remain an important part of the strategy 

moving forward. Common to the channels, tools and activities is the project’s visual identity, centred 

around its logo and a selection of colours that will remain constant in the project. Also common is the 

presence of the EU emblem and disclaimer, which acknowledges the support received from the 

European Union’s H2020 programme.  

Content channels and tools 

Website  

The iPRODUCE website (http://www.iproduce-project.eu) will continue to be the project’s main hub for 

the hosting and distribution of valuable and relevant contents. All project activities are presented on 

the website and all materials developed are uploaded there also (e.g., publications, social media). 

Furthermore, online activity and materials will continue to redirect stakeholders to the website where 

they can find additional and more detailed information. As of 31 May 2021, the website has already 

received more than 4.600 visits from 121 different countries. 

Social media 

Social media has been an important enabler for iPRODUCE’s marketing and growth hacking 

approach. iPRODUCE initially established its presence on Twitter and created a LinkedIn group. Since 

then, it also created a LinkedIn company profile with the objective of increasing its outreach. As of 31 

May 2021, the combined number of followers on these two platforms is 248. iPRODUCE has also 

established a YouTube presence where videos, namely focusing on activities run in the cMDF, will be 

uploaded.  

Newsletters and press releases 

Newsletters are a useful form of sharing a summary of the key activities of the project to interested 

stakeholders. Two newsletters have already been developed and launched (summer and winter 

2020), with additional newsletters expected to be developed regularly. Press releases have been 

developed aligned with key project activities (e.g., kick-off meeting, online events, open competitions). 

The approach will remain the same but with press releases being done whenever relevant rather t han 

on a scheduled basis.  

Brochures, leaflets and roll up 

iPRODUCE has developed a project brochure that has mainly been circulated via digital format, in part 

due to limited face-to-face activities in the initial 18 months of the project. Leaflets, which are to 

contain project-specific results, will be developed at a later stage and roll-ups as needed. It is planned 

to also develop cMDF specific leaflets and a booklet to support the cMDF ecosystem building. All 

materials will be made available on the project website. 

http://www.iproduce-project.eu/
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Marketing and growth activities 

Open competitions 

iPRODUCE will organise open competitions with the objective of engaging the project’s target groups 

and stakeholders in the identification, definition and solving of challenges that can be addressed within 

the scope of the project. The first competition - Solutions and services for the prosumer competition – 

was formally launched on 5 May 2021 and will run until 30 June 2021. Three entries will be awarded 

with a monetary prize and support/ mentoring from the project to implement their ideas. The second 

competition and hackathon are scheduled for 2022. 

Events 

Two types of events can be considered in the framework of the project: iPRODUCE events and non-

iPRODUCE events.  

Regarding iPRODUCE events, the project is currently planning its first workshop for the autumn of 

2021, which will be held back-to-back with another relevant event and, in principle, face-to-face. 

Several additional events have already been organised by partners as part of their respective cMDF 

engagement activities. Such events will continue in the coming months. Also, iPRODUCE has 

organised its first online event in November 2020 titled the “The Social Manufacturing Paradigm - Co-

creating with Manufacturers, Maker Spaces and Consumers”. 

Regarding non-iPRODUCE events, iPRODUCE has already participated in a number of external 

events, including one that has involved the three other projects funded under the same topic as 

iPRODUCE. 

The organisation and participation in events will continue to be a pillar to promote the project and to 

ensure its growth in the coming months.  

Engagement with other initiatives  

Following several activities with different projects in the first year of the project, an updated approach 

is proposed, focused on specific inter-project discussion sessions involving the four projects funded 

under the DT-FOF-05-2019 topic. The discussions are to focus on topic considered of particular 

importance to iPRODUCE and involving one or more projects that are addressing the t opic in their 

activities. 

cMDF ecosystem building  

With the cMDF being an important pillar of iPRODUCE, the strategy foresees a number of specific 

activities to support the growth of these ecosystems. These activities include specific updates to the 

website, development of leaflets, and a booklet, all of which will provide information on the cMDF 

activities, their offer, how stakeholders can get involved and what benefits they can collect from 

participating in the cMDF. 

