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1 Executive Summary 

The present report contains the outputs and results of the communication and dissemination activities 

of the Youth For Love 2 project co-funded by the Rights, Citizenship and Equality Program of the 

European Commission. It is managed by the Head of Communication (UCLL) in coordination with the 

Project Manager and staff of ActionAid International Italia, and the partner organization's staff. 

All partners, supported by the Head of Communication, were responsible for implementing 

communication and dissemination activities throughout the project implementation period. The main 

communication objectives are: 

• to raise awareness about peer violence and how to counter it. 

• to disseminate contents and material produced by young people themselves. 

• to transfer the results to appropriate stakeholders and multiply the impact of the action. 

 

Work package main results 

Indicator Target Result 

   

Reach through all activities* 1.500.000  18.148.607 

   

Social Media Reach 1.000.000 7.122.355 

   

Website views ‘youtforlove.eu’ 100.000 156.688 

   

Web-game players 50.000 67.620 

   

Media Coverage 40 399 

Articles international  10 

Articles national  28 

Social media posts  168 

Press releases  180 

Other  13 

*The reach of all the communication activities, social media included. 

 

 

Attachments 

All references (dates, links and screenshots) are available on the Communication Activity Plan & Log 
file and in the Attachments folder. 
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2 Coordination of Communication activities 

 

Coordinating communication activities involves planning, organizing, and implementing 

communication strategies that ensure that everyone involved in a project or team is informed, 

engaged, and working towards the same goals. In this section you can read about how these 

communication activities were coordinated.  

At the start of the project, a communication plan (D. 4.1) was written by the head of communication. 

This plan outlines the goals, objectives, audience, message, and timing of communication activities. It 

helped to ensure that all communication efforts are coordinated and aligned with the overall project 

or team goals. 

We assigned clear roles and responsibilities for communication activities to ensure that everyone 

knows what they are responsible for and who they should contact if they have questions or concerns. 

The Project Manager and Head of communication scheduled regular check-ins. It was important to 

have these check-ins with the other project partners to provide updates, gather feedback, and address 

any concerns. It was usually the habit to have extra time during each steering meeting for a check-up 

regarding the communication activities. During these check-ups feedback from team members was 

encouraged to ensure that communication activities meet their needs and expectations. The feedback 

was used to adjust our communication strategies and improve future communication efforts. 

Collaboration tools such as project management software, team chat apps, and shared document 

repositories can help were frequently used to coordinate communication activities and ensure that 

everyone has access to the same information. 

The main tool, a shared document called 'Communication Activity Plan & Log' was intensively used to 

guide all communication activities. This shared document contained contact information of all 

Communication officers, an activity plan in the form of a calendar and a log file per partner to report 

all activities. 
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2.1 Communication officers 

The communication team was defined at the start of the project. Each project partner selected 2 

project officer who, together with the communication officer, managed all the communication 

activities.  

The first page of the shared document, 'Communication Activity Plan & Log', contains all information 

on who is responsible for communication during of the project. As some partners' Communication 

Officer changed during the project, updating the shared document meant everyone always had the 

most up-to-date data. 

Besides the contact details of the communication officers, the document also contained the 

responsibilities, permissions, and personal code of the digital communication systems 

(dashboards/website). 
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2.2 Activity Plan 

A second section in the shared document 'Communication Activity Plan & Log' embraces the activity 

plan. This plan consists of an agenda divided into the 2 project years. This agenda is the backbone of 

all communication activities defined at the start of the project. The plan indicates which partner is 

responsible for a particular activity and when these efforts should be carried out. This document also 

acts as a checklist for the head of communications to identify lagging activities. 

The activity plan fulfilled the following functions: 

• To know what types of communication activities must be held. 

• To know when a partner is responsible for implementing a communication activity. 

• Track the status of predefined communication activities (done/pending) 

In addition, key dates including National & International Days/Weeks (“Interesting dates to write 

about”) and project activities (“Steps in de project to write about”) are included in the calendar. This 

is to tie all communicative activities in with these dates and as a result increase efficiency in 

communication. International days are occasions to educate the general public on issues of concern, 

to mobilize political will and resources to address global problems, and to celebrate and reinforce 

achievements of humanity. 

https://www.unsecretariat.net/sections/observances/international-days/index.html
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Project year 1 

 

Project year 2 
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2.3 Activity Logs 

A separate logbook is provided for each partner to report their own communication activities. The 

timely and accurate completion of this logbook is crucial for the oversight of all activities by the head 

of communication and the project manager. Without recording these activities, it is impossible to 

check whether the communication objectives are being met as the project progresses. It was a useful 

tool to easily track which activities were not running as well and therefore needed to be kept under 

extra attention. We identified areas for improvement in the communication process. By reviewing the 

log regularly, the team could better identify communication challenges and develop strategies to 

address them. 

