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1 Executive Summary 
This document is the SUPER-HEERO project Report on round-table consultation for advertising campaign 

(contract no. 894404) corresponding to D3.3 (M18) led by SIE. This document describes the round table 

held with the pilot supermarkets to decide on an advertising campaign to promote their involvement in 

the SUPER-HEERO project and raise awareness about energy efficiency among their customers. It 

describes the main issues discussed during the round table and highlights the main proposals and ideas 

raised from the participants during the activity. 

 

2 Introduction 
This document describes the round table that was held with the pilot supermarkets involved in the SUPER-

HEERO project to decide on the best format and content for an advertising campaign to promote their 

involvement in this initiative and to raise awareness about the importance of energy efficiency among the 

customers.  

First of all, it presents the different successful marketing campaigns introduced to them as examples. 

Then, it explores the responses they provided to the questions marked, to continue with a qualitative 

analysis of the ideas and conclusions brought up during each session. To conclude, a timeline with the 

expected work plan to implement the campaign puts closure to the report. 

2.1 Context of WP3 
The main objective of this WP is to connect with costumers and engage them: 

• To define strategies for awaken general public awareness about energy savings, environmental 

impact of the production of energy, among others, 

• To define (in Task 3.2) and implement (in Task 3.4) the loyalty and reward program (including 

web-platform and gamification strategies) for supermarket’s clients, which should be attractive 

and promote proactivity.  

• To setup advertising campaigns for client’s awareness about the Energy savings in supermarkets 

and define strategies to influence relevant costumer’s groups to achieve a wide dissemination. 

2.2. Objectives of Task 3.3 
The Deed of Agreement (DoA) contemplates that the kick-off for this task will happen through a round-

table session in M12 GA with Pilot sites to understand the most effective advertisement campaign. This 

was extended for two reasons: on the one hand, because it took a bit longer than expected to engage the 

pilot supermarkets in the project, mainly due to COVID-19 restrictions. On the other hand, by postponing 

the round tables to M18, we had the chance to do it in a hybrid mode (half online, half face to face) with 

the Italian pilot supermarkets, taking advantage of the General Assembly meeting for M18 that was held 

in Padua, Italy.  
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Successful campaign examples and best practices were brought to the table by the consortium partner 

SIE, which led the discussion. The outcomes of the round-table are included in this deliverable 3.3, 

together with the final definition. As a next step, the specific materialswill be prepared as part of the task. 

The monitoring group made by SIE and Sinloc will check the success of the campaigns.  

All the actions will be conducted respecting GDPR issues and aligned with project Data management plan 

produced in WP6. 

3 Pilot supermarkets involved 
The supermarkets involved were Covirán and DIA from Spain, and Despar-Aspiag Service and NaturaSì 

from the Italian side.  

Initially, a common round table for them all was planned, but there were two main deterrents that, in the 

end, made the consortium decide to hold two different round tables: 

- The language: even though representatives from all the supermarkets could understand some 

basic English, they didn’t feel comfortable enough to carry out the entire round table in this 

language. Since one of the key goals from the round table was to hear from them, we decided to 

carry them in the local languages: Spanisn and English. 

- The dates: it was rather complex to manage to find a common date for the supermarkets to join 

at the same time. Once we divided them by language, that was a bit easier.  

In the end, the consortium partners decided by consensus to hold two round tables: 

- The first one was held online on 14 October 2021 in Spanish language with Covirán and DIA in an 

online format. This round table was moderated by SIE, and it counted with the collaboration of all 

the Spanish partners Creara and Tándem, as well as with the support and presence of the project 

coordinator R2M Solution.  

- The second round table was held in a hybrid format on 3 November 2021 in Italian language with 

Despar – Aspiag Service (whose representatives attended presentially) and NaturaSì (whose 

representatives joined online). All the partners attended this round table, since it was held in the 

framework of a General Assembly meeting in Padua, Italy, providing them the chance to meet in 

person representatives from Despar – Aspiag Service. This session was moderated by the Comune 

di Padova, since it was in Italian language, with the support of SIE and the presence of all the 

partners.  