Timeline of activities 

The large majority of the defined tools and activities have already been set up and developed. The 

website and social media are managed on a daily basis; promotional materials have been developed 

and are being circulated; events have been organised and wil l continue moving forward. Minor 

changes have been introduced in the initial timeline, with exception to press releases. These will be 

delivered to coincide with relevant project activities.  



D10.2. Content Marketing and Growth Hacking Playbook 2 15 June 2021 

 iv 

 

 

Monitoring and impact analysis 

Monitoring and impact analysis are important to ensure that all awareness raising, communication and 

dissemination activities are registered and available to be reported to the EC as and when required.  

Key Performance Indicators (KPI) have been defined for iPRODUCE, associated to the proposed 

channels, tools and activities, including target values to be reached by the end of the project . To date, 

several of the proposed values have already been or are nearly achieved, which has led to an upward 

revision of these values. For example, website visits are at 93% of the final target value (4,667 of 

5,000); visitors are at 130% (3,262 of 2,500). While it is recognised that some of these values may 

have been initially conservative, it is nevertheless considered positive that they have already been 

achieved at this stage of the project. Other online marketing activities are on track , including regular 

development of newsletters and press releases. Lastly, regarding events, the project received positive 

feedback from its first online event from November and has been active in the participation of external 

events and organisation of internal cMDF-focused events.  

Other KPIs will be more relevant in the forthcoming months and will be assessed at a later date.  

Overview of updates to the Playbook 

Based on the progress of the project over the past 18 months and new information collected during 

this phase, the key updates to the Playbook consist of:  

Addressing the evolving target groups and conveying better messages through the right 

channels 

iPRODUCE has a wider group of potential stakeholders compared to the first Playbook. Furthermore, 

there are still significant opportunities for existing and new stakeholders to further engage and benefit 

from the project. It is important to strengthen activities toward these stakeholders and take advantage 

of the channels that best suit them, namely more direct contact.  

More contents on the website, namely related to cMDF 

With the iPRODUCE website being the project’s main source of information, it is important to continue 

to direct visitors to the website and provide them with more and better information, particularly related 

to the project’s cMDF and their activities. 

Further engagement with projects and initiatives 

iPRODUCE is planning the organisation of several inter-project discussion sessions focused on 

specific topics that are of particular interest to the project but involving the other three projects funded 

under the DT-FOF-05-2019 topic.  

Stronger support to cMDF ecosystem building 

In addition to updates on the website, additional materials related to the cMDF will emerge in the 

second half of the project (i.e., leaflets and a booklet), which will provide more information about their 

activities, value and how to get involved, among others. A second version of these materials will focus 

on results and the sustainability of such initiatives.  
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As of 31 May 2021, which corresponds to 13 months of online activity (i.e., the website was launched 

in April 2020 at month 4 of the project), the following website consumption statistics and analysis can 

be presented. 

Table 4. iPRODUCE website statistics - general information 

Users New users Sessions Page views Avg. session duration 

3,262 3,271 4,667 9,576 1:32 (min:sec) 

Overall, it is considered that the website is performing well in terms of expected engagement. 

Regarding users, the target KPI for the end of the project (2,500) has been surpassed, and for 

sessions, the target has almost been achieved. This has resulted in a revision of our target values, as 

proposed in Table 15. While page views were not initially defined as a KPI, the current value is also 

considered positive. Lastly, it is recognised that the average session duration is below the defined 

target value, reason for which new content (that requires more time to consume) is being planned, 

particularly focusing on the cMDF. 

