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1 Introduction  
 

This deliverable provides a summary of the Retail Partnership Agreements (RPAs) made 

during the lifetime of the Europeana Food and Drink Project (EFD). Please note that all 

images and promotional materials relating to the RPAs can be found in D3.17 Retail 

Partnership Promotional Materials and we deliverables recommend these are read together. 

 

The scope of the objectives and tasks of the RPA deliverables are outlined in the Description 

of Work: 

 
These objectives will be facilitated by the work under Task 3.9 described below: 

¶ Creation of a retail-sector partnership to promote consumer awareness of and 

engagement with AMBROSIA: Europeana Food and Drink 

¶ Provision of promotional materials and marketing collateral for distribution in retail 

outlets 

Task 3.9 ï Retail sector partnership 

¶ CT will identify and build relationships with a major retail partner (retailer, distributor, 

industry body, producer or food outlet) in order to secure a partnership through which 

to promote AMBROSIA: Europeana Food and Drink to European consumers 

¶ CT will secure a Partnership Agreement (D3.16) with at least one major retail partner 

to implement a promotional campaign in-store during the lifetime of the AMBROSIA 

Best Practice Network 

¶ CT will work with ONB to create promotional material and physical collateral (D3.17) 

for distribution through retail partner outlets using the material available through the 

AMBROSIA Content Base 

As mentioned in other deliverables including D5.6 (WP5 Summative Evaluation and 
Recommendations), D4.6 (WP4 Creative and cultural partnerships framework) and D1.6 
(Final exploitation plan), there was a learning curve during the course of the project which 
found that local-level, people-focused approach to engagement and development was key to 
the use, development, awareness and engagement with EFD.  
 
In fact, as we find in D4.6 the best partnership returns come from a combination of “niche 
production by micro-enterprises supported by large online networks”, which enhances the 
potential for reaching a larger market.  
 
This realisation inevitably had an impact of the range and scope of the RPA in EFD where 
the consortium was strongly encouraged to reach out to their local networks and engage with 
all potential stakeholders. 
 
From the above, the focus of the RPA is to promote consumer awareness and engagement 
of EFD. Due to the immense crossover between the different work packages in EFD, RPAs 
can be found in not only for WP3 (Developing Commercial Applications) but across the board 
of the work packages. This means that a number of the successful results of the consortiums 
endeavors for engagement and awareness, including RPAs, have previously been reported 
in other deliverables, including summary documents: D5.6 and D3.21 and D6.7.  
 
In an effort to avoid duplication and repetition, this deliverable will therefore focus on briefly 
summarising key RPA’s made during the course of the project.  
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1.1 Types of Retail Partnership Agreements 

In D3.21 (Commercial Impact Evaluation Report) it is noted that the DoW was somewhat 
ambiguous in the definition of “commercial opportunities” and we aimed clarify this ambiguity 
in D3.2 (Business and revenue sharing models), given that our medium of digital cultural 
heritage content, is both widely available through Europeana (losing a unique selling point) 
and open for free re-use. During analysis, it was apparent that the EFD project business 
model is a free model, whereby the return on investment (ROI) is non-monetary, and as such 
cannot be measured in standard sales terms. Therefore, it was decided the ROI would be 
measured in levels of awareness and customer engagement.  
 
The take on what is considered ‘commercial’ impacts the definition of what is to be 
considered a ‘retail agreement’. Most retail partnerships agreements result in both partners 
achieving more customers and sales. However, given the ‘free model’ take on commerce, 
our retail agreements needed to take into account more than the selling of goods and 
services to earn a profit. Instead of a typical RPA, any EFD agreements would be more 
strategic partnerships mutually beneficial to both parties and receiving, but not limited to, 
non-monetary gains, such as awareness, customer engagement, and for the commercial 
retail partner, often a sense of ‘legitimacy’ or ‘doing something good in the community’ when 
partnered with a cultural heritage organisation or project.  
 
This realisation opened up the scope of what partnerships can be considered a RPA during 
the project. Both small and big-name companies, including retailer, distributor, industry body, 
producer or food outlet etc. would be considered as retail partners. We also considered the 
type of agreement. The DoW mentions ‘in-store’ promotions, but it is important to note that 
this is only one type agreement that would fall under a RPA. As you will see below, EFD did 
achieve an in-store and e-store sales agreement with a major retailer, but this was not the 
limit of RPAs in the project.  
 
RPA could include the following types of partnerships to encourage awareness, engagement 
and other ROIs:  
 

¶ Sales and distribution: either in-store or online (e-store) 

¶ Competitions and contests: co-organisers and sponsors  

¶ Events, e.g: co-hosts and sponsorship  

¶ Marketing: through partners’ channels or social media (could be something as simple 

as being friends, promoting or mentioning, contributing articles) 

As outlined in D4.6 (Creative and Cultural Partnership Frameworks) these agreements do not 
necessarily need to be formal agreements. Much success was found by the consortium in 
informal agreements. As could probably be predicted, informal agreements seemed to work 
best for small-scale local partnerships whereas, formal agreements were better for building a 
structured collaboration with clear objectives and outcomes.  
 
