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1 Introduction  

This Deliverable is the Summative Community Engagement Impact Report, which 
sets out the results of the engagement events run between M15 and M21 as part of 
Work Package 5 of the Europeana Food and Drink project. The primary aim of Work 
Package 5 is to design, implement and evaluate a public engagement strategy for the 
Food and Drink collections and the commercial products created from and with them.  

 

Deliverable 5.5: Summative Community Engagement Impact Report explores the 
impact of the partnerships developed and events run by the Food and Drink 
consortium partners as part of Task 5.3: Community Engagement Pilot Events. Under 
Task 5.3, WP5 is running a series of community engagement events, to test how 
audiences can be developed and communities engaged with the commercial 
applications developed with Europeana-derived material, both on the content level 
and on the audience level. We are exploring how to build audience shares for the 
products that have been developed under Work Package 3 and how to engage 
communities, creative and commercial organisations with the diverse food and drink 
heritage that is being collected as part of Europeana Food and Drink.  

 

This Deliverable sets out the ways that the Europeana Food and Drink consortium 
partners have approached community engagement with their products and their 
collections. It also highlights the partnerships that have been formed by consortium 
partners to gain access to their target audiences. It describes the way consortium 
partners are running engagement events and also documents the results of events 
that have happened before M21. This allows us to gain a stronger understanding of 
the mechanics and processes needed to use Europeana-derived content to support 
genuine community engagement with their collections and products. 

 

This document includes: 

ǒ a brief summary of the aims of WP5 

ǒ a description of the London Local Pubs pilot and an interim evaluation of the 

pilot  

ǒ  description of the work of WP5 in organising community engagement events  

ǒ an overview of the events in WP5 

ǒ an exploration and first evaluation of the events so far 

ǒ learning and next steps  
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2 Community engagement  

2.1 Introduction and definitions 

 

In the Europeana F&D project, there are close connections between Work Package 3 
(Products), Work Package 5 (Public Engagement) and Work Package 6 
(Communication and Dissemination). This has led to close cooperation between 
KEEP (WP3 lead), SHIFT (WP5 lead) and ONB (WP6 lead) in the development of 
Europeana Food and Drink products. The relationships between the products and the 
engagement work were strengthened by the Learning Phase at the beginning of the 
project where the products were defined and their audiences identified. Please refer 
to Shiftôs Learning Phase Report for more information.   

 

However, public engagement is not the same as marketing and communication. As 
set out in D5.1, the strategy for community engagement identifies engagement to be 
about smaller numbers of people who have a higher sense of ownership and 
commitment to an institution or collection or heritage or place, while marketing is 
about convincing larger numbers of people to become aware of and possibly 
interested in purchasing a product. By developing and then working with smaller 
groups of engaged people (pre-product launch in the form of co-design, and post-
product launch in the form of engagement events), we are able to get to product-
market fit more quickly and accurately, and thus be able to support the process of 
developing a better market share more broadly and more quickly. In this way, 
community engagement differs from marketing, but supports it at the same time.  

 

The WP5 lead has proposed this strategy for Europeana Food and Drink based on 
consultation with the Europeana Food and Drink partners in the first half year of the 
project. We produced the aforementioned Learning Report that recommends creating 
hyper-local products that are interesting to a clearly identified audience, leading to 
increased take-up in a competitive market. This strategy was set out in D5.1, where 
more details are given.  

 

2.2 Public engagement hypothesis and validation  

 

Europeana Food and Drinkôs public engagement hypothesis is that the public 
engagement strategy summarised above makes sense in the context of Europeana 
Food and Drink and that connecting a community of people to a product through 
understanding their motivations and needs both during the product development 
stage and afterwards will lead to higher traction of the product and to groups of 
people being more actively engaged with it.  

 

Engaging the public in this manner will help to reach the projectôs aim of promoting 
wider reuse of the digital cultural resources available through Europeana by the 
Creative Industries to boost creativity and business development across Europe. In 
an ideal situation, the way in which all involved would stand to gain as much as 
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possible is to include the intended audience for each product in the development of 
the product, through crowdsourcing, codesign or both.  

 

When crowdsourcing is used as an engagement strategy, the material from the 
crowdsourcing events is combined with the cultural heritage material from Europeana 
and shaped into a product that is attractive to the audience that has been reached 
out to during the product development process. This creates market share and 
interest, which encourages sales and attention and leads to more people sharing 
their memories and materials. 

