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Some 700 communication 

managers and senior experts from 

a range of local, regional, national 

and European authorities and 

organisations met in Brussels on 15 

and 16 October 2014 to take part in 

the fi fth EuroPCom conference. They 

spent two days sharing strategic 

insights and practical experiences on 

recent communication challenges. 

More than 75 experts spoke during 

the event’s plenary sessions and 

workshops, which focused on the 

EU’s future communication strategy 

and, more generally, on how to make 

government communications more 

innovative and creative.

The aim of the annual 

European Conference on Public 

Communication is to inspire cities 

and regions, as well as EU players 

and national authorities, as they 

design their communication 

strategy, helping them to form 

new networks that transcend 

borders. It also encourages all 

levels of government to develop a 

decentralised communication policy 

for the EU.

The conference is an initiative of 

the Committee of the Regions 

(CoR) and is organised jointly by 

the European Parliament, the 

European Commission, the Council 

of the EU and its Italian Presidency 

and the European Economic and 

Social Committee. The concept, 

content and promotion of the 2014 

conference were defi ned by the 

EuroPCom Advisory Board, which 

comprises representatives of the 

institutional partners, regional 

partners from previous conferences 

as well as several European networks 

of communication directors (Club of 

Venice and EACD), communication 

agencies (EACA) and researchers in 

the fi eld of public communication, 

media and journalism (ECREA). 

All conference presentations and 

documents may be found at:

www.cor.europa.eu/europcom 
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Conference proceedings

The EuroPCom 2014 opening session provided an opportunity to explore 

and reassess public communications in and on Europe with the aim of 

reconnecting Europe with its citizens. The event was opened by Mairead 

McGuinness, Vice-President of the European Parliament and Michel Lebrun, 

President of the Committee of the Regions, who invited keynote speaker 

Herman Van Rompuy, President of the European Council, to share his views 

on EU citizenship and on citizen involvement in EU, national and regional 

policy making. After the European Public Communication Award ceremony, 

Mairead McGuinness, Sandro Gozi, State Secretary for European policies, 

representing the Italian EU Presidency, Jane Morrice, Vice-President of 

the European Economic and Social Committee and Christophe Rouillon, 

Mayor of Coulaines and CoR rapporteur on “Reconnecting Europe with its 

citizens”, discussed the challenges involved in connecting governments 

with their citizens and communication solutions at local, regional, national 

and European level. The panel debate was moderated by journalist Karen 

Coleman. The keynote speaker, Jacques Séguéla, an advertising consultant 

at Havas, France, closed the session. 

Mairead McGuinness looked at the challenge of ‘Imag[in]ing Europe’ 

from two perspectives: as a former journalist and as Vice-President of the 

European Parliament in charge of communication. She emphasised that 

it was important to communicate on Europe not only at election time, but 

throughout the whole mandate. “Europe is – why do we have to imagine it?” 

she asked. She gave sports as an example, noting that it was not diffi  cult to 

engage supporters in the idea of backing a ‘team Europe’. Ms McGuinness 

pointed to the diff erence between information and communication. The 

more information that was available, the more diffi  cult it was to reach an 

understanding: she therefore asked for less and better communication, for a 

space to listen and understand. 

Michel Lebrun stated that the fi fth EuroPCom conference was being held 

at a turning point for communication on the European Union in light of the 

increasing Eurosceptic voice at last May’s elections and the continued high 

level of abstention among voters. European institutions needed to come up 

with a new way of communicating on the European project: ‘real talk’ based 

on a more profound vision, in order to gather and engage citizens around a 

participative, decentralised and creative European project. 

Herman Van Rompuy agreed with 

the previous speaker, noting that 

a moment of political renewal was 

a fi tting time for fresh ideas. While 

refl ecting on the challenges at 

hand, the focus should be placed on 

shaping communication solutions. 

It was also a fi tting time for looking 

back and taking stock. Mr Van 

Rompuy shared his own experiences 

on how people had seen Europe 

change over the last fi ve years. In 

his opinion, “Europe had lost its 

innocence”. The process of reaching maturity was certainly no simple matter; 

it was, however, necessary and much overdue in the case of the European 

Union. In its early communications, the European project was depicted as 

being based on the idea of peace, with no concrete impact on the daily lives 

of the people of Europe. The EU had begun to enter into the daily lives and 

indeed the pockets of the people of Europe with the launch of the Euro. Finally, 

following the crisis, millions of people had discovered what it felt like to be in 

the same boat – and the principle of solidarity was put to the test. Europeans 

had to face up to the fact that alongside benefi ts there were also costs. 

