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1. SUMMARY OF DISSEMINATION STRATEGY 

1.1. INTRODUCTION 

Dissemination is a critical component of the CyberAgent Project, as it ensures that our efforts to 

upskill SME employees, particularly women, are widely recognised and supported. This first 

section revisits and summarises our current dissemination strategy (as detailed in D6.1 

Dissemination and communication strategy), providing an overview of our target audiences, 

objectives, expected communication materials, and Women4Cyber responsibilities as the leader 

Work Package 6 – Dissemination and communication. 

Our dissemination efforts continue to target a diverse and comprehensive audience, including 

SME employees, women in cybersecurity, HEI teachers and entrepreneurship students, VET 

providers and trainees. 

1.2. RECOMMENDATIONS FROM YEAR 1  

Building on last year's recommendations, we have made measurable strides in expanding our 

digital presence. Initial steps were taken to strengthen our Instagram profile and increase 

visibility on YouTube with the release of a promotional video and workshop recordings. Efforts 

have been made to encourage partners to contribute more actively to dissemination, helping 

amplify our message. In line with these goals, we have also increased the frequency of our social 

media posts to better engage our target audiences and drive interaction. 

Key communication materials have been developed including a fact sheet and a brochure 

summarising project activities, two infographics, and one short promotional video. A longer 

version (up to 10 minutes) featuring subtitles in English and additional project languages is in 

preparation. These materials have been published on YouTube and the project website and have 

been integrated into broader campaign strategies on social media.  

1.3.  OVERVIEW OF YEAR 2 

Our dissemination objectives were designed to ensure that we carry out activities to support the 

project's goals effectively. These include increasing awareness of the project, sharing relevant 

results, engaging with audiences through online channels, promoting collaboration between 

partners and key stakeholders, maintaining a consistent project image, monitoring and 

evaluating our dissemination strategies, and involving local and national communities in project 

activities. 

Below is a summary overview of WP6 tasks completed from M12 to M24: 

https://online.anyflip.com/whhx/uvzb/mobile/index.html
https://online.anyflip.com/whhx/uvzb/mobile/index.html
https://www.youtube.com/@CyberAgentEU
https://www.canva.com/design/DAGUMqRrawY/za1TSiA1wkGY1uY5tmxMbw/view?utm_content=DAGUMqRrawY&utm_campaign=designshare&utm_medium=link2&utm_source=uniquelinks&utlId=h3fb8c79f80
https://www.cyberagents.eu/EN-CyberAgent%20Brochure.pdf
https://www.cyberagents.eu/resources
https://www.youtube.com/watch?v=74d1qwaGIUQ&t=2s
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Phase 3: Developing Training Material, Integration into Platform and Initial Testing 

The third phase focuses on preparing and starting to disseminate the curricula and training 

materials. This includes the development of training resources in English and partner languages, 

the development of the online platform, and the integration of the materials into the platform. 

Continuous stakeholder engagement remained a priority, with an emphasis on expanding the 

network through engaging workshops and gathering feedback, always involving all partners in 

dissemination efforts.  

1.4.  COMMUNICATION MATERIALS 

To support our dissemination efforts, we continued to provide both offline and online 

communication materials: 

• Project Website: currently serving as the primary online presence of the CyberAgent. 

Improvements have been made with more user-friendly features, to always ensure 

accessibility and engagement. 

• Roll-Up Template: All partners now use their own CyberAgent roll-up to promote the 

project during national and European events. The roll-up template is available to 

download and updated each time necessary to reflect the project's progress or a specific 

activity. 

• Social Medias: After successfully establishing a community on social media platforms, 
including Facebook, X, Instagram, YouTube and LinkedIn, these channels are now cru-
cial for reaching a wider audience and target groups such as HEI teachers, SME employ-
ees and VET providers, as we continue to post regularly (we aim for 1 publication per 
week ideally)..  

https://www.facebook.com/cyberagent.eu
https://x.com/CyberAgentEU
https://www.instagram.com/cyber.agent.eu/
https://www.youtube.com/@CyberAgentEU
https://www.linkedin.com/company/100112875/admin/feed/posts/
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2. RESULTS 

2.1. OBJECTIVES AND KEY PERFORMANCE INDICATORS 

To effectively measure the progress of the project, we have set clear objectives along with 

quantitative indicators, as previously outlined in deliverable D1.6. The table below presents these 

objectives and KPIs, along with our current results at month 24. These comparative results 

indicate how well we are meeting our targets.  

