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Aim of the project BIOPROSPECT is to explore and document the bioprospects of forested 

protected areas, meaning discovering and commercializing products originating from natural 

resources and the ways of their sustainable capitalization as a mean for wise management and 

conservation. 

Demonstrating the total economic value of forested areas can make a convincing case for the 

conservation of wild species and ecosystems. Eventually, BIOPROSPECT project aims to 

contribute effectively on the conservation, protection, promotion and development of forest 

biodiversity and preservation of natural heritage. 

 

The project is expected to have a significant impact on the area, enhancing transnational and 

regional cooperation, through continued EU support as well as promoting further EU integration. 

Transnational cooperation among all beneficiary countries’ organizations and institutes, will 

contribute to improve regional and territorial practices. 

Hence, BIOPROSPECT project will implement the foreseen activities, while ensuring the 

coherence, complementarily and transferability of experiences and practices with other regional 

and national programs that can feed transnational actions and benefit of their results. 

 

Through the actions foreseen within BIOPROSPECT , project partners are sharing scientific 

knowledge, forest management practices, policies and regulations, developing common and 

sharing tools for the economic valuation of biodiversity and forest ecosystem services. 

In the frame of the BIOPROSPECT project and the particular activities for publicity and 

communication, (where the School of Economics of the Aristotle University of Thessaloniki is 

involved), we created the following accounts in social media: 

 

Facebook: https://www.facebook.com/Bioprospect-1919256598370897/ 

 

 

 

Twitter: https://twitter.com/Bioprospecteu 

 

 

 

Linkedin: https://www.linkedin.com/company/bioprospecteu/ 

 

 

 

 

 

 

 

https://www.facebook.com/Bioprospect-1919256598370897/
https://twitter.com/Bioprospecteu
https://www.linkedin.com/company/bioprospecteu/
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Αs we can see from the chart the total followings of the page is 226, with the largest increase 

being observed between March and April 2019 

 

 

 

 

 

 

 

 

 

NET FOLLOWERS 
 

 

We can see from the chart that throughout the page the sequences only increased 

substantially with a negligible decrease in February 2019. The highest activity we observed 

was in March 2019. 
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WHERE PAGE FOLLOWS HAPPEND 

 
Ιn this chart we can distinguish the sources from which the activity on the project page 

originated over the months 
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WHERE PAGE LIKES HAPPEND 

 
In this chart it is shown from which source the people found the page of the project and 

became followers. It is obvious that most come from the project page, and from the page 

suggestions. 
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NET LIKES 
 

We note that the number of positive reactions is very high with peak in March 2019 
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POST REACH 
 

 

Here we see the number of people who were informed about the actions of the project 

through our site 
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TOTAL VIEWS BY SECTION 

 

 

 

In this note a categorization is made as to which category of all the information channels 

through the page of that social networking site attracted the most views. 
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TOTAL PEOPLE WHO VIEWED BY SECTION 

 

In this note a categorization is made of which category of all the information channels 

through the page of this particular social networking site attracted and informed most 

internet visitors. 
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TOP SOURCES 
 

 

 

 

At this point we are informed about which site has been the most attractive media, it is 

important to emphasize its great contribution of facebook 
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TOTAL PAGE PREVIEWS 
 

 

 

 

The chart shows a preview of this update page in total from September 18, 2019 to October 

15, 2019 
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TOTAL ACTIONS ON PAGE 

This chart is about where all the clicks came from 
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People who clicked web site 
 

 

The chart shows the number of people who clicked on the website,  

the highest activity was observed in February 2019 
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People Reached 
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Followers 
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People Engaged 
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