It took time for governments and societies to adapt to global challenges. 

People tended to blame current politicians, while they were in reality victims 

of reforms that should have been carried out much earlier. If there was a 

lack of political trust, it was very diffi  cult to break this vicious circle and to 

bring out positive change. Moreover, the EU, as opposed to individual 

national governments, had little leverage or no competence at all in some 

areas; sustainable trust, therefore, needed to be re-established through 

communication. Politicians needed to tell the truth that changes took time, 

and leaders had to have the courage to defend Europe. Whoever believed 

that the EU’s unpopularity could be redeemed through an overhaul of the 

institutions was clearly missing the point. The perceived division of labour 

between the European Union and its Member States – and its dramatic shift 

– needed to be understood. Traditionally, the EU had always stood for the 

opening up of borders, minds and the economy, while the Member States 

were in charge of protection. Meanwhile, globalisation had put a strain on the 

welfare state while the EU was perceived as a threat to protection, impinging 

on freedoms through court judgments, penalties and prescriptions. 

According to Mr Van Rompuy, knowing when and when not to act as a Union 

was something of a delicate balance. Europe at work as a protector should be 

all about working with others, when scale mattered; in other cases, it needed 

to act softly because of its size. He concluded by noting that he believed 

citizens expected Europe to be “strong outside – and more caring inside”. This 

was what should be communicated about Europe in words and in deeds. 

After the award ceremony for the 2014 European Public Communication 

Award (see page 31), a video introduced the themes of the panel debate, 

featuring key messages from the panel members and a synopsis of their views. 

Mairead McGuinness considered that there was a need to talk about results, 

not about the process itself. A message of success would always be positive 

irrespective of the media or communication tools used to transmit it. She 

Opening Session 

Rethinking EU communication

Chapter 1: The future of 
EU communications

Herman Van Rompuy
Jane Morrice, Sandro Gozi, Karen Coleman, Mairead McGuinness, 

Christophe Rouillon
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matter of immediate reaction even to populism. He also felt there was a need 

to build up trans-national politics at European level – real European parties 

instead of a confederation of national parties. Jane Morrice structured her 

recommendations in four areas: education (pupils should learn about the EU 

at school); branding (give more visibility/credit to the ‘EU’, e.g.: ‘funded by the 

EU’ instead of ‘funded by the ERDF’); division of labour (Member States needed 

ownership of Europe and should support it); own resources (former Erasmus 

students were members of governments now – there was an opportunity 

here to connect and tell the story). Christophe Rouillon concluded the round 

by stressing the human dimension. He would have liked to have seen a 

representative person who embodied the European project feature on the 

new 10 Euro note. He would also welcome it if Commissioners visited regions 

more often instead of just travelling to capital cities. 

The discussion with the audience revealed a number of key concerns. The fi rst 

concern raised by the panel was that it was the loudest but not always the 

most competent voice that was reported in the media particularly as there 

was a lack of resources to look for the most considerate or competent voice. 

On the other hand, in the short term, politicians had more to gain by being 

critical of Europe. What was in it for the regional and national politicians to 

become more Europe friendly, if they were unable to win elections with 

European topics? 

The fi nal question for the panel involved choosing one project for better 

communication. Jane Morrice advertised the project launched by the 

European Economic and Social Committee entitled “Europe in harmony”, 

which aimed to show that Europe was not just about policy: it was all about 

people. Digital policy was highlighted by Mr Gozi as it made a diff erence and 

spoke to people. Ms McGuinness was keen on streamlining existing projects, 

rather than launching new ones, so she was ready to participate in the EESC 

project. Mr Rouillon concluded by suggesting allocating 20% of the EU 

communication budget to decentralised communication. 

Jacques Séguéla was invited to 

share his views on the future of EU 

and government communication, 

and to present his experiences from 

the European Commission’s ongoing 

corporate communication project. 

