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EXECUTIVE SUMMARY 

This report takes stock of what DIGILOGIC has accomplished in terms of outreach and impact reaction activities. 
It consists of two major parts: an Outreach report (Section 2) and an Impact creation activities report (Section 3). 

Section 2, the Outreach report, is a reflective text which looks back at the communication activities and related 
impact achieved by Work Package 5 (WP5) from July 2022 (M19) to October 2023 (M34), based on the 
Dissemination and Communication Strategy laid out at the beginning of the project (D5.1). 

As such, it is a document that was written in hindsight and takes stock of the communication and dissemination 
achievements made by the project in the flowering (concluded) and harvesting (concluded) dissemination and 
communication phases.  

It reports the promotional activities developed to support the three main narratives of the project across a wide 
palette of stakeholders across the two continents:  

o Strengthening DIHs networks and collaboration 

o Fostering long-term EU-Africa DIHs collaboration and EU-Africa innovators' collaboration  

o Fostering the development of African smart logistics innovators 

The following highlights several notable accomplishments: successful execution of a Demo Day showcasing the 
12 smart logistics challenge winners, active participation in key events, the promotion of comprehensive 
eLearning resources, the unveiling of the first African Trend Radar, and ongoing promotion of DIGILOGIC Co-
Creation Impact Labs, eLearning programs. 

Up to M34 of the project, DIGILOGIC's Dissemination and Communication efforts have contributed to the 
following achievements: 

o The promotion of the 12 selected smart logistics innovators (11 from Africa, one from Europe) 

o The enrolment of over 1,726 members to the Online Community  

o Participation in 34 external events and liaison with 41 projects and initiatives granted not only wide 
dissemination of DIGILOGIC goals and activities across geographies and stakeholders but also the 
necessary foundation to ensure the results’ exploitation. 

o Press coverage on 36 different media outlets  

The goal of section 2 is to give a good overview of these achievements to the reader and the external community, 
along with the impact achieved in the second half of the project. 

Section 3, the Impact creation activities report, is an evaluative text that provides a comprehensive assessment 
of the project's objectives, activities, and outcomes, along with recommendations for future initiatives. It is 
based on quantitative and qualitative data as described in the M&E strategy (D5.2).  

As concerns objective 1 (“Strengthening European-African Collaboration”), the analysis shows that DIGILOGIC 
successfully created a dense network of stakeholders from both Europe and Africa, uniting academia, businesses, 
entrepreneurship support organizations, and startups. The project's innovative approach was to emphasize the 
importance of smart logistics in the African context, introducing new course concepts and material for 
innovators, startups, and youth. 

As concerns objective 2 (“Empowering Innovators and Entrepreneurs”), the report finds that DIGILOGIC 
enhanced tech transfer capabilities of the involved DIHs and other key stakeholders in many ways. Exchange 
didn’t only take place in dedicated formats such as the peer-learning activity and regular meetings with other 

http://www.digilogic.africa/
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members of the ICT-58 family. It was also fostered by the multi-stakeholder setup of activities in DIGILOGIC. With 
a view on innovators and ICT professionals, the Co-Creation IMPACT Labs were a cornerstone of DIGILOGIC, 
providing participants with not only skills and knowledge but also increased self-confidence in applying these 
newfound abilities.  

With objective 3 (“Empowering African Youth”), DIGILOGIC targeted African youth, particularly women and 
vulnerable groups, with a capacity-building program and a virtual job fair. Participants reported increased 
knowledge and skills, with notable improvements in self-confidence, motivation, and the desire to apply their 
newly acquired abilities. While anecdotal, there is evidence that the program contributed to improved 
employment opportunities. 

Objective 4 revolved around two sets of activities: the Mentoring programme and the Challenges programme. 
The mentoring program adapted its approach based on participant interest, providing individualized support to 
African startups. The "challenges" drew proposals from over 200 innovators, and aimed to improve the fitness 
of startups in their specific business environments. 

With the end of Horizon 2020 funding, DIGILOGIC is transitioning to post-project sustainability (objective 5). 
While the project as a budgeted entity is concluding, certain aspects are expected to continue. These include a 
focus on smart logistics in Africa, collaboration opportunities among consortium partners, expanded networks, 
and the continued use of the e-learning platform. 

In sum, DIGILOGIC made significant strides in strengthening collaboration between European and African DIHs, 
particularly in the field of smart logistics. It created a diverse network of stakeholders, introduced innovative 
course concepts, and provided invaluable support to startups and innovators. The project's legacy includes the 
advancement of smart logistics in Africa and expanded networks among consortium partners. 

These are the final recommendations: 

o Consortium partners should maintain communication channels to explore further cooperation in smart 
logistics. 

o Consortium partners are encouraged to ensure that course materials continue to benefit stakeholders 
in ongoing and new projects. 

o Consortium partners should expand the reach of the Community Platform to attract a broader audience. 

o Future providers of similar programmes should prioritize startup-specific mentoring for better fitness 
within specific business environments. 

o Donors who seek to contribute to digitalisation in Africa should support hubs offering customized 
consultation to startups and stakeholders. 
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1 INTRODUCTION 

In January 2021, five Digital Innovation Hubs and two support organisations, both in Africa and in the EU, set out 
to address smart solutions in the logistics sector and to build bridges between the two continents under the 
Horizon 2020 programme.  

This report takes stock of what the project has accomplished in terms of outreach and impact reaction 
activities.  

As per the Grant Agreement (page 28), this report holds the following content: 

o Final report of the dissemination and communication activities carried out in the second half of the 
project; 

o Report on the impact creation activities of the project, covering work done in each reporting period by 
T5.3; 

o Feedback was collected for the different areas, dimensions and types of stakeholders during the 
impact assessment; 

o Lessons learnt and recommendations. 

The report on the dissemination and communication activities carried out in the second half of the project 
(section 142) was contributed by consortium partner Apodissi. 

The report on the impact creation activities (section 3) was written by an Endeva team member who was not 

involved in the implementation of the project. An independent evaluator is more likely to approach the project 
with fewer preconceived notions or biases. This allows for a more objective assessment of the project's successes 
and failures. Endeva is the consortium member who is responsible for coordinating and, in part, implementing 
M&E-related activities. VTT contributed the section on Challenges and Mentoring.  

1.1 THE CHALLENGE: DIGITAL TRANSFORMATION IN THE 
AFRICAN LOGISTICS SECTOR 

The state of physical infrastructure remains relatively weak in Sub-Saharan Africa, where 420 million people still 
live more than 2km away from a usable road. Despite the improving status quo of mobile phone coverage, the 
state of digital infrastructure paints a different picture where nearly 300 million African people live more than 
50km away from fibre or cable broadband1.  

The logistics landscape is also characterised by the limited access to financing for smaller players who struggle 
to enter the space and introduce more contextualised innovation. Loans and working capital, especially for 
startups and small and medium-sized companies, are costly and difficult to access. The collateral and guarantee 
required to surpass what a small entity can cover. Accessing bank loans is nearly impossible for informal SMEs. 
Access to funding remains the most significant challenge for smart logistics startups. In 2019, only 40% of African 
smart logistics startups had raised either a seed or Series A round2. 

 

1 OECD/ACET (2020), Quality Infrastructure in 21st Century Africa https://www.oecd.org/dev/Africa-Quality-infrastructure-
21st-century.pdf  
2 Briter Bridges (2019), Digitising Logistics in Africa, Briter Bridges (2019) 
https://briterbridges.com/s/20092019_Digitising_Logistics_in_Africa_Report-rjgs.pdf   
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Additionally, logistics (movement of goods) is closely intertwined with mobility (movement of people) in Sub-
Saharan Africa. Therefore, concerns about safety and security prevail. Policymakers regulating the logistics and 
transport space face considerable pressure from the burden of blame if logistics operations have led to poor 
outcomes or accidents. This fact is illustrated by the recurrent bans on motorcycles in large cities, which are 
"intended to make commuting safer", according to The Economist,3 but put at risk many last-mile delivery 
services. In such a context, regulators and policymakers exhibit risk-averse behaviours that prevent 
implementing a conducive environment for introducing innovative solutions. Security issues in Africa affect 
logistics negatively. Lack of standardisation and adequate implementation leads to unsafe roads. Carrying cash 
or valuable freight is considered unsafe as vehicle hijacking and robbery incidents are common for truck drivers, 

particularly after dark. South Africa suffers from such criminal activities and is estimated to have annual damage 
of 10 billion Rand. Over the past ten years, the freight industry in South Africa has reported over 11,122 heists 
to the police4. 

From these various challenges, the reliability of delivery is impeded and, with it, trust among actors across the 
logistics value chain. This generalised lack of trust is reinforced by the sector's prevailing informal nature, 
preventing transparent oversight of operations. Furthermore, small actors have a limited track record and a 
limited capacity to conduct in-depth checks regarding partners' trustworthiness5. Additionally, no certificate or 
standards exist with regard to quality control.  

On the environmental side of logistics, although transport-related pollution remains small in Africa in comparison 
to other continents, the question of air pollution has become sizeable with the growing presence of imported 
vehicles. Between 2015 and 2018, 40 % of globally exported used light-duty vehicles were heading to Africa. The 
majority of these vehicles used in Africa do not meet minimum air pollution standards and are often unsafe to 
drive. A 2019 study from the Netherlands showed that "more than 80 % of the vehicles exported to Africa were 
below Euro 4 standard, and most of the vehicles did not have valid roadworthy certificates"6. 

1.2 OBJECTIVES AND STAKEHOLDERS 

The work of DIGILOGIC is organised along six different work packages, including tasks and deliverables. Figure 1 
shows how the work packages and respective tasks are intended to inform and build on each other. While not 
every task includes a deliverable, all deliverables are assigned to a specific task.  

 

 

 

 

 

 

 

3 The Economist (2020), A ban on motorcycle taxis is causing chaos in Lagos https://www.economist.com/middle-east-and-
africa/2020/03/12/a-ban-on-motorcycle-taxis-is-causing-chaos-in-lagos  
4 Business Insider South Africa (2020), 90% of all truck hijackings involve criminals who have inside knowledge 
https://www.businessinsider.co.za/truck-hijackings-violence-criminals-heists-2020-2  
5 GDC (2019), Last Mile Distribution: State of the Sector 
https://infohub.practicalaction.org/bitstream/handle/11283/622044/GDC_web%20PDF_updated.pdf?sequence=8  
6 UNEP (2020), Used vehicles and the environment : A Global Overview of Used Light Duty Vehicles 
https://wedocs.unep.org/bitstream/handle/20.500.11822/34175/UVE.pdf?sequence=1&isAllowed=y  
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FIGURE 1: DIGILOGICS WORK PACKAGES ARE IMPLEMENTED IN VARIOUS TASKS THAT ARE BUILDING ON EACH OTHER (ILLUSTRATION 
FROM D6.1) 

 

DIGILOGIC has also defined five objectives that are described in detail in the monitoring and evaluation 
framework (Deliverable D5.2). The framework (representing one part of KPI1, which was fully met) defines key 
tasks for each objective that are crucial to their realisation (see Table 1). Tasks from work package six are not 
assigned to an objective because they are related to project management and, therefore, support all the other 
work packages in reaching their respective goals. 

TABLE 1: THE TASKS OF DIGILOGIC ARE ASSIGNED TO THE FIVE OBJECTIVES 

Objective Contributing tasks 

Objective 1: To build bridges between islands of innovation 
between and within the EU and Africa: establish a Pan EU-Africa 
network of initially 5 DIHs focused on the topic of smart logistics 
and achieve seamless collaboration between the hubs and their 
pool of emerging technology innovators. 

● Task 1.1. Creating a common vision and bringing 
key stakeholders into the initiative 

● Task 1.2. Rapid system mapping and opportunity 
spotting 

● Task 1.3. Ecosystem engagement 

Objective 2: To strengthen the DIHs' technology transfer 
capabilities to advance African innovators and ICT professionals 
for better job opportunities. 

● Task 3.1.: Design, set up and manage the 
DIGILOGIC eLearning platform 

● Task 3.2.: Peer learning between EU-AU DIHs 
● Task 3.4.: Co-creation IMPACT labs 

Objective 3: To empower African youth, especially women and 
vulnerable groups, with entrepreneurial and digital literacy skills 
to significantly increase good quality employment 
opportunities, including self-employment. 

● Task 3.3.: Inclusive digital & entrepreneurship 
capacity-building programs for unemployed 
youth and vulnerable groups / Virtual Job Fair 
(VJF) 

Objective 4: To demonstrate the market relevance of the 
DIGILOGIC network of DIHs, engaging at least 200 EU-AU 
innovators in the call for Challenges, participating in 
collaborative projects, and value creation in different use cases 
suggested by stakeholders' needs. 

● Task 2.3.: Mentoring Programme on digital 
technologies for smart logistics  

● Task 4.1.: Definition of scope and objectives  

● Task 4.2.: Call for Challenges  

● Task 4.3.: Proposals Assessment 

● Task 4.4.: Bootcamp  

● Task 4.5.: Challenges Monitoring and Reporting 

http://www.digilogic.africa/
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Objective 5: To ensure post-project sustainability and growth of 
the DIGILOGIC ecosystem 

● Task 1.3. Ecosystem engagement 
● Task 5.4. Sustainability and Exploitation Plan 

The tasks and activities of DIGILOGIC address three different layers of stakeholder groups.  

1. As is shown in Figure 2, at the core, there is the DIGILOGIC consortium itself: Seven organisations based 
in Africa and the EU who are aiming to build a sustainable network to collaborate to foster DIHs’ 
collaboration between EU-Africa with a focus on smart logistics. The activities of the first year in 
DIGILOGIC have been focused on this inner core of DIGILOGIC for good reasons: The consortium 
assumes that firm relationships, especially between the five DIHs, are a necessary precondition for 
capacity development through exchange and transparency.  

2. However, DIGILOGIC has also broadened its perspective by analysing the smart logistics ecosystem and 

reaching out to key stakeholders.7 These organisations, companies, academia, etc., form the second 
layer of DIGILOGIC stakeholder groups that surround the consortium at its core. They are crucial 
multipliers for the knowledge that DIGILOGIC generates, and they are supposed to become essential 
nodes in the DIGILOGIC hub to spread information within their networks. Stakeholders in this layer are 
represented in the two DIGILOGIC boards (see subsection 3.1.2); to some extent, they are also intended 
to give input to some of the activities for stakeholders at the third level.  

3. At the third level, there are the target groups of DIGILOGIC's activities that have been implemented in 
the second half of the project. Unlike the stakeholders on the second level, who are seen as experts and 
who represent larger organisations, stakeholders on the third level are rather learners, and they tend 
to come as individuals or in the representation of small companies and startups.  

The three different layers of DIGILOGIC are not fixed. There may be cases in which a stakeholder represents a 
company but still approaches DIGILOGIC as a learner, i.e. being a participant in the Co-Creation IMPACT Labs. 
There may also be cases in which innovators from the third layer assume an expert role in the process.  