DISSEMINATION ACTIVITIES 

Result  Indicator  M12 M24 

Project website  https://www.cyberagents.eu/news  5 blog posts 14 blog posts 

Total number of visitors and new 

visitors 

1977 visitors 

628 of them in the 

last quarter 

3162 visitors  

1 335 this year 

Collaborative 

platform for 

skills 

development 

Number of engagements, 

satisfaction  

N/A N/A 

Visitors number  N/A 40 (prototype 

version) 

Partners 

website  

Project results are published on the 

partners' websites  

All partners  All partners 

Number of publications, if available, 

measure the number of users 

reached  

1.647 users reached 3.003 users reached 

LinkedIn  Number of posts on project account, 

partners accounts  

75 posts 105 posts 

Number of expressions, likes, shares 

of each post  

13.441 users 

reached 

39.215 users reached 

Facebook  Number of posts on project account, 

partners accounts  

45 140 

https://www.cyberagents.eu/news
https://www.linkedin.com/company/cyber-agent-eu/?viewAsMember=true
https://www.facebook.com/cyberagent.eu/?paipv=0&eav=AfYB9cJN9FOaMFQEtTXgEMbgQOShrW0UdfwKqyM-8djJmhCYHi_a-8S1_GCoggCjpSw&_rdr
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Number of expressions, likes, shares 

of each post  

1.962 18.069 

Instagram  Number of posts on project account, 

partners accounts  

18 57 

Number of expressions, likes, shares 

of each post  

532 3.055 

X  Number of posts on project account, 

partners accounts  

27 23 

Number of expressions, likes, shares 

of each post  

1.583 3.251 

YouTube  Number of posts on project account, 

partners accounts  

N/A 6 videos on project 

account 

Number of expressions, likes, shares 

of each post  

N/A 268 

Newsletters  Number of newsletters  2 6 

Number of emails sent / number of 

people reached  

2.032 users reached 3.647 users reached 

New subscribers, unsubscribing 

rate  

79 subscribers 118 subscribers; 

average 49% opening 

rate; 2 

unsubscriptions 

 

Press releases  Number of press releases  3 6 

Number of publications, shares  4.356 users reached 7.771 users reached 

Posters & other 

prints 

Number of print materials 

produced  

8 roll-ups, 1 printed 

per partner 

Flyer template was 

created for partners 

to distribute at 

events, available in all 

project languages 

https://www.instagram.com/cyber.agent.eu/
https://x.com/CyberAgentEU
https://www.youtube.com/@CyberAgentEU
file:///C:/Users/Camille%20Montmorency/Downloads/EN-CyberAgent%20Poster.pdf
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Infographics  Number of infographics  Work in progress, 

some visuals were 

shared via the 

project newsletter  

2 published 

infographics 1 & 2 + 

fact sheet on project 

website 

Number of people reached, number 

of engagements (shares, likes, clicks, 

etc.)  

32 users reached 

and 7 clicks via the 

newsletter 

78 users reached and 

9 clicks via the 

newsletter 

 

Promotional 

videos  

Number of videos  N/A 1 promotional video + 

5 workshop 

recordings 

Number of people reached, number 

of engagements (shares, likes, clicks, 

etc.)  

N/A 253 views, 7 likes 

Project results, 

deliverables  

Number of publications  6 9 

Number of people reached, number 

of engagements (shares, likes, clicks, 

etc.)  