Structuring his presentation in the 

form of a ‘love letter to Europe’, 

through story-telling and the use of 

illustrative video-clips, he identifi ed 

fi ve virtues from the world of 

advertising which should be used 

by those creating and promoting the 

Europe brand: dare, dream, laugh, 

surprise and love. British advertising spoke to the mind, French advertising 

spoke from the heart to reach out to the mind, while American advertising was 

merely aimed at reaching out for people’s wallets. Europe - the construction 

site of the 21st century - should invent advertising from heart to heart – “la 

pub cœur/cœur” and be optimistic. 

also believed that all politics were local and that the European elections were 

about local issues with a European twist. Sandro Gozi felt that the main 

message after the elections was that ‘we want change’, although the change 

should address communication, not policies. In his opinion, the substance 

was there but if people did not care, it was because of a problem in terms 

of communication. The message was “too institutional to warm hearts”. 

Jane Morrice emphasised that everything needed to be communicated 

at grassroots level, because Europe was too far away for so many people. 

Christophe Rouillon further elaborated on the subject of decentralised 

communication and suggested that 20% of the EU communication budget 

be decentralised. He argued that the European election results revealed a lack 

of understanding. EU communication should not be a form of communication 

that taught lessons or that addressed experts with complicated wording. 

Looking back at the 2014 European elections, was this time really diff erent?, 

asked Karen Coleman, giving the panel members the opportunity to elaborate 

on the views expressed in the video. 

Mairead McGuinness redefi ned the question, considering that the slogan 

should actually have been: ‘this time it’s going to be diffi  cult”. Despite the 

historically low turn-out at the European elections, the people who had voted 

had spoken, and we needed to listen to their message of discontent. This 

sense of discontent had come from fi ve years of austerity, diffi  cult choices, 

rising unemployment and a general loss of hope. Against this background, the 

next mandate was all about building trust. 

Not only the EU institutions but all levels of government suff ered from a lack 

of public trust; the citizens, meanwhile, were giving voice to their concerns – 

something which was easier to do and more audible than ever before thanks 

to online media. Was it time to rethink the way in which we communicated? 

According to Sandro Gozi, there was a need to talk more to the heart than to 

the mind in order to mobilise people. One could not keep repeating the same 

experiment all over again and expect diff erent results. Jane Morrice also felt 

that the EU was speaking to people’s minds rather than to their hearts. Europe 

was far too subtle and sophisticated for its own good, while people just wanted 

to know that Europe cared. “We know, but the ones who need to know are the 

ones for whom it matters – it’s about going out and getting closer,” said Ms 

Morrice. Christophe Rouillon urged people to stop talking about Europe or 

thinking that the responsibility lay only with Brussels. He called for a long term 

communication strategy that talked about values, investment and territorial 

cohesion, explaining exactly what Europe did.

Karen Coleman picked up on the concept of communication strategy 

and asked the panellists to share their views and recommendations. ‘Less 

and better’ was the recommendation from Ms McGuinness for both the 

communication strategy and legislation. Sandro Gozi elaborated on the 

diff erence between institutional and political communication. He agreed 

with the previous speaker’s approach regarding institutional communication, 

but when it came to political communication, he considered that it was a 

Jacques Séguéla
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2014 could prove to be a turning point for EU communication. After a period 

of intensive communication on the crisis and the European elections, a new 

legislature and new funding programming period was now underway. What 

communication lessons have we been able to learn from the elections, in terms 

of campaigns, voter turn-out and results? What are the plans, perspectives, 

priorities and possibilities for communicating Europe after 2014 and what are 

the expectations of practitioners outside the “Brussels Bubble”?

The session was chaired by Alberto Alemanno, Jean Monnet Professor 

of EU Law at HEC Paris. Stephen Clark, Director for Relations with Citizens 

at the European Parliament, Doru Frantescu, Director and Co-Founder 

of VoteWatch Europe, and Sixtine Bouygues, Director for Strategy and 

Corporate Communication at the European Commission, all gave their 

reactions to the European elections and their perspectives on communication 

post-2014. This was followed by presentations on regional communications 

projects from Florence Clermont-Brouillet, European Aff airs Coordinator for 

France’s Commissariat Général à l’Égalité des Territoires, Jenny Milligan, ERDF 

Convergence Communications Manager at Cornwall Council in the UK, and 

Dominika Forgáčová, Head of the EU offi  ce of the Bratislava Self-Governing 

Region, Slovakia.

Alberto Alemanno opened the workshop, asking if it really had been 

diff erent this time and whether there had been any real impact on voter 

behaviour. While knowledge of the Spitzenkandidaten process had not been 

widespread, it had led to Juncker’s nomination as Commission President. He 

then invited participants to share their thoughts and experiences about the 

elections and communicating on Europe.

