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Ingredients of good project communication
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Research Strategy Creativity




Research

Why do we communicate
and who do we communicate to?




1. Know you
commuhnicate

...and you will know how to do it in the best way




We always communicate with someone specific...
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..and we do it for a reason.




We communicate to influence

How someone
acts on something

How someone
responds to something

How someone
understands something

How aware someone
is of something




Why do projects communicate?

Motivate and Involve people Create interest
engage the in project in and transfer
partnership activities outputs




2. Know you
commuhnicate to

...and you will know how to do it in the best way



Who do projects communicate with?

Motivate and Involve people Create interest
engage the in project in and transfer
partnership activities outputs

Project Thematic Citizens,
partners experts and policy makers,

policy makers thematic experts,
media, ...



How much do people know
about what you do?

And why is

it important? Prize money

2017

31 million GBP in total
The more someone knows

about my subject, the more

specific my messages can Singles winners
be. 2017

Garbine Muguruzu
Roger Federer

Good knowledge

Messages should reflect the Medium knowledge Dress rule
knowledge of an audience. All white

Surface Basic knowledge

Gras

................. Game

Tennis

Have heard about it

What do you know about Wimbledon?




Communicate in a way
that your audience understands.

Adjust content and language to your audience.
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Where do you reach your audience?

Opportunities for
communication are
endless
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Where do you reach your audience?

And that’s only the
social media
options...
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Where do you

Where will you
reach your
audience best?

Example: Social media channels

reach your audience?

Age distribution of active social media users worldwide as of 3rd
quarter 2014, by platform

Tumblr
Instagram
Youlube
Twitter
Pinterast
Google+
Linkedln

Facebook

0% 10%

£0%

30% A0% 0%

100%:

M 16-24 I 25-34 35.44 [ 45-54 M 55-64

Addiaonal Informakeon




Where do you reach your audience?

Where Wi ll you Reasons for Facebook usage according to users worldwide as of 2nd
reach your quarter 2015

aUdience beSt? o stay 1n touch with what my fniends

arg doing oy

To stay up-to-date with news and
Example: Social media channels current events

To share photos or videos with others
To fill up spare time

Because a lot of my friends are on it

To fimd funny or entertaining content
(1.e. articles, videos)

General networking with other people
To share my opinion
To meet new people

To research/find products to buy

0% 10% 20% 30%: 40% S0% 60% 0%




Focus your communication
on channels where your audience is anyway.

Use data to find out where your audience is.
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Good practice: STREFOWA

www.interreg-central.eu/strefowa

STREFOWA aims to reduce and manage food waste in central Europe. The participating countries are Austria, Czech Republic, Italy, Hungary and Poland. Together they

report the current knowledge on food waste amounts in the five selected countries as well as the quantities of food waste that are prevented by the currently existing

best practices in food waste prevention activities/initiatives.

Target audience: Bloggers

Blogging contest promoted on

Non-technical content and language style

@ hitps/fwww reducefoodast

interreg M "%
CENTRAL ELRCRE s R
| sTREEOWA

2017
#Freducefoodwaste
Blogger Award

Here Are This Year's Entries

How waste becomes
enjoyable

An Austrian blog with multimedia-based
reportages about zero waste, fair fashion
and packaging-free food.

Detaity

Transforming trashinto
poetry

For the past nine years | have taken

photos of food waste—scraps, compost,

Entries About

Jiddisches Penicillin

Meist koche ich Wiener Kiiche, mache

aber auch Ausflge in die mediterrane

oder asiatische, Ich verwende auch
ungewdhlicha Teile von Tieren, wail ic...

Detaia

Target audience: Experts

Studies promoted through

and offered on

Technical wording and language style

© (7 wsvinterreg-central.eu/ Corters Node/ STREFOWA Atm|

#REDUCEFOODWASTE BLOGGER AWARD 2017 EVENTS

TEAM CONTACT

TESTING STRATEGIES

The goal of our pilot actions is to test
strategies, either new ones or new in
a specific area across the STREFOWA
Central Europe countries.