The next part of this deliverable will summarise the RPAs for the commercial applications, 
the Open Innovation Challenges and any additional partnerships made through content 
aggregation or general engagement.  
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2 Retail partnerships: EFD commercial applications  
 

2.1 Social Game  

See D3. D5.5, D5.6 and D6.7 for full details.   
 

Malta Pilot Case: Petition plan 

Consortium partners AcrossLimits, worked with CT and ONB to put together a pilot case to 
approach the food and drink industry and engage with EFD. Promotional materials where 
created including window stickers, an EFD charter and leaflet. A ‘how-to-guide’ was 
created which outlined the pilot case, with steps for the consortium to take when 
approaching industry partners for RPAs, as well as tips for pitching and outlining the 
benefit for the industry partner. This petition plan has been mentioned in previous 
deliverables, and is also included in Annex 1 of this report. 

This pilot case was taking place during the development of the social game and 
AcrossLimits used this opportunity to source content for the game through the RPAs. 9 
potential industry partners were contacted and 5 agreed to partner including:  
 

¶ Anton B. Dougall (Chef) 

¶ Neil Darmanin (Chef) 

¶ Ta’ Marija (Maltese Restaurant) 

¶ Ta’ Mena Estate 

¶ Farsons Direct (Producers) 

Each participant promoted EFD and shared their stories, recipes and images to be used in 
the Social Game. It is worth noting that the relationship cultivated with Farsons Direct also 
led to a second RPA outlined below.  

 

Rikotta Festival 

AcrossLimits engagement activities secured them a place at the Rikotta Festival in Malta, 
where they were granted a free stand by Kunsill Locali Kirkop to promote EFD and the 
Social Game.   

Once the stand was secured, AcrossLimits contacted previous RPA Farson Direct 
requesting a gift in return for sponsorship of their stand (which would be put on a leaflet). 
Farson provided cases of Kinnie Vita (a Maltese traditional soft drink) to help draw people 
to the stand on the day. Farsons is the company, Kinnie is the product. 

AcrossLimits received two other requests to get involved on the stand, unfortunately 
timings did not allow these to come to fruition. 

 

 

Social Media  

Through the Social Game Facebook page AcrossLimits increased the reach of their 
market. For example: industry establishment "The Pulled Meat Company" re-shared post 
by the FoodPlanet Facebook page, showing the type of informal and unanticipated reach 
that can come from engagement in social media.  
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2.2 Tea Trail 

 

See D3.4, D5.5, D5.6 and D6.7 for full details.  
 

Food Glorious Food  

During the Horniman’s Food Glorious Food event, Birchall Tea, a tea company based 
locally to the Horniman, in South London provided Tea Tasting programming for Food 
Glorious Food events. This would have otherwise cost £250. 

 

Social media  

The Horniman secured the following informal RPAs on social media advertising on 
#TeaTrailLondon hashtag:  

¶ Museum of Brands, Packaging and Advertising 
¶ Royal College of Physicians Museum 
¶ Wellcome Library / Wellcome Collection 
¶ Cutty Sark, Greenwich 
¶ Royal Museums Greenwich 
¶ London Town Tours 
¶ Cherry Berry Company 
¶ Historypin 
¶ Vestry House Museum 
¶ National Portrait Gallery 

¶ Royal Academy of the Arts 
¶ Chelsea Physic Garden 
¶ This is Local London 
¶ The Auction Room 
¶ Natural History Museum 
¶ Collections Trust 
¶ Artellite 
¶ Shepherd Neame 
¶ Wallace Collection 
¶ Geffrye Museum 

 
 

Sponsorship and advertising 

Blogger sponsorship: 

In what could be seen as a reversal of the usual RPA the project would seek (where EFD 
was sponsored), the Tea Trail London sponsored the Tea Bee Blog in November 2015 
increase the reach of the Trail. Tea Bee Blog / the Olde Young Tea House: 
http://www.theteabee.com/2015_11_01_archive.html  

Advertorial in Britain Magazine (and advertising in its email newsletter):  

“BRITAIN – The Official Magazine of VisitBritain offers inspirational photography, 
fascinating features, shopping, and travel advice. BRITAIN is the perfect choice for 
everyone who wants to know more about our nation’s rich history and traditions. It has 
subscribers in USA, Canada, Australia and South Africa. There is more than 20,000 paid 
subscribers in North America alone.” http://www.britain-magazine.com/about-britain-
magazine/ 

Postcard distribution at the following venues: 

¶ Kusmi store at Marylebone High Street, London (tea retailer) 

¶ Museum of London 

¶ Geffrye Museum 

¶ Café Coho, Brighton (tea shop) 

¶ Northern Tea Power, Manchester (tea shop) 

¶ Captain Cook Memorial Museum, Whitby 

¶ Museum of Brands, Packaging and Advertising, London 

¶ Chelsea Physic Garden, London 

¶ Woburn Abbey, Bedfordshire 

http://www.theteabee.com/2015_11_01_archive.html
http://www.britain-magazine.com/about-britain-magazine/
http://www.britain-magazine.com/about-britain-magazine/
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Sponsorship and advertising 

¶ Collections Trust Annual Conference 2015 

¶ Heathrow Airport Terminal 5 
 

2.3 Picture Library  

 

See D3.7, D5.5 D5.6 and D6.7 for full details.  
 