FIGURE 2: DIGILOGIC TARGET GROUPS IN THREE DIFFERENT LAYERS 

 

 

 

7 See DIGILOGICs „Ecosystem Map“ (deliverable D1.2, pp.12-15) for a comprehensive analysis of ecosystem stakeholders for 
smart logistics in Africa.  
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2 OUTREACH REPORT 

2.1 INTRODUCTION 

DIGILOGIC has successfully completed Phase 2, known as "Flowering", which began in M12 and ended in M25. 
Additionally, Phase 3, known as "Harvesting", which commenced in M25 and concludes in M36, is underway, 
close to conclusion. This report provides a detailed account of the work undertaken by WP5 during both phases. 
Each chapter includes a subchapter that briefly summarises the progress made regarding communication and 
ecosystem building. This encompasses activities and initiatives aimed at various stakeholders across Europe and 
Africa, including Digital Innovation Hubs, innovators, vulnerable groups, and other pertinent groups. 

FIGURE 3: DIGILOGIC DISSEMINATION AND COMMUNICATION PHASES 

 
 
The purpose of this section is twofold. Firstly, it aims to report on the Dissemination and Communication 
Activities, as well as the results achieved in the second half of the project. Secondly, it reports the activities 
deployed to promote the collaboration between EU-Africa Digital Innovation Hubs and the twelve selected Smart 
logistics Innovators, as well as the DIGILOGIC capacity-building activities, including the DIGILOGIC co-creation 
labs, DIGILOGIC community, DIGILOGIC eLearning materials.  
 
The overall objectives of the Dissemination and Communication activities (already presented in D5.1) remained 
valid in the second half of the project:  
 

o Establish and maintain a distinctive and recognisable identity across all promotional and marketing 
materials while ensuring the European Commission's funding recognition is always represented.  

o Ensure broad visibility and raise awareness about DIGILOGIC both in Europe and Africa, spreading 
knowledge about the project and its undertakings.  

o Reach, stimulate and engage a critical mass of relevant stakeholders to ensure that the DIGILOGIC 
smart logistics Mentoring, the inclusive Capacity Building Programme, and the Co-Creation Impact Labs 
are effectively and properly disseminated to innovators (with a focus on targeted African countries and 
in particular, women) for maximum participation and impact. 

o The results of DIGILOGIC and projects selected out of the Challenges are effectively showcased, leading 
to validation, improvement and possibly further adoption. 
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o Facilitate exploitation of the project’s assets (such as the DIGILOGIC Online Community) and promote 
the development of the established ecosystem.  

o Establish strong liaisons and ensure close collaboration with relevant initiatives in the research and 
innovation domains. 

 
Nevertheless, in the second half of the project, the DIGILOGIC dissemination and communication activities 
focused on: 
 

o The editing and promotion of the Trend Radar Podcasts 

o The promotion of the second Capacity Building Programme, the Virtual Job Fair, and the  Co-Creation 
Labs 

o The support and promotion of the selected smart logistics innovators  

o The contribution to the long-term sustainability of the community of Eu-Africa Digital Innovation Hubs 
built across the ICT-58 projects  

2.2 REPORT OF OUTREACH ACTIVITES (M19-M36) 

2.2.1 Online communication 

The communication of DIGILOGIC multi-layered and geographically spread activities has relied heavily on online 
communication tools. DIGILOGIC has successfully broadened its digital communication footprint to engage with 
a broader audience through its website, DIGILOGIC community, social media channels and newsletter.  

2.2.1.1 DIGILOGIC website  

Since its launch in January 2021, the website has continuously been updated to inform users of the latest news, 
events, and programs. Here are some of the notable revisions that have been made in the latter stage of the 
project: 

The board members' information has been updated with three new High-Level Advisory Board members: 

o Angelica Coll from the Technical University Berlin 

o Prof. Henry Kofi Mensah, Kwame Nkrumah University of Science and Technology 

o Prof. Ahmed Agyapong, Kwame Nkrumah University of Science and Technology 
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About Us / Advisory Board / High-Level Advisory Board  

FIGURE 4: DIGILOGIC HIGH-LEVEL ADVISORY BOARD PAGE 

 

 

Seventeen new videos have been uploaded on the DIGILOGIC website dedicated ‘Videos’ page. The recording of 
webinars, participation in events and information sessions added to the DIGILOGIC website allows audience 
engagement and an opportunity for the partners to share with their respective social media, offering a wider 
audience additional to what DIGILOGIC has gained. 

What’s New/Videos 

FIGURE 5: DIGILOGIC VIDEOS PAGE 

 

 

 
The DIGILOGIC Trend Radar has been added to the website on the same page dedicated to the DIGILOGIC Trend 
Radar Podcast Series. The page features excerpts from podcasts, which then link the user to DIGILOGIC's 
Community Platform. The goal is to drive the traffic that already exists on the DIGILOGIC website to register on 
the DIGILOGIC Community platform.  
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DIGILOGIC Trend Radar 

FIGURE 6: DIGILOGIC TREND RADAR PAGE 

            
     

Frequently updated with relevant information, events and introductions shared across DIGILOGIC partners, the 
‘What’s New’ page has 77 articles published so far. These articles come from all the partners, giving the audience 
a more global view of news and events that are not only happening on their doorstep but also abroad, connecting 
Africa globally. Every article, event, tech talk, webinar, and information session is supported across social media. 

30 of the 77 articles were published on the dedicated “What’s New” page between M19 and M34: 
 

• July 14, 2022 - DIGILOGIC successfully completed the first Capacity Building Programme 
• August 26, 2022 - Ghanaian Tech is Rising despite challenges. 
• September 26, 2022 - Digitising last-mile distribution in remote areas.  
• October 25, 2022 - DIGILOGIC announces the 12 winners of the Smart Logistics Challenges 
• November 10, 2022 - DIASPORA communities in Europe are an untapped resource for innovation in 

Africa. 
• December 21, 2022 - DIGILOGIC gathers the selected African Smart Logistics Innovators at the boot 

camp. 
• December 21, 2022 - DIGILOGIC Virtual Job Fair  
• December 21, 2022 - DIGILOGIC presented at the AU-EU Innovation Stakeholder Event and the ENRICH 

in Africa Congress 
• December 21, 2022 - DIGILOGIC at the Internet Governance Forum 2022  
• February 20, 2023 - SnooCODE innovation enables high-precision digital addressing of physical 

locations anywhere. 
• March 14, 2023 - DIGILOGIC Virtual Job Fair 
• March 28, 2023 - DIGILOGIC smart logistics innovator Radava connects African farmers to a global 

market. 
• March 29, 2023 - DIGILOGIC at the Workshop for Network Higher Education Platform for Global 

Sustainability  
• April 12, 2023 - CCLab#4 Recruitment open 
• April 18, 2023 - DIGILOGIC innovator Yaaka Investment Ltd addresses the lack of energy along the 

value chain.  
• May 1, 2023 - DIGILOGIC at the virtual AfriconEU Policy Roundtable event in Ghana 
• May 2, 2023 - Startup First Principles and Mwingi 
• May 10, 2023 - Farmisphere, focussing on improving fresh food logistics with its iSmart delivery cold 

box. 
• May 15, 2023 - Trusty, reducing information gaps between farmers and consumers. 
• May 23, 2023 - DIGILOGIC at the Policy workshop in Abuja  
• May 23, 2023 - Troto.Live Digitising Transportation Information 
• June 15, 2023 - Auto-Truck is bridging the gap towards the adoption of e-mobility in Africa. 
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• June 15, 2023 - Vinmak Farms provides end-to-end solutions along the Agricultural Value Chain 
• July 6, 2023 - DIGILOGIC Demo Day  
• July 11, 2023 - DeftPal, Providing transformative solutions for supply chain and logistics SMEs in Africa 
• July 11, 2023 - Instadriver, creating a driver-employer marketplace in Africa. 
• July 11, 2023 - Duniya Healthcare is addressing the challenge of pharmaceutical product distribution in 

Africa.  
• August 4, 2023 - Science Summit, United Nations General Assembly 
• October 1, 2023 - Digital for Development, experiences with working with civil society on digital topics 
• October 5, 2023 - DIGILOGIC presenting at the AfriconEU Bootcamp  

 
What’s New 

FIGURE 7: DIGILOGIC WHAT’S NEW PAGE 

              
                                        

 

2.2.1.2 DIGILOGIC website measuring results at M34 

As of now, the website has recorded 11,600 unique visitors across 19,625 website visits, who have viewed a total 
of 33,462 pages between M1 and M34. On average, each visitor spends 1 minute and 41 seconds on the website. 
This session duration is good, considering that a large portion of these users are viewing the website from their 
mobile devices. Out of these visitors, 6,772 unique visitors generated 13,024 page views with an average session 
duration of 1 minute and 25 seconds from M19 to M34. 

FIGURE 8: DIGILOGIC WEBSITE VISITORS 
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DIGILOGIC partners are based in Germany, Zambia, Italy, Ghana, Nigeria, and Finland. Zambia, Ghana, Germany, 
and Italy have all made it to the top 5 countries when looking at the geographical reach.  
After reviewing the user flow chart and website page views, it becomes clear that visitors are engaging in multiple 
interactions, which indicates that there is a growing audience seeking rich content related to Digital Innovation 
Hubs and innovation in Africa and Europe. 

FIGURE 9: DIGILOGIC WEBSITE USER FLOW 

 

FIGURE 10: DIGILOGIC WEBSITE PAGE VIEWS 
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2.2.1.3 DIGILOGIC social media 

Social media plays a critical role in disseminating information about the DIGILOGIC project. To ensure 
synchronisation, DIGILOGIC actively maintains a presence on all social media channels. The content shared is 
consistently relevant and up-to-date, and partners frequently repost and share it at various times, resulting in a 
dynamic and filtered flow of communication. DIGILOGIC closely monitors various analytics on each platform, 
including outreach, audience growth, and engagement, to gauge its effectiveness and adjust its approach 
accordingly. 

Facebook  

The number of DIGILOGIC followers on Facebook has experienced significant growth, increasing from 253 in June 
of 2022 to 501 in October of 2023. Facebook has proven to be a vital social media platform in promoting 
DIGILOGIC for African youth, particularly given its popularity among individuals between the ages of 18 and 35 
on the continent. It is also encouraging to see that 37.5% of the followers are women. It's worth noting that 
45.1% of the followers are from Zambia. 

FIGURE 11: DIGILOGIC FACEBOOK FOLLOWER DEMOGRAPHICS 

 

Twitter/X 

Twitter/X has proven to be an effective platform for disseminating information related to DIGILOGIC activities. 
The account has experienced a significant increase in followers, from 606 in June 2022 to 885 in October 2023. 
In early 2022, the DIGILOGIC Twitter account generated 3,500 organic impressions per month, but this number 
has since risen to 74,000 organic impressions in January 2023. The current average engagement rate is 9.1%. 

FIGURE 12: DIGILOGIC TWITTER/X ORGANIC IMPRESSION 
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LinkedIn  

The number of followers on DIGILOGIC's LinkedIn page has increased significantly from 400 in June 2022 to 1,339 
in October 2023. Currently, the average organic engagement rate is 12.285%. The followers' demographic data 
shows a diverse range of individuals from various sectors across Africa and Europe. Based on LinkedIn industries 
categorisation: IT Services and IT Consulting make up 7.6%, Non-profit Organisations make up 5.1%, Research 
Services make up 4.8%, Higher Education makes up 4.6%, Business Consulting and Services make up 4.2%, 
Transportation, Logistics, Supply chain and Storage make up 3.7%, Software development makes up 2.8%, 
International Trade and Development make up 2.8%, and Civic and Social Organisations make up 2.4%. 
 
We have found that DIGILOGIC has a significant LinkedIn follower base in several countries across Europe and 
Africa. These countries include Kenya, Zambia, South Africa, the United Kingdom, Belgium, Italy, Germany, 
Nigeria, Netherlands, Tanzania, Egypt, and France, indicating that the platform effectively reaches its target 
audience. 

2.2.1.3.1 Social Media Campaigns  

DIGILOGIC employs a methodical and all-encompassing strategy to promote its events and activities, employing 
a variety of communication channels that are readily available for review. Messaging is communicated across 
numerous platforms concurrently, resulting in optimal exposure and influence. As stated, social media is utilised 
to keep the community of followers informed. Please see below for examples of such communications. 

o Event Participation 
 

FIGURE 13: PROMOTION OF DIGILOGIC EVENTS PARTICIPATION 

   
 

o Events organised by DIGILOGIC 

FIGURE 14: PROMOTION OF DIGILOGIC EVENTS  

  
 

o DIGILOGIC newsletter 

FIGURE 15: PROMOTION OF DIGILOGIC NEWSLETTER 
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o Latest News Announcements 

FIGURE 16: PROMOTION OF DIGILOGIC NEWS 

 

o New Podcasts 

 

FIGURE 17: PROMOTION OF NEW PODCASTS 

 

  

 

2.2.1.4 DIGILOGIC newsletter 

DIGILOGIC's online newsletter has been available since April 2021, and we're proud to have released 11 
newsletter editions and two newsflashes since the beginning of the project. 5 Newsletters and 2 Newsflashes 
were released between M19 and M34. With a subscriber base of 204, we see a 44.1% open rate and an average 
of 6.2% click-through rate between M19 and M34 (based on Mailerlite analytics). Based on these contacts’ IP 

addresses when interacting with emails and signup forms, the three top locations are Zambia, Nigeria and Ghana. 

Our quarterly newsletter serves as a summary of the latest developments within the DIGILOGIC project. The 
following newsletters were sent out between M19 and M34.  

 
o October 2022 – DIGILOGIC Newsletter Edition 6 
o December 2022 – DIGILOGIC Newsletter Edition 7 
o February 2023 – DIGILOGIC Newsflash 
o March 2023 – DIGILOGIC Newsletter Edition 8 
o July 2023 - DIGILOGIC Newsletter Edition 9 
o August 2023 – DIGILOGIC Newsflash  
o September 2023 – DIGILOGIC Newsletter Edition 10  
 
Furthermore, 1 Newsflash is planned for November 2023 (to promote the DIGILOGIC innovators' online pitch), 
and 1 Newsletter Edition is planned for December 2023 (to present the wrap-up of the project). 
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FIGURE 18: EXAMPLE OF DIGILOGIC NEWSLETTER 

   

2.2.1.5 DIGILOGIC videos 

On the DIGILOGIC YouTube channel, you can find a collection of informative videos totalling 32 uploads. 
Seventeen of these uploads were done between M19 and M36. These videos are thoughtfully organised into 
playlists, including Explainer Videos, Participation in Events, Webinars, Program Information Sessions, Tech Talks, 
and the newest addition, Innovator Pitches. Impressively, these videos have garnered a total of 2,371 views. 
Among them, the most viewed video is "System thinking to transform critical mile logistics in Africa", with 340 
views, which was published during the first half of the project. It is important to note that nine of the uploaded 
videos were pitch recordings made during a workshop with the winning innovators from the DIGILOGIC smart 
logistics challenge. These videos were uploaded to support and promote the solutions presented. 

