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Three strands of communication narrative 

• Translate political priorities to citizens; 

• Show what Europe does for Europeans, what it stands for 
and why; 

• Construct a narrative for hope and revive EU values, 
storytelling with a human angle; 

• Contextual, using appropriate communication channels 
(social media, mobile first) also using regional media;  

• In all Member States and in all community languages.  

 

 





EU THAT DELIVERS EU THAT EMPOWERS EU THAT PROTECTS 

EU delivers on jobs, growth and 

investment  

 

Corporate campaign  

 

Showing relevance and impact of EU 

investment and funding via local real 

stories. 

Reconnect Europeans with core 

EU values 

 

Umbrella communication with 

youth in focus 

 

Interrelating to symbolic milestones 

and initiatives: 60th Anniversary of 

Rome Treaties and Social Pillar,  

30 years of Erasmus etc.  

 

Showcase EU action and 

solutions 

 

Development, humanitarian aid 

and migration policy; 

 

External borders, internal security, 

fight terrorism, asylum; 

 

Social inclusion, regional and 

urban policy. 





Context 

• One of the main communication challenge for the whole EU 
and its institutions in 2017;  

• Commissions' services and EU institutions working 
together; 

• Sober, simple, serious, emotional; 

• Looking into the future (what the EU has to do), 
grounded on past achievements (what the EU has done 
in different policy areas); 

 



Events and products 

• Citizens' Dialogue 
with HRVP Mogherini 

• EU60 stories – video 
testimonials of citizens 
talking about Europe 

• EU60 in 60 seconds – 
timelapse video 

• Documentary video 

• EU GIFstory – GIF 
competition 





From stakeholders to general public 
 

• Part I (Jan-July 2016) 

• Establishing credibility towards stakeholders: attract 
potential investors and project promoters by promoting 
EIPP and the Investment plan 

 

• Part II (early 2017 – early 2018) 

• Locally targeted campaign for a broader public using 
real examples of EU investment projects 

 



 

Stakeholder campaign 

 

• Print ads 

• 10.5 million issues 

 

• Online ads 

• 113 million 
impressions 



Generate 
measurable 

public recognition 

Provide an opportunity 
for every citizen to 

reach a more informed 
view of the EU 

Strengthen trust 
in the EU and show 
that the EU is part 

of the solution 

• SHOW CONCRETE BENEFITS OF  EU INVESTMENT ACTIVITIES 
"ON THE GROUND" 

InvestEU (general public) campaign 
Objectives and Goals 



InvestEU campaign - Scope and target 

• Present EU funding at large with a special focus on results 
enabled under the Investment Plan – 2/3 EFSI, 1/3 others 

 

• Ambivalent Europeans (don't know/don't care about the EU) 
in all 28 Member States (with special emphasis in 14 MS) 

 

• Potential to attract new beneficiaries by showing real 
examples of successful entrepreneurs 

 

• Third party endorsement: partnerships with project 
beneficiaries, banks, national managing authorities etc. 

 

 

 



Real projects, Real stories 

 

• Target real people with real stories and projects 

 Embedding a human story 

 Having a tangible impact 

 Responding to end-users' key concerns 

 Contributing to strategic sectors for the EU economy 

 Reflecting the diversity of EU funding 

 Presenting tangible results on local/regional economy 

 

• A teaser towards all EU funded projects 



Campaign toolkit 



Website 

europa.eu/InvestEU 



Explaining EFSI - 16 Facts 

March 2017 
 
 

"At mid-term of the initiative, it is 
important for us to share some 

fact-checking on a number of the 
criticisms directed at the EFSI. 
Here are both the Commission 

and EIB responses to the 
questions we often receive." 



#investEU tweets 





Generic clip 

• http://ec.europa.eu/avservices/video/player.cfm?
sitelang=en&ref=I135556 



Website 
launch:  

20 March 

Media outreach, social media promotion, third party endorsement, media buying 
in 14 countries 

On-site 
project visits 

7 March: EFSI signature Bulles, FR 

9 March: Opening of EDIC exhibition Duisburg, DE 

9 November: 

futurezone Day, AT 

Local radio 
campaigns, media 

collaborations 

June: “Back to School” activity, Attica, EL 

27 April: Tour de la Capacidad, ES 

10-14 July: Suomi Areena, FI 

8-9 May: Europe Day & 

OpenCoesione Event, IT 





Peace 

Democracy 

Solidarity 

Freedom 

Prosperity 

Discovery 

Opportunity 

Equality 

Well-being 

Sustainability 

Influence 

Diversity 

The European Story 



A changing place in an 

evolving world 

Drivers of Europe's Future 

A profoundly transformed 

economy and society 

Heightened threats and concerns 

about security and borders 

A questioning of trust and 

legitimacy 



SMARP 
EC Employee Advocacy Program 



What we believe in  

Employees are our most valuable asset and most 
trusted ambassadors 

 

 

 

Inspiring every professional to be an influencer by 
making knowledge sharing simple and rewarding 

Our vision and mission 



•   

• -to curate on a daily basis the best content  

 

 

The Smarp Platform will enable us 
 



• to distribute this content to EC employees to 
share it with their networks, in their own voice 
and to measure the impact of this sharing 
activity. 

 



EASY  

AND  

READY  

TO GO  

CONTENT 





•Be proud, be open, be safe and  

 

 

 

 

 

SHARE IT 