Advertising 

A leaflet was produced for the Picture Library which was distributed free of charge at trade 
shows and other events including:  

¶ Fotofringe 

¶ DCDC (Discovering Collections, Discovering Communities) conference 

The Picture Library was exhibited at Fotofringe in 2015 and 2016 and was also given a 
single page entries and an ad in the show guide. 

Photo Library received top billing in PhotoArchiveNews (https://photoarchivenews.com), 
this goes out to thousands and is the lead news in the industry. 

 

Exhibitions  

The Picture Library’s main partnership was an exhibition which brought together EFD with 
the local museum, Eden Valley Museum, and a local Italian restaurant, la botte. A flier was 
produced. TopFoto also produced a catalogue for the exhibition and Marie Lou took photos 
of the event.  

CANEPAL exhibition: TopFoto were asked to provide a picture for an exhibition organised 
in the context of the European programme CANEPAL: Culture and Nature: The European 
Heritage of Sheep Farming and Pastoral Life (another EU funded group). In return they 
provided content for the Picture Library and Europeana and credit to EFD in their well-
produced 70 page glossy exhibition catalogue.  

 

Collections 

Through EFD, the Picture Library made contact with Heritage assets and they now have a 
formal agreement to allow the Picture Library to distribute (license) the National Heritage 
Brewery Trust collection. This collection was also made available on Europeana.  

TopFoto had an existing agreement with Marie Lou / PictureKitchen which she allowed 
them extend to the Picture Library and EFD.  

 

 

2.4 Exhibition/Virtual Exhibition  

See D3.10, D3.12, D5.4, D5.5 and D5.6 for full details.  
 

Sponsorship 

VLAM, the Flemish Agricultural Marketing Board, agreed on paying the cost for the 
production and delivery of the cake boxes to the bakers (about €4500)  

https://photoarchivenews.com/
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Advertising  

100 artisanal bakers from all over Flanders participated in the Week of Taste events: they 
sold heritage cakes, packed in especially designed heritage cake boxes (mentioning the 2 
EFD logos and website foodanddrinkeurope.eu). They displayed the Cake! exhibition 
postcards and portrait Cake! poster (both promotional materials with two EFD logos and 
website) 

The Leuven cultural centre 30CC (www.30cc.be) agreed on displaying leaflets for the 
Heritage Day Cake! activity (1000 leaflets). Leaflets mentioning two EFD logos. 

Libelle, a well-known Belgian women’s magazine reported about the Cake! exhibition 
opening in Veurne. 

Cake! was also featured in in the ‘Your Family Tree’ magazine, a UK-based genealogy 
magazine. 

 

Venues   

The Op de Koffie pinning session were all mostly held (4 out of 7) in private partner’s 
locations: tea house Medina in Leuven, STAM café in Ghent, MAS museum in Antwerp, 
and Mariagaarde Castle in Hoepertingen. No costs for location had to be paid. 

The Cake! exhibition was present at 4 locations. Only the first Bakery Museum was a 
private one. Voeren Library, Keizerzaal Sint-Truiden and WZC Edouard Remy are all 
public partners. 

 

Events  

Cake! was given a presentation slot at Digital Heritage 2015 Conference 

(http://www.digitalheritage2015.org) in Granada Spain, 28th September–2nd October 2015.  

2.5 Book/eBook 

See D3.14, D3.15, D5.4 and D5.5 for full details on the below RPAs.  
 

In-store RPAs 

Halsgrove Publishing: publishing the book and eBook. Providing access to retailers 
through their networks 

¶ Waterstones (both online and in-store) 

¶ Amazon.co.uk 

The pubs featured in the book are also selling the book in store (if they have capacity).  

Beerinnprint.co.uk are selling the book online.  

National Brewery Centre gift shop is selling book in store.  

 

Advertising  

The following pubs have displayed posters and / or are actively promoting the Book 
through social media: 

¶ The Alma 

¶ The Ladywell  

¶ The Pelton Arms  

¶ The Queen’s Head  

¶ The Duke’s Head 

¶ The Antwerp Arms 

¶ The Hope 

¶ Old Eagle 

http://www.30cc.be/
http://www.digitalheritage2015.org/
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Advertising  

London Local Pubs book being featured on BBC News website (as reported in D3.14) 

London Local Pubs book being featured on ITV London News, 21 January 2016 (as 
reported in D3.14) 

 

Venue  

The following pubs in the book provided free space for community engagement events:  

¶ Magpie and Stump 

¶ The Pelton Arms 

¶ The Queen’s Head  

¶ The Duke’s Head 

¶ The Antwerp Arms  

¶ The Bell Inn 

¶ The Hope 

¶ Old Eagle 

 

2.6 eCookbook 

See D3.15.1, D5.4 and D5.5 for full details. 
 

