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How to Make EU News Local News 

In a period of information overload from various tools and channels, the issue has been raised 
of how to disseminate EU news more widely at a local level and illustrate the presence of the 
EU in our daily lives. This workshop shared tips and best practices from Finland, France and 
Italy on how to approach local journalists and media in order to "sell" the results generated by 
EU-funding.  

Anthony Lockett, the acting head of the Communications Unit at the Directorate-General for 
Regional and Urban Policy, chaired a lively debate on the 'Dos and Don'ts' of local reporting 
with reference to EU- sponsored programmes and events.  

Elina Manninen, manager of the Europe Direct Information Centre in South Ostrobothnia in 
Finland, presented her four simple points to focus on when attempting to approach local 
citizens with European news that may be of interest to them. 

In order for citizens to relate to the news, it is essential they see images of activities they can 
identify with and possibly also images of people like themselves  particularly where EU news 
is predominantly perceived as foreign news, as is the case with most of the regions in Finland. 

In addition to people (i), it is always interesting to hear about the money involved in the project 
(ii) - the bigger the amount is, the more interesting the content becomes. There is, however, an 
important caveat to this, as stressed by an attendee. By the time the money generates results, 
the information has become outdated i.e. there is a new budget line already in place. The 
challenge remains how to ensure that news stories focus on results, especially when there is a 
long delay before the funding starts to deliver. 

SMEs (iii) are another area of win-win potential. When linked to the EU and global issues per 
se, involving local SMEs and their economic activities has the potential to boost expertise and 
stimulate a technological upgrade at the local level. Here the informative role of the media 
becomes a more practical one, particularly once the media becomes a way of locating 
assistance and sharing knowledge. 

Last but not least is the issue of promptness (iv). Only press releases that are up to date and 
among the first to arrive are published. Irrespective of how quick this process is, press 
releases must be free of mistakes and feature concise content that is easily digestible both for 
journalists and the target audience. Traditional ways of disseminating information should also 
be reconsidered. Press conferences are becoming increasingly old-fashioned and there is 
always the risk that journalist turnout will be poor. 

An innovative and unconventional approach to engaging with local beneficiaries was 
presented by Sandra Chaignon, national communication officer for the European Structural 



 

 

and Investment Funds in France. France has a long history of reporting in a coordinated way 
on structural funds and the results produced, for instance the "l'Européen d'à côté" (the 
European Next Door) project. 

66 episodes, each 1.5 minutes in length, have brought the EU to the most local level in France. 
The challenge of how to sum up a major project in a very limited time slot was addressed by 
reducing technical language, numbers and unnecessary details. The focus was on the public 
and the tangible benefits of each project, while all of the stakeholders were grouped under 
"Europe". 

This audio-visual presentation of the practical changes in the lives of beneficiaries is much 
more than a communication tool for showcasing the results delivered by the four structural 
funds. It is also an investment, particularly as videos go viral, reaching 20,000,000 viewers 
(and counting). The material can also be recycled and reused for other purposes in the future. 

Projects also attract public attention. After winning the Brand Content 2015 Prize, 
"l'Européen d'à côté" was also awarded second place at the 2015 European Public 
Communication Awards ceremony staged by this year's EuroPCom. This offers a further 
incentive to think innovatively and employ a similar approach when communicating ideas and 
results elsewhere in Europe. 

Giancarlo Orsingher, coordinator of the EU Information Centre in Trentino, Italy,  
contributed additional examples and practical advice from his extensive career with Rural 
Carrefour and Europe Direct. The importance of TV and radio as the best outreach channels 
was restated, especially in regions such as Trentino where geography restricts people's 
mobility and thus, there is limited awareness of the EU and its regional involvement. 

Information about the EU should be selective. Regarding content, Mr Orsingher suggested 
that people are interested in aspects linked to daily life rather than high-level politics in 
Brussels. Therefore, information should be carefully tailored and should focus on the general 
public, providing opportunities for interaction and interactive learning. There are numerous 
examples of good practice. From inviting citizens to discussions and talks, to interviewing 
people on the streets, from local EU news (Europa in Campo) to interactive quizzes (Scuola 
D'Europa) and spelling contests for young people – all of this has helped to bridge the gap with 
the EU in the Northern Italian region of Trentino. 

The potential downside to this is the cost. Most local television stations are private and thus 
operate on a commercial basis. Paying for broadcasting services may also raise questions 
regarding ethics or even media freedom. The good news is that the internet is becoming an 
increasingly important information channel and services are either inexpensive (Facebook) or 
completely free (YouTube). 

In the absence of professional material, the audiovisual material produced by the European 
Commission and accessible through the EuropeanTV is a great asset. The material is 
translated into all EU languages and is provided completely free of charge. 



 

 

The audience at the workshop contributed by sharing examples and best practices from their 
own regions. The main emphasis was on relations with local journalists as they are the ones 
who process the information and package it into an eye-catching article for the general public. 

Drawing on the experience from Denmark and France, the level of commitment among 
journalists has substantially increased, thanks to organised excursions to Brussels and visits 
to EU institutions, as well as interaction with policy-makers, communication officers and 
audiovisual content producers. Emphasis was also placed on building personal relations with 
journalists, as this can secure media exposure and greater visibility in the absence of direct 
links with local/regional media. 

To enable audiences to better relate to the circulated messages, explicit links to local 
politicians and political campaigns should be avoided. However, the challenge remains of how 
to overcome associations with particular elements of governance, given that EU-funded 
projects are implemented by institutions and the delivered results are often communicated 
through institutional channels. After all, the EU funds development projects, not political 
decisions and it is the task of the communicator to ensure a clear cut separation between the 
two. 

 

 