 

To test this hypothesis comparatively early in the project, the WP5 lead and the book 
and ebook cluster created the London Local Pubs book and ebook product, setting 
up all partners that are needed to make this product development approach work and 
exploring the opportunities and barriers that are part of this process. The pilot is still 
running, with the book and ebook having been published at the end of October 2015 
and sales figures are being collected. We will have more evidence to disprove or 
confirm this hypothesis in D5.6.  

 

Meanwhile, the learning from this pilot will inform the other community engagement 
that the rest of the consortium undertakes and will encourage all partners to think 
about ways of reaching out to their intended audiences after their products launch, to 
develop a stronger sense of audience ownership. More detailed information about 
the London Local Pubs pilot can be found in the next section of this document.  
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3 Community engagement activities  

3.1 Introduction  

 

In the first year of the Food and Drink project, through the creation of the London 
Local Pubs book, WP5 has been testing the hypothesis that a combination of a 
cultural heritage collection, a local engaged community, a crowdsourcing platform 
and a creative or commercial partner can create a commercially successful product 
that people are interested in, that brings in revenue or other in-kind contribution for 
the commercial and public/third-sector partners involved and generates positive 
experiences for the community involved. 

 

From M15 onward, in the second half of the Food and Drink project, all members of 
the work package have been working closely together with each other and their 
commercial and community partners to further prove or disprove this hypothesis. The 
WP5 lead has been helping all WP5 partners adapt and adopt relevant and cost-
effective engagement methods and activities to engage communities with their 
collections and products. The work package has also put tools in place to measure 
the impact of the all-consortium community engagement on the participants involved 
in the events and on the partner organisation hosting the event.  

 

3.2 London Local Pubs pilot  

 

The work package has focused closely on all aspects of the book and ebook product 
development cycle to explore the partnerships and events for this particular product 
in more depth, in order to understand the processes and incentives that are needed 
to do community engagement through co-design and crowdsourcing. As it is still 
running, this pilot will be thoroughly analysed and learning will be extracted to inform 
D5.6.  

 

The diagram below (Figure 1), which can also be found in Deliverable 5.1, clarifies 
the roles and partnerships that have been set up to enable the community 
engagement events to happen around the book and ebook theme of London pubs 
and to allow the crowdsourced materials to flow into the book and ebook product.  

 

As an initial test of the community engagement hypothesis described above, the 
book and ebook cluster has established partnerships between a collections holder, a 
community of interest and two commercial partners, which have formed the basis for 
the community engagement events in the first year of the project. This partnership 
model has been studied in depth to better understand the processes and needs 
when seeking to use Europeana-derived materials to create a commercially 
interesting product and to engage audiences with it.  
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In this pilot, the collections holder is the National Brewery Heritage Trust (NBHT), 
who own a collection of roughly 3,500 images showing the exterior of 1,500 pubs 
across England, some demolished or converted but many still open. The images 
feature extensive metadata about location, when the pub was built, refurbishments, 
the landlords, rent charges and the amount of drink sold. One of the commercial 
partners, Heritage Assets, has digitised these images and has enabled them to be 
uploaded to the www.historypin.org crowdsourcing platform.  

 

Using these digitised images, Historypinôs Community Officer has organised a 
number of crowdsourcing events in pubs in the Greater London area, asking the 
landlords and other community leaders to invite members of the community with 
memories and materials about the pub as it used to be. The stories were recorded 
and passed on to a freelance writer, who shaped them into a description of each of 
the 52 pubs featured in the book.  

 

A second commercial partner, Halsgrove Publishing, was interested in publishing the 
book and ebook and has done so over the summer of 2015. In addition, a NBHT 
trustee who is well known in the pub and brewing world has been instrumental in 
setting up relationships and introducing important stakeholders to each other.  

 

Creating a functioning product development ecosystem like the one depicted does 
not happen naturally but requires large amounts of resource and time for partnership 
building. It is important to test this method out, to discover its drivers as well as what 
incentivises people to ensure that this investment of resource is worthwhile. 
Arranging an ecosystem like this for the first time is not resource efficient, but 
learning from it will be of great help to others who want to deepen connections 
between people and Europeana-derived heritage content through meaningful product 
design.  