The activity log provided us a comprehensive record of all communication activities, including who was 

involved, what was discussed, and when it took place. This is useful for legal and compliance purposes, 

as well as for future reference. By documenting communication activities, everyone involved is aware 

of their roles and responsibilities, and can be held accountable for their actions. 

Overall, using this communication activity log led to more effective communication, better 

collaboration, and improved our project outcomes. 

The following data was reported for each communication activity: 

• Communication Type (Online articles, social media, press release, Other) 

• Media Detail (Name of the platform, organization, agency, …) 

• Date (Release of the activity) 

• Main message 

• Link 

• Target Audience  

• Audience reached 

• Extra info 
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3 Implementation of communication activities 

In this section, we shed light on the implementation of communication activities. As you can already 

infer from the previous section, different types of communication activities were carried out. Choosing 

between a varied range is part of the overall communication strategy described in the communication 

plan. Of course, each type of communication activity was carefully chosen according to its purpose. 

Each activity started with following a logical framework of steps.  

What are the goals and objectives of the communication activities. What do we want to achieve? Who 

do we want to reach with our message? What are their needs and interests? What is the best way to 

reach them? Depending on your audience, choose the right communication channels (type). 

For each activity we used a clear and concise message that conveys your objectives and resonates with 

the specific audience. As written in the chapter “Tailoring communication to the target group” of the 

communication plan we kept in mind that different audiences may require different messages, so tailor 

your communication accordingly. 

 

 

 

Important note: This section of implementation shows only a few concrete examples for each type of 

communication activity used. The full list of all activities per partner can be viewed through the 

"Attachments”. 

 

Attachments 

All references (dates, links and screenshots) are available on the Communication Activity Plan & Log 
file and in the Attachments folder. 
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3.1 The website 

A conscious decision was made to keep the website from the previous project. This to ensure the 

recognizability and trust that has already been built. This portal underwent a transformation in terms 

of content and structure. This way, the contents of the 2 different projects are offered simultaneously 

with a clear distinction between both project periods. 

The website www.youthforlove.eu is the heart of our digital outreach to all stakeholders. In addition 

to being the point of contact, the website is also a digital meeting place and centralizes all the tools 

that were developed during the project. 

For every communication activity, the website is included as a reference with an additional call-to-

action to guide the audience towards the website. This portal includes the following key components 

that played a key role in the dissemination of the project: 
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3.1.1 Project description 

The project description briefly summarizes the project details. It is needed to communicate the full 

context of the project to visitors. 

 

3.1.2 Access Web-game 
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Accompanying the project, a web game has been developed that plays an important role in landing 

the project with European youth. This web-game can be accessed in this section. 

 

3.1.3 Partners description 

A brief description of the project partners can be found here. 
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3.1.4 FAQ for parents 

The frequently asked questions for parents and educators were adopted from the previous project. 

There is still the possibility to submit additional questions via a form. 
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3.1.5 News articles 

The news articles had the important function of leading new visitors to the website. This section 

consists of a dynamic page that adapts according to the choice of your language selection. Thus, 

news for local visitors, tailored to the partner country, is offered as well as news for international 

visitors. 

The articles were provided by the communications officers of each organization. They were planned 

in the calendar of the activity plan. Each month, a specific project partner was responsible for writing 

1 National and 1 International article. Each partner was responsible for 4 non-consecutive project 

months resulting in 4 national and 4 international articles per partner on the youth4love.eu website. 

The details can be found in the Communication Activity Plan & Log file. In collaboration with the head 

of communication, the articles were posted online. 

The content of these articles was varied. Several articles concerned important dates such as the anti-

bullying week and international women's day. To help the communication officers think about these 

important days of awareness, the most common international days were included in the activity 

plan. Other articles were about sharing important project activities, such as the summer school and 

the final event. A final category of articles was written on topics related to violence that appeared in 

the media. 

A commonly used strategy was to share these news items through social media channels to attract 

new visitors that way. 