FIGURE 19: DIGILOGIC PLAYLIST ON YOUTUBE  

 

The list of videos posted in M19 – M36 are: 

o TechTalk Platforms and Market Places  

o DIGILOGIC Co-Creation Labs 

o Boosting Collaboration between European and African Digital Innovation Hubs 

o DIGILOGIC Challenges Information Webinar 
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o Big Data Analytics for Smart Logistics  

o DIGILOGIC in Dortmund 2022 

o DIGILOGIC Diaspora Webinar 2022 

o The role of Digital Innovation Hubs is to ensure digital inclusion for all, especially youth.  

o DIGILOGIC innovators pitch RADAVA 

o DIGILOGIC innovators pitch InstaDriver 

o DIGILOGIC innovators pitch Duniya Healthcare 

o DIGILOGIC innovators pitch Yaaka 

o DIGILOGIC innovators pitch DeftPal 

o DIGILOGIC innovators pitch VinMak 

o DIGILOGIC innovators pitch Mwingi  

o DIGILOGIC innovators pitch Auto Truck 

o DIGILOGIC innovators pitch Wadonge Group  

2.2.2 Promotional materials 

DIGILOGIC is proactively promoting its offerings through various channels, including printed bookmarks, flyers, 
and roll-up banners at events. All the printable promotional materials have been saved in PDF format to a 
dedicated page on the DIGILOGIC library named “promotional materials”. Promotional materials include: 

o Roll Up Banner 

o Media Banner/Back Drop 

o Flyers 

o Bookmarks  

Moreover, a comprehensive flyer was crafted for the DIGILOGIC Demo Day that highlights the selected smart 
logistics innovators and introduces them to prospective partners and investors. An updated backdrop (media 
banner) and roll-up banner were printed for the dedicated booth at the AU-EU innovation festival, which the 
Demo Day was co-located with. As a thoughtful gesture, stickers with each innovator’s logo have also been 
printed and distributed at the Demo Day, as well as pencils. A card was also printed and distributed promoting 
the Co-Creation Lab #5.  

FIGURE 20: DIGILOGIC DEMO DAY, INNOVATOR FLYER 
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FIGURE 21: DIGILOGIC INNOVATOR STICKERS 

 

 

FIGURE 22: DIGILOGIC CO-CREATION LAB #5 PROMOTIONAL CARD 
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2.2.3 Press office  

DIGILOGIC has issued a single press statement between the months of M19 and M34, with two additional 
statements slated for release in November and December, to be made public by M36. These statements will 
coincide with two upcoming events hosted by DIGILOGIC (the consortium meeting and study visit in Udine 
and the Innovators Online Pitch Event). DIGILOGIC partners have skilfully translated these statements into 
German and Italian and have shared them with their numerous local and regional media outlets. The primary 
objective of the press releases is to enhance the influence of the DIGILOGIC project undertakings, entice a 
diverse audience, and accentuate its accomplishments. 

The press release already made public covered the topic of DIGILOGIC's support for logistics innovators. The 
DIGILOGIC Udine event and the DIGILOGIC Final Online Event will serve as the focal point for the two 
remaining press releases that are currently planned. DIGILOGIC’s press release news has been featured in a 
total of 34 media outlets, including on our project partners' websites. 

FIGURE 23: DIGILOGIC PRESS RELEASE 

 

2.2.4 Organised and attended events  

To boost attendance and visibility, DIGILOGIC strategically scheduled its events in conjunction with prominent 
conferences and gatherings. DIGILOGIC has also taken part in numerous external events, where they highlighted 
their objectives and aspirations while encouraging young talents and innovators to participate in the project's 
programs. This outreach has allowed DIGILOGIC to extend its network and showcase its Capacity Building, Co-
Creation Impact Labs, and Challenges. Additionally, this network has played a crucial role in promoting select 
innovators, urging the adoption of their solutions, and ensuring the sustainable success of DIGILOGIC initiatives. 

 

 

 
 

PRESS 
Joint Press Release 

 

By Digital Hub Logistics, VTT,      

Friuli Innovazione, Endeva, MEST,  
Prototipi, and Bongo-Hive 

 
DIGILOGIC supports smart logistics innovators striving 
for efficient and sustainable supply chains in Africa. 

 
Economic growth in sub-Saharan Africa is driving demand for world-class transportation and 
logistics, critical to the success of businesses, particularly for African entrepreneurs and 
innovators seeking to ship products and expand their regional footprint. Sub-standard 
logistics create problems but also present innovators with additional business opportunities. 
Innovation in logistics can lead to increased financial performance, growth in market share, 
and the creation of new markets while reducing production costs.  

The growth industries of agribusiness, technology, and retail offer great opportunities for 
entrepreneurs. Challenges such as lack of infrastructure, climatic difficulties, and societal 
fragmentation exist in Africa. Since global logistics are often affected by extreme weather 
and social conflicts, analysing emerging logistics solutions in Africa could provide valuable 
insights into the future of European logistics. Increasing connectivity and emerging 
technologies are driving digital adoption in African logistics. Blockchain, Intelligent Transport 
Systems, and Internet of Things(IoT) integration provide unprecedented opportunities to 
optimise the supply chain. 

DIGILOGIC, a project funded by the European Commission under the Horizon 2020 program, 
aims to transform the African logistics sector digitally. In 2022, a call for proposals was 
launched, focusing on digital logistics in four phases: warehousing, transportation, point-of-
sale, and end-user experience. Innovators, start-ups, and SMEs from Africa and Europe were 
invited to submit proposals. After a selection process, 12 submissions were chosen, with 
African talents from Zambia, Kenya, Ghana and Nigeria. The selected teams address various 
challenges in digital logistics, from the local production of more efficient vehicles to the 
supply of information and energy throughout value networks encompassing urban areas 
and remote regions. The selected innovators have been mentored and supported by 
DIGILOGIC partners to develop and scale up their solutions. Adriano Mauro, Managing 
Director of Prototipi, emphasises the significance of digital technologies for logistics in 
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2.2.4.1 Organised Events  

DIGILOGIC DEMO DAY CO-LOCATED WITH THE AU-EU INNOVATION FESTIVAL 2023 

CAPE TOWN, SOUTH AFRICA - June 15 2023  
LEAD PARTNER PROTOTIPI 

To increase the visibility and publicity of the successful innovators, DIGILOGIC decided to co-locate the DIGILOGIC 
Demo Day with a major event. This move aimed to showcase the achievements of DIGILOGIC and foster 
engagement with new DIHs and industry players for future sustainability. As a result, DIGILOGIC invited the 
supported African smart logistics innovators to Cape Town to participate in the DIGILOGIC Demo Day. The event 
was co-located with the AU-EU Innovation Festival 2023, which the European Commission organised. Nine 
representatives from the pool of winning innovators attended the event and showcased their solutions to 
approximately 500 attendees. 

DIGILOGIC also offered a 4-hour workshop called "The Art of Pitching" to help entrepreneurs create powerful 
pitches for investment opportunities. The session focused on guiding and facilitating entrepreneurs in delivering 
their most effective pitches for their businesses and products. The workshop also included discussions around 
opportunities, challenges, how collaboration can support innovators and how DIGILOGIC already supported 
these innovators. At the end of the workshop, each innovator recorded their pitch. The raw footage was 
distributed to each innovator and reworked and published on YouTube as a series. 

FIGURE 24: DIGILOGIC ‘THE ART OF PITCHING WORKSHOP  

      

FIGURE 25: DIGILOGIC INNOVATORS AT THE DEMO DAY  
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DIGILOGIC POLICY RECOMMENDATIONS WORKSHOP  
CAPE TOWN, SOUTH AFRICA – JUNE 16 2023 

LEAD PARTNER PROTOTIPI 

DIGILOGIC organised a closed half-day roundtable workshop for EU-Africa Digital Innovation Hubs (DIHs) with 
representatives from ICT-58, including DIGILOGIC, AEDIB|NET, ENRICH in Africa, AfriconEU, and mAkE projects. 
The opportunity was used to jointly discuss key topics such as policy recommendations and sustainability 
solutions identified in projects. The outcome of the discussion was summarised, and it will contribute to the 
Policy Recommendations Paper, which all the Horizon 2020 ICT-58 projects are planning to submit to the 
European Commission in October 2023. In the meanwhile, the summarised report was published on the website 
Library's dedicated Presentations & Talks page. 

FIGURE 26: EU-AFRICA DIGITAL INNOVATION HUBS WORKSHOP 

       

Meanwhile, DIGILOGIC planning is well underway for events to be organised and held by M36.  

DIGILOGIC CONSORTIUM MEETING AND STUDY VISIT 
UDINE, ITALY – 23 to OCTOBER 25, 2023 
LEAD PARTNER FINN/APODISSI 

The DIGILOGIC partners, along with Vinmak innovator (from Ghana), will visit several industries (both from the 
logistics and the ICT sector) in the Friuli Venezia Giulia region. These visits will allow a) knowledge sharing around 
the most relevant technologies applied to the logistics sector, b) network opportunities between local industries 
and international research centre representatives, and c) an opportunity for the African innovator to pitch its 
solution while better understanding the operations and needs of major logistics industry players. 

DIGILOGIC PITCH DAY  

ONLINE - DECEMBER 12 2023 
LEAD PARTNER APODISSI 

The upcoming DIGILOGIC Online Pitch Day is an exciting half-day online event where the 12 selected DIGILOGIC 
innovators will have the opportunity to showcase their solutions to an audience of over 80 investors and venture 
capitalists. The event is currently in the organisation phase, with three jurors in the process of being selected. 
Two have already been confirmed, namely Dr Abir Leheta, CEO of Egytrans and Ms Abimbola Olufore, who is 
Head of UNIDO ITPO Nigeria. Additionally, we are actively seeking three corporate sponsors to provide a 
symbolic economic award to the top 3 innovators selected by the jurors. The award amount has been set at 
approximately 500 EURO, and we are confident that this recognition will greatly benefit the recipients. 
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2.2.4.2 Attended Events where DIGILOGIC was presenting, contributing 

o ENRICH in Africa (EiA) Congress 2023 

Nairobi - November 25 2023 
Lead Partner APODISSI 
 

o AU-EU Innovation Stakeholder Event 
Nairobi – 23 to November 24 2022  
Lead Partner Prototipi  
 

o Internet Governance Forum (IGF) 2022 

Addis Ababa - November 29 2022 
Lead Partner Prototipi and VTT 

 
o The Workshop for Network Higher Education Platform for Global Sustainability (HEIs) 

Espoo - March 31 2023 
Lead Partner VTT 

 
o AfriconEU Policy Roundtable Event 

Ghana - April 25, 2023 
Lead Partner MEST 

 
o Emerging Communities Africa, Policy Workshop  

Abaju - May 18, 2023 
Lead Partner Prototipi 
 

o Employment Readiness in Ghana 
Knust Students – June 2023 
Lead Partner MEST  

 
o MaKE - Policy online webinar “Shaping the future of makerspaces: A common policy agenda 

Discussion.”  
Online - Friday 25th August 2023  
Lead partner Apodissi 
 

o AfriconEU Bootcamp Nigeria  

Abuja - September 13 2023  
Lead Partner Apodissi 
 

o Science Summit, United Nations General Assembly 
Online - September 21 2023  
Lead Partner Apodissi 
 

o D4D: Experiences with working with civil society on digital topics from the Innovation Dialogues 
Europe Africa (IDEA) 
Online - September 26 2023 
Lead Partner Apodissi 
 

o AfriconEU European Enabling Policies for African Start-ups 

September 2023 
Lead Partner MEST 

 

o AfriconEU the role of digital Solutions in Attracting investment to African Start-ups 
September 2023 
Lead Partner MEST 

 

o AEDIB|NET Final Summit 
Kigali – 09 October 2023 
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https://digilogic.africa/digilogic-at-the-policy-workshop-in-abuja/
https://digilogic.africa/digilogic-presenting-at-the-africoneu-bootcamp/
https://digilogic.africa/science-summit-united-nations-general-assembly-unga-78/
https://digilogic.africa/digital-for-development-d4d/
https://digilogic.africa/digital-for-development-d4d/
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Lead Partner Digital Hub Logistics 

 

o Afrilabs Annual Gathering 2023  
Kigali – 11 to 13 October 2023 
Lead Partner Digital Hub Logistics 

2.3 PROMOTION OF DIGILOGIC COMMUNITY, CO-
CREATION IMPACT LABS AND INNOVATORS 

2.3.1 Promotion of DIGILOGIC community and elearning 

By promoting various DIGILOGIC activities, the community platform saw a significant increase in membership, 
reaching an impressive 1,726 members. Regular promotions were conducted for eLearning materials, podcasts, 
and co-creation impact labs to support the platform further. 

FIGURE 27: PROMOTION OF DIGILOGIC COMMUNITY UPDATES AND ACTIVITIES  

  

DIGILOGIC launched six online training modules that are highly relevant and up-to-date with current industry 
practices in smart logistics. With a strong focus on three key areas - Entrepreneurship, Digital Skills, and Key 
Enabling Technologies - the DIGILOGIC eLearning platform aims to equip professionals and innovators with the 
necessary skills and knowledge to succeed in the dynamic world of smart logistics. These modules are designed 
to support learners in acquiring expert skills, which they can apply in real-world scenarios. The promotional 
campaign included activities such as social media advertisements and newsletter announcements. 

FIGURE 28: PROMOTION OF DIGILOGIC ELEARNING 

 

2.3.2 Promotion of DIGILOGIC Co-Creation Impact Labs 

DIGILOGIC hosted six Co-creation Impact Laboratories to enhance the training opportunities for young African 
innovators. The focus of these labs was to encourage hands-on problem-solving and foster collaborations 
between European and African talents. DIGILOGIC utilised social media advertisements to promote the labs, sent 
news updates to its contacts and newsletter subscribers, and distributed printed cards promoting the fifth co-
creation lab at the AU-EU innovation festival. 

FIGURE 29: PROMOTION OF DIGILOGIC CO-CREATION IMPACT LABS  
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2.3.3 Promotion of DIGILOGIC Innovators 

The DIGILOGIC smart logistics solution challenge recipients have been granted exceptional support to promote 
their development, encourage collaboration and visibility, and attract potential investors. Specific tasks were 
undertaken to achieve these objectives: 

The DIGILOGIC Demo Day provided the innovators with the opportunity to showcase their innovative solutions 
through a dedicated booth we had set up at the event. The Demo day coincided with the AU-EU Festival held in 
South Africa. In addition, a pair of these innovators were carefully chosen and provided with the opportunity to 
present their solution’s pitch in person to those in attendance at the event. 

 

FIGURE 30: DIGILOGIC INNOVATOR, DUNIYA HEALTHCARE, PITCHING AT EVENT 

 
 

FIGURE 31: DIGILOGIC INNOVATOR RADAVA SHOWCASING THEIR SOLUTION 
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FIGURE 32: DIGILOGIC INNOVATOR, YAAKA, AT THE DIGILOGIC BOOTH 

 

Individual innovators were subject to one-on-one interviews, with the resulting content being compiled into a 
dedicated article. This article was then published in our website's news section and disseminated across various 
social media channels for maximum exposure. 

FIGURE 33 PROMOTION OF DEDICATED INNOVATOR ARTICLES 

  
 

The pitches of each of the innovators were recorded during a workshop, subsequently refined, and then 
uploaded to the DIGILOGIC YouTube channel. These videos were then disseminated across social media 
platforms for maximum exposure. 

FIGURE 34: PROMOTION OF INNOVATOR PITCH VIDEO ON SOCIAL MEDIA 
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2.4 DISSEMINATION AND COMMUNICATION RESULTS  

A set of key performance indicators (KPIs) were defined early on in the project to align the communication plan 
with the strategic goals and objectives. These indicators, categorised into qualitative and quantitative criteria, 
are listed below. 

PROTOTIPI (and since July 2023, APODISSI) closely monitored the Outreach and Impact Plan of DIGILOGIC, 
ensuring the accuracy of results and reporting them during the General Assemblies. Deliverables are presented 
in Table 3. Table 4 provides information on the KPIs, including their relevance to the tools and channels utilised 
and the estimated target value. 