 

 

http://www.historypin.org/
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Figure 1: This flowchart shows all the relationships and input that are needed to drive 
this particular cycle of book and ebook development.  

 

3.3 Preliminary conclusions from the London Local Pubs pilot 

 

Creating the partnerships necessary for this pilot to be able to run was resource 
intensive. However, the community engagement activities at the pubs were very 
successful as a way of crowdsourcing material related to the pub that could then be 
used in the book and ebook, as well as making the event participants aware of the 
product, the National Brewery Heritage Trust as the institution holding the collection 
and of the Europeana Food and Drink project.  

 

A short overview of these engagement events, their location, the number of 
attendees and the number of materials gathered (which refer to physical materials 
rather than stories) can be found below.  
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When Where # of 
attendees 

# of materials 
(photographs, 
documents) 
gathered 

18 February 
2015 

The Magpie and Stump 4 5 

25 February 
2015 

The Old Eagle 5 2 

23 March 2015 The Queenôs Head 2 0 

2 April 2015 The Hope 4 6 

10 April 2015 The Bell Inn  2 13 

13 April 2015 The Dukeôs Head 6 2 

14 April 2015 The Alma 7 1 

16 April 2015 The Pelton Arms 5 15 

17 April 2015 The Bedford Tavern  3 0 

22 April 2015 The Newman Arms 5 5 

5 May 2015  The Railway Tavern 5 1 

6 May 2015 The Antwerp Arms 12 1 

 

At the time of writing, all crowdsourcing events have taken place, so some learning 
can be shared to benefit consortium partners who wish to hold similar events. These 
preliminary conclusions have been shared with the Europeana Food and Drink 
consortium.  

 

The most important factor in inviting participants to crowdsourcing events is that it is 
done by someone in their network. If organising an event with a local group, the 
leader of the group would be the ideal person to invite the people they think would be 
interested in the event. This has a much higher chance of getting people attending 
and engaged as they are approached by someone they know and trust.  

 

The particular crowdsourcing for a commercial product method that was tested by 
Shift in their London Local Pubs pilot requires small groups of people coming 
together to share their knowledge and materials with the event organiser and with 



D5.5 ï Summative Community Engagement Impact Report  

12 
 

each other. For example, where the pub event attendee numbers exceeded 7 
participants, it became very difficult for the Community Officer to lead a meaningful 
conversation which included all participants. We would recommend people wanting to 
do crowdsourcing for a commercial product to keep the groups of people that 
contribute small.  

 

As an additional note, it is recommended to have two facilitators, even in small 
groups. If someone has a very interesting story but the other people in the group do 
not want to listen, one facilitator can take this person apart and record their story 
while the other facilitator remains with the group. In addition, it is crucial to take 
photographs and audio recordings of the events as this will help illustrate what the 
event looks like to other people who might be interested in participating, as well as 
help capture the stories that are being told. Participantsô permission will have to be 
sought before their photographs and recordings are taken. Offering refreshments is a 
simple but important part of making participants feel comfortable and valued.  

 

Printed historical material as a seed collection works really well to get the 
conversation started. Participants might think at first that the material doesnôt relate to 
them but it can help prompt them to start talking about the theme of the event, 
especially if they have not brought any materials themselves.  

 

The WP5 lead is still evaluating the full impact of the community engagement on the 
participants as well as on the product-market fit of the book and ebook and will be 
able to provide a full report with learning and recommendations in D5.6.  

 

3.4 All-consortium community engagement 

 

Over the summer of 2015, the work package has moved its main focus in WP5 from 
the pub pilot to Europe-wide engagement events, organised by all WP5 partners.  

 

Because the Food and Drink product design cycles coincided with each other, it was 
not possible to use the learning from the crowdsourcing or co-design method used in 
the book and ebook development cycle to inform the development of all Food and 
Drink products in a structured manner. However, all product clusters have taken the 
first step, which is audience identification, and are now able to run engagement 
events to reach out the their target audience to create a stronger sense of ownership 
of the product, the Food and Drink collection at the centre of the product and the 
institution that owns that collection. In addition, the products that are digital and 
managed by consortium partners are able to be updated with crowdsourced content.  

 

3.5 Resources for partners  

 

The work package lead prepared the work package for organising community 
engagement events by first asking all partners to fill out a survey about their previous 
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experience with community engagement and their needs and wants for WP5 (see 
attachment).  