N/A PDF Open 87, 

Download 23 

 

 

 

COMMUNICATION EVENTS 

Result  Indicator  M12 M24 

Events, 

seminars, 

workshops, 

roundtables 

etc  

Number of events  1 workshop 3 workshops 

Number of participants  77 580 

Number of participants  N/A N/A 

https://cyberagents.eu/EuropeanSMEinfographic.pdf
https://cyberagents.eu/FieldSurveyIinfographics.pdf
https://cyberagents.eu/EN-CyberAgent%20Factsheet.pdf
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Final 

Conference  

The satisfaction level of 

attendees.  

N/A N/A 

Post-conference surveys or 

feedback on the event  

N/A N/A 

Direct own 

contacts and 

contacts of 

associated 

partners  

Number of contacts  +200 stakeholders 

contacts via CyberAgent 

Local and Regional 

Network 

79 contacts via 

CyberAgent newsletter 

+200 stakeholders 

contacts via 

CyberAgent Local 

and Regional 

Network 

118 contacts via 

CyberAgent 

newsletter 

+900 people 

directly contacted 

via events or 

stakeholders 

meetings 

Number of events +25 events attended by 

partners  

 

+20 events 

attended by 

partners 

(see Annex 1 – 

Breakdown of 

communication 

activities) 

People working 

or studying in 

the partner 

organisation  

Number of people who 

learned about the project, 

number of people 

participating in the pilot 

training or other activities  

N/A N/A 

 

For a more detailed view of our progress, please refer to Annex 2 - KPI Dashboard. 
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2.1.1. RESULTS BY TARGET GROUPS 

Understanding the impact of our efforts on our target groups is crucial for the success of the 

project. The table below sorts our results according to the different target groups we aim to 

reach. This categorisation helps us to see the specific effects and achievements within each 

group. Our biggest audience this year again is composed of industry business partners, citizens 

and research communities.   

 

Table 1 – M24 Dissemination results by target groups 

  

 

3. ANALYSIS OF COMMUNICATION CHANNELS 

This section evaluates the impact and effectiveness of each communication strategy employed 

across social media, newsletters, the project website, press releases, and print materials. 

3.1.  SOCIAL MEDIA 

Social media platforms (Facebook, x, LinkedIn, YouTube, and Instagram) are playing a crucial role 

in the project to reach diverse crowds and foster engagement from our target audience. Each 

platform has been strategically leveraged to maximise outreach and interaction. We quantified 

and reported the dissemination efforts of each partner from M1 to M24, in the tab below.   
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Table 2  – M24 Social media results by partner 

LinkedIn has emerged as our best-performing platform for the second year in a row, with also a 

growing interest on partners’ Facebook accounts.  For instance, our post (see Annex 3 – Top 

performing LinkedIn post) for the announcement of Workshop 2 – Leading Women in 

Cybersecurity has reached 3,551 organic impressions, more than twice as many as our top-

performing post last year. 

This year, we continued to develop impactful communication campaigns to promote two work-

shops, using the same coordinated approach (see Dissemination Kit for Workshop 3). These 

efforts enabled us to significantly grow our audience and increase engagement across plat-

forms. For instance, the campaign for Workshop 3 reached 6,766 organic impressions, a 570% 

increase compared to previous posts. 

https://www.canva.com/design/DAGcvdyihVw/nd-6y35jtliLysFEUkoMfA/view?utm_content=DAGcvdyihVw&utm_campaign=designshare&utm_medium=link2&utm_source=uniquelinks&utlId=hbd4b8c9302
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This year, we shifted part of our focus toward developing our YouTube and Instagram presence, 

in line with our strategy to engage younger audiences and diversify our communication 

channels. We published our first promotional video and shared several recorded workshop 

sessions, marking the beginning of more consistent video content. On Instagram, we’ve grown 

from a previously inactive presence to 69 followers, reflecting early traction and increased 

engagement on the platform. This sets a solid foundation for future outreach targeting HEI/VET 

students and younger demographics as our collaborative platform and learning modules roll out. 

Currently, our combined followers across all platforms total 656, reflecting steady growth for 

the project (see Annex 4 – LinkedIn growth analytics.) 