Qur pilot actions include:

¢ teaching material

* donations

® questionnaires

® new separation systems
¢ and much more.

Follow this link for mere information.

PRESS

PILOT ACTIONS

ON REUSE OF FOOD

These pilot actions focus on reducing
food waste by encouraging reuse of
food surplus or donation of it. For
example by collecting food surplus
from SPAR customers or by
establishing a second market for
unsellable food from farmers,

Follow this link for more information.

PUBLICATIONS PILOT ACTIONS

PILOT ACTIONS

TO MANAGE FOOD
WASTE

In Poland and in Austria we will
implement new food waste sorting
systems, just like a sorting machine to
take food waste out of residual waste
and in Poland to introduce a separate
collection of biowaste from
households.

Follow this link for more information.

FOOD WASTE HACKATHONS

PILOT ACTIONS

TO RAISE
AWARENESS

Our pilot actions to raise awareness
focus on schools, retailers, and
consumers in Austria, the Czech
Republic and Italy.

Follow this link for mere intormation.
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Strategy

How to plan communication * —
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Plan your
for each audience

...and your communication will be more successful



Before you choose your tactics...

.Jet’'s take a brief look
at how we take decisions.




Short exercise:
How many colours are in this painting?

Summary Display caption Catalogue entry

Light Red Over Black is a large oil painting on a rectangular, vertically
oriented canvas. As is suggested by the work’s title, the painting
consists of two large black rectangles enclosed by a thick, vivid scarlet
border, recalling the structure of a window. The unmodulated paint of

the scarlet section contrasts with the blurred rectangles it surrounds.

These areas of black paint have been sparsely applied and blended with
blue pigment, creating pulsating, hazy forms that give the canvas a
sense of movement and depth.

ARTIST

MEDIUM

DIMENSIONS

COLLECTION

ACQUISITION

Mark Rothko
1903-1970

Oil paint on canvas

Support: 2306 x 1527 x
38 mm

Tate

Purchased 1959

23



And how many
colours are In
this one?

24



Which painting do you like more?

25



Which painting do you know more about?
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Two decision-making systems:
Emotion and reason

b -

System 1 - fast, intuitive, emotional, visual

e ——————————

———>
System 2 - slow, rational, textual




Two decision-making systems:
Emotion and reason

Address the right system
at the right time

System 1 is about emotion. It hits you
much faster than reason.

This system is best addressed when vyour
audience knows very little or nothing about
what you do.

Create experiences - visual, personal and

story-driven content to raise awareness and
interest or to change short-term attitudes.




Two decision-making systems:
Emotion and reason

Address the right system

at the I"lght time . 1997_2017 20 YEARS OF TRANSNATIONAL
INTERREG COOPERATION IN CENTRAL EUROPE

System 2 is about reason. It follows

. . Interreg Il C CADSES Interreg lll B CADSES ETC CENTRAL EUROPE Interreg CENTRAL EUROPE
e I I I Ot] O n log] Ca l ly’ Transnational cooperation in central Transnational cooperation in central Transnational cooperation in central Transnational cooperation in central Europe (2014-2020)
and south east Europe (1997-1999) and south east Europe (2000-2006) Europe (2007-2013) Managing Authority: City of Vienna

ECU 21 million ERDF € 161 million ERDF € 246 million ERDF € 246 million ERDF

This system is best addressed when people T e . T e

O 124 projects O 120 projects expected
-

have shown initial interest and sympathy. @ 5 T T IRv— i.i. N N L Jro——

They are then ready to think further about 1994-1999 2000-2006 2007-2013 2014-2020

what you do. | | | | | o]