 

This survey showed that some partners were better placed to do community 
engagement than others, based on their previous experience with it and their staff 
structures. The main challenge for all partners who were part of a product cluster was 
establishing relationships with their intended audiences, which might not be the same 
as their regular audiences. Partners also mentioned that they wanted to reach a 
wider or different audience than they would normally reach, but did not know how to 
do this.  

 

As a second step, consultation calls were held with all work package partners 
through June and July 2015. These calls were about the product or collection that the 
F&D partner was involved with, the audiences they had and could reach, their 
previous experience with community engagement and what their internal resources 
were. The work package also determined whether there was scope to use the 
Europeana Food and Drink crowdsourcing platform Historypin.org to support or 
document the engagement events.  

 

On the basis of these calls the partners shared their community engagement plans 
with the work package, written up according to the template provided (see 
attachment). An evaluation plan and evaluation sheet templates were also shared on 
the WP5 Basecamp in order to capture information about the level of engagement of 
the event participants with the product, collection or hosting institution (see 
attachment). 

 

3.6 Event classification 

 

As was to be expected, the events that the Europeana Food and Drink partners have 
proposed are not similar, as the hosting partners and the associated products differ 
tremendously. The engagement events can range from awareness-building events to 
fully fledged crowdsourcing events and anything in between. Therefore, we can 
classify them on a sliding scale from raising awareness about products, collections 
and the project on one hand all the way to contribution of additional materials that 
might be used to either update the product or enrich the collection the product is 
based upon on the other hand.  

 

The engagement scale is as follows:  

1. Awareness - the audience is aware of the product or collection, e.g. gets it 

presented to them at a talk   

2. Participation - the audience participates in the community engagement event 

and is actively engaged, e.g. at a workshop or a quiz 

3. Contribution - the audience contributes their own materials to the product or 

the project, either online or offline 
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Each Europeana Food and Drink engagement event will be classified according to 
the above scale. It can be expected that Awareness events attract a larger number of 
people than Participation or Contribution events, but that the engagement with the 
product or collection doesnôt go as deep at Awareness events as it does at 
Participation or Contribution events.  

 

3.7 Planned community engagement events  

 

It has been a central focus of Work Package 5 to enable all partners in the Work 
Package to develop engagement plans, focusing on audience identification and 
partnership building, to articulate the budgets they might need for their events, as 
well as to adapt the evaluation template to fit with their event.   

 

In the following section we break down the various plans that have been provided by 
Europeana Food and Drink consortium partners as requested by the WP lead before 
end of October 2015, with a short summary of the plan, the dates, the budgets, 
necessary partnerships and audiences are for each event. We will also place each 
event plan on the engagement scale between awareness and contribution as 
explained in the previous section. All detailed partner plans can be found in the 
appendix.  

 

 

Partner Product  Event description 
Date 

Budget  
Partners 

Event 
category 

PS 
No 
associated 
product  

A networking event 
between food and 
drink organisations 
and cultural institutions   

After 
Christmas 
2015 

ú 700 

- heritage 
institutions 

- commercial 
organisations  

Awareness 

CAG 
and 
KMKG 

Exhibition 

1. Crowdsourcing 
activities at Week van 
de Smaak 

2. Baking contest 

12 - 22 
November 
2015 

ú 600 

- heritage 
institution 

- local 
community  

- creatives 

Contribution 

CFM Elearning 
4 meetings for Home 
Economics teachers 

February 
2016 

ú 550 

- heritage 
institution 

- teachers 

Participation 

FEP 
Book / 
ebook 

Book presentation at 
Frankfurt Book Fair 

14-18 
October 
2015 

ú 725 

- creatives 
(book 
publishers) 

- commercial 
organisations 

Awareness 

HM Mobile App 

1. Food Glorious Food 
- farmers market 

2. Horniman Secret 
Late - F&D cabinet of 
curiosities (no budget 

1. 26 
September 
2015 

2. 12 
November 

£750 

- commercial 
organisation 
(vendors) 

- local 
community 

Participation 
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needed) 2015 (audience) 

ICCU 
No 
associated 
product  

1. Proof reading 
contest on Wikisource 

2. A seminar with food 
tasting 

1. 28 
November - 
8 December 
2015 

2. Not 
defined yet  

ú700 

- wikimedia 
community 

- creatives 
(wikisource) 