International News Articles 
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National News Articles (Greek Example) 

 

3.1.6 Contact information 

The contact details of the project manager and partner country coordinators are available here. 
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3.1.7 Materials & developed toolkits 

What's in it for me? Perhaps the most interesting and important page for visitors is this one of the 

materials and toolkits developed. Y4L offers all deliverables designed specifically for the target groups 

involved in the project. These ready-to-use toolkits are provided here in pdf form. The materials can 

be filtered based on 3 categories. The first category concerns ‘Communication & Dissemination’. In this 

category you can find materials such as flyers, posters, press kits and other materials developed to 

make the project known to the public. The 2nd category 'Education & Training' shows all the materials 

developed to get started actively with the young people immediately. In other words, the toolkits. 

Guidance tools for schools and other youth organizations are also located here. The 3rd category 

'Monitoring & Evaluation' offers deliverables regarding project evaluation. 

The section was often integrated into communication activities on social media specifically aimed at 

educators, teachers, parents, and other organizations working with young people. 
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3.2 The web-game 

Games can be a powerful tool to create awareness and promote social change. By engaging players in 

an interactive and fun way, games can help to raise awareness about important issues and encourage 

people to take action.  

The web-game was an important tool to connect with European youth. In the communication activities 

with young people, a call-to-action was always provided to play the game. The game acted as the 

project's flagship. The game was used as a communication tool in different ways. Besides eagerly 

sharing on socials, influencers were also engaged to play the game live . 

The game was also of great value during the dissemination & workshops in schools. As an educational 

didactic tool, the game was used to start teaching-learning discussions around this sensitive topic. 

Every time the project was presented to various stakeholders, the game was pushed forward to 

generate interest. The success is therefore evident with more than 67,500 game players. 

In the deliverable D4.6 Web-game, you can read more in detail about the development and the use of 

the game. 
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3.3 Social Media 

Social media has revolutionized the way we communicate, connect, and consume information. It has 

become a powerful tool for organizations to promote their brand, products, or services, and reach a 

wider audience. 

We chose to fully engage on social media to reach the widest possible audience and create awareness. 

A conscious decision was made to use the social networks of each partner organization to take 

advantage of the networks already established. 

Via these networks we had the chance to increase our brand's visibility and reach a wider audience. By 

creating engaging content, using hashtags, and engaging with followers, we increased more brand 

awareness and attract new customers. 

Another great advantage with social media is targeted advertising. Platforms like Facebook allow us to 

target the ideal audience using a variety of demographic, behavioral, and interest-based targeting 

options. This helped the project to reach the right people at the right time and increase the 

effectiveness of their advertising campaigns. 

All partners used both single posts and the more sophisticated paid ad campaigns. In this section, we 

provide some concrete examples of these activities. The full list of social media activities per partner 

can be viewed in the Communication Activity Plan & Log. 
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3.3.1 Single posts 

Social media single posts are individual posts that are shared on the partner’s social media platforms 

like Facebook, Twitter, Instagram, or LinkedIn. These posts included various forms of content such as 

text, images, videos, links, and hashtags. 

For the posts it was important to use eye-catching visuals. Social media users are more likely to engage 

with posts that include eye-catching visuals like images or videos. The message was concise and to the 

point. At the end we encourage engagement by including a clear call-to-action, such as asking to play 

our game, to check out our new toolkits or to spread our message. 

Examples AFOL  

   

Examples UCLL 
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Examples AAI 

   

Examples AAH 
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Examples CPE  
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3.3.2 Paid advertising 

We used paid advertising in combination with other communication tactics to achieve the best 

results. This was a very effective way to reach our target audience and increase awareness. 

This type of communication allowed us to target our audience based on demographics, interests, 

behaviors, and more. As a result, we reached the people who are most likely to be interested in the 

youth for love project. 

It was a very cost-effective way of reaching out audience. We had quick results. Unlike other 

marketing tactics, such as SEO or content marketing, this method generated immediate traffic and 

conversions. 

To land our European campaign beyond the borders of the partner countries, this was the chosen 

implementation of communication. 

Paid advertisements require more sophisticated approaches compared to a single post. The target 

audience, the tailored messages, and budgets you set must be carefully considered. For each paid 

advertisement, a strategy was written for the social media manager. Below is an example from 

design to implementation. 
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3.3.3 Influencers 

Another important communication strategy during the project was the use of influencers. 

Influencers are individuals who have gained a significant following on social media platforms and can 

influence the opinions, behaviors, and purchasing decisions of their followers. They typically focus on 

specific niches or areas of interest such as fashion, beauty, fitness, travel, technology, or lifestyle. 

Compared to traditional advertising methods, influencer marketing can be a cost-effective strategy, 

especially when working with micro-influencers. Instead of investing in expensive production and 

media placements, you can allocate your budget towards collaborating with influencers who have a 

dedicated following in your target market. 