Events and venue  

The eCookbook had two launch events, one in Austria and one in Lithuania. The informal 
RPAs with the venue allowed the venues to host these events:  

¶ Austria: Cluster partner ONB partners with restaurant Dionysos/Nosh; two recipes 

were especially prepared for invited guests (including stakeholders and food bloggers). 

Traditional music was also played.  

¶ Lithuania: cluster partners VUFC partnered with coffee manufacture “Crooked nose & 

coffee stories” in Vilnius. A lecture, as well as an education and taster session was 

presented.  

 

Advertising   

As mentioned in D3.15.1, two blog posts were published as teasers for the eCookbook:  

¶ A Taste of Austria: Tafelspitz, the Emperor’s Favourite Dish (23 October 2015) 

http://foodanddrinkeurope.eu/a-taste-of-austria-tafelspitz-the-emperors-favourite-dish/  

¶ A Taste of Lithuania: St. Martin’s Goose (11 November 2015) 

http://foodanddrinkeurope.eu/a-taste-of-lithuania-st-martins-goose/ 

The above launch restaurants have distributed leaflets for the eCookbook.  

The following additional advertisements were secured through informal RPAs:  

¶ Facebook Post from launch venue Dionysos/Nosh;  

¶ eCookbook Promotion on mandarchiv.hu: 

http://mandarchiv.hu/cikk/5230/Ingyenesen_letoltheto_eszakacskonyv_ez_Europeanan 

¶ Blog on eCookbook Launch by Food Blogger "Die Erdbeere", following attendance at 

the launch event. http://dieerdbeere.com/blog/2016/01/31/kochen-wie-in-litauen  

¶ Article in Draugas News http://www.draugas.org/news/studying-history-in-the-kitchen  

¶ Blog “Lietuvos kulinarinis paveldas”)” Lithuanian culinarian heritage” 

http://kulinarinispaveldas.blogspot.lt/2016/01/austrijos-ir-lietuvos-gastronominiai.html  

http://foodanddrinkeurope.eu/a-taste-of-austria-tafelspitz-the-emperors-favourite-dish/
http://foodanddrinkeurope.eu/a-taste-of-lithuania-st-martins-goose/
http://mandarchiv.hu/cikk/5230/Ingyenesen_letoltheto_eszakacskonyv_ez_Europeanan
http://dieerdbeere.com/blog/2016/01/31/kochen-wie-in-litauen
http://www.draugas.org/news/studying-history-in-the-kitchen
http://kulinarinispaveldas.blogspot.lt/2016/01/austrijos-ir-lietuvos-gastronominiai.html
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¶ ONB also arranged for the eCookbook to be advertised through its own printed 

magazine (print, April 2016) 

 
 

2.7 eLearning  

See D3.18, D5.4, D5.5, D5.6 and D6.7 for full details.  
 

Museo del Cioccolato   

UNIROMA: A formal RPA was made with the Museo del Cioccolato which resulted in a 
number of benefits including:  

¶ Access to audience and location for engagement event 

¶ Authorisation to publish pictures of their exhibitions using a CC license in the 
Educational resources.  

¶ A commitment by the museum to promote the education resources including on 
their website http://www.museodelcioccolato.com/risorse-didattiche.html  

¶ During the engagement event run with the museum a hat and postcard were also 
produced 

 

Ministry of Education (Cyprus) 

CFM: Organised a contest in liaison with circular published in the Ministry of Education to 
promote the eLearning resources encouraging teachers to create a lesson plan with the 
EFD content. The contest was advertised on the Ministry of Education website. CFM 

subsequently had announcements of the contest published in two media portals, as 
well as the open call for material contribution in EFD, published in three news portals 
and one newspaper (see below).  

¶ http://www.palo.com.cy/a/prokirixi-diagonismou-ekpedeftikous-tou-mathimatos-

ikiakis-ikonomias-agogis-igias-386968  

¶ http://www.sigmalive.com/lifestyle/press-releases/169298/1o-pagkyprio-synedrio-

kypriakon-trofimon-kai-diatrofis  

¶ http://www.kathimerini.com.cy/mobile.php?modid=2&artid=189951 

¶ http://www.paideia-news.com/index.php?id=109&hid=18506&url= 

¶ http://foodmuseum.cs.ucy.ac.cy/web/guest/news  

 
 
 

3 Retail partnerships: EFD Open Innovation Challenges  
 
As mentioned in D4.6, Work Package 4 (Developing collaborative environment) secured a 
number of partnership agreements during the organisation of the three Open Innovation 
Challenges. These partnerships have been extensively reported in the WP4 deliverables and 
therefore they will be summarised here to avoid repetition.  See D4.3, D4.4, D4.5 and D4.6 
for full details.  