Contribution  

ONB eCookbook 

1. launch of 
eCookbook 

2. pilot cooking events 
with food bloggers 

3. cooking workshops 

1. November 
2015 

2. December 
2015 - 
January 
2016 

3. From 
February 
2016 

ú 630 

- local 
community 

- creatives 
(bloggers) 

Participation  

TOP 
Picture 
Library 

Exhibition in local 
Italian restaurant 

After 
Christmas 
2015 

£500 

- commercial 
organisation 
(restaurant) 

- local 
community 
(visitors to 
restaurant) 

Awareness 

UNIRO
MA1 

Elearning 
resources 

Quiz for children at 
Museo del Cioccolato 

11 October 
2015 

ú 400 

- heritage 
institution 

- local 
community 

Participation  

SHIFT 
Book 
/eBook 

Launch of book / 
ebook 

17 
November 
2015 

£950 

- commercial 
orgs 

- journalists 

- local 
community 
(pub landlords) 

Awareness 

MRAC 
No 
associated 
product  

1. Collecting oral 
heritage from African 
community 

2. Collecting written 
recipes in local African 
food shops 

3. Shortlist for people 
to vote on their 
favourite recipe 

4. Workshop where 
recipe will be made 

After 
Christmas 
2015 

ú825 

- local 
community 

- commercial 
organisations 
(African 
bar/restaurant
s and food 
shops) 

- cultural 
heritage 
institution (to 
give the 
cooking 
workshop) 

Contribution  

VUFC eCookbook 
Presentation of 
eCookbook at local 
library  

December 
2015 

ú500 

- heritage 
organisations  

- local 
communities  

Awareness 
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WCC 
No 
associated 
product  

1. recipes and 
eLearning materials for 
people with dementia 

2. Food festival 

1. On the last 
Wednesday 
of each 
month 

2. End of 
May 2016 
Bank Holiday 

£450 

- local 
community 

- heritage 
institutions 

- commercial 
organisations  

Participation  

MKVM 
No 
associated 
product  

Events related to the 
Oetker exhibition 

Between 1 
December 
2015 and 28 
February 
2016 

No 
budget 
request
ed 

- commercial 
organisation  

- local 
community  

Participation  

CAT 
No 
associated 
product  

Presentation of F&D 
project and products at 
three gastronomy fairs 
in Spain 

December 
2015 

No 
budget 
request
ed 

- local 
community  

- commercial 
organisations  Awareness  

LGMA 
eLearning 
resources  

Presentations of 
eLearning resources to 
student teachers at the 
colleges. 

After 
Christmas 
2015 

ú800 

- teachers Awareness 

ICIMSS 
No 
associated 
product  

Presentation about 
cookbooks, with 
private collection of 
books and tableware 
photographs 
exhibition, as well as 
an associated virtual 
exhibition  

7 December 
2015 

ú810 

- heritage 
institutions  

- local 
community  

Awareness 

ACROS
S 

Social 
game / Tea 
trail 

Presentations at 
traditional food 
festivals in Malta to 
engage people with 
social game and tea 
trail 

One festival 
in February 
2016, the 
other 
festivals in 
May 2016 

ú 800 

- local 
community  

- commercial 
organisations  

Awareness 

 

 

In total there are 3 Contribution events, 6 Participation events and 9 Awareness 
events planned. Any partners who have not planned engagement events will be 
asked to take ownership of the collections that will be uploaded onto the 
Historypin.org crowdsourcing platform through the technical demonstrator and to run 
a small online engagement campaign with these collections. As the social game has 
a crowdsourcing function built into it, approving the crowdsourced contributions to the 
game is also a task that falls under WP5.  

 

The engagement events were recently discussed at the All Partnerôs meeting that 
took place on 26ï27 November 2015. The consortium were asked to summarise their 
events and discuss them with all participants to encourage the flow of ideas from 
partner-to-partner, inspire further collaboration and stimulate open communication to 
share óbest tipsô and identify potential difficulties.  Feedback from the meeting was 
highly positive.  
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3.8 Technical demonstrator and WP5 

 

As an additional route to community engagement within WP5, the WP5 lead has 
proposed to combine the time that the technical partners have in WP5 with the time 
they have in Task 3.4 (Technical Demonstrator) to better align the technical strength 
of the consortium around the common goal of facilitating the development and 
enrichment of the Europeana Food and Drink Content Base.  