4 The Spanish round table 
As mentioned above, this round table was held online on 14 October, at 10:00 AM. It counted with 

representatives from the two Spanish pilot supermarkets: Covirán and DIA. It was moderated by SIE and 

it counted with the support and participation of Creara, Tándem and R2M Solution.  
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First of all, a set of successful campaigns were presented, to then follow up with a series of potential 

actions and best practices (full PPT used in Annex I). To collect the opinion of the invited participants and 

to encourage debate and interaction, they all were asked to respond live to a series of questions about 

their preferred options. The tool used for this was Mentimeter, which allows to display live the answers 

of the participants. The answers, of course, were anonymous, providing more freedom to the respondents 

to say what they really thought, without being appointed for their answers. As a last question, they were 

all asked to indicate which supermarkets they were representing, so that SIE was able to associate each 

answer with a specific supermarket when analysing the responses, in case they had different opinions or 

ideas.   

 

Image 1. Roundtable with Spanish supermarkets on 14.10.2021 

Successful campaigns presented 
The campaigns were selected after carrying out desk-research. They corresponded to Spanish advertising 

campaigns, so that the supermarkets could more easily relate with them. The campaigns were also 

selected based on the fact that they used different outlets and different ingredients, so that debate would 

be sparked. The campaigns were: 

- #SomosMadrid (#WeAreMadrid) Campaign by La Mallorquina 
La Mallorquina is a traditional patry and coffee shop in Madrid. This campaign was launched when the 

curfew of the COVID-19 was lifted and mobility restrictions easied, allowing people to return to coffee 

shops, bars and restaurants. It mainly consists of a video advertisement https://youtu.be/rDID3abdo8Y 

that was promoted on traditional media outlets and on social media.  

The interesting ingredients of this campaign is that it uses a very emotional narrative and a language that 

connects with the general public and makes it feel active part of it. The message “We are Madrid” is 

making a call to the people to return to their favorite shops and be part of the recovery after the crisis. 

Communicating with a genuine and transparent purpose is a great technique, and here they are not only 

clear, but they manage to make the audience feel an important part of the solution to a problem. 

https://youtu.be/rDID3abdo8Y
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Another factor for success in this campaign is that it boosts collaboration by joining forces with other 

shops and bringing together diverse people and stores looking towards the same goal. 

 

Image 2. Screenshot of #SomosMadrid campaign video 

 

- #TodoEmpiezaEnUnaLibrería (#EverythingStartsAtALibrary) Campaign by the 

Spanish Book Sector 
Coinciding with the reopening of stores in Spain after the mobility restrictions caused by the COVID-19 

pandemic, all the national booksellers, publishers and distributors came together to launch a campaign 

aimed at recovering visits to bookstores and cultural spaces. 

This was the first time that the main associations of the sector came together to carry out a joint action 

to reactivate their activity, harshly shaken by the covid-19 crisis. 

The campaign recognizes and highlights the importance of bookstores as a basic link in the book chain and 

a point of connection between authors, publishers and readers, which is why their reopening reactivates 

the entire sector. 

The campaign run on three social media channels : Twitter, Instagram and Facebook, for 8 weeks, from 1 

June 2020, reaching its peak on 23 July 2020, International Book Day. Both readers and authors were 

invited to share videos, images or comments in which they explain anything relevant in their lives that 
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begun in a bookstore, what makes, in their opinion, a visit to a bookstore unique, or to share singular 

experiences they lived in these establishments. 

Some key elements for the success of this campaign were: 

- A well-coordinated and organised campaign on social networks has a great potential to reach a 

broad audience on the one hand, and also a very specific one. In this case, for example, the 

campaign had some messages segmented by regions.  

- Digital communication strategies supported by influencers in social networks are very effective in 

mobilizing different audiences, since each one is reached through the trust they place in the 

people they are interested in. 

- In addition, digital campaigns make it possible to engage profiles that would otherwise be much 

more difficult, such as international writers or top-level political figures. 

 

Image 3. Screenshot of #TodoEmpiezaEnUnaLibrería campaign  

 

- #PostalesMalagueñas (#PostcardsFromMalaga) Campaign from Vueling 

Vueling, the airline company, launched a social media campaign based on gamification to resume and 

boost travels after the pandemic.  

In a particularly delicate context for the tourism sector such as the COVID19 pandemic, the main objective 

of Vueling's campaign was to value the security and guarantees offered by the sector and the company to 

continue visiting destinations to enjoy them with guarantees, doing activities outdoors or in large spaces. 

Specifically, the objective of this campaign, #PostalesMalagueñas, was to make the province of Malaga 

known as a tourist destination, highlighting its gastronomy, its towns, its hiking routes and its pleasant 

climate. 