2.4.1 WP5 Deliverables 

The present document constitutes the sixth of seven Deliverables detailing the efforts undertaken by the 
DIGILOGIC team in Work Package 5 to foster outreach, generate impact, and devise a strategy for exploitation 
and sustainability. 

TABLE 2: DIGILOGIC WP5 DELIVERABLES 

Deliverable no.  Deliverable  Lead Due date  Status 

D5.1  Outreach and impact 
creation strategy and 
plan  

PROTOTIPI  M04  Submitted 

D5.2 
Impact methodological 
framework 

ENDEVA 
M08 Submitted 

D5.3 
 First impact creation 
and assessment report 

ENDEVA 
M18 Submitted 

D5.4 
Exploitation and 
sustainability strategy 

FINN 
M18 Submitted 

D5.5 
First outreach impact 
creation activities 
report 

PROTOTIPI 
M18 Submitted 

D5.6 
Final outreach impact 
creation activities 
report 

ENDEVA 
M36 Current Document 

D5.7 
Final Exploitation and 
Sustainability Plan 

FINN 
M36 In Progress 

 

2.4.2 Dissemination and Communication KPIs M34 

At M34, all Key Performance Indicators (KPIs) had been successfully achieved and, in several instances, even 
exceeded. As evidenced by Table 2, the project saw the KPIs being met and surpassed.  

TABLE 3:  DIGILOGIC DISSEMINATION AND COMMUNICATION KPIS 

Measure Indicator Target M36 

 
 Means of 

Verification 
 

 
Achieved at M34 

Flyers Posters/roll-
ups 

 
N. of flyers 
N. of posters/roll-ups (by the 
end of the project) 

> 6 
> 4 

 
Distribution via 
participation in 
and organisation 
of dedicated 

 
50 Protective masks 
3 Roll-ups 
100 Bookmark 
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events. Electronic 
distribution via the 
project website 

200 Flyers 
1 Back Drop 
50 Innovator Sticker 
Sheets 
100 Innovator 
Brochures 
50 Co-Creation Lab 
Cards 
1 backdrop  
 

Project Website 
N. of unique visitors to the 
website (average per year) 

> 1,500 
Google Analytics 11,600 

Social Networks 
N. of followers on Twitter/X 
N. of followers on Facebook N. 
of followers on LinkedIn 

> 300  
> 500  
> 100 

Keeping 
DIGILOGIC profiles 
on such networks 
active via regular 
posting and 
monitoring 

 
Twitter/X 885  
Facebook 501  
LinkedIn 1,339 

Press 
Releases/publication 
in press (by the end 
of the project) 

N. of press releases issued to 
specialised and general logistic 
channels at key project 
milestones 

 > 6  

A press/logistic kit 
will be developed 
containing 
detailed press 
releases, videos, 
publishable 
images, and flyers. 

 
 
5 (+1 will be released 
for the innovators' pitch 
in Dec) 

e-Newsletter 
(published every 3 
months) 

N. of newsletters (by the end 
of the project) 

12 

Recording of 
subscribers to the 
electronic 
newsletter 

 
10 Newsletters 
2 Newsflashes 
(+1 Newsflash to 
promote the 
innovators’ pitch and + 
1 final newsletter in 
December) 

Videos 
N. of videos published on the 
DIGILOGIC website and 
average number of views 

4 videos per 
year 
200 views per 
video 

Introduction and 
informative videos 
and interviews to 
support 
awareness 
creation, 
stakeholders’ 
engagement and 
3rd party project 
promotion 

 
 
 
 32 Videos  
 2,440 views 

Participation in 
events and 
presentations 

Number of external events 
partners attended to promote 
the project, including scientific 
conferences and a number of 
demos and or presentations 

6 

Attendance proof, 
presented 
material, photos, 
animation of social 
logistic channels, 
events’ reports 

 
 
34  

DIGILOGIC 
“promotional” 
Webinars (4 by the 
project end) 

Average number of 
participants 

At least 30 
persons 

Attendance proof, 
video streaming, 
presented 
material, photos, 
animation of social 
logistic channels, 
events’ reports 

5 
Digitising logistics  
(165 views)  
Workshop at Afrilabs  
(50 in-person/live 
streaming + 29 views 
online) 
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Ports Congestion 
 (70 views) 
Agriculture (31 views) 
DIGILOGIC Diaspora 
Webinar (26 Views) 
EU-Africa DIHs 
collaboration (93 views) 
 
AfCFTA to transform 
the logistics industry in 
Africa – planned 
November 21 2023 

Bootcamp 

The 12 Challenges finalists’ 
teams (max 2 members per 
team), along with experts from 
technology, industry, finance 

50 persons 

Attendance proof, 
video streaming, 
presented 
material, photos, 
animation of social 
logistic channels, 
events’ reports 

Completed and 
reported by WP4 – 50 
participants 

Final event - Demo 
Day 

Average number of 
participants/attendees/visitors 

At least 200 
persons 

Attendance proof, 
video streaming, 
presented 
material, photos, 
animation of social 
logistic channels, 
events’ reports 

 
Demo Day June 15 
2022, AU-EU Innovation 
Festival Cape Town 
 
500 attendees 

2.5 LESSONS LEARNT AND RECOMMENDATIONS  

The Dissemination and Communication team has concluded the latter half of the project with great success, 
producing favourable outcomes and invaluable insights for future collaboration among Eu-Africa Digital 
Innovation Hubs in ventures in African Smart Logistics. The team exhibited an unwavering commitment and a 
commendable level of professionalism throughout the rigorous duration, which undoubtedly played a significant 
role in the satisfactory results achieved. 

o We exchanged valuable information, updates, and insights with our partners during our collaboration. 
The DIGILOGIC project was especially significant, as it was the first Horizon endeavour for many of our 
partners. This project was a significant opportunity for us to collaborate and work together. Such 
partnerships are vital in providing African innovators with the required opportunities while allowing us 
to reassess our engagement strategies and guarantee their effectiveness across diverse cultures. 

o The DIGILOGIC project has garnered interest from several stakeholders, such as innovators, Digital 
Innovation Hubs, private organisations, and donors. The ongoing partnerships have yielded favourable 
results, such as aiding in promoting DIGILOGIC initiatives and creating new avenues for collaboration 
among partners. 

o In the second half of the project, DIGILOGIC attended events, such as the Internet Governance Forum, 
the AfriconEU Policy Events in Nigeria, Ghana and Ethiopia, to boost its dialogue with policy makers. It 
also organised a policy roadmap workshop with the ICT-58 projects to outline concrete advice for EU 
and African policy makers to foster innovation collaboration.  

o The DIGILOGIC Smart Logistics Challenge has proven to be a highly effective method for fostering 
proactive engagement, as demonstrated by the significant increase in website traffic and the expansion 
of social media platforms. This tangible approach to engagement has yielded positive results, 
highlighting the importance of practical solutions in promoting active participation. 
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o In the latter stages of the DIGILOGIC project, attention was focused on elevating the beneficiaries, 
particularly by bolstering employment prospects for those involved in the Capacity Building program. 
The Virtual Job Fair initiative was instrumental in accomplishing this objective. Furthermore, the 
creators chosen through the Challenges were allowed to partake in pertinent gatherings to amplify their 
adoption and endurance. Communication tactics were thoughtfully devised to guarantee the triumph 
of these undertakings. 
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3 IMPACT CREATION ACTIVITIES REPORT 

3.1 METHODOLOGY 

The general approach of DIGILOGIC to monitoring and evaluation is described in detail in deliverable D5.2, the 
"Impact Methodological Framework", which was finalised in August 2021. The framework was revised slightly in 
the process of conducting the mid-term review and preparing this report to do justice to small changes in the 
project setup. This section explains how this evaluation was conducted; more general information can be found 
in D5.2. 

3.1.1 Methods and sources of data collection 

The impact creation activities report is based on primary and secondary data. Figure 35 summarises both the 
different methods of data collection (interviews, surveys and document analysis) and the sources.  

FIGURE 35: METHODS AND SOURCES OF DATA COLLECTION 

 

Firstly, guided interviews were conducted with the consortium and board members and with participants of 
DIGILOGIC activities. The guided interviews were implemented to generate and record individual reflections on 
the experience and results of DIGILOGIC. They touched upon the interview partners' respective tasks and work 
packages (WPs), but also DIGILOGIC as a whole. Interviews were based on an interview guideline that is 
presented in Annex 5.3. For each interview partner, the guideline was adapted slightly. The response rate of 
consortium members was excellent: Each consortium partner of DIGILOGIC willingly also took part in an interview 
(100%). Among board members, the response rate was lower: Out of 15 board members, 4 took part. This was 
to be expected due to the special roles and status of the board members and the stricter time constraints that 
come along with it. Finally, the evaluators interviewed 31 participants of the Capacity Building Programme and 
the Co-Creation IMPACT Labs.  

In addition to the guided interviews, various stakeholders were invited to take part in surveys. The social network 
survey is a tool to show how connections between the project’s core and key ecosystem stakeholders have 
evolved over time. It builds on a list that includes the seven consortium members, the board members’ 
organisations as well as other key stakeholders in the smart logistics field. All consortium partners took part in 
this survey. The evaluation also took surveys into consideration, which were conducted with participants of the 
Co-Creation IMPACT Labs and the Capacity Building Programme. 

Finally, in addition to the data that was collected exclusively for the report, the evaluator undertook a desk study 
of relevant documents (see Annex 4.2).  
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3.1.2 Data analysis 

Interview data were prepared for analysis by turning recordings into written text using two different techniques: 
Manual transcription by the evaluator and, to increase efficiency, automated transcription services8. The 
transcripts that were generated by AI were proofread once by the evaluator.  

Interpretative analysis was conducted using computer-assisted qualitative data analysis software MaxQDA 
(version 2022, including the AI assist option). Based on the M&E framework (D5.2), the evaluator created a 
deductive code system with the objectives being the main categories. This means that the objectives of 
DIGILOGIC served as a lens through which the evaluator looked at the qualitative data. The code system was then 
redacted in the course of analysis by adding inductive codes, as can be seen in Annex 4.4. This means that in 
addition to the pre-set topics, which are based on DIGILOGIC’s objectives, the evaluator also looked at topics 
that came up in the interviews even though no one had asked about them specifically. For example, in the 
interviews with participants of the Co-Creation IMPACT Labs, the interviewers asked about upskilling and 
networking because those two were the intended objectives of this particular activity. However, interview 
partners repeatedly spoke about how they had gained more self-confidence through the programme. 
Consequently, self-confidence was then added to the code system. 

This two-fold approach of deductive and inductive coding is best practice in qualitative analysis. It allows for 
alignment with the evaluation questions and the structure of this report while at the same time remaining flexible 
enough for relevant findings that emerge from the empirical data.  

Results of the social network survey were analysed using both Excel and an open-source network analysis 
software called "Social Network Visualizer".  

3.1.3 Methodological limitations  

This evaluation has three major limitations in terms of methodology. 

First, the explanatory power of the social network survey is limited as it only depicts the perceived connections 
between stakeholders. However, perceptions are always an individual interpretation of reality in themselves. 
What counts as “light connection” or “strong connection” may vary between individual survey participants. Also, 
the answers given by the survey participants may vary depending on how long they have been involved in 
DIGILOGIC activities. Staff members who have been involved for a longer time are more likely to identify more 
and stronger connections if compared to staff members who have spent less time on the project. However, 
asking for perceived connections is the best practice in network analysis because it is the most feasible method 
in applied research. Also, it is much less time-consuming for the survey participants than approaches that ask 
them to count email traffic or similar methods. 

Second, the report covers the current status of outcomes at this stage (just before phasing out of the project), 
but it is not able to observe and describe the long-term impact. In order to capture long-term outcomes and 
sustainability in a methodologically sound way, it would be better to conduct an evaluation several months or 
even years after the project has been phased out. 

Third, in some cases, the response rate of participants was not ideal. This is particularly true for participants of 
the survey on the virtual job fair (VJF). The low response rate, in this case, did not come as a surprise because, 
for some of them, interaction with DIGILOGIC was mainly limited to participation in the job fair, so they probably 
did not feel obliged to participate in the survey. However, the low response rate could be made up for by 

 

8 The evaluator used two tools: First, f4x (https://www.audiotranskription.de/f4x/), an automated transcription service that 
supports both German and English language and that complies with European data security laws.  
See https://www.audiotranskription.de/sicherheit/ for more details on how data security is secured by f4x. Second, otter.ai 
was used for interviews conducted in English. 
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including questions on the VJF in other interviews that we took with participants of the capacity-building 
programme who had also taken part in the VJF. 

3.2 FINDINGS 

This chapter includes findings on the evaluation questions, while conclusions and recommendations are to be 
found in the following chapter. The findings chapter is structured along the five objectives of DIGILOGIC. For each 
of the objectives, the sections include information on the activities and outcome level.  

3.2.1 Objective 1: Building an EU-African network 

Objective 1 lays a foundation for all the other objectives of DIGILOGIC: building a network between the 
consortium members and other stakeholders is a prerequisite not only for the implementation of all activities 
but also for tapping their full potential in terms of outcomes/impact and, ultimately, sustainability. Even though 
the three related tasks all fall in WP 1 (see Table 4), all joint activities and communication between members of 
the network in any of the other WP will contribute to “building bridges”, as is termed in objective 1.  

TABLE 4: PROJECT TASKS AND EVALUATION QUESTIONS FOR OBJECTIVE 1 

To build bridges between islands of innovation between and within the EU and Africa: establish a Pan EU-
Africa network of initially 5 DIHs focused on the topic of smart logistics and achieve seamless collaboration 
between the hubs and their pool of emerging technology innovators. 

Key project tasks 
involved 

• Task 1.1. Creating a common vision and bringing in key stakeholders into the initiative 

• Task 1.2. Rapid system mapping and opportunity spotting 

• Task 1.3. Ecosystem engagement 

Evaluation 
questions 

o What is the composition of the DIGILOGIC network?  
o How does the composition change over time? 
o Did DIGILOGIC contribute to transparency in the network?  
o Are there any professional and/or organisational changes within the key ecosystem 

stakeholders engaged? 
o Are there weaknesses in the network?  
o How does that change over time? 
o Are key stakeholders engaged that are decisive in reaching DIGILOGIC's vision?  
o Are there actors in the network that function as key coordinators?  
o Which ties between actors were established?  
o What is the depth of relationship and collaboration within the network?  
o What is the level of satisfaction of key ecosystem stakeholders engaged in the 

DIGILOGIC network?  
o What is the level of satisfaction of participants of DIGILOGIC's Ground, Learn, and 

Implementation programmes? 

The DIGILOGIC network is comprised of seven consortium partners who have developed close working 
relationships with each other for three years. Five of the consortium partners are DIHs, and two partners are 
supporting organisations.  

All interview partners from within the consortium agree that they learned to trust each other. Building trust 
was one of the main goals of consortium-focused activities that were implemented mainly in the first year (i.e. 
tasks 1.1, 1.2, 2.1). In their internal activities, consortium members created a safe space for them to get to know 
each other and to develop transparency in their inner circle. In activities that involved external stakeholders, 
such as stakeholder consultations, board meetings, etc., the consortium members cooperated in order to create 
value for the external stakeholders. No DIGILOGIC activity was implemented exclusively by one consortium 
partner. Instead, this is a good indicator of transparency in the core of the DIGILOGIC network.  