 

This will be done by focusing the work of the Technical Demonstrator product stream 
on the needs of the content providers in the project by creating a seamless workflow 
for the upload of content sets into the Historypin.org crowdsourcing platform using a 
combination of mapped data and machine tags. Then, that enriched data will be 
exported to Europeana. As part of this, IAPH, a content partner from Spain, has 
offered to translate the crowdsourcing platformôs interface into Spanish, making it 
more accessible to a wider European audience.  

 

The technical partners involved are NTUA, SEM, EEA, ONT, SHIFT and EF. The full 
Product Initiation Document for the Technical Demonstrator explaining the alignment 
of T5.2 with T3.4 can be found in the appendix. In D5.6 the WP5 lead will be able to 
give a full report on the development and success of this technical stream of work.  

 



D5.5 ï Summative Community Engagement Impact Report  

19 
 

4 Measuring impact 

 

In order to measure whether the consortium partners are successfully engaging 
audiences, WP5 has devised impact indicators based on the Europeana Food and 
Drink Description of Work. These impact indicators are adjusted versions from the 
ones presented in D5.4, which had been developed based on the London Local Pubs 
pilot. Below indicators are based on consultation with all partners in Work Package 5 
and take into account their resources and previous community engagement 
experience.  

 

WP5 partners are asked to evaluate their events using the template evaluation sheet 
so it is possible to measure whether the event was successful at engaging its 
participants, which attendee rates alone would not be able to show. The commercial 
impact of these events on the Europeana Food and Drink products can be 
determined from the work of WP3.  

 

The impact indicators below show a desired outcome, what indicator is used to judge 
whether that outcome has been reached and the way WP5 partners will gather the 
data for these indicators.  

 

4.1 Qualitative community impact  

 

Outcome  Indicator (s) Means of verification 

Participants will enjoy 
themselves at the 
engagement events 

Positive statements 
about enjoyment 
from participants  

Quotes and anecdotes from 
participant survey 

Participants will engage 
more with the hosting 
organisation  

Positive statements 
from participants 
about visiting again, 
telling friends about 
the organisation and 
volunteering at the 
organisation  

Quotes and anecdotes from 
participant survey 
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4.2 Quantitative community impact 

 

Outcome Indicator (s) Means of verification  

Community engagement 
events are well attended 

Total number of 
participants in all 
community engagement 
events is over 250 

Participant numbers from 
event hosting 
organisations  

People are engaged with 
the Historypin.org 
collections that are related 
to the engagement events  

Each collection that is 
related to an 
engagement event gets 
over 1000 views before 
the end of the project  

Historypin.org analytics  
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5 Results from the community engagement events  

 

At the time of writing, 5 partners have held community engagement events around 
their products and collections, so we can present some interim evidence that might 
support or disprove the hypothesis that a locally engaged community, a 
crowdsourcing platform, cultural heritage collections and a creative or commercial 
partner can create a commercially successful product that people are invested in, 
that generates revenue for the partners involved and creates a positive experience 
for the community involved.  

 

To summarise, the WP5 engagement events organised as part of Europeana Food 
and Drink so far have been successful in engaging the interest communities with the 
hosting organisations and have also successfully promoted the associated products. 
Each event is described in depth below.  

 

5.1.1 Food Glorious Food, 26 September 2015 - Horniman Museum 

 

Horniman Museumôs engagement event was held on 26 September 2015 in the 
Gardens of the Horniman Museum in London, UK, to engage visitors with the Tea 
Trail mobile app. The event was combined with the two-year anniversary of the 
Farmersô Market that happens in the Gardens each Saturday. HM staff asked visitors 
where their favourite places for afternoon tea were and Birchall Teas were on hand 
for tea tasting. There was also a themed teacup ride for children and a cooking 
demonstration. All of these activities were planned as extra activities around the 
normal Farmersô Market.  
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The event attracted 3466 
visitors, of which 2274 also 
visited the Horniman 
Museum (which is free to 
visit). The tea tasting and the 
teacup rides were very 
popular, and the theme of 
food and drink brought the 
entire event together nicely. 
It was more difficult to get 
visitors engaged specifically 
with the Tea Trail app and 
the map on which people 
could indicate their favourite 
places to have afternoon tea 
was difficult to understand 
for visitors.  