Table 5. iPRODUCE website statistics - demographic information (top 3 countries) 

Countries Users (%) Sessions (%) Pages/ session Avg. session duration 

Germany 447 (13.6%) 636 (13.6%) 2.2 1:39 (min:sec) 

Spain 442 (13.5) 676 (14.5%) 1.9 1:15 

Greece 260 (7.9%) 447 (9.6%) 2.2 1:49 

USA 255 (7.8%) 274 (5.9%) 1.3 0:15 

France 221 (6.7%) 378 (8.1%) 2.2 2:46 

It can be noted that four of the five countries responsible for the most users are those represented by 

project partners and the cMDF. Germany is the most represented in users, but third in terms of time-

consuming contents. On the other hand, while France is fifth in terms of users, it has the highest time-

consumption.    

Table 6. iPRODUCE website statistics – website page consumption (top 5 pages) 

Page Page views (%) Entrances Avg. time on page 

Home page
7
 4606 (48.1%) 3040 (65.1%) 1:09 (min:sec) 

‘About’
8
 613 (6.4%) 152 (3.3%) 2:27 

‘Consortium’
9
 455 (4.8%) 43 (0.9%) 1:10 

iPRODUCE online event
10

 449 (4.7%) 276 (5.9%) 2:12 

Open Competition 1
11

 326 (3.4%) 266 (5.7%) 3:24 

Regarding consumption of specific pages, the ‘Home page’ is clearly the most visited page, with 

nearly 50% of all page views, and responsible for 65% of entrances (i.e., the page through which 

users get on the website). This is evidently due to the fact that when sharing the website, on social 

media or e-mail, it is the homepage that is provided rather than a specific page. It is also interesting to 

                                                 
7
 https://iproduce-project.eu/  

8
 https://iproduce-project.eu/about/  

9
 https://iproduce-project.eu/consortium/  

10
 https://iproduce-project.eu/events/iproduce-online-event-the-social-manufacturing-paradigm-co-creating-with-

manufacturers-maker-spaces-and-consumers/  
11

 https://iproduce-project.eu/open-competition-1/  

https://iproduce-project.eu/
https://iproduce-project.eu/about/
https://iproduce-project.eu/consortium/
https://iproduce-project.eu/events/iproduce-online-event-the-social-manufacturing-paradigm-co-creating-with-manufacturers-maker-spaces-and-consumers/
https://iproduce-project.eu/events/iproduce-online-event-the-social-manufacturing-paradigm-co-creating-with-manufacturers-maker-spaces-and-consumers/
https://iproduce-project.eu/open-competition-1/
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Figure 3. iPRODUCE Twitter account - overview and 

pinned Tweet 

 
Figure 4. iPRODUCE Twitter account - Tweets related to 

Open Innovation event (April 2021) 

LinkedIn 

iPRODUCE also established a group
14

 on LinkedIn in January 2020, a platform commonly steered 

towards professionals. The group was set up envisioned to be open to all those interested in the 

project and its key topics.  

After internal discussions, it was agreed that an alternative option would be to create a specific profile 

(company page)
15

 for iPRODUCE on LinkedIn. The iPRODUCE page (Figure 5) was formally 

launched on 29 April 2020. This type of page is considered to be more community-friendly, allowing 

posts to be shared more easily by those that follow the page. It is a more ‘open’ option compared to 

the group initially established. 

                                                 
14

 iPRODUCE LinkedIn group: https://www.linkedin.com/groups/8876687/  
15

 iPRODUCE LinkedIn profile: https://www.linkedin.com/company/iproduce-project  

https://www.linkedin.com/groups/8876687/
https://www.linkedin.com/company/iproduce-project


D10.2. Content Marketing and Growth Hacking Playbook 2 15 June 2021 

 9 

 

 

Figure 5. iPRODUCE LinkedIn page 

Currently, both the iPRODUCE page and company are active, but the communication effort is 

primarily focused on the page. As with Twitter, statistics on the reach of the account and the 

engagement achieved have been collected on a monthly basis using the integrated LinkedIn analytics 

tools. The following information can be highlighted as of 31 May 2021 (Table 9). 