Stephen Clark refl ected on the European elections, examining the eff orts 

that had been made, how they had been received and what lessons, if 

any, could be learned. The TV commercials for the Parliament’s election 

communications had received over a billion views across most Member States 

and the use of social media had been ground breaking in many ways. There 

had been much more media work than in previous elections, resulting in 

more exposure than ever before. Much of this was down to a professional 

and attractive campaign: it struck the right note with the audience and was 

creative, helping to connect with European voters. However, the question was 

this: how much of the message had actually got through? While the message 

of ‘this time it’s diff erent’ had appeared to work with journalists and inside the 

EU bubble, it had clearly failed to take off  outside. Similarly, it was a shame that 

the Spizenkandidaten process had not generated more interest.

From this, Mr Clark argued that we needed to create a non-rational link with 

EU citizens. While we should continue to explain Europe on a rational level, 

now was the time to also create an emotional connection with the people 

of Europe. This could be achieved through the use of branding, imbuing EU 

institutions with qualities that citizens connected with innately.

He felt that there were a number of lessons that he would also take away 

from this period, including being careful not to overproduce i.e. creating 

more content than could be sold, and focusing more on distribution. Having 

obtained positive results in regions where small events had been held, ‘going 

local’ could also play an important role in future, helping to increase voter 

turnout. One important issue for further refl ection was the youth paradox, 

whereby young people were the age group most likely to support the EU 

even though they were also the group least likely to actually vote. Therefore, 

questions would also need to be asked about voter apathy and the increase 

of the ‘anti’ vote.

During the question and answer sessions, he noted that although closer 

coordination between the institutions would lead to positive change, it was 

not possible for the Parliament to sign off  on everything that the Commission 

said or for to the EU public to diff erentiate between the various institutions. 

Workshop report 

In between EU elections

Dominika Forgáčová, Jenny Milligan, Florence Clermont-Brouillet, Alberto Alemanno, Sixtine Bouygues, Stephen Clark, Doru Frantescu
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There was a logic which said that diff erent messages could work; we should 

consider how these messages could get through to the non-elite media.

Doru Frantescu shared VoteWatch Europe’s experience of the European 

elections, providing voters with the tools they needed to make up their minds, 

predicting the outcome with a high degree of accuracy. While the multilingual 

Spitzenkandidaten process had been impressive, media monitoring in the 

UK and Germany revealed huge diff erences in how it was received. The 

recommendations were that more should be done to understand the youth 

paradox i.e. the age group most likely to support the EU was the one least 

likely to actually vote; secondly, the mainstream political parties should do 

more to diff erentiate themselves and, lastly, the media should demonstrate 

the impact of the EU on the lives of citizens more eff ectively and regularly.

Sixtine Bouygues used data from the Eurobarometer as the starting point 

for her presentation, highlighting that there was light at the end of the tunnel 

and that we knew what direction the process of communicating on the EU 

needed to take. She began with a poll which showed that although public 

opinion wasn’t exactly picking up just yet, a large portion of the population 

remained resolutely neutral regarding the EU, and this group represented a 

huge opportunity for communicators. Eurobarometer data also showed that 

although expectations for the economic situation were steadily improving, 

there was no correlation between this and support for the EU. As such, if the 

economy did pick up, this would not automatically translate into any increase 

in support for the EU. As regards the issue of how many people were well-

informed about the EU, this had always hovered around one third of those 

polled, which begged the following question: what could we do diff erently in 

order to increase this fi gure?

To tackle these issues, Ms Bouygues outlined the three basic principles of 

communication: coherence between messages, relevance for its audience and 

continuity so that the messages were repeated and left a lasting impression. 

The UK government’s ‘Britain is Great’ campaign was one example of this type 

of campaign, with attractive images and messages and which aimed to deliver 

real jobs, growth and revenue for the UK. However, the UK’s campaign had a 

budget of EUR 45 million; accordingly, we needed to ask ourselves how the 

EU institutions would be able to produce anything similar given the budget 

that was available. 

The current challenge for the EU (while sticking to the three principles) 

was how to brand itself as the EU and demonstrate the added value of the 

European Union. To achieve this, more than one actor would need to be 

involved although the Commission had also focused on pooling resources, for 

example by consolidating its websites.