¢ [ ® ® ®
Interreg | Interreg Il Interreg lll Interreg IV Interreg V
1.1 BM ECU 3.8 BH ECU 5.8 BH EUR 8.7 BM EUR 10.1 BH EUR
Provide facts - textual, informative, dat
—_ - July 1990; Interreg is officially 1997: In the midst of its second 2000: The Interreg family is growing. 2007: Interreg gets renamed to 2014: European Territorial Cooperation
rOVI e aC S eX u a ) ] n O r a ] Ve ) a a launched as a Community stage, Interreg is extended from the Cooperation is characterised by the European Territorial Cooperation (ETC) becomes Interreg again.
imitiative. Cross-border initial cross-border cooperation to upcoming enlargement of the (ETC) and becomes a fully-fledged The instrument is reshaped to achieve
] cooperation at the internal transnational cooperation. European Union. Consequently the objective of EU cohesion policy. greater impact and an even more
based content to increase knowledge and e S S —
European Union becomes the number of cross-border programmes.
laboratory of European

change attitudes in the long-term. ogain




Bring it all together

...and your communication will be more logical



The strategy logic

Ot

Choose the subject
about which to communicate

A project output

Decide on an objective
in view of a specific audience

To inform policy
makers about the
project output
so that they know
more about it

Choose tactics per audience
and create messages

Disseminate the
output and engage
in dialogue

Design activities
per audience

Publications
Infographic, layouted
document etc.

Digital activities
Social media campaign,
direct mailings etc.

Meetings
Presentation of policy
recommendations etc.



How to structure

MO 0 O

Subject

Audience

Status quo

Objective

Tactics Messages Activities

1.2

Policy
recommendations

Policy
recommendations

Policy
makers

Policy makers

Know nothing Are aware of

about them

Are aware of
them

them

Changed

behaviour (e.s.
take them into
account in their

work)

Broad-scale  Our project developed Infographics
dissemination recommendations that

and dialogue deal with... to Social media
improve... in cities
that... Newsletter
Roadshow
Small-scale In your city, the Pilot site visits
dialogue recommendations will
specifically allow you Focus
Experience of to improve... groups
potential
benefits Bilateral

meetings



How to evaluate

Baseline
Indicator value

(if applicable)

Source

of data Reporting

Positive feedback on Percentage - At least 75% Electronic feedback After each event
events and meetings survey on satisfaction
organised by project

Positive defined as:
Participants scoring
“very good” or “good”
on a scale from 1-4




Good practice: TROLLEY

=

Selected output

Selected objectives and audiences

Oitit O©

Selected tactics and messages

Policy
recommendations on
Trolleybuses as a
modern eMobility
solution

Change attitude of
policy makers

Raise awareness of
citizens and win them
over as ambassadors

Reshape the image of

trolleybuses
“Trolleybuses are a ready-to-
use technology for urban
electric mobility.”

Engage citizens to put
public pressure on

policy makers
“Trolleybuses are an
underused sustainable public
transport option that could
improve the quality of life in
your city.”

European
Trolleybus Day

The Trolleybus Movie

Trolleybus marketing
award

Campaign “eBus - the
smart way*“


http://www.trolley-project.eu/index.php?id=111

Creativity ’ ng

How to design
communication activities




You always design for a purpose and that’s
the objective you defined in your strategy.

Form follows function.
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Commercial break

14.00h - Creative and visual communication

Charlelie Jourdan
Co-Founder and Creative Consultant

Old Continent Agency




Know what

...and you will create better stories for journalists



News Values

The word news means exactly that -
things which are new. Journalists are
used to receiving the latest updates, and

there is so much news that old news is
quickly discarded.

The scale of impact or the number

of people affected by your project

is important. Something that will save
millions of EUR is more significant than
what saves only a few thousand EUR.




Proximity

Stories which happen near us have more
significance. The closer the story to
home, the more newsworthy it is. That’s
why every partner in a project has to be
a communicator. And an ambassador of
the project.

Human interest

Personalised storytelling will work better
than trying to present the complete
picture. Offer stories of individuals
profiting from what your projects does.




Stories work best when they counter
expectation and have an element of
surprise. Present the change your project
wants to achieve in an interesting way.

Famous people get more coverage just
because they are famous. Find
testimonials that support your project
and ask them to open a new site etc.




Contact and connect with me

Frank Schneider

Head of Communication
Interreg CENTRAL EUROPE

schneider@interreg-central.eu
www.linkedin.com/in/schnefr