3.1 Open Innovation Challenge I 

During the first challenge, as you can see from D4.3 (Open Innovation Challenge Report 1) 
UNIROMA has identified and started the process of approaching potential collaborations which 
laid the basis for the subsequent challenges. Most the benefit from this was found in the second 

http://www.museodelcioccolato.com/
http://www.museodelcioccolato.com/risorse-didattiche.html
http://www.palo.com.cy/a/prokirixi-diagonismou-ekpedeftikous-tou-mathimatos-ikiakis-ikonomias-agogis-igias-386968
http://www.palo.com.cy/a/prokirixi-diagonismou-ekpedeftikous-tou-mathimatos-ikiakis-ikonomias-agogis-igias-386968
http://www.sigmalive.com/lifestyle/press-releases/169298/1o-pagkyprio-synedrio-kypriakon-trofimon-kai-diatrofis
http://www.sigmalive.com/lifestyle/press-releases/169298/1o-pagkyprio-synedrio-kypriakon-trofimon-kai-diatrofis
http://www.kathimerini.com.cy/mobile.php?modid=2&artid=189951
http://www.paideia-news.com/index.php?id=109&hid=18506&url
http://foodmuseum.cs.ucy.ac.cy/web/guest/news
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challenge outlined below, but the following RPA assisted the initial set up and delivery of the 
challenges.  
 

National engagement 

CNA: Italian National Confederation of the Craft Sector and Small and Middle-sized 
Enterprises.  With 670,000 enterprise members are aggregated into units, many of which  
work in the Food and Drink sector. CNA and Uniroma1 have an existing agreement which 
helped initiate the RPA for EFD. http://www.cna.it/cna/chi-siamo  

Response partnership agreement:  

¶ Interested in collaborating in the design and dissemination of the challenges  

¶ Idea of developing storytelling in the challenges, each one being a development on 

the previous  

¶ Provided insights into the creation of a tutorial and FAQs for the challenges 

¶ Opened the idea of the Milan Expo (second challenge event held at Milan Expo) 

CNA further collaborated with UNIROMA in the second challenge, as seen below.  

 

Incubation   

As mentioned in D4.6 Annex incubation 1, the Rome Open Lab ‘Cultura’ has been a 
supervising the winner of the first challenge and “counselled him and inserted a new learning 
path as Social Media Marketing in his curriculum. In addition, Open Lab ‘Cultura’ will be able 
to connect Sonnino [the winner] to FoodNode as business to the Latium District 
infrastructure in order to launch FoodNode: that may allow to extend the potential of 
incubated project and Europeana reuse even after EFD project ending. 

 

3.2 Open Innovation Challenge II 

 

International engagement 

Slow Food:  A worldwide-known grassroots network represented in 150 countries through 
the ‘Convivium’, a contact point between producers and consumers where food culture and 
respect of environment are promoted. It aims to “prevent the disappearance of local food 
cultures and traditions, counteract the rise of fast life and combat people’s dwindling interest 
in the food they eat”. http://www.slowfood.com/about-us/ 

Response partnership agreement:  

¶ Interested in collaborating with EFD at the Milan Expo 2015 in promoting 

sustainable food and drink production.  

¶ An agreement was made that the second challenge would respect the Slow Food 

philosophy and offer a new video-storytelling for promoting a sustainable Food and 

Drink. A representative from Slow Food would also sit on the judging panel.  

¶ In return slow food would assist in the challenge Communication and host the Final 

Event, and assist with its organisation at Slow Food stand, the Expo Milan 2015. 

Slow Food permitted the use of both their national and international networks 

 

http://www.cna.it/cna/chi-siamo
http://www.slowfood.com/about-us/
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National engagement  

CNA: As mentioned above, CNA continued their RPA by advertising the second Challenge 
as well as sponsoring the second Challenge Award.  

 

Technical support  

UP: a network company aiming to support the establishment of economic and social value 
and develops systems to enhance innovation and development.  

http://www.upeurope.com/en/pages/about   

Response partnership agreement:  

¶ UP agreed to provide a contest platform for second and third Challenges by 

building a technologic infrastructure and a user-friendly platform for Challenge 

launch and applications. 

 

Support  

Digiproject: a social network of specialized communication, secured through UNIROMA. 
Provided the following through an informal agreement.  

Response partnership agreement:  

¶ Designed and created a teaser trailer for the third challenge: 

https://www.youtube.com/watch?v=YCsM6a65FMM.  

¶ Offered internships and lab training to students and creative teams  

¶ Supported communication initiatives on social media (with ONB collaboration) 

 

Challenge evaluation 

Fuudly: An online community of food lovers who share videos, recipes, event details, 
blogs, etc. An informal RPA was organised with Fuudly, which invited its member and 
contact on Facebook to vote for the second challenges best video, to be ratified by the 
Jury Board score. http://www.fuudly.com/faq 

 

Incubation   

As mentioned in D4.6 Annex incubation 1, the second challenge winner “will take part in 
the CNA 70th Anniversary (1946-2016) scheduled in September/October 2016:  one of the 
events is going to introduce new start-up ideas and Marandola [the winner] will illustrate 
new storytelling formats for food promotion through Europeana Food and Drink Incubated 
video”. 