Some key factors of the campaign are: 
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- In difficult contexts such as the current one, it is essential to continue generating conversation 

with the community and show closeness. 

- Gamification on social networks is very effective in awakening interest and transmitting messages. 

- Curiosity is a very useful element to generate interest in content. Playing with the curiosity of the 

users allowed an increase of the interaction rates and a participation above average. 

- The combination of variety in the format and homogeneity in the design gave this campaign an 

identity that the user identified easily. In addition, the simplicity on how to get involved increased 

the interaction rate and, ultimately, the success of the campaign.  

 

Image 4. Screenshot of #PostalesMalagueñas campaign  

 

Types of actions proposed 
A range of different types of actions were proposed as options for the supermarkets, where the pros and 

cons of each of them were analysed: 

- Seasonal / specific date campaigns. 

- Events in stores / educational workshops / series of short didactic videos.  

- Production of an emotional video. 

- Giveaways like tote bags. 

- Creation of partnerships: ToGoodToGo, SiRicaria ... 

- Printed materials: posters, brochures, etc. 

- Traditional media campaigns. 

- Social media campaigns. 

- 360º Campaign where many different outlets are included to reach the biggest possible impact. 

Ingredients of a successful campaign 
- Good storytelling. 
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- Simplicity. 

- Target “personas” (show people and use messages they can identify themselves with). 

- Appeal to the emotions. 

- Whenever possible, involve the audience. 

- Offer something tangible and valuable. 

- Be consistent (we are promoting energy efficiency and therefore we must be sustainable). 

- Maintain a consistent brand image. 

Outcomes 
The attendees answered five questions on Mentimeter that had a double goal: on the one hand to hear 

their opinion in a structured manner and, on the other hand, to spark debate and encourage participation. 

The full results can be seen in Annex II.  

As a general conclusion, the representatives from both, Covirán and DIA, agreed on a joint 360º campaign 

with a high-level, professional video as the core element. The video should appeal to emotions and reach 

out to the general public with positive messages such as how they can contribute to save our planet and 

to boost energy efficiency in a time when electricity is reaching record peaks in Europe. They would like 

the exact same campaign for both supermarkets to broaden its reach and impact.  

5 The Italian roundtable  
This roundtable was held in a hybrid format on 3 November 2021 in Italian language with Despar – Aspiag 

Service (whose representatives attended presentially) and NaturaSì (whose representatives joined 

online). All the partners attended this round table, since it was held in the framework of a General 

Assembly meeting in Padua, Italy, providing them the chance to meet in person representatives from 

Despar – Aspiag Service. This session was moderated by the Comune di Padova, since it was in Italian 

language, with the support of SIE and the presence of all the partners.  

 

Image 5. Roundtable with Italian supermarkets on 03.11.2021 
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Following an initial introduction by the leader of the SUPERHEERO project, Thomas Messervey of R2M, 

who illustrated the objectives of the project and the potential developments for the participating 

supermarkets, the Municipality of Padova intervened to briefly present the purpose of the meeting, and 

to agree on the communication and dissemination activities to be carried out during 2022 to give visibility 

to the actions implemented by NaturaSì and Aspiag Service srl.  

As part of the project, some communication actions are planned with the following aims: 

1. involve end consumers to orient their choices towards greater sustainability, both within the 

stores and in their own home, 

2. involve operators of large-scale distribution to make the stores more efficient and greener and 

to give visibility to the interventions carried out to encourage a potential replication by other 

subjects of the same category or by other sectors, 

3. involve the actors of the energy renovation supply chain, from technology suppliers to 

traditional or more innovative financial operators, to the world of professionals that design the 

interventions.  

 

Successful campaigns presented 
The campaigns presented were the same as to the Spanish round table, with all the content translated 

into Italian, so that they would all have the same information.  

Types of actions proposed 
During the meeting, some potential actions to be communicated were investigated.  

1. Emphasis was placed on the energy efficiency and RES production interventions already carried 

out or planned in the Paduan stores of the supermarkets involved in the project. As for the 

planned interventions, it would be interesting to give visibility to those carried out thanks to the 

energy audits developed by Rina Consulting in the pilot stores (all the NaturaSì points of sale 

located in the Municipality of Padova and the Interspar store in Pontevigodarzere street belonging 

to Aspiag Service srl). Supermarkets will disseminate the results obtained on their stores, pushing 

their customers to follow a similar process. 