These influencers created content in various formats, including photos, videos, blogs, and podcasts, 

and engaged with the audience of youth for love through platforms like Instagram, YouTube, TikTok, 

Twitter, and Facebook.  

Influencers are seen as relatable figures by their followers. When they promote your message, it is 

often perceived as a personal recommendation rather than traditional advertising. This authenticity 

and trust can lead to higher engagement, conversion rates, and more awareness. 

Concrete examples of working with influencers can be found mainly in European campaigns. 
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Design the campaign 

Target students 14-18y 

• The choices you make today determine who you are tomorrow. Play Youth For Love! 

• Youth for Love - the game. Feel good about yourself by making the right choices. 

• What you choose, think and do affects your life and the lives of others. Get into the characters of 

Youth For Love and experience it for yourself! 

Estimate clicks campaign students 

• Age 14-18y 

• Location Flanders & Netherlands 

• Campaign runs for 1 month (15 Nov - 15 Dec) 

• Budget 1,000 euro (initial) 

• Gives this estimate - for 1 month: between 2,640 and 7,620 clicks with target group students. 

Start and adjust if necessary around 15 Dec. 

Target group teachers 

• Focus on well-being among secondary school pupils: get started with the online game Youth For 

Love! 

• Youth For Love helps young people between 14 and 18 to deal with bullying and violence. Also 

something for your class? 

• Refer to: https://www.youthforlove.eu/nl/game/  

 

Implementation of the campaign 

Target group teachers 
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Target group students
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More examples 

Online event 

• Reach: 100.100 

• Engagement: 1.403 

• Clicks: 1.003 

• Event responses: 633 

• Amount spent: 300 euros 

• Audience: Teachers and the educational community in Greece. 

• Key message: For a non violent school.    
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Promoting the educational materials to teachers and the educational community 

• Duration: 24/02-10/03/2023 

• Reach: 235.522 

• Engagement: 5.950 

• Clicks: 5.123 

• Amount spent: 300 euros 

• Audience: Teachers and the educational community. 
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• Key message: With education we can deal with violence among adolescents.   

• Graphics created for the promotion.   
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3.4 Brochures, Leaflets & Newsletter 

While brochures and leaflets can still be effective marketing tools in certain situations, in this project 

we deliberately chose to not focus on this type of communication.  

Producing and distributing high-quality brochures and leaflets can be costly. We learned from other 

projects that in some cases, brochures and leaflets may not reach their intended audience and can 

end up being discarded, resulting in wasted resources and environmental impact. 

Brochures and leaflets are typically distributed in a specific geographic location or at a specific event, 

which can limit their reach compared to digital marketing tactics that can reach a global audience. 

From these traditional communication techniques, most partners chose to rely on newsletters. It was 

an effective way of providing valuable and relevant information about the project to the subscribers 

of the existing partner networks. 

Examples of newsletters 

AAI 
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UCLL 
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AFOL 
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3.5 Press Releases 

Social media has a huge advantage in conducting communication, but media companies of radio, 

television and newspaper remain the absolute best when it comes to spreading news and creating 

awareness. This is evident when we benchmark the analytics with these communication activities. 

Experience has shown that this method of communication is the best way to connect with 

policymakers, an important target group for anchoring the project in society. 

The activity plan proposed organizing 2 press releases per partner. The partners distributed press 

release to different media outlets and journalists to potentially gain coverage and exposure in news 

stories and articles. In this section, we show some results where the project was noticed by the media 

and shared as an interesting news item. The full list of press releases per partner can be viewed in the 

Communication Activity Plan & Log. 

Example UCLL 
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Example AFOL 
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Example AAI 
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Example AAH 
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3.6 Other important communication activities 

During the project there were a lot of communication activities that did not fall into the above 

categories of communication types. Nevertheless, these are no less important, on the contrary.  

These are mainly activities where there was direct contact, face to face, with the public. Participation 

in events with corresponding subjects and activities with the target group and stakeholders belong to 

this ither important communication activities. a complete list can be viewed in the Activity log file. 

Here are some examples of these activities. 

Conference on ‘Using ICT in schools’ (educational games) 
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2 days national event on promoting ‘Youth For Love’ 
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Secondary school teachers' study day 
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Webinars via ZOOM 

 

 

All Project Activities in the work packages (Summer school Greece/Community workshops/…) 
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4 Reporting of Communication activities 

In this section we report all communication activities in numbers by quantifying and measuring various 

metrics to evaluate the effectiveness and impact of our communication efforts. We look at the 

indicators included in the project proposal and compare them with the results achieved. 