3.2.  NEWSLETTER 

The project has issued four more newsletters to date, distributed in July 2024, October 2024, 

January 2025 and May 2025. These newsletters give our subscribers a quarterly comprehensive 

update on project progress, achievements, and upcoming events. Our subscriber base has 

grown steadily to reach 118 subscribers at M24, with a 56% open rate and less than 1% 

unsubscribing rate, demonstrating strong engagement among recipients. Partners have 

actively disseminated these newsletters through their networks and social media platforms. 

https://sh1.sendinblue.com/acc77zum4lpfe.html?t=1757326743
https://sh1.sendinblue.com/acgexbum4lpfe.html?t=1757326783
https://sh1.sendinblue.com/act21bum4lpfe.html?t=1757326855
https://sh1.sendinblue.com/ad5p5bum4lpfe.html?t=1757326896
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3.3.  WEBSITE 

The CyberAgent Project's website remains our main digital presence, offering multilingual 

accessibility (all pages are translated into partner languages) and a repository of project 

resources. Visitors can access deliverables, press articles, partner profiles, and project news, 

facilitating transparency and knowledge dissemination. 

Since the website is live, we have seen consistent traffic growth with 1977 visitors, including 628 

of them in the last quarter. Continuous improvements have been made, focusing on enhancing 

user experience, particularly in navigation, privacy policy compliance, and the design of the 

resources sections.  

All major dissemination events and updates are first announced on the website, ensuring that 

partners and followers can stay up to date with project milestones. Interactive features such as 

the news feed, media gallery, and event registration links make the platform an engaging space 

for visitors to connect with CyberAgent’s activities in real time. 

3.4.  PRESS RELEASES 

Throughout the project, we have issued three press releases, about Workshop 2, Workshop 3 

and the preparation of the online platform. These releases highlight significant project 

milestones and partnerships. Distributed across our website, social media channels, and blog 

posts, these press releases have bolstered our visibility and engagement with stakeholders.  

3.5.  EVENTS 

Our strategy this year continued to build on partner networks to maximise outreach and visibility 

of the project. EVM introduced the project at several local events, including a workshop with SMEs 

at AEMME’s 20th anniversary, and seminars with WISE Canarias’ executive board and the Tech-

nological and Scientific Park of Tenerife. Prios actively promoted the project in Norway through 

workshops and repeated stakeholder meetings with the Norwegian EDIH, ensuring consistent 

local engagement. Women4Cyber presented the project at the annual W4C Conference in The 

Hague Conference and showcased a strong presence at CyberSec Europe 2025. GMC contrib-

uted through events such a National Robotics Challenge, alongside outreach to schools. 

Vilnius University played a key role in dissemination, presenting the project at the Gronskas In-

ternational Scientific Conference, running multiple seminars (including “The New Digital Gold” 

for SMEs), and leading lectures and workshops on cybersecurity pedagogy. They also facilitated 

expert meetings with universities in Latvia and Finland, further strengthening academic partner-

ships. 

Through this mix of conferences, workshops, seminars, and stakeholder meetings, the consor-

tium maintained strong visibility across Europe, expanded collaboration with SMEs, educational 

https://www.cyberagents.eu/news
https://www.cyberagents.eu/Workshop2pressReleaseEN.pdf
https://www.cyberagents.eu/workshop3-pres-en.pdf
https://www.cyberagents.eu/Prototype-press-release%20-%20EN.pdf
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institutions, and policy actors, and ensured a consistent communication approach in line with 

project objectives. 

4. FUTURE STEPS 

4.1.  RECOMMENDATIONS FOR FINAL YEAR 

Looking ahead, the final year of the CyberAgent project should focus on consolidating results, 

amplifying impact, and ensuring long-term sustainability. We will be showcasing key 

achievements through engaging content formats, such as infographics, video testimonials, and 

short summaries of training outcomes. Strengthening the visibility of the training platform and 

increasing media outreach, particularly by sharing success stories and project milestones, will be 

essential. Continued collaboration with partners for consistent dissemination, along with 

strategic participation in EU-wide events, will further support recognition at the policy level. 