 

3.3 Open Innovation Challenge III 

 

Technical Support  

UP: as with the second challenge, UP provided the online infrastructure to upload the 
challenge online. As part of their RPA, they provided:  

¶ Building the Technologic Infrastructure 

¶ Arranging a user-friendly platform access, surfing and upload system 

http://www.upeurope.com/en/pages/about
https://www.youtube.com/watch?v=YCsM6a65FMM
http://www.fuudly.com/faq
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Technical Support  

¶ Testing regularly platform services 

¶ Platform management and control 

 

Organisational support  

Digiproject: as with the second challenge, Digiproject provided the following through an 
informal agreement:   

¶ Designed and created a teaser trailer for the third challenge: 
https://www.youtube.com/watch?v=YCsM6a65FMM.  

¶ Offered internships and lab training to students and creative teams  

¶ Supported communication initiatives on social media (with ONB collaboration 

 

Venue 

International University of Andalucí: provided IAPH with a free of charge venue to host 
the final challenge event.  

 

Advertising  

RevistaPH magazine: Published an article on Open Labs Hertiage and the Open 
Innovation Challenge.  

 

Engagement 

Makers Faire: A conference in Rome “offers a huge schedule where you can find 
workshops, performance, talks and events dedicated to kids and adults.” 

http://ed2015.makerfairerome.eu/en/events/ 

UNIROMA participated in the Makers Faire in October 2015 and, as mentioned in D4.5, 
this had a positive impact on the third Challenge communications. The audience for the 
event is 90,000 visitors. UNIROMA have a talk on the Challenge and EFD and distributed 
posters and flyers for the third Challenge.  

 

Incubation   

As mentioned in D4.6 the third “Challenge was accepted as a project enhancing Maker 
mainstream by Maker Faire Board and was allowed to participate in the Maker Faire event 
and to promote EFD in Rome, October 2016. 

 
 
 

4 Retail partnerships: EFD partners  
 

As mentioned above, there is numerous cross-overs between the different EFD Work 
Packages, as such many of the communications during the project outlined in D6.7 Appendix 
B (Impact Evaluation: public facing marketing and communications), and the engagement 
events outlined in D5.4, D5.5 and D5.6 have elements of RPAs, whether formal or informal.  
 
Due to this large crossover, below is a very small summary of some of the events: 
 

https://www.youtube.com/watch?v=YCsM6a65FMM
http://ed2015.makerfairerome.eu/en/events/
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New content providers  

As mentioned in work package 2 deliverables (D2.6, D2.7 and D2.8) and D1.5 (Progress 
Report), the EFD consortium set themselves the task to secure additional content (target 
of 5,000 which was reached) for EFD by engaging with their local networks. CT, ONB and 
Postscriptum put together a materials required by the consortium to support this. During 
this endeavour the partners made a number RPA and a summary has been included 
below: 

CFM: (See D2.7) six restaurants' owners with the EFD sticker on their restaurants' 
windows, all in Nicosia district.  

ICCU: (D2.7 and D5.5) Presented the EFD project and gave them the promotional material 
(bookmarks, leaflets and stickers) to the “Italia Autentica” consortium. These 
manufacturers expressed their interest in becoming data providers of Europeana supplying 
the portal with images of their historical archives. The companies are very glad to 
cooperate with the Italian Ministry of Cultural Heritage and a European project. 

PS: (See D2.6) secured new content providers through their outreach and engagement 
event:  

¶ Culture Foundation of the Piraeus Bank 

¶ Official organisation of traditional products in Greece 

¶ Public company of the municipality of the Cyclades (commercial organisation) 

¶ National Historical Museum 

¶ Enterprise Greece (commercial organisation) 

¶ National Wine Association  

These new partnerships will extend beyond the lifetime and scope of the project. 

 
  

Additional RPAs 

ICIMSS: (See D5.6) During their engagement event, ICCU secured an RPA with famous 
chef Sebastian Krauzowicz, who agreed to be included on the jury of the competition 
organized for students from the School of Gastronomy holding a cooking competition in the 
framework of Art and Science Festival. 
 
ICIMSS also created a travelling exhibition using material that they have sourced from their 
own EFD content. The exhibition was shown in 4 locations: Toruń Public Library, 
Radziejow Public Library, Toruń Society of Arts and Sciences and Wąbrzeźno Public 
Library. For each exhibition opening, ICIMSS presented a lecture where credit was given 
to EFD.  

ICCU: (See D5.6) Established a contact with the consortium “Italia Autentica” (http://italia-
autentica.net) which represents several food manufacturers based in the Abruzzo region. 
Through Italia Autentica ICCU have contacted 8 companies which have provided the 
typical products used to award the participants to the second engagement called 
Certamen Ovidianum, which is an annual international competition for the translation of 
Ovid’s works (See D5.6). The prize delivered contained typical local products and 
dissemination materials related to EFD (postcards and bookmarks).  