Below you get the overview of the predetermined target and results. Further we discuss each indicator 

more in detail. All Full detailed reports are available in the Attachment folder. Specifically, we are 

talking about the activity log of each partner and the reports from the Google Analytics. 

 

Indicator Target Result 

   

Reach through all activities* 1.500.000  18.148.607 

   

Social Media Reach 1.000.000 7.122.355 

   

Website views ‘youtforlove.eu’ 100.000 156.688 

   

Web-game players 50.000 67.620 

   

Media Coverage 40 399 

Articles international  10 

Articles national  28 

Social media posts  168 

Press releases  180 

Other  13 

*The reach of all the communication activities, social media included. 

Attachments 

All references (dates, links and screenshots) are available on the Communication Activity Plan & Log 
file and in the Attachments folder. 
 



 

 

 

  50 

4.1 Website views ‘youthforlove.eu’ 

Bottom table show summary of website reviews. These views are divided into 2 periods because of a 

switch from Google Analytics 3(GA3) to Google Analytics 4(GA4). Google itself recommended 

upgrading as soon as possible to provide a more advanced and comprehensive approach to tracking 

and analyzing user interactions on websites and mobile apps. If you look at the detailed reports, you 

will notice the difference between the two systems. 

 

Further in this section you will get a detailed overview by country. The graphs clearly show where the 

peaks in visitor numbers are located. Usually these can be linked to intensive communication 

activities. 

4.1.1 Details website views total 

Period 1 
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Period 2 
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4.1.2 Details website views Belgium 

Period 1 

 

Period 2 
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4.1.3 Details website views Greece 

Period 1 



 

 

 

  54 

 

Period 2 
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4.1.4 Details website views Italy 

Period 1 

 

Period 2 
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4.1.5 Details website views Netherlands 

For the 2nd reporting period, Belgium decided to also include the Netherlands in all activities. This 

was necessary since it was determined that we can only reach a part of Belgium with the Dutch 

language. Since the Netherlands speak the same language, we can compensate for the loss of the 

French-speaking Belgians. This is why a separate detailed report was kept for the results in the 

Netherlands. 

Period 2 
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4.1.6 Details website views Romania 

Period 1 
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Period 2 
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4.1.7 Details website views Other Countries 

By other countries we mean all countries with Greece, Italy, Romania, Belgium & the Netherlands 

excluded. 

Period 1 

 

Period 2 
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Extra info: Details top 10 other countries 
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4.2 Web-game players 

The table below shows a summary of unique web-game players. After the table we show a detailed 

overview of the results by country. 

 

In the detailed results you get an overview from where the game is played (Location). Thus, the 

numbers are not based on language choice of the game. For example, a player playing the Greek 

version in Italy is counted as a result for Italy. 
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4.2.1 Details web-game total  

Period 1 
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Period 2 
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4.2.2 Details web-game Belgium & Netherlands  

Period 1 

In the first period, the Netherlands was not yet included since communication was only in Belgium.
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Period 2 

 

 

 

 

 



 

 

 

  68 

 

 

 

 

 

 

 

 

4.2.3 Details web-game Greece  

Period 1 
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Period 2 
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4.2.4 Details web-game Italy  

Period 1 
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Period 2 
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4.2.5 Details web-game Romania  

Period 1 
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Period 2 
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4.2.6 Details web-game Other Countries  

Period 1 
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Period 2 
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4.3 Media coverage, People Reached online and via social media 

With media coverage we refer to all the project news & activities that are presented and distributed 

by various forms of media, such as newspapers, television, radio, and the internet. It includes the 

range of topics that are reported on, the tone and style of the reporting, and the extent to which the 

news is disseminated to the public. 

With this media coverage we have a significant impact on public opinion and behavior, as it shapes 

the way in which people perceive events, issues, and individuals. It can influence political decisions, 

social attitudes, and economic outcomes. The media coverage ensured that we met our stated goal 

in terms of reach, views, and players.  

In this section you get a detailed overview of all communication activities carried out by each 

partner. This detailed overview is distilled from the Communication Activity log - file. The sources to 

each individual activity can also be found in this file. Regarding the range of some activities, you will 

notice that not always a range was included. This since no reference of range could be defined. 

However, these are often media platforms with a large reach, these numbers were not included in 

the total reach. The most important thing is that the distribution by these media platforms did result 

in noticeable traffic to the website and the game. 

You can find the full table of statistics on the following page. 

Attachments 

All references (dates, links and screenshots) are available on the Communication Activity Plan & Log 
file and in the Attachments folder. 
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