The only factor which hampered the consortium’s process of growing together as a team was the COVID 
pandemic and travel restrictions in the first half of DIGILOGIC. However, as soon as travelling was an option, all 
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DIGILOGIC partners took the opportunity to meet in person. Most partners agree that meeting in person on 
several occasions and visiting each other’s hubs significantly contributed to a good working relationship. One 
interview partner reports that through meeting in person, the creative and innovative potential of the group was 
increased. In their own words: “So it does make a difference to meet physically and (…) to simply use these 
minutes in between to get a bit creative (…). Because this virtual communication makes everything totally 
efficient. You just set an appointment when you have something to discuss; then you know what you want to 
achieve in this appointment. And you manage to do that somehow. So it works quite well, but these creative 
spaces are, of course, challenging to cover via the virtual.” 

For almost three years, the composition of the network in its core has not changed. There have been 
professional changes within the consortium partners, but neither of these shifts has significantly impacted the 
overall quality of the project. 

In order to visualize the growing DIGILOGIC network, the evaluators conducted a social network survey. In the 
survey, representatives of the consortium partners were presented with a list of 67 stakeholders, including the 
consortium partners. They were then asked to estimate how close their relationship with each of these 
stakeholders was prior to DIGILOGIC and how close the relationship, in their perception, is now.  The results of 
this survey are visualized in Figure 36. 

 

 

  

 

 

 

 

 

  

READING CUES:  

• The nodes in visualisation represent the key ecosystem stakeholders of DIGILOGIC (see Annex 0 
for a detailed list). The blue nodes in the outer circle represent stakeholders from the multiplier 
ecosystem (academia, companies, entrepreneurship-supporting organisations, etc.) as well as 
individual learners (startups, innovators). They are not labelled in this visualization to improve 
readability. The green nodes in the centre represent the consortium partners.  

• Arrows indicate connections between stakeholders as the network survey participants perceive 
them. The more connections a stakeholder has claimed to have within the project, the closer 
they are placed to the centre of the network.  

Please make sure to avoid two misperceptions. First, the visualisation represents the perceived centrality 
of the consortium partners in relation to the other stakeholders in the network and not the proximity 
between the consortium partners in DIGILOGIC. Distance between the consortium partners can only be 
read as a result of their centrality, for example: “DHM has a higher degree of centrality in the network if 
compared to Fraunhofer”. It does not mean that the consortium partners are, in fact, not closely related to 
each other, like in the case of DHM and Fraunhofer, who have been facilitating the Digital Hub Logistics 
together for more than ten years and implemented more than 20 projects together. Second, the 
visualisation is based on individual estimations (see 3.1.3). That means that there can be bias resulting from 
the individual representatives taking part in the survey being more or less confident in their estimations.   
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FIGURE 36: EVOLUTION OF THE DIGILOGIC NETWORK. CONNECTIONS PRIOR TO DIGILOGIC AND AT M32 (FIGURE BASED ON A NETWORK 
SURVEY CONDUCTED IN 09/2023) 

 

As was mentioned before, in the very beginning, activities focused on the inner circle, and the network was 
beginning to evolve. The state of this core network, as perceived by the consortium members in retrospect, is 
visualised on the left side of Figure 36. The network visualisation shows that individual connections between 
consortium members existed prior to DIGILOGIC. However, the ties were not that strong yet. 

Through various activities during the first 1.5 years of DIGILOGIC, such as setting up two advisory boards, writing 
the Trend Radar and conducting the ecosystem mapping, consortium partners identified key stakeholders and 
involved them in the activities. A few of the connections to these key stakeholders already existed before 
DIGILOGIC, but a majority came into being due to the project and the activities described. 

During the second half of DIGILOGIC, stakeholder engagement was intensified. Key ecosystem stakeholders 
were involved not only through the two boards but also in the Co-Creation IMPACT Labs, the virtual job fair and 
the challenges programme. The right side of Figure 36 shows the current state of the network as it is perceived 
by the consortium partners (September 2023). Throughout the interviews with both consortium partners and 
board members, there was broad agreement that the network as it is now includes the most relevant 
stakeholders in smart logistics, plus those stakeholders who see smart logistics as a critical aspect of their 
endeavours.  

Overall, the figure is a good representation of how the DIGILOGIC consortium partners have succeeded in 
creating a dense network – especially if compared to what it looked like prior to the project. All those 
stakeholders in the outer circle who entered the project with a single or a few connections at most now are 
connected to multiple consortium partners. The same is true for stakeholders who were utterly unconnected 
prior to DIGILOGIC: They are now part of a network, and all have access to multiple stakeholders in its centre. 

Even though connections between the stakeholders in the outer circles cannot be visualised based on our survey 
data, there is lots of anecdotal evidence that the network is not as heavy in the centre as it seems. Put differently, 
it can be assumed that through DIGILOGIC, lots of connections have been formed between other stakeholders 
who are working on smart logistics. For example, several innovators and startups reported that they connected 
with facilitators or jury members after taking part in the Co-Creation IMPACT Labs (see section 3.2.2 for more 
details).  
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The composition of the network is balanced, all stakeholder in the network contribute complementarily to 
reaching DIGILOGIC’s vision - the network’s strength results from its variegated composition. The European 
DIHs VTT, DHM/Fraunhofer and FINN brought technical expertise in the field of smart logistics and its socio-
technical enablers. The African DIHs MEST and BongoHive contributed access to the actual logistics challenges 
on the ground, like those that were used for case studies in the Co-Creation IMPACT Labs. They also contributed 
access to those who can work on those challenges, i.e. the participants of DIGILOGIC’s various activities: startups, 
innovators and entrepreneurs. Prototipi/Apodissi and Endeva, who did not bring along a specialisation in smart 
logistics, served as supporting organisations.  

The importance that the stakeholders in the DIGILOGIC network put on smart logistics varies. In the words of 
one interview partner, smart logistics is “a piece of the puzzle” for many stakeholders who are dealing with last-
mile delivery in various fields such as agriculture, health or trade. That is why it is relevant to a large group of 
stakeholders. However, it can be assumed that DIGILOGIC has contributed to raising awareness for smart logistics 
in more general terms (see section 3.2.5 for more details). 

The depth of connections within the network varies between groups of stakeholders. Most of the connections 
between consortium partners are reported to be “very strong”, with only a few being reported as “strong”. This 
does not come as a surprise because the working relationships were very tight throughout implementation – 
especially when COVID-related travel restrictions were lifted, and consortium partners got to meet each other in 
person. Naturally, the connections between consortium partners were slightly stronger than the connections 
between consortium partners and other stakeholders in the ecosystem. However, there is a significant number 
of reportedly strong connections for the several mentoring/challenges relationships. For example, whenever a 
stakeholder received tailor-made support through one of the DIGILOGIC consortium partners, there was a strong 
connection. 

The consortium partners all express a high level of satisfaction with the implementation of DIGILOGIC – both in 
the network survey (see Figure 36) and in the individual interviews. Satisfaction has even increased since mid-
2022. In the individual interviews, all consortium partners reported that their organisations had learned a lot in 
the process on the topic of smart logistics and the ecosystem and specific challenges in Africa. Interview partners 
also stressed that they were pleased with the composition of the consortium. One person said they felt it was 
“like a miracle” that all seven consortium partners remained equally active throughout the project. Even though 
partners had different approaches and different opinions at times, they always agreed. One interview partner 
attributed the positive atmosphere within DIGILOGIC to the project coordinator at DHM.  

FIGURE 37: RESPONSES IN THE NETWORK SURVEY TO THE QUESTION "OVERALL, HOW SATISFIED OR DISSATISFIED ARE YOU WITH 
PARTICIPATING IN DIGILOGIC ACTIVITIES SO FAR?" 

 

3.2.2 Objective 2: Strengthening DIH technology transfer capabilities and advancing African innovators 

Objective 2, essentially, describes two different intended results: First, strengthening technology transfer 
capabilities of the hubs that are part of the consortium, and second, advancing African innovators and ICT 
professionals for better job opportunities.  
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The first intended result, increased tech transfer capacities of both EU and African hubs, is closely connected to 
objective 1 since the connection of the DIHs with each other is an essential precondition for the intended capacity 
development.  

The second goal, advancing African innovators, is an intended change at the level of one of DIGILOGIC's target 
groups. The increased tech transfer capabilities of the DIGILOGIC DIH can contribute to this.  

The respective evaluation questions for objective 2, therefore, refer to outcomes at the two different levels of 
DIH and innovators (see Table 5). The text of this section is structured accordingly by discussing both levels 
separately. 

TABLE 5: PROJECT TASKS AND EVALUATION QUESTIONS FOR OBJECTIVE 2 

To strengthen the DIH technology transfer capabilities to advance African innovators and ICT professionals for 
better job opportunities. 

Key project tasks 
involved 

• Task 3.1.: Design, set up and manage the DIGILOGIC eLearning platform 

• Task 3.2.: Peer learning between EU-AU DIHs 

• Task 3.4.: Co-Creation IMPACT Labs 

Evaluation 
questions 

o To what extent were DIGILOGIC activities able to foster a valuable exchange of 
experience among European and African DIHs? 

o Are there any perceived synergies resulting from this Pan African-EU DIH 
collaboration?  

o What worked well and why? Which challenges were encountered? (this question is 
grey here because it is answered in section 3.2.1) 

o Are there any specific conditions critical for benefits and synergies to evolve? 
o To what extent did DIGILOGIC support the upskilling of African innovators and ICT 

professionals? 
o To what extent did DIGILOGIC provide networking and business opportunities for 

innovators and ICT professionals? 
o What worked well and why? Which challenges were encountered?  
o Did Learners on the E-Learning Platform use the training courses and resources 

available?  
 

The exchange of experience among European and African DIHs was enabled in three ways.  

First, there was one format solely dedicated to internal exchange: Peer-learning activities in late 2021. As 
depicted in Figure 38, the satisfaction of all consortium members with the peer-learning activities was very 
high. Since the peer-learning activities ended in 2021 and outcomes have already been analysed in the mid-
term review (D5.3), this section does not go into more detail. 

FIGURE 38: RESPONSES IN THE PEER LEARNING SURVEY TO THE QUESTION "HOW WOULD YOU RATE THE OVERALL BENEFIT OF SUCH 
EXCHANGE BETWEEN DIHS IN GENERAL?" 
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The second approach to enabling an exchange of experience among the European and African DIHs is the multi-
stakeholder setup of DIGILOGICs activities. As it was said before, activities were designed for collaborative 
engagement, allowing the consortium members to tap into each other's staff as a resource for knowledge, 
sparring partners, and facilitators, especially in areas where the proposal had not clearly allocated tasks. For 
example, while FINN took the lead in conceptualising and implementing the Co-Creation IMPACT Labs, staff of 
the other consortium partners, MEST, Bongohive, Endeva, VTT and DHM, were invited to come in as facilitators 
and tutors for the participants. In the case of the Challenges with VTT being the leader, all consortium partners 
contributed to various tasks such as selecting proposals, organising and facilitating events and webinars, and 
giving mentoring sessions (see section 3.2.4).  

Interview partners stressed that even though they appreciated the peer learning exchange activity in the first 
year, they learned much more from each other through jointly implementing activities. Staff members were 
confronted with approaches to facilitating training and other activities that were often different from their 
approaches – and this triggered constructive discussions and much more detailed insights into how the different 
organisations work and into the similarities and differences between smart logistics in the EU and Africa. When 
training and other activities were facilitated repeatedly, the joint reflection on what went well and what didn’t 
triggered an even more intense exchange between the DIHs.  

Third, DIGILOGIC pioneered in creating a logistics trend radar that is specific to Africa. The trend radar made 
use of expert knowledge on the ground in the DIGILOGIC network to make sure that its results are applicable to 
the logistics industry in Africa. It took specific challenges such as the provision of minimal infrastructure, climatic 
challenges as well as societal fragmentation into consideration with the aim of identifying and analysing the key 
trends that will shape the logistics industry in Africa over the next ten years. The trend radar was a valuable 
contribution to shaping the understanding of and sensitizing for the topic of logistics amongst the DIHs, 
innovators, entrepreneurs and the industry. It builds a basis for industry stakeholders, policymakers, DIHs and 
innovators to navigate the dynamic and complex terrain of logistics in Africa. 

The exchange of experience was broadened toward the middle of the project when cooperation within the 
ICT-58 family was intensified. DIGILOGIC started to participate in regular meetings with four other ICT-58 
projects in 2021, namely AEDIB|NET, AfriConEU, Hubiquitous and mAkE. In these meetings, they exchanged joint 
challenges across their African-European innovation projects. DIGILOGIC was represented by staff members from 
DHM, Endeva or Prototipi/APODISSI, but staff members from the other organisations also took part occasionally 
when it fitted the agenda. In March 2023, an additional regular exchange meeting was established between those 
project partners who are responsible for the communication and dissemination of the project activities. This was 
set up with the purpose of leveraging each other’s communication channels for the dissemination of results, 
recruitment for individual project activities and the joint organization and attendance of events. For example, 
DIGILOGIC partner Prototipi organized a joint workshop to gather learnings and policy recommendations 
between the five ICT58 projects in Cape Town following the AU-EU Innovation Festival. The results of the 
workshop were summarized in a report available on the individual project’s websites9. At the time of writing this 
report, the five ICT-58 projects are finalising a joint policy recommendations paper that summarises their 
experience of building international partnerships between European and African innovation hubs and supporting 
innovators and entrepreneurs. 

After looking at the increased tech transfer capacities of both EU and African hubs, the analysis now focuses 
on the second part of objective 2: advancing African innovators and ICT professionals10 for better job 
opportunities. DIGILOGIC aimed at advancing African innovators and ICT professionals through a number of 
different activities – the Co-Creation IMPACT Labs being only one of them. However, in the remainder of this 
section, the analysis focuses on the labs in order to stay consistent with the structure of the M&E framework 
(see Table 5). Outcomes of the other activities are reported in the following sections. The analysis outcomes of 

 

9 EU-AFRICA DIGITAL INNOVATION HUBS COLLABORATION POLICY RECOMMENDATIONS WORKSHOP REPORT 
https://digilogic.africa/wp-content/uploads/2023/07/DIGILOGIC-Policy-Recommendations-Workshop_v0.6.pdf 

10 During conceptualisation of the co-creation IMPACT labs, the consortium partners further analysed the group that had been 

labelled “African innovators and ICT professionals” in the grant agreement. In the end, it included ICT professionals, 
entrepreneurs, and students.  
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the Co-Creation IMPACT Labs build on 17 guided interviews the evaluators took with lab participants as well as 
facilitators from the consortium partners. It also takes into account the results of a survey that the Co-Creation  
IMPACT Labs team conducted after each lab.  

Overall satisfaction with the Co-Creation  IMPACT Labs was high both within the group of our interview partners 
and among the participants of the survey. As depicted in Figure 39, most survey respondents expressed that they 
were satisfied or very satisfied. Only 5 out of a total of 55 respondents said that they were neutral (neither 
satisfied nor dissatisfied). Differences between the labs are relatively small and not significant. This corresponds 
with answers collected in individual interviews. Quoting one participant on their overall satisfaction: “I'm really 
happy for joining the program, and I never regret it.” 