ICCU also partnered with local archaeological club Archeoclub Sulmona in Italy utilising 
the City Quest app (developed as part of the AthenaPlus project) with a treasure hunt 
through Sulmona. Featuring the EFD logo this treasure hunt will be maintained by 
Archeoclub Sulmona after the end of the project (see D5.6).  

http://italia-autentica.net/
http://italia-autentica.net/
http://italia-autentica.net/
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CAT: (See D5.4) Presented on EFD free of charge at three Catalan food fairs. They received 
a further two contacts for further collaboration and have made further partnerships with their 
Ministry.  

MKMV: (see D5.6) secured an RPA with large retailer Oetker and organised a number of 
engagement events including:  

¶ Exhibition on Dr Oetker with opening and closing ceremonies 

¶ Family days with baking and guided tours of the exhibition 

¶ SOS Children village educational visit 

¶ SOS Family Cake Day, where people enjoyed cakes and donated money to SOS 

Children’s Village  

LGMA: (See D5.5) Their current partnership with the College of Education was expanded 
to include the EFD project where they could reach 336 public libraries about EFD, and have 
them distribute leaflets and other dissemination materials. In addition, they secured an 
agreement with the Teacher Training College in Dublin and organised three engagement 
events and arranged for trainee teachers to use the e-learning resources in their lessons, 
which will bring the material directly into the classrooms.  

PS: (See D5.6) Further to their initial contact with the National Wine Association (NWA), PS 

are partnering further with NWA to create an ‘Attica Wine Trail’ – a replication of the Tea 

Trail Application with the open use platform made available through EFD. NWA provided a 
venue for an engagement event run by PS.  
 

 
 

5 Conclusions 

It is clear the consortium has been dedicated in cultivating RPAs, as we can see from D6.7 
Impact Evaluation: Public-facing Marketing & Communications, D5.6 Summative Evaluation 
and Recommendations in Developing Public Engagement and D3.21 EFD Commercial 
Impact Evaluation Report, and that these endeavours have been encouragingly successful. 
We can firmly state the objective to “promote consumer awareness of and engagement with 
Europeana Food and Drink” has been achieved with the partnerships summarised above.  

 

It is important to note that many of these partnerships have led to further collaborations 
which will continue after the project ends. For example, the RPA cultivated with CAG and 
‘heritage cake box’ was a big success, so much so that sponsors and bakers have already 
expressed interest in repeating the collaboration November 2016. In addition, the RPA 
between Slow Foods and Open Lab Cultura: Digilab Sapienza included collaboration for 
future projects in the field of Heritage Content reuse (see D4.6 and D1.6 for more details).  

 

Furthermore, another positive outcome of the above RPAs (reported in D5.6), is that 
consortium partners now feel more confident in contacting organisations outside of the 
cultural sector. As we mentioned in the Learning Phase Report, it was “important to 
implement culture change … to ensure that the partners … become enterprising 
organisations which will continue to think commercially after the end of the project”. Many 
cultural partners in EFD had not previously run engagement events or reached out to 
commercial organisations to collaborate and create partnerships. The triumph of these 
partnerships is now clear and moreover, EFD partners have informed us that they are more 
likely to seek these partnerships and run the types of events that cultivate these 
collaborations in the future, proving that EFD has been successful in generating this culture 
change within its consortium. 
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Annex 1: Malta Petition Plan  

 

 

 

 

How to involve Food & Drink Industry to support Europeana Food and 
Drink and the products developed 
 
 #celebratefoodanddrink 

 

This Plan sets out the main steps for raising public awareness and engaging the Food & 
Drink Industry. This will be achieved by encouraging them to sign the Europeana Food and 
Drink petition in support of celebrating and protecting Europe’s rich food and drink heritage 
and becoming further involved with the products and applications that are created within 
the project. 

http://foodanddrinkeurope.eu/ 

 

Table of Content: 

1. Promotional Material 
2. Steps to approach Food & Drink Industry  
3. Pitching Tips 
4. Pilot Roll-Out Outline – AcrossLimits, Malta 

 

  

Europeana Food and Drink  
Engaging Food & Drink Industry  
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1. Promotional Material 
A set of 3 promotional items has been developed to enhance and facilitate direct 
contacts with food and drink industry partners such as restaurants, bars, pubs, cafés 
etc.  
 

Charter: The physical copy of the charter gives a succinct overview of the 
advantages of Europeana Food and Drink.  

Intended outcome:  

Á To drive people towards the project website to sign the online petition as a 
visible sign of support. 

Á   
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Sticker: At the same time as giving establishments a copy of the charter, we are 
providing them with a window sticker that we ask them to display in their front door as 
a sign of support. They will be encouraged to photograph the sticker displayed 
(preferably with the establishment’s owner standing beside it) and put this on 
Instagram with the hashtag #celebratefoodanddrink 

Intended outcomes:  

Á Visitors to the establishment will see the window sticker and visit the project 
website, thus raising awareness. 

Á To develop a following on Instagram and generate buzz around the project. 
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Leaflet: The Leaflet folds out into a poster that offers some additional information on 
the applications and products developed within the project, as well as different 
opportunities for them to get involved. We will encourage the establishment to display 
the poster in their staff areas. 