 

2. A further element that will be managed together with the pilot supermarkets will be the 

distribution of awareness material for consumers/ customers. Consumer choices will be oriented 

towards sustainability: the use of bulk products or with recyclable wrappers, the use of local 

products and coming from sustainable agriculture, the reduction of food waste, etc.  

 

3. The Paduan stores of the pilot supermarkets will also act as sentinels on the territory, being 

present in a capillary way in the various city districts. Synergies will be activated with the 

Municipality of Padova on some projects related to sustainability, and particularly on the energy 
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renovation of residential buildings. In this sense, supermarkets will disclose information to citizens 

/ customers on the services provided by the Energy Saving Desk activated by the Municipality of 

Padova and will collect, with a bottom-up approach, the requests of the territory. This activity will 

also be linked to the activation of energy communities on the municipal territory. The stores can 

become the new hubs of these communities and citizens / customers will be able to join them 

directly. Supermarkets will launch a communication campaign to promote this initiative with the 

support of the Municipality of Padova.  

Ingredients of a successful campaign 
To communicate the actions in an effective way, a set of tools allowing to reach all potential customers of 

the stores and citizens in a broader sense, must be defined. The communication activities will not be 

focused exclusively on the points of sale but will have wider effects: to this end, actions aimed at the 

engagement and awareness-raising of customers of the pilot supermarkets and a wider audience are 

envisaged.  

Outcomes 
Here below the list of communication tools that was decided to be used in the Municipality of Padova:  

• Communication on websites and social channels. All supermarkets have already set-up a section 

dedicated to sustainability issues (https://www.despar.it/it/sostenibilita/, 

https://www.naturasi.it/bilancio-della-sostenibilita). These sections will include the activities 

carried out within the SUPER-HEERO project. Moreover, the Municipality of Padova will create a 

webpage on the municipal website to present the main outcomes of local initiatives. To increase 

the number of people / clients informed about the projects and the involved stores, a social 

media campaign will be designed and launched, exploiting the existing municipal & 

supermarkets social media channels and the newsletters. The social media channels will be used 

also to publicize the events co-organized by the Municipality with the pilot supermarkets. 

• Creation and distribution of information material at the points of sale involved in the project 

(flyers, posters, roll-ups, etc.). To increase the awareness of people, some dissemination 

material will be designed by an external communication expert (graphic designer), printed, and 

distributed in several moments. This material will help citizens in understanding the activities 

carried out by the involved supermarkets as well as in increasing their awareness in 

sustainability issues; therefore, flyers/leaflets and posters will be drafted with a special 

attention to communicate in clear, easy to understand and attractive way. Information panels 

and stickers will be installed outside and inside the pilot case stores, to provide information to 

customers on the energy efficiency and sustainability measures implemented by the 

supermarket and to give useful tips to consumers to save energy and being eco-friendly.  

• Creation of information points / events in stores (e.g., activities related to the Energy Saving 

Desk). The awareness raising events will be organized: directly in the pilot case supermarkets, in 

local events (fairs, municipal events, etc.) local open-air markets.  

• Deploying gadgets. During the information events that will be organized by the Municipality, 

some gadgets/promotional products will be distributed to reinforce the core benefits of the 

https://www.despar.it/it/sostenibilita/
https://www.naturasi.it/bilancio-della-sostenibilita
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measures proposed and features the name of the SUPER-HEERO initiative. The selection of the 

promotional product will be performed by the municipal staff, paying attention to the link of the 

product with what proposed by the project and with the intervention concretely performed in 

the stores. 

6 Next steps 
As next steps, SIE will prepare a proposal for the specific content decided, based on the budget, and define 

a more specific schedule.  

SIE will then create and validate specific content and materials. Once they are approved by all the parties, 

the campaign will be launched coordinately in all the media and channels possible. The impact will be 

monitored and measured, to see if there are any actions that could enhance its impact until the campaign 

is over. 

 

Image 7. Tentative campaign timeline 
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ANNEX I. SLIDES USED FOR THE SPANISH ROUND 

TABLE CAMPAIGN (IN SPANISH LANGUAGE) 
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ANNEX II. SLIDES USED FOR THE ITALIAN ROUND 

TABLE CAMPAIGN (IN ITALIAN LANGUAGE) 
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ANNEX III – FEEDBACK COLLECTED FROM THE 

SPANISH ROUND TABLE THROUGH MENTIMETER 

(IN SPANISH LANGUAGE) 
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