FIGURE 39: OVERALL SATISFACTION WITH THE CO-CREATION IMPACT LABS #1-#6 (DATA FROM THE LABS SURVEY) 

 

Our interview partners, without exception, expressed high satisfaction with regard to the networking 
opportunities they received through the labs. Most of them remembered the names of their facilitators and lab 
team members. About two-thirds of the lab participants we spoke to are still in touch with their team members 
or at least know how to get back to them for further exchange. They reported that they could benefit from the 
exchange with their facilitators and team members because they got insights into other fields of work and other 
countries, as well as access to new networks. Less than one-third of our interview partners said that they had 
lost touch with their peers. 

Complementing the exchange during the lab sessions, networking during and after the labs takes place on social 
media platforms such as WhatsApp for further communication. 

When asked about new knowledge that they obtained (“upskilling”), our interview partners remembered 
different things. Some mentioned techniques like problem identification, pitching ideas, using smart design in 
prototyping solutions, working on solutions in a team, and using tools like storyboarding and Padlet. This is 
entirely in line with the underlying concept of the labs that focuses on teaching the process of problem-solving 
instead of teaching solutions. 

Specific information on the case studies used in the labs, such as post-harvest losses in agriculture and water 
scarcity, also seem to have stuck with some of the participants. One participant reports that after participating 
in a Co-Creation IMPACT Lab, they feel “equipped enough to handle the problems or challenges that come with 
cold chain in general, like how to handle perishables, how to ensure that they have a long shelf life.”  
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It is worth mentioning that several interview partners were able to apply new skills and tools they learned about 
in the labs in their work. To mention some examples, one participant was preparing to pitch for a grant with a 
company, applying presentation techniques from the lab. Another participant reported that they won a grant of 
50,000 USD with an external company after using their newly acquired skills to revise their pitch deck. Other 
participants reported they kept using collaboration tools such as Padlet and Miro after the lab in their companies. 
At least three participants decided to further work on business ideas in the field of smart logistics that were 
generated in the lab context. For example, one participant reported they wanted to further look into the 
challenges of public transportation in Zambia and work on a transport loading system. 

Synergies arising from the collaboration of the consortium partners could be witnessed both on the level of 
participants and on the level of project implementation. A few interview partners reported that besides the lab, 
they also had other touch points with DIGILOGIC. For instance, one interview partner took part in the mentoring 
(see section 3.2.4) offered by Fraunhofer IML and was able to get nuanced feedback and inspiration for his 
business. Another interview partner took part in the virtual job fair. For project implementation, synergies could 
be created by taking cases for the labs from board members and by involving staff from the consortium partners 
as facilitators.   

The major challenge that almost all interview partners, as well as facilitators, mentioned in the interviews were 
issues of internet connection and accessibility. Some participants experienced bad network connections. Others 
reported that they could not attend due to other job obligations. Considering that this challenge was mentioned 
repeatedly, it is all the more astonishing that the overall summary of the participants in our sample was so 
positive. Facilitators in the lab were quick to pick up this learning and adapt their approach. 

The E-Learning platform that was set up in DIGILOGIC was used for several activities and not only for the Co-
Creation IMPACT Labs. However, information on the platform is presented here in order to follow the structure 
of the M&E framework. 

The DIGILOGIC platform is a stand-alone platform that was created by the consortium from scratch. DIH 
BongoHive took the lead in setting up and further developing the platform. It was set up to serve both as a 
repository for content and as a communication platform for all stakeholders in the ecosystem. For participants 
of the various DIGILOGIC activities, it was also used as an enrolment tool.  

Most of the content on the platform was created exclusively for DIGILOGIC. All consortium partners provided 
content depending on their individual specialisations. For example, BongoHive provided material on 
entrepreneurship in digital technologies that was used in the Co-Creation IMPACT Labs and beyond. 
DHM/Fraunhofer IML provided more technical material, like recorded webinars on specific aspects of smart 
logistics, podcasts resulting from the interviews for the Trend Radar, and articles about the interviews conducted. 
VTT provided several e-learning courses. The mix of technical material on smart logistics, and its socio-technical 
enablers such as entrepreneurship, innovation, design thinking, technology management, etc., is what makes 
the platform unique compared to other E-Learning platforms.  

In the interviews with consortium partners, there is a broad consensus that it was a great challenge to generate 
activity on the platform. When there are new posts on the platform, they only receive a few or even no 
responses. Also, as we know from lab participants and capacity-building participants who took part in interviews, 
the platform was not used for communication between stakeholders. This challenge is most likely a challenge 
that any similar platform encounters. In the words of one interview partner: “We've also looked at other 
platforms where they're having the same issues; I guess people just go there for resources and information, but 
not necessarily to interact.”   

In order to overcome the challenge of low activity, the consortium partners appointed a dedicated person, first 
at Bongohive and later at DHM. They engaged with the community by posting comments and questions. Also, 
participants of the various activities were required to use the platform for their applications and for creating 
interest groups. Finally, resources were provided based on platform analytics that showed which topics the 
community was most interest in. All of this helped to drive some more traffic and activity to the platform.  

3.2.3 Objective 3: Empowering African youth 
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Objective 3 puts a spotlight on yet another particular target group outside of the consortium: African youth, 
especially women and vulnerable groups. Compared to the other goals, objective 3 is relatively narrow in terms 
of how it is supposed to be reached. It comprises only one task: The implementation of a capacity-building 
programme and a virtual job fair for African youth (Task 3.3, see Table 6 below). This section is based on interview 
data with participants and facilitators. 

TABLE 6: PROJECT TASKS AND EVALUATION QUESTIONS FOR OBJECTIVE 3 

To empower African youth, especially women and vulnerable groups, with entrepreneurial and digital literacy 
skills to significantly increase good quality employment opportunities, including self-employment. 

Key project tasks 
involved 

• Task 3.3.: Inclusive digital & entrepreneurship capacity-building programs for 
unemployed youth and vulnerable groups / Virtual Job Fair (VJF) 

Evaluation 
questions 

o Are the African youth participants demonstrating increased knowledge related to the 
content? 

o What worked well and why? 
o To what extent can African youth who participated in DIGILOGIC’s upskilling activities 

use the acquired knowledge and skills?  
o Have African youth who participated in the Virtual Job Fair made connections with 

potential employers after the VJF?  
o What were the outcomes of these connections?  
o Did DIGILOGIC’s upskilling activities and the VJF contribute to the employment (incl. 

self-employment, internships) of African youth in the logistic sector and beyond? 

 

Overall satisfaction with the capacity building program is high – both among the DIGILOGIC consortium partners 
and its participants.  

The capacity-building programme was a success in that its participants reported that they developed skills and 
networks. This is perfectly in line with the programme’s concept. Regarding new skills, most interview partners 
referred to design thinking/problem-solving and the browser-based software Figma, which was introduced in the 
program. Other aspects that came up several times in the interviews with participants include an empathetic 
approach to business and problem-solving, as well as UX design. Furthermore, participants mentioned 
presentation skills, persona creation, and specialised knowledge taken from the case studies. Regarding the 
networking aspect of the program, interview partners reported that they highly appreciated the exchange with 
people from other backgrounds and other African countries. 

It is worth mentioning that most accounts given on increased employment opportunities refer not only to specific 
skills such as ideation and new networks but also to some outcomes on the level of attitudes and emotions. 
First and foremost, nearly all interview partners (without being explicitly prompted) mentioned that participating 
in the Capacity Building Programme helped them increase their self-confidence. This self-confidence refers to 
different things, such as approaching professionals, applying skills and knowledge, as well as sharing ideas in a 
team. Second, participants reported an increase in motivation and a sense of urgency to put their newly acquired 
skills and knowledge into practice. 

There is anecdotal evidence that the capacity-building programme has indeed increased good-quality 
employment opportunities. One participant, for instance, reports that they were able to introduce design 
thinking into their company after taking part in the programme. This contributed to them being elevated from 
an intern position to a data associate position. In another case, a participant indicated that due to the 
programme, they were encouraged to take the first steps in app design to create self-employment.  

Almost all participants report that they have used the DIGILOGIC platform, and all of the accounts given in the 
interviews are positive. Participants report that they appreciate the platform for all the exclusive content. 
However, other social media or instant messaging apps seem to be more popular for peer-to-peer 
communication, and participants recalled that they used apps like WhatsApp to keep in touch with their fellow 
programme participants. T 

http://www.digilogic.africa/


D5.6 Final outreach and impact creation activities report  

© 2020-2023 DIGILOGIC   www.digilogic.africa Page 48 of 65 

Those participants who took part in the Virtual Job Fair expressed gratitude for getting access to potential 
employers. From within the group of interview partners, there were no reports of employment directly resulting 
from VJF attendance. However, since the evaluators were not able to speak to all VJF participants, it may well be 
that successful cases remain unreported. 

3.2.4 Objective 4: The Challenges 

Objective 4 addresses outcomes that result from two sets of activities. The first one is referred to in the project 
as the “Mentoring programme” (Task 2.3), while the second is centred around the so-called “Challenges” (Tasks 
4.1-4.5). The “Challenges” is DIGILOGIC’s third intervention for participants outside the consortium (Work 
Package 4).  

TABLE 7: PROJECT TASKS AND EVALUATION QUESTIONS FOR OBJECTIVE 4 

To demonstrate the market relevance of the DIGILOGIC network of DIHs engaging at least 200 EU-AU 
innovators in the call for Challenges, to participate in the collaborative projects, and value creation in 
different use cases suggested by stakeholders needs. 

Key project tasks 
involved 

• Task 2.3.: Mentoring Programme on digital technologies for smart logistics  

• Task 4.1.: Definition of scope and objectives  

• Task 4.2.: Call for Challenges  

• Task 4.3.: Proposals Assessment 

• Task 4.4.: Bootcamp  

• Task 4.5.: Challenges Monitoring and Reporting 

Evaluation 
questions 

o What is the fitness of startups with their business environments before mentoring? 
o What is the fitness of startups with their business environments after mentoring? 

 

The mentoring programme on digital technologies for smart logistics (Task 2.3) was adapted during the 
implementation of DIGILOGIC. In the beginning, it was conceptualised as a series of so-called Tech Talks in which 
experts from the DIGILOGIC network talk about specific issues of smart logistics. As per the concept, the Tech 
Talks were supposed to initiate discussions and connect the experts with participants. Those participants who 
took a more serious interest in the topics were supposed to then take part in individual mentoring 
sessions/company workshops as a follow-up.  

However, after running a small number of Tech Talks that did not raise the expected interest of participants, the 
approach was adapted in consultation with the EU project officer. Fraunhofer IML started to implement a series 
of individual mentoring sessions for African startups. Participants were approached through multiple channels, 
making use of the thriving DIGILOGIC network: Open Consultation Hours and direct approach through individual 
consortium partners. The mentoring was advertised on the platform, and it was offered to the winners of the 
Co-Creation IMPACT labs. Content-wise, the mentoring sessions were highly customised, depending on the needs 
of the participants. In most cases, participants used the sessions to work on their business models with a special 
view on questions of logistics. In the words of one participant: “It's (…) not any theoretical training. This is 
practical. (…) you digest the whole project of your company with the consultant. He takes you through the 
process and gives you the necessary key partners that he has in his network that can also support you to be able 
to grow your business and also researching some of your key activities before you even meet him. He will tell 
you I'm gonna research this so that when we meet up next week, we can discuss it. I think this is what I liked 
about the programme.” 

Information about the “Challenges” can be found in D4.4 (“Challenges Conclusion Report”). In order to avoid 
duplication, this section only includes a summary.  

In the Call for Challenges (Task 4.2), DIGILOGIC received 80 proposals from more than 200 innovators. Out of 
these 80 proposals, 12 startups were chosen to take part in the activity. 
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Figure 40 visualises how startups have developed. It includes two diagrams for each startup: before mentoring 
diagram and after mentoring diagram. As two of the startups, Radava and Trusty, met and formed a collaboration 
during DIGILOGIC, they are reported together.  

For brevity, all the diagrams are shown together in Figure 40 on the next page. They are described individually in 
D4.4. As explained in more detail in D4.4., the mentoring was focused on improving the fitness of startups on 
survival parameters defined by the startups. Table 6 shows a summary of the respective survival parameters. The 
startups defined the changes to fitness on survival parameters. This simple method of monitoring and reporting 
is based on the latest science concerned with survival in changing environments, which can be summarised in 
the well-known phrase: survival of the fittest.  

This method facilitates collaboration in the planning, provision, and reporting of startup-specific mentoring that 
is concerned with each startup’s survival and growth in its specific business environment. In the fitness diagrams, 
the closer the orange line is to the dotted line, the better the fit of startup on its survival parameters with its 
business environment. As listed above in section 2.2.1.1. of this document, interviews with the startups are 
reported on the DIGILOGIC’s What’s New section. 
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FIGURE 40: STARTUP FITNESS DIAGRAMS - BEFORE AND AFTER MENTORING 
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TABLE 8: OVERVIEW OF SURVIVAL PARAMETERS 

Startup Survival Parameters 

Auto-Truck Electric vehicle systems; component costs, retro-fit kit versatility; facilities access; life-cycle 
skills 

DeftPal Efficient online and offline software; competent support personnel; financial licensing; 
number of use options per customer 

Duniya Wholesaler – retailer inventory tracking; web marketplace; delivery integrity; efficient 
delivery; commission agreements with wholesalers 

Farmisphere Cold box internal temperature; reliable delivery; diverse customer base; diverse local supply; 
NAFDAC approvals 

InstaDriver Demand-side marketing; sufficient qualified drivers; reliable SaaS; cash flow 

Mwingi Efficient ICT; number of shops; sales per shop; stock control; margin per sale 

Radava-Trusty Security; reduction of counterparty risk; traceability; scalability; stakeholder integration 

Trotro.Live Real-time information for stakeholders; real-time data collection; real-time data processing; 
multi-channel platform; fixed and dynamic payment systems 

Vinmak Paying customers; traceable accountable disintermediation; ease of access to quality inputs; 
timely delivery of inputs; platform marketing 

Wadonge Produce distribution points; online multi-media marketplace; clients per distribution point; 
produce handling systems; versatile transportation 

Yaaka Power consumption monitoring; reliable components; component security; ERB approval; 
customer variety 

3.2.5 Objective 5: Sustainability and Growth 

Objective 5 refers to post-project sustainability and growth of the ecosystem. To assess sustainability in this 
sense, this section looks at the activities and outputs with a special focus on task 1.3 (Ecosystem engagement) 
and asks to what extent and in which ways these are sustainable. It then assesses the question of to what extent 
the outcomes may last after the phasing out of DIGILOGIC. An upcoming deliverable (D5.7 “Final exploitation and 
sustainability plan”) that is due in December 2023 will look into the sustainability and growth of DIGILOGIC in 
more detail.  

TABLE 9: PROJECT TASKS AND EVALUATION QUESTIONS FOR OBJECTIVE 5 

To ensure post-project sustainability and growth of the DIGILOGIC ecosystem 

Key project tasks 
involved 

• Task 1.3. Ecosystem engagement 

• Task 5.4. Sustainability and Exploitation Plan 

Evaluation 
questions 

o What does the post-project future of the Pan-EU-African DIGILOGIC Hub look like? Will 
the hub continue to exist, and if so, in what form?  

o Which post-project hub conditions and strategies appear useful? 

The Horizon 2020 enabled the creation of a consortium consisting of 7 partners. Through the funds received, the 
consortium was able to increase its members’ tech transfer capabilities, create a dense network in the sphere of 
smart logistics, and implement different activities for various individual stakeholders in the ecosystem. 