Florence Clermont-Brouillet gave details about her project to provide 

an eff ective national communication framework for projects that received 

structural funds. With watchwords such as transmit, communicate and 

promote, they were able to coordinate their communication eff orts, helping 

current and future benefi ciaries of funds to communicate their projects 

to the general public. They also produced an annual campaign aimed at 

promoting EU funding each year in May (“Joli mois de l’Europe”), with events 

held throughout France and a central website that featured details, as well as 

a number of fi lms that highlighted the role of European funds, which were 

presented to audiences and aired on French national television. These eff orts 

made it easier for benefi ciaries that had perhaps had little communication 

training to speak to the public about their projects, providing them with a 

structure and guidelines; future plans included decentralisation.

Jenny Milligan presented her organisation’s approach to communicating on 

EU funding, which focused on presenting work tailored to specifi c audiences, 

the largest of which was the general public. To achieve this, they focused on 

the professionalism of their public oriented eff orts, streamlining their website, 

and on engagement with media partners, all the while stripping their use of 

EU-jargon. This had resulted in a much more easily accessible website and in 

the production of attractive print content. Emphasis was placed on the fact 

that this was achieved in-house with a small team, thereby keeping costs 

down and proving that it was possible to be creative within the public sector.

Dominika Forgáčová talked about her work in engaging with young people 

and increasing voter turnout in the Bratislava region in the run-up to the 

European elections. Their work, which involved holding discussion forums 

and producing literature to inform citizens about the elections, had led to 

a noticeable rise in voter turnout compared to other regions of Slovakia. 

Involving a total of 58 secondary schools, their campaign focused on fi ghting 

Euroscepticism among young people and encouraging them to exercise their 

rights as voters. These eff orts, as well as cooperation with the regional press to 

cover EU aff airs, would be continued in 2015.
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The Committee of the Regions is drawing up an own-initiative opinion on 

“Reconnecting Europe with its citizens”, to be adopted by the CoR’s plenary 

session in December 2014. The opinion will set out recommendations from 

Europe’s regions and cities on the future communication strategy of the 

EU institutions, including an analysis of the context, resources and content 

priorities. During the course of this EuroPCom workshop, which was chaired 

by Luciano Morganti, professor at the Vrije Universiteit Brussel, the CoR 

rapporteur presented his draft opinion and discussed the key ideas with 

communicators from the EU institutions and from several regional authorities: 

Kathrin Ruhrmann from the European Parliament, Paul Reiderman from 

the Council’s Secretariat-General, Ludolf van Hasselt from the European 

Commission, Jacques Moisse from the Walloon Government and Romain 

Bail from the Council of European Municipalities and Regions.

Christophe Rouillon, Mayor of 

Coulaines and rapporteur for the 

opinion, presented his key ideas 

on how to reconnect Europe with 

its citizens. Mr Rouillon said that 

all governance levels needed 

to participate in the project of 

reconnecting Europe with its 

citizens. There was a need for a 

shared “Bible of Communication” 

explaining the values of the EU in a 

clear and understandable way. 

He added that it was important 

today to ensure an appealing 

approach when sending out this message. He stressed the importance of 

multilingualism when distributing materials from the EU institutions and the 

importance for local governments of adopting a European approach. To get this 

message across, we needed both repetition and proximity; the media at local 

and regional level provided the most eff ective way of achieving this, together 

with online tools and networks of local and regional partners. Mr Rouillon 

also stressed the importance of communicating with the Commission and 

Parliament offi  ces in the Member States and the importance of establishing a 

communication partnership between the European institutions and regional/

local authorities. He proposed annual visits by the Commissioners for each 

region and continuing the series of Citizens’ Dialogues, which had been 

launched by the Commission last year.

Kathrin Ruhrmann, Director of the European Parliament’s network of 

Information Offi  ces, gave her opinion on the issue of increasing cooperation 

between the EU institutions. The main message in this respect was that the 

institutions should provide platforms for open and even critical discussions. 

There should be a joint plan and a good debate on how to best communicate. 

Target groups should also be identifi ed more accurately. The communication 

should be tailor-made for the diff erent groups of public opinion in the 

Member States. Accordingly, opinion polls were crucial for gaining a better 

understanding of the needs and expectations of citizens. 

Ms Ruhrmann highlighted the specifi c communication eff orts that had been 

made by the European Parliament to get young citizens connected: although 

they were the most pro-European age-group, their engagement was actually 

very limited and they recorded the lowest turn-out of any age group at the 

European elections.