Intended outcomes: 

Á Staff at the establishment will be motivated to pursue the action points outlined 
in the poster to support their local cultural heritage institution and become 
involved in the project products 
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2. Steps to approach Food & Drink Industry 
 

I. Identify potential industry partners (local restaurants, bars, pubs and cafés 
with affinity for regional or traditional food & drink preparation and heritage) 

II. Visit the potential partner, speak with them about the project and provide them 
with the promotional material 

III. Preferably bring an iPad/tablet to the meeting to show them the webpage and 
encourage them to sign the petition at the same time 

IV. If possible, take a picture of the window sticker and even better, the owner of 
the restaurant alongside it, to upload on Instagram with the 
#celebratefoodanddrink. As an alternative, send the image to 
angelika.leitner@onb.ac.at so that she can upload to the project’s Instagram 
account  

V. Follow up with the establishment again after 2-3 weeks to see if they are still 
interested in supporting the project, either through sponsoring one of the 
products or get involved in any other way.  

VI. If the establishment confirms interest, introduce the establishment to the 
appropriate project lead; for product related queries, this will be Keepthinking. 

 

3. Pitching Tips 
 
Familiarise yourself with the restaurant, bar, café or pub’s positioning/ strategy- who 
is their audience (tourists, locals, young, old) - and how THEY can benefit from 
participation in the project, e.g. strengthening community for their local customers; 
attracting European tourists though involvement in a food trail. 

When approaching the establishments, practice “soft selling” – we don’t want to be 
too pushy; they should not feel as if they are being forced to anything. 

 

What’s in for them? 

¶ Being featured on Social Media Channels of Europeana Food and Drink (e.g. 
Instagram, Twitter) 

¶ Possibility to feature their organisation in a Food and Drink product or platform 

¶ Sponsor a Food and Drink product or platform 

¶ Design a Food and Drink product or platform by means of the easy-to-
reproduce templates  
 

4. Pilot Roll-Out Outline – AcrossLimits, Malta 
 

Within the content selection for the Social Game developed by AcrossLimits from 
Malta as part of one of the 9 Europeana Food and Drink Products, the petition plan to 
approach food and drink industries has been applied and tested as pilot.  

Learnings and outcomes of this roll-out have been used to adapt and improve the 
outline for approaching food & drink industries within other partner’s countries. 

mailto:angelika.leitner@onb.ac.at
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Approach: 

AcrossLimits approached restaurants, agritourism estates, chefs and producers 
which carry a good name in Malta, asking to provide them with content such as 
stories, recipes and photos for their Social Game app. In turn, they credit them with 
their name and link to their website on the Social Game.  

 

The food and drink outlets have been approached by first creating a contact-list with 
the telephone number and email of each. A generic email was sent to all and the 
ones who replied were immediately given preference to schedule a meeting with. 
Specific outlets which did not reply to the email were contacted by phone although 
this was not always successful. Face-to-face meetings generated positive feedback 
overall and upon emailing them after the meeting, most provided us with content 
instantly. 

 

The promotional material (leaflet and charter) have been handed out to the visited 
food and drink business owners. By displaying the Europeana food and drink sticker 
and taking a photo with it, they would be featured on the AcrossLimits Facebook 
page and Europeana Food and Drink Facebook and Instagram pages. This has been 
promoted a form of free and easy advertising for their company which is European-
wide. 

At the same time, AcrossLimits introduced them to the online petition and invited 
them to sign in their own time. 

 

Visited Food and Drink Outlets  

 

Date Location Name of Contributor 

14 July Paola, Malta Anton B. Dougall (Chef) 

15 July Fgura, Malta Neil Darmanin (Chef) 

15 July Mostar, Malta Ta’ Maria (Maltese Restaurant) 

15 July Xewkija, Gozo Gozo Cottage (Producers) 

15 July Marsalforn, Gozo Jubilee Foods (Restaurant and Producers) 

15 July Xaghra, Gozo Ta’ Mena Estate 

15 July Dingli, Malta Djar il-Bniet (Farm and Restaurant) 

17 July Xemxija, Malta Sammy’s (Restaurant) 

21 July Mriehel, Malta Farsons Direct (Producers) 
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Responses: 

People reacted positively to a project which aims to preserve the traditional food 
culture. However, one restaurant owner commented on how he thought this project 
would have greater opportunities for advertising at a much larger scale and for doing 
B2B marketing of some sort. 

 

Advice for engaging with food and drink organisations: 

In this certain case, addressing the emails to the specific manager or person by 
name may be more successful in receiving replies however if many at a time are 
contacted, as AcrossLimits did, it is more practical to send out one generic email.  

Always allow enough time between one meeting and the next - in Malta we 
calculated 45 mins between one and the other, but even that was quite tight! 

Ensure that you take screenshots of the social game or other online content. This is 
particularly important if you have limited or no access to wifi, or are in a rush to set off 
to the next meeting. 

Follow up calls are very important, however one needs to ensure to keep the 
individual hooked before the meeting, as otherwise the meeting would not be 
feasible. 

 
 
 