With the phasing out of the Horizon 2020 funding, DIGILOGIC is ceasing to exist as a project that operates on a 
budget. At the time of writing this report (October 2023), the consortium partners are planning a workshop in 
the context of a study visit to FINN to address this issue. They are planning to identify future opportunities to 
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collaborate in order to continue the work carried out within DIGILOGIC in the context of EC funding projects 
and/or other initiatives promoting Digital Innovation Hubs (i.e. Orange Corners, GIZ, etc).  

Certain aspects of the DIGILOGIC hub, regardless, are very likely to persist after the project ends and are going 
to be leveraged and extended by the consortium partners.  

First, the project has made a significant contribution to defining and advancing the topic of smart logistics in 
Africa. By focusing on smart logistics as opposed to a broader perspective, the project was able to really create 
something new: new course concepts and material for innovators, startups and youth on the one hand and a 
platform for upskilling and exchange on the other hand. All stakeholders who participated in the project were 
exposed to the idea that logistics is much more than just transport and to a much more nuanced view of the 
challenges of last-mile delivery in Africa (matching, platforms, addresses, etc.). One current trend that is 
contributing to the relevance of the topic is the development of the e-commerce sector in Africa, which is most 
likely to continue in the near future. The option of establishing a formal hub for logistics as an overall network 
between the DIH consortium partners was discussed on several occasions (e.g. during the consortium meeting 
and study visit at BongoHive in April 2023). Currently, the concept is developed in further detail and evaluated 
by the partners. 

The project was also innovative in giving special attention to smaller stakeholders, such as startups and 
innovators in the network. After all, last-mile delivery is a topic that larger companies today often source out to 
partners who are closer to the ground and who specialise. The startups and innovators who have been involved 
in DIGILOGIC have received outstanding specialised support for their endeavours that they could not have 
received anywhere else. Also, they have been exposed to a broader network of stakeholders that they can build 
on in the future. There is numerous anecdotal evidence for the new connections that have been made, i.e. in the 
Co-Creation impact labs, but also in other webinar series. For example, one of the challenges participants who 
owns a small local logistics business reported that through DIGILOGIC, they were connected with a large harbour 
to set up cooperation. 

Second, as was discussed in more detail above (see section 3.2.1), the consortium partners have established 
close bilateral working relationships with each other. Through the peer-learning format and the joint 
implementation of other activities, they have received deep insights into each other’s work that allow them to 
connect again in the future whenever opportunities arise. It also allows them to forward other stakeholders to 
each other and further expand the network, as they have done throughout the whole project implementation 
phase. Based on this, the partners are exploring further opportunities for collaboration bilaterally and in the 
consortium. For example, a workshop is dedicated to this topic during the consortium meeting and study visit in 
Udine at the end of October 2023. 

Third, all of the consortium partners have extended their individual networks significantly, and this has already 
led to new cooperation on the topic of smart logistics beyond DIGILOGIC. To mention just one example, 
scientists from Kwame Nkrumah University of Science and Technology (KNUST) have liaised with VTT in carrying 
out an analysis of digital logistics in West Africa. Additionally, DHM, Fraunhofer IML and KNUST are currently 
working on pursuing a joint project collaboration. It can be assumed that there will be more cases in which 
consortium partners will make use of their newly acquired connections with stakeholders in the ecosystem. After 
all, when it comes to smart logistics, the DIGILOGIC network does include the key stakeholders.  

Fourth, the e-learning platform, which was one of the major outputs, will continue to be used in a follow-up 
project with a new partner in Cameroon. At the time of writing this report, Prototipi/APODISSI is planning to 
expand the platform so that it will not only include the current content on smart logistics but also broader content 
(i.e. entrepreneurship, digital marketing, etc.). The expansion in terms of content is based on the learning that 
for many stakeholders in the DIGILOGIC network, such as innovators and startups, smart logistics was only one 
topic among many, and they often lacked other basic skills and knowledge in terms of business development. 
Also, Prototipi/APODISSI is looking into ways of making the platform more sophisticated. This includes offering 
content in French, Portuguese and Arabic, including AI-supported individualised learning paths for users and 
testing premium content (payment-based) to increase its attractiveness and sustainability. 
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3.3 CONCLUSIONS AND RECOMMENDATIONS 

DIGILOGIC set out to boost the cooperation and strategic partnership between European and African Digital 
Innovation Hubs (DIHs): to build bridges, to create opportunities, to empower innovators and to ensure 
sustainability.  

One significant achievement of DIGILOGIC lies in defining and advancing the topic of smart logistics in Africa. It 
has proven that the topic is highly relevant for the various stakeholders in its network. Further, DIGILOGIC has 
been successful in reaching its objectives. The following conclusions and recommendations follow the structure 
of the objectives in the previous sections. 

First, DIGILOGIC has created a dense network of stakeholders who either concentrate on smart logistics or at 
least acknowledge that smart logistics is an important topic for them that requires more attention. This includes 
stakeholders from the EU and Africa with different backgrounds: academia, companies, entrepreneurship 
support organisations, but also African youth and innovators/startups. Prior to the project, there was no 
comparable EU-Africa network or platform that focused on smart logistics. DIGILOGIC was highly innovative in 
that it positioned smart logistics as an important topic for innovators, startups, and other stakeholders of the 
ecosystem.  

➔ Recommendation 1: Consortium partners should explore a low-threshold channel like a social 
media chat in order to stay in touch and to make sure that new opportunities for cooperation in 
the sphere of smart logistics do not pass unnoticed. Through such common channels, 
consortium partners can keep exploring new opportunities for a follow-up project in the area of 
Digital Innovation Hubs – Vocational Training Programmes – Incubator support, etc.  

Second, DIGILOGIC has succeeded in providing participants of the Co-Creation IMPACT Labs not only with skills 
and knowledge but also self-confidence in applying their newly acquired skills and knowledge in their 
professional lives. Outcomes for the participants of the capacity-building programmes were equally positive. In 
sum, DIGILOGIC managed to create and provide innovative course concepts for its target groups. Combining 
smart logistics with other topics, such as business development, made the topic more accessible to stakeholders 
for whom smart logistics otherwise would not be at the centre of attention.  

➔ Recommendation 2: All consortium partners are encouraged to keep using the concepts and 
course materials in ongoing and new projects. The respective authors are encouraged to 
identify new channels and platforms for distribution. 

The DIGILOGIC Community Platform was widely used and received positive feedback, although some participants 
admitted to preferring other communication channels like social media or WhatsApp for ongoing interactions.  

➔ Recommendation 3: Make use of connections within the DIGILOGIC network to reach more 
audiences who take an interest in the unique content, i.e. students of entrepreneurship in 
other countries. Ensure the Community Platform is enriched with relevant content. 

As reported above, all startup mentoring was startup-specific in order to increase the fitness of each startup 
with its specific business environment. Mentoring included providing one-to-one short verbal responses to short 
verbal questions, discussions and recommendations in meetings; carrying out and sharing analyses such as 
process modelling; and knowledge transfer through providing examples and technical demonstrations for 
mentoring requirements such as how to develop a mobile app using open source software. Startups defined their 
survival parameters, requested their specific mentoring, and defined changes to their fitness with their specific 
business environments. Individual interviews with the startup are reported on the DIGILOGIC website's What’s 
New section. 

➔ Recommendation 4: Future providers of similar mentoring programmes are encouraged to 
prioritise startup-specific mentoring that increases their fitness with their specific business 
environments. Wherever the mentoring source is, it needs to be sufficiently flexible to be 
aligned with startups' evolving trajectories as influenced by unpredictable events such as 
sudden civil disorder in cities, personal health challenges such as malaria, the need to focus 
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all attention on large commercial orders; and beginning to work for new customers in regions 
without reliable Internet connectivity. 

Finally, the project has shown that even though smart logistics is a relevant topic for a diverse group of 
stakeholders, there is an exceptionally high need for individualised support for innovators and startups. Critical-
mile delivery in Africa is complex, and there are no textbook solutions for smart logistics that can be taught in a 
standardised format.  

➔ Recommendation 5: Donors who seek to contribute to digitalisation in Africa are encouraged 
to support hubs that have access to startups and other relevant stakeholders. Direct 
customised consultation/mentoring is the most promising avenue to better solutions in the 
critical-mile delivery. 
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4.1 LISTS OF INTERVIEW PARTNERS 

Consortium partners: 

Name of the interview 
partner 

Organisational affiliation 
Date of the 
interview 

Charlotte Edzard Digital Hub Management GmbH (Germany) 25.07.2023 

Maumo Mubila BongoHive (Zambia) 04.08.2023 

Adriano Mauro Apodissi (Nigeria) 03.08.2023 

Markus Witthaut 
Fraunhofer Institut für Materialfluss und Logistik IML 
(Germany) 

03.08.2023 

Liana Tamakloe-Ekuadzi MEST 28.09.2023 

Claudia Knobloch Endeva 21.08.2023 

Claudia Baracchini Friuli Innovazione 9.08.2023 

Stephen Fox VTT 31.08.2023 

 

External interview partners: 

Name of the interview 
partner 

Organisational affiliation 
Date of the 
interview 

Ana Aleixo 
Project manager, research and technology, at inova business - 
AfriConEU (ICT-58 family) 

11.08.2023 

Ahmed Agyapong 
Board member (Kwame Nkrumah University of Science and 
Technology, Kumasi-Ghana) 

09.08.2023 

Henry Kofi Mensah  
Board member (Kwame Nkrumah University of Science and 
Technology, Kumasi-Ghana) 

14.08.2023 

Chuka Alumona 
Board member (Director –Global Go-To-Market 
Transformation and Distributor Operations at 
Procter&Gamble) 

25.08.2023 
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Olayinka David-West 
Board member (Associate Dean and Professor of Information 
Systems at Lagos Business School) 

21.08.2023 

  

Participants – Capacity Building Programme 

Name of the interview partner Participated 
Date of the 
interview 

Amina Anezi Capacity Building Programme 09.08.2023 

Emmanuel Chifwanakeni Capacity Building Programme 10.08.2023 

Grace Chisomo Capacity Building Programme 17.08.2023 

Kabika Like Capacity Building Programme 16.08.2023 

Sadiq Musa Yakubu Capacity Building Programme 15.08.2023 

Jackson Mwanaumo  Capacity Building Programme 15.08.2023 

Yamikani Mwanza Capacity Building Programme 15.08.2023 

Elizabeth Odondi Capacity Building Programme 15.08.2023 

Sibongile Simbeye  Capacity Building Programme 11.08.2023 

Yussif Sulemana Capacity Building Programme 17.08.2023 

Margaret Taonga Ndhlovu Capacity Building Programme 09.08.2023 

Kagiso Monamodi Capacity Building Programme 24.07.2023 

Mwiba Silishebo Capacity Building Programme 10.08.2023 
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Participants – Co-Creation Impact Lab 

Name of the interview partner Participated 
Date of the 
interview 

Mapalo Mwelwa Co-Creation Impact Lab 13.07.2023 

Nana Kofri Sarpong Co-Creation Impact Lab 07.08.2023 

Sandon Wilfred Dabire Co-Creation Impact Lab 31.07.2023 

Seth Abbey Co-Creation Impact Lab 11.08.2023 

Thuli Hlongwane Co-Creation Impact Lab 19.08.2023 

Fredrick  Musonda Co-Creation Impact Lab 08.08.2023 

Laurence Wamulume Beele Co-Creation Impact Lab 18.08.2023 

Dayan  Abdul-Razak Co-Creation Impact Lab 14.07.2023 

Amina  Salifu Co-Creation Impact Lab 14.07.2023 

Nana Akwasi Boateng Co-Creation Impact Lab 31.07.2023 

Derrick Chilenga Co-Creation Impact Lab 31.07.2023 

Elvis  Erics  Co-Creation Impact Lab 04.08.2023 

Nancy Kagendo Co-Creation Impact Lab 03.08.2023 

Bright Kportiklah Co-Creation Impact Lab 04.08.2023 

Linda Mbabazi Co-Creation Impact Lab 03.08.2023 

Lenny  Muthuri  Co-Creation Impact Lab 28.07.2023 

ALI SABO Co-Creation Impact Lab 03.08.2023 
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4.2 LIST OF CONSULTED PROJECT DOCUMENTATION 

A) Deliverables  

DIGILOGIC (2021): Vision and list of stakeholders (Deliverable D1.1) 

DIGILOGIC (2021): Map of the ecosystem, video narration and brief on levers for change (Deliverable D1.2) 

DIGILOGIC (2021): Note on Stakeholder Engagement (Deliverable D1.3) 

DIGILOGIC (2021): Strategic research and innovation agenda (Deliverable D2.1) 

DIGILOGIC (2021): Agenda and Outline of the Online Mentoring Sessions (Deliverable D2.2) 

DIGILOGIC (2021): Updated Version of the Agenda and Outline of the Online Mentoring Sessions (Deliverable 
D2.3) 

DIGILOGIC (2023): Trend Radar (Deliverable D2.4) 

DIGILOGIC (2021): DIGILOGIC eLearning platform user's guidelines (Deliverable D3.1) 

DIGILOGIC (2022): DOP on EU-AU best practices for inclusive digital entrepreneurship capacity building 
(Deliverable D3.2) 

DIGILOGIC (2022): AU Regional digital & entrepreneurship capacity building plans (Deliverable D3.3) 

DIGILOGIC (2023): Report on inclusive digital & entrepreneurship capacity building programmes in Africa (D3.4) 

DIGILOGIC (2021): Challenges: Scope and Objectives (Deliverable D4.1) 

DIGILOGIC (2022): Call for Challenges (Deliverable D4.2) 

DIGILOGIC (2022): Challenges Proposal Evaluation (Deliverable D4.3) 

DIGILOGIC (2021): Outreach and Impact Creation Strategy and Plan (Deliverable D5.1) 

DIGILOGIC (2021): Impact methodological framework (Deliverable D5.2) 

DIGILOGIC (2022): First impact creation and assessment report (Deliverable D5.3) 

DIGILOGIC (2022): Exploitation and sustainability strategy (Deliverable D5.4) 

DIGILOGIC (2022): First outreach and impact creation activities report (Deliverable D5.5) 

DIGILOGIC (2021): Project quality plan (Deliverable D6.1) 

DIGILOGIC (2022): Project interim progress report (Deliverable D6.2) 

 

B) Other consulted project documentation 

DIGILOGIC (2020): Proposal of DIGILOGIC to Horizon2020 (Proposal number: 101016583). 

DIGILOGIC (2021-2023): Protocols of biannual/monthly project meetings 
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DIGILOGIC (2021-2022): Gantt Chart 

DIGILOGIC (2022): Opportunities Flyer on three activities 

DIGILOGIC (2022): Raw data on peer learning evaluation (Risposte) 

DIGILOGIC (2023): VJF documentation 

DIGILOGIC (2023): Virtual job fair report 

European Commission (2020): Grant Agreement number 101016583 — DIGILOGIC 

 

4.3 CONSORTIUM PARTNER INTERVIEW GUIDELINE 

A note on this interview guideline: 

The guideline is a rough sketch. It was adapted to each interview partner depending on the 
organisational backgrounds and respective responsibilities within DIGILOGIC.  