Table 9. iPRODUCE LinkedIn statis tics 

Total page views 

(Avg. p/ month) 

Total 
impressions 

(Avg. p/ month) 

Total visitors 

(Avg. p/ month) 

Total engagement 
rate 

(Avg. p/ month) 

New followers 

(Avg. p/ month) 

546 (39) 5239 (374.2) 242 (17.3) 30.5 (2.2) 125 (8.9) 

 

3.2.1.3. Videos 

iPRODUCE has also set up a YouTube
16

 channel (Figure 6) to host project related videos, including 

promotional videos, videos showing activities within the project’s cMDF, interviews, or others.  

To date, only two videos have been uploaded to the YouTube channel, but it is expected that more 

become available as activities within the cMDF evolve. As defined in Table 15, at least one video per 

cMDF is expected to be developed, which will be uploaded to the channel.  

                                                 
16

 iPRODUCE YouTube channel: https://www.youtube.com/channel/UCECO_LmEXaP4ZhiGd-jMHKg  

https://www.youtube.com/channel/UCECO_LmEXaP4ZhiGd-jMHKg
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Figure 6. iPRODUCE YouTube channel 

3.2.1.4. Newsletters 

Newsletters are considered a good option to promote the main activities and results being developed 

within the project. It was planned that these be developed periodically, on average every six to nine 

months, resulting in a minimum of four to six editions during the project. 

To date, two newsletters were published: a first edition
17

 in the summer of 2020 (covering project 

months 1-6) and a second edition
18

 in early 2021 (covering project months 7-12). 

The newsletters have been made available on the project website and have also been sent to those 

that have subscribed to it via the project website. These subscriptions have led to the establishment of 

a dedicated mailing list with the support of the Mailchimp
19

 service. It is important to note that all those 

that opt in to receive the newsletter can also opt out at any time. 

The newsletters developed thus far have followed the project’s visual identity and a predefined 

structure: the project logo and name and the edition of the newsletter at the top; the EC emblem and 

disclaimer at the bottom. In forthcoming newsletters, the same structure will be applied. Furthermore, 

the newsletter contents will continue to reflect relevant past and upcoming project activities and, 

whenever possible, will be linked to a news piece on the website.  

All newsletters have been put on the project website to also facilitate the tracking of visualisations and 

downloads. As of 31 May 2021, the newsletters have been read 22 times. This is one of the most 

sensitive aspects, and further efforts will be required to increase the distribution of future newsletters.  

The tentative timeline for the following newsletters is June/July 2021; January 2022; June 2022; 

December 2022.       

                                                 
17

 https://iproduce-project.eu/?p=2091  
18

 https://iproduce-project.eu/?p=2887  
19

 https://mailchimp.com/  

https://iproduce-project.eu/?p=2091
https://iproduce-project.eu/?p=2887
https://mailchimp.com/
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3.2.1.5. Press releases 

Press releases have been developed with the objective of informing on key project activities and/ or 

achievements (e.g., organisation of a project event). To date, seven press releases have been 

developed and uploaded to the project website and the iPRODUCE CORDIS page
20

. These have 

been downloaded 185 times from the website. 

The initial strategy was to develop press releases on a pre-defined basis. However, moving forward, 

the approach will be to develop press releases when relevant and coinciding with major project 

activities. 

Table 10. Press releases developed for iPRODUCE 

Title Type Date Link 

Fostering open-innovation and co-creation through 
social manufacturing 

News 3 April 2020 
CORDIS 

Website 

Join the iPRODUCE event | The Social Manufacturing 
Paradigm: co-creating with manufacturers, 

makerspaces and consumers 

Event 15 October 2020 
CORDIS 

Website 

A new paradigm for engagement and production with 
consumers, makers, and manufacturers 

News 10 November 2020 
CORDIS 

Website 

Building an open and innovative social manufacturing 
framework: knowing the turning points, eliminating 

uncertainties, and establishing governance 

News 18 December 2020 
CORDIS 

Website 

Join iPRODUCE, INEDIT, DIY4U, and OPENNEXT in 
the “Open Innovation for collaborative production 
engineering” event 

Event 9 April 2021 
CORDIS 

Website 

Open Innovation and the pathway to collaboration 

along the value chain 
News 26 April 2021 

CORDIS 

Website 

iPRODUCE launches its competition on solutions and 
services for the prosumer. Join the open innovation 
journey! 