Finally, preparing legacy materials, such as a public repository of training resources and a good 

practice guide for SMEs, will ensure the project’s results remain accessible and relevant beyond 

its conclusion. 

4.2.  NEXT DELIVERABLES AND PROJECT PHASES 

The next stages of the CyberAgent Project will focus on training implementation, platform 

testing, and policy-oriented outputs. A key milestone will be the Online Collaborative Platform, 

which will serve both as a learning environment for pilot participants and as a dynamic 

dissemination channel to share updates, resources, and outcomes with the wider community. 

The piloting phase will be central to this effort, testing the developed modules and tools across 

partner countries to assess their effectiveness and adaptability in real educational and business 

contexts. To support this, an intensive outreach campaign will be launched in the final 

trimester of 2025 to recruit learners and engage new organisations. This initiative will not only 

expand the existing CyberAgent Network but also lay the foundation for a growing community 

of SME Cyber Agents – professionals and educators equipped to promote cybersecurity 

awareness and resilience within their institutions. 

These activities will be crucial in consolidating the work achieved so far and in preparing for the 

broader roll-out and long-term impact of the project. 

 This phase include: 

• Mentor/Teacher Training: Deliver training to mentors and educators who will lead the 

pilot programmes. 
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• Platform Pre-Pilot: Begin early testing of the platform with trained users to identify 

technical and content improvements. 

• Content & Communication Updates: Maintain regular updates on the project website, 

partner channels, and social media with news, interviews, success stories, and delivera-

bles. 

• Stakeholder Engagement: Organise targeted workshops and initiate dissemination ac-

tions to involve SMEs, educational institutions, and underrepresented groups (particu-

larly women) in the upcoming pilot trainings. 

• Event Participation: Represent the project at EU-level campaigns and events to in-

crease visibility. 

• Community Building: Strengthen relationships with other EU projects and initiatives 

aligned with CyberAgent’s goals, and maintain active communication with politicians, IT 

and cybersecurity leaders. 

• Dissemination Toolkit: Provide updated presentation materials to project partners to 

support outreach at external events and conferences. 

• Audience Feedback: Collect feedback via surveys and social media to adapt communi-

cation and training materials to the needs of target audiences. 

The final phase will include: 

• Pilot Roll-Out: Launch the full pilot training sessions with participants across the consor-

tium. 

• Platform Testing: Finalise testing of the platform based on user input and performance 

during pilots. 

• Good Practice Guide: Produce a practical Good Practice Guide targeted at SMEs, high-

lighting key lessons and successful approaches. 

• Policy Recommendations: Develop a set of policy recommendations to position Cyber-

Agent within the broader EU policy landscape on cybersecurity, gender equality, and 

digital education. 

• Impact Communication: Promote success stories and pilot outcomes to the public, 

stakeholders, and policymakers through diverse communication channels. 

• Sustainability Planning: Lay the groundwork for long-term use of project results be-

yond the project lifecycle. 
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5. CONCLUSION 

As the CyberAgent Project enters its final stages, dissemination continues to play a central role in 

ensuring that our work reaches, engages, and benefits the widest possible audience. Over the 

past two years, we have significantly expanded our visibility, strengthened our partner 

collaboration, and built a solid foundation across multiple communication channels. With the 

final phase ahead, our efforts will now focus on amplifying the impact of the project through 

targeted outreach, showcasing achievements, and securing the long-term relevance of our 

results. By maintaining consistency, leveraging the strengths of the consortium, and actively 

engaging key stakeholders, we are well-positioned to deliver a lasting and meaningful 

contribution to the European cybersecurity ecosystem.  
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Annex 1 – BREAKDOWN OF COMMUNICATION ACTIVITIES 



16 

 

 <DELIVERABLE NO> <NAME OF THE DELIVERABLE> 

Annex 2 – KPI Dashboard 
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Annex 3 – Top performing LinkedIn post 
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Annex 4 – LinkedIn growth analytics 
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