 

 

Interview guideline consortium member 

Interview data 

Time and Date of the interview 

Duration of interview 

People present 

Atmosphere 

To dos after the interview 

 

 

Introduction 

- THANK YOU for participating in the interview! 
- Context: Conducting final evaluation of DIGILOGIC which is a requirement for EU 
- Conduct interviews with all consortium members 
- Interview process: Record the interview, save file on Zoom Cloud, make a transcript for 

qualitative analysis, use transcript for computer-assisted qualitative data analysis. 
Alternatively, transcript done by otter.ai 

- Data security and anonymity: The entire interview recording and transcript will only be seen 
by me and my assistant; all information used in the report will be pseudonymized. Quotations 
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pseudonymized, but if I need a quote with your name, I’ll get in touch. Data will be stored 
safely for ten years as per requirements of Horizon2020 and deleted afterwards. 

- I will list you as an interview partner in the annex. 
- Duration of interview about one hour. Open questions, I’ll come in here and there depending 

on how much you talk. 
Do you have any questions before we dive in? 

 

Main part 

Objective 1: To build bridges between islands of innovation between and within EU and Africa: establish a Pan EU-Africa 
network of initially 5 DIHs focused on the topic of smart logistics and achieve seamless collaboration between the hubs 
and their pool of emerging technology innovators. 

 

Satisfaction with DIGILOGIC 

Please go back in time to when DIGILOGIC started.  

- What were your expectations back then? 

- To what extent were your expectations met or not met? 

 

Level of awareness on smart logistics / at the critical mile: 

Let’s look at how DIGILOGIC has had an impact on [your organisation]. 

- How did DIGILOGIC change [your organisation] in terms of technology transfer capabilities? 

- What did digital logistics mean to [your organisation] when you started? What does it mean 

to [your organisation] today? 

o Have you taken up new projects with a focus on digital logistics that otherwise you 

wouldn’t have? 

 

Level of collaboration:  

Let’s look at the DIGILOGIC network briefly 

- What do you think the DIGILOGIC network looks like today? Key players, major links between 

stakeholders due to intensive cooperation etc.; your main contacts in other institutions etc. 

- What new connections did [your organisation] get that you find the most promising? 

- Who is missing from the network?  

 

Objective 2: To strengthen the DIHs' technology transfer capabilities to advance African innovators and ICT professionals 
for better job opportunities. 

 

Quality, benefits and synergies of know-how exchange and collaboration between DIHs 

DIGILOGIC is supposed to build bridges between islands of innovation between and within EU and 
Africa. Can you name some concrete examples where you saw that happen between [your 
organisation] and other stakeholders? 
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Objective 3: To empower African youth, especially women and vulnerable groups, with entrepreneurial and digital 
literacy skills to significantly increase good quality employment opportunities, including self-employment. 

 

[specific questions on activities and their outcomes, depending on interview partner] 

 

Objective 4: To demonstrate the market relevance of the DIGILOGIC network of DIHs, engaging at least 200 EU-AU 
innovators in the call for Challenges, to participate in collaborative projects, and value creation in different use cases 
suggested by stakeholders' needs. 

 

[specific questions on activities and their outcomes, depending on interview partner] 

 

Objective 5: To ensure post-project sustainability and growth of the DIGILOGIC ecosystem 

 

Post-project continuation options in development 

What is your take on the sustainability of the DIGILOGIC hub? 

- Will the hub of DIHs continue to exist, and if so, in what form? 
- What can you contribute to that vision? 
- What support do you need now to contribute to post-project sustainability? 
- Which major stumbling blocks or bottlenecks (internally or externally) to post-project 

sustainability do you see? 
 
 

Thank you and leave-taking 

- That was my last question – Is there anything else you would like to share about your project? 
Are there aspects you haven't addressed yet? 

- Thank you for taking the time. 
- Will finish the report toward the end of September for internal review. 
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4.4 CODEBOOK FOR QUALITATIVE ANALYSIS 

The following is an output produced by qualitative data analysis software MaxQDA. 

Liste der Codes 

Codesystem 

Collection of anecdotal impact in meeting protocols 

Level 1: Email exchange 

Level 2: secure engagement 

Level 3: systemic/sustainable impact 

Objective 1: Building an EU-African network 

Composition of the network and changes 

ICT 58 networking 

Agenda setting: DIHs specialise on smart logistics 

different points of views in the network 

Transparency in the network 

Professional or organisational changes 

Weaknesses and changes in weakness over time 

Key stakeholders in the network 

Key coordinators 

Harmonization with EU policies and strategies 

Kind of ties and depth of relationship 

Physische Treffen wichtig 

Regelmäßige Gespräche im Monthly 

Inhaltliche Zusammenarbeit 

Satisfaction 

Objective 2: Strengthen DIH technology transfer capabilities 

Exchange of experience EU-Africa DIHs 

Learning in the peer-learning activitiy 

Learning by planning together 

Learning by reflecting together on past activities 

Learning based on trend radar 

Learning in ICT-58 family 

       Output: policy paper 

At level of innovators 

Satisfaction with Labs 
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Teaching problem solving 

Upskilling specific knowledge 

Several touch points with DIGILOGIC 

Exchanging with others 

(Not) staying in touch with others 

Using the platform 

Applying ideas and tools in the follow-up 

Challenges in getting access 

Output: Community platform (T3.1) 

Technical issues 

We are sometimes frustrated 

The platform does not engage users 

Objective 3: Empowering youth 

Using the platform 

Increase in self-confidence 

Applying skills in jobs 

VJF 

Networking 

increasing job opportunity through networking 

Benefits of working in a team 

Upskilling (demonstrate increased knowledge) 

design thinking and problem solving 

Software Figma 

empathy 

business rationale concepts 

UX design 

presentation skills 

entrepreneurship in diversity 

personas 

digital marketplace 

planning logistics 

Sense of urgency 

Several touchpoints 

Internship didnt happen 

QUOTES 
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Introduction to smart logistics 

Objective 4: Challenges and Mentoring 

Objective 5: Post-project sustainability and growth 

Focus on smaller stakeholders 

Setting an agenda 

Follow-up project ideas 

Doubts about sustainability (no money, no honey) 

Forming a hub post-project 

Exploiting learnings, schemes or methodologies 

Hindering sustainability 

Supporting sustainability 

Creating relationships that stay 

Creating products that stay 

Offering matchmaking services to be more attractive 

Motivated to participate to get experience in African markets 

Motivated to participate in order to exchange with EU DIHs 

Future of the platform 

Sentiments 

Low satisfaction 

High satisfaction 

Moderate satisfaction 

 

4.5 SOCIAL NETWORK SURVEY QUESTIONNAIRE 
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Dear consortium member of DIGILOGIC,

your experience and perspectives are very valuable to us: We need to hear from you so that we can learn and improve. Therefore, we are so

grateful for you participating in our survey! Promise: It will only take about 20 minutes.

In case you have any questions, please don't hesitate and reach out to our M&E expert Evelyn Funk (evelynfunk@gmx.de).

Note on data handling: We assure you that we will treat all data collected through the survey in adherence to the requirements of the

European data protection regulations (GDPR). We will process the data to ensure that responses cannot be traced back to individual

organisations. The results will

be made available as part of reports to our funder, the European Commission, and published openly only in an anonymised and synthesised

way.

There are 8 questions in this survey.

Basic info

Please enter the full name of the organisation/enterprise that you represent.

Please write your answer here:

Network survey

In this part of the online questionnaire, we are asking you about your connections with key ecosystem stakeholders.

You will be shown the exact same list twice.

• In the first list, please write down how your institution was connected with the stakeholders PRIOR to DIGILOGIC.

• In the second list, please write down how the connection is TODAY.

LimeSurvey - DIGILOGIC final evaluation https://digilogic.limesurvey.net/admin/printablesurvey/sa/index/surveyi...

1 von 11 24.10.2023, 13:29



First list: Your connections prior to DIGILOGIC

What kind of connection did the organisation you represent have with each of the following organisations/enterprises
/projects prior to DIGILOGIC?

Use a scale of 0-3 based on the guidelines below. Please do not overthink your answers and go with what is best
suitable.

The row where your own organisation is displayed, please go with "no answer".

0 - No connection: I don't know this organisation and/or I am not aware that the organisation I represent had an
interaction with this organisation.
1 - Light connection: I or colleagues of mine have met representatives of this organisation for discussions.
2 - Good connection: The organisation I represent had a professional relationship with this organisation. We
communicated occasionally and planned for collaboration.
3 - Strong connection: The organisation I represent had a professional relationship with this organisation. We
collaborated with this organisation and worked together to coordinate activities or services, implement a shared
project or similar.

*

Please choose the appropriate response for each item:

0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection

Addressya

AEDIB NET Project

African Foundation for

Development (AFFORD UK, former

IIB board member Onyekachi

Wambu)

AfriConEU

AfriLabs (IIB board member Nanko

Madu)

Amitruck (HLAB board member

Mark Mwangi)

Auto-Truck

Bank of Industry Nigeria

BNI Mozambique/Further Africa

(former HLAB board member Dr.

Fabio Scala)

Bongohive

Bop Inc

Byddog (IIB board member Juha

Kunnas)

City University (HLAB board

member Professor Rajkumar Roy)

Cold Hubs
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Cole Group (HLAB board member

David Coleman)

D4D Hub

Deft Pal

DHL (HLAB board member Holger

Schneebeck)

Digital for Development (D4D) Hub

Digital Hubs Logistics (Dortmund)

Digital Hubs Logistics (Hamburg)

Duniya

EduCase Platform

Endeva

Enrich in Africa

Farmisphere

FINN

Finnish Embassy Zambia

Finnpartnership Kenya

Fraunhofer Dortmund

Germany Trade and Invest

Global Distributors Collective

HUBiquitous Project

Instadriver

Kasha

Kwame Nkrumah University of

Science and Technology (KNUST;

HLAB Board members Prof. Henry

Kofi Mensah and Ahmed Agyapong

Lagos Business School (HLAB

board member Yinka David-West)

mAke/Global Innovation Gathering

Megatron

0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection
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0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection

Merdeo

MEST

Mwingi

Nyamula

Proctor and Gamble (HLAB board

member Chuka Alumona)

Prototipi

Radava

RTT group (former HLAB board

member Mark Allison)

Rural Electrification Authority

Zambia

SAIS Southern Africa Innovation

Support Programme (former HLAB

board member Flora Ismail

Tibazarwa)

Sendy

SnooCode (IIB board member

Sesinam Dagadu)

Solar Taxi

Startport GmbH

Swoove

Technical University of Berlin (TU

Berlin; board member Angelica

Rocio Coll Torrado)

Thumeza

Trotro.live

Trusty

Vakava/Bydogg

Vinmak

VTT

Wadonge

WAZIHUB
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0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection

WeGoo

Yaaka

YomYom

Zambia Information

Communication and Technology

Agency (HLAB board member Eric

Lwao)

Zaragoza Logistics Center (ZLC)

Zetech University Kenya
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Second list: Your connections today

What kind of connection does the organisation you represent have with each of the following
organisations/enterprises/projects today?

Use a scale of 0-3 based on the guidelines below. Please do not overthink your answers and go with what is best
suitable.

The row where your own organisation is displayed, please go with "no answer".

0 - No connection: I don't know this organisation and/or I am not aware that the organisation I represent had an
interaction with this organisation.
1 - Light connection: I or colleagues of mine have met representatives of this organisation for discussions.
2 - Good connection: The organisation I represent have a professional relationship with this organisation. We
communicate occasionally and plan for collaboration.
3 - Strong connection: The organisation I represent has a professional relationship with this organisation. We
collaborate with this organisation and work together to coordinate activities or services, implement a shared project
or similar.

*

Please choose the appropriate response for each item:

0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection

Addressya

AEDIB NET Project

African Foundation for

Development (AFFORD UK, former

IIB board member Onyekachi

Wambu)

AfriConEU

AfriLabs (IIB board member Nanko

Madu)

Amitruck (HLAB board member

Mark Mwangi)

Auto-Truck

Bank of Industry Nigeria

BNI Mozambique/Further Africa

(former HLAB board member Dr.

Fabio Scala)

Bongohive

Bop Inc

Byddog (IIB board member Juha

Kunnas)

City University (HLAB board

member Professor Rajkumar Roy)

Cold Hubs
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Cole Group (HLAB board member

David Coleman)

D4D Hub

Deft Pal

DHL (HLAB board member Holger

Schneebeck)

Digital for Development (D4D) Hub

Digital Hubs Logistics (Dortmund)

Digital Hubs Logistics (Hamburg)

Duniya

EduCase Platform

Endeva

Enrich in Africa

Farmisphere

FINN

Finnish Embassy Zambia

Finnpartnership Kenya

Fraunhofer Dortmund

Germany Trade and Invest

Global Distributors Collective

HUBiquitous Project

Instadriver

Kasha

Kwame Nkrumah University of

Science and Technology (KNUST;

HLAB Board members Prof. Henry

Kofi Mensah and Ahmed Agyapong

Lagos Business School (HLAB

board member Yinka David-West)

mAke/Global Innovation Gathering

Megatron

0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection
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0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection

Merdeo

MEST

Mwingi

Nyamula

Proctor and Gamble (HLAB board

member Chuka Alumona)

Prototipi

Radava

RTT group (former HLAB board

member Mark Allison)

Rural Electrification Authority

Zambia

SAIS Southern Africa Innovation

Support Programme (former HLAB

board member Flora Ismail

Tibazarwa)

Sendy

SnooCode (IIB board member

Sesinam Dagadu)

Solar Taxi

Startport GmbH

Swoove

Technical University of Berlin (TU

Berlin; board member Angelica

Rocio Coll Torrado)

Thumeza

Trotro.live

Trusty

Vakava/Bydogg

Vinmak

VTT

Wadonge

WAZIHUB
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0 - No connection

1 - Light

connection

2 - Good

connection

3 - Strong

connection

WeGoo

Yaaka

YomYom

Zambia Information

Communication and Technology

Agency (HLAB board member Eric

Lwao)

Zaragoza Logistics Center (ZLC)

Zetech University Kenya

Overall satisfaction
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To what extent do you agree to the following statements to be suitable for you and the organisation/enterprise
/project you represent?

Please choose the appropriate response for each item:

1 - strongly

disagree 2 - disagree 3 - neutral 4 - agree

5 - strongly

agree

Participating in DIGILOGIC has

improved my knowledge about

structures and actors in the African

logistics sector.

Participating in DIGILOGIC has

improved my knowledge about the

digital transformation opportunities

at the critical mile in Africa.

Through DIGILOGIC, my

organisation/enterprise/project has

strategically integrated the digital

transformation of the African

logistics sector.

By working with DIGILOGIC, my

organisation/enterprise/project has

gained significant traction for

digital transformation.

Through working with DIGILOGIC,

the technology transfer capabilities

of my organisation/enterprise

/project have improved

significantly.

Through working with DIGILOGIC,

the knowledge transfer capabilities

of my organisation/enterprise

/project have improved

significantly.

Overall, how satisfied or dissatisfied are you with participating in DIGILOGIC activities so far? (1=very dissatisfied to
5=very satisfied)

Please choose only one of the following:

 1

 2

 3

 4

 5
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What was your most valuable learning/insight/takeaway from your participation in DIGILOGIC activities?

Please write your answer here:

Are there any aspects that could be improved within DIGILOGIC? If you have suggestions on how the improvements
could be carried out, please indicate those as well.

Please write your answer here:

Do you have any additional comments, suggestions etc.? Please add here:

Please write your answer here:

Submit your survey.

Thank you for completing this survey.
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