News 7 May 2021 
CORDIS 

Website 

 

3.2.2. Offline marketing and communication 

3.2.2.1. Brochure 

The iPRODUCE project brochure
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 is considered to be one of the project’s main communication 

materials, providing a detailed yet non-technical overview and understanding of the project for all 

target groups. Brochures are a practical support that provide stakeholders with an overview of the 

project, namely in face-to-face interactions (e.g., distribution at events).  

As highlighted in the initial Playbook, the brochure has been envisioned for offline marketing and 

distribution but is made accessible via the project website. Furthermore, it was planned that the 

distribution would be as much as possible online based to reduce printed copies.  
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 https://cordis.europa.eu/project/id/870037/news  
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 https://iproduce-project.eu/download/1850/  

https://cordis.europa.eu/article/id/413402-fostering-open-innovation-and-co-creation-through-social-manufacturing
https://iproduce-project.eu/press-releases/fostering-open-innovation-and-co-creation-through-social-manufacturing/
https://cordis.europa.eu/event/id/148259-join-the-iproduce-event-the-social-manufacturing-paradigm-co-creating-with-manufacturers-make
https://iproduce-project.eu/press-releases/join-the-iproduce-event-the-social-manufacturing-paradigm-co-creating-with-manufacturers-makerspaces-and-consumers/
https://cordis.europa.eu/article/id/423118-a-new-paradigm-for-engagement-and-production-with-consumers-makers-and-manufacturers
https://iproduce-project.eu/press-releases/a-new-paradigm-for-engagement-and-production-with-consumers-makers-and-manufacturers/
https://cordis.europa.eu/article/id/428686-building-an-open-and-innovative-social-manufacturing-framework-knowing-the-turning-points-eli
https://iproduce-project.eu/press-releases/building-an-open-and-innovative-social-manufacturing-framework-knowing-the-turning-points-eliminating-uncertainties-and-establishing-governance/
https://cordis.europa.eu/event/rcn/148883_en.html
https://iproduce-project.eu/press-releases/join-iproduce-inedit-diy4u-and-opennext-in-the-open-innovation-for-collaborative-production-engineering-event/
https://cordis.europa.eu/article/id/429852-open-innovation-and-the-pathway-to-collaboration-along-the-value-chain
https://iproduce-project.eu/press-releases/open-innovation-and-the-pathway-to-collaboration-along-the-value-chain-2/
https://cordis.europa.eu/article/rcn/429964_en.html
https://iproduce-project.eu/press-releases/iproduce-launches-its-competition-on-solutions-and-services-for-the-prosumer-join-the-open-innovation-journey/
https://cordis.europa.eu/project/id/870037/news
https://iproduce-project.eu/download/1850/




https://iproduce-project.eu/open-competition-1/
https://iproduce-project.eu/open-competition-1/
https://zenodo.org/communities/iproduce/
https://pub.h-brs.de/frontdoor/deliver/index/docId/5271/file/krauss_boden_oppermann_reiners_2021_ARVR_design_challenges.pdf
https://pub.h-brs.de/frontdoor/deliver/index/docId/5271/file/krauss_boden_oppermann_reiners_2021_ARVR_design_challenges.pdf
https://pub.h-brs.de/frontdoor/deliver/index/docId/5271/file/krauss_boden_oppermann_reiners_2021_ARVR_design_challenges.pdf
http://www.prodpm.ipleiria.pt/


https://iproduce-project.eu/open-competition-1/
https://www.f6s.com/iproduce-open-competition-1/about































