 

Of 58 people who filled out the evaluation form, 9 visited the tea trail stand and 30 
visited the tea tasting stand. These two stands were in the same location at the 
Farmersô Market. The tea tasting activity received mostly óvery satisfied with the 
qualityô marks, whereas the tea trail received mostly óneither satisfied nor unsatisfiedô. 
31 people out of 58 said that they enjoyed the event óvery muchô. 41 people would 
recommend the Horniman Museum to friends and family, and 11 would definitely visit 
the Tea Trail London website. Only 7 people would go and find out more about 
Europeana Food and Drink. One visitor commented that ñthe tea was not very 
interestingò while another commented that they were interested to learn ñabout the 
connection between the Horniman and tea.ò  

 

From the answers to the evaluation 
sheet that this sample of visitors 
gave, we can conclude that while 
people enjoyed themselves a lot, 
not many people were actively 
engaged with the Tea Trail or felt 
compelled to learn more about 
Europeana Food and Drink. In 
order to encourage more people to 
interact with the Tea Trail, iPads or 
similar tablets showcasing the 
website might have worked better 
than a physical map, as people 
would have been able to explore 
the trail directly. 
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The event was a good way for the Horniman Museum to explore commercial 
relationships and to show to commercial partners what the possibilities for working 
together are. In addition, the signage that was developed for the Food Glorious Food 
event is still used every Saturday for the Farmersô Market, and the cooking 
demonstration has also been continued. The next steps for the Horniman Museum 
are to cement the relationship with Birchall Teas.  

 

5.1.2 ChocoDay, 11 October 2015 - Uniroma1 

 

 

 

 

 

 

 

 

 

 

 

 

UNIROMA1ôs engagement event was held on 11 October 2015 at the Museo del 
Cioccolato in Norma, Italy. UNIROMA1 has developed eLearning resources about 
chocolate and how it is made, which were the basis for the ñWhat do you know about 
chocolate?ò quiz. This quiz was held as one of the many events during ChocoDay. In 
total, 20,000 people attended the ChocoDay event and around 100 children 
participated in the quiz. In addition, the Europeana Food and Drink project was 
presented to the Mayor of Norma and a member of the Lazio Regional Council.  

 

UNIROMA1ôs event is classified as a Participation event, as the children were 
actively participating in the Chocolate quiz and learning something about chocolate 
based on the eLearning resources.  

 

The engagement event was very successful in terms of numbers of participating 
children. Their parents were interested in the Food and Drink project and many 
children wanted to visit the Chocolate Museum as a result of the quiz. UNIROMA1 
has been invited to participate again in the 2016 edition of ChocoDay.   

 

It was difficult to ask parentsô permission to take photographs of their children; so 
many photos that have been taken cannot be shared publicly. In addition, it was hard 
to find enough parents to answer the evaluation form, as UNIROMA1ôs stand was in 
a shared and rather chaotic area of the event.  
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9 parents of children participating in the quiz filled out the evaluation form. 4 said they 
enjoyed the event and 5 said they enjoyed the event very much. For all respondents, 
the highlight of the event was the free chocolate being handed out. 3 respondents 
said they had not heard about Europeana or Europeana Food and Drink before but 
would like to learn more about it. 6 participants said that using food and games for 
educational purposes (like the ñWhat do you know about chocolate?ò quiz) is a good 
idea as it teaches their children something in an entertaining way.  

 

 

 

 

 

 

 

 

 

 

 

 

6 out of 9 respondents would tell a friend about the event and UNIROMA1 and 4 
participants would download the eLearning resources. The respondents also 
mentioned that the event was too crowded; that it would be good to have a dedicated 
space for children and that the event could be promoted more widely.  

 

From this very small sample of respondents, we can see that people enjoyed the 
event and that they would tell a friend about their experience. It is not possible to say 
with certainty that they learned something from the event. 4 out of 9 participants did 
indicate that they would download the eLearning resources, which shows that the 
event has been moderately successful in engaging the public with a Food and Drink 
product.  

 

This event could have been improved firstly by having more hats to give away to 
participating children. By defining specific entry and exit points to UNIROMA1ôs 
space, it would have been easier to ask parents to fill out the evaluation form. Most 
importantly, parents could have been asked to share their email address so the 
eLearning resources could be sent to them. As a last point, there could have been 
more people on hand to run the event so both children and parents could have been 
engaged.  

 

 

 








































































































