In conclusion, Ms Ruhrmann supported the call of the CoR opinion to go local: 

the European Parliament was local by defi nition, giving voice to politicians 

directly elected from their constituency, and the Member States should be 

given greater scope for more decentralised communication. 

The Director of Media and Communication at the Council of the EU, Paul 

Reiderman, highlighted three aspects that were crucial for reconnecting 

Workshop report 

Reconnecting Europe 
with its citizens

Christophe Rouillon

Romain Bail, Jacques Moisse, Christophe Rouillon, Luciano Morganti, Kathrin Ruhrmann, Paul Reiderman, Ludolf van Hasselt
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the EU with its citizens: fi rstly, 

to put the issue into the right 

perspective and to clearly map 

out just how disconnected people 

had become; secondly, to see how 

the reconnection could be made; 

and thirdly, to look at patterns of 

connections and reconnections, 

which were complex and sometimes 

not even in the same direction. 

He also referred to President Van 

Rompuy’s speech at the opening 

session of the EuroPCom event, 

noting that the EU aff ected the 

lives of all of us today. The Euro currency, for example, had become part of 

our daily lives and this was an example of a tangible connection, which also 

off ered numerous communication advantages, albeit one that involved the 

risk of crises, uncertainties, etc. In his view, the reasons behind the public’s 

distrust of Europe were not only low economic growth but also a whole set 

of societal factors. Globalisation for example, was a double-edged sword: 

you had vulnerability and an explosion of information – it was chaotic and 

democratic at the same time – liberating yet ultimately unmanageable. 

Furthermore, he underlined that the de-connection with citizens was not only 

an EU phenomenon. 

The most important factor for regaining the citizens’ trust was to deliver 

policies. The EU should promise less and deliver more: less legislation and 

more implementation; less noise and more communication; less head and 

more heart. Europe should do more, where possible at local level, or at 

national level, in cases where this proved to be the most eff ective method. Mr 

Reiderman concluded that we should communicate Europe not only in words 

but in deeds as well.

Ludolf van Hasselt, the director in charge of the European Commission’s 

representation offi  ces in the Member States, shared the sense of urgency 

mentioned in Mr Rouillon’s opinion. He pointed, however, to the specifi c 

and often slowing complexity of European policy making: compared to 

national politics, the EU was required to be continuously on the lookout for 

compromises and balances.

Mr van Hasselt expected a lot from the new corporate communication pilot 

– which was currently being rolled out by the Commission – and hoped that 

it would become a common brand for the EU. Strategic partnerships with all 

levels of government could provide an important impetus, but should be 

tailor-made by the Member States and refl ect the institutional characteristics 

and specifi c public opinions of each country. To spread the ownership of 

Europe among all potential partners, considerable resources were required, 

which was currently an important obstacle given the substantial budget 

cuts that had taken place in recent years. A smart use of the resources and 

networks of multipliers at local level, such as the CoR members and other local 

and regional authorities, could have a greater impact on the diff erent target 

audiences.

Mr van Hasselt agreed with his colleagues that each EU institution had a 

diff erent role to play. Nonetheless, joint initiatives, such as the Share Europe 

Online project, were extremely useful for explaining to people about how the 

EU worked and what was being done with taxpayers’ money. 

Jacques Moisse, Inspector-general in charge of the communication 

services of the Walloon government, Belgium, said that there was a need 

to communicate Europe more eff ectively outside the Brussels bubble. 

He considered that communicators at all levels of government played an 

important role and he was in favour of investing more in their professional 

knowhow and in platforms for the exchange of knowhow. He supported 

the rapporteur’s demand for two-way interaction: he even used the term 

of 3D communications i.e. bottom-up, top-down and among citizens and 

stakeholders. 

Citizens’ trust was largely dependent on the level of transparency of policy 

making, and on the feeling that their voice was heard. Local politicians, who 

were in daily and personal contact with the citizens, should be involved in 

this process. They could also encourage people to take up an active role 

themselves and to take part in the communication and participation process.

In terms of EU branding, Mr Moisse referred to the Walloon experience, which 

involved a process of streamlining the ministries’ diff erent communication 

strategies, not to mention the 150 diff erent logos that had previously been 

used. The costs and impact of such operations, especially at the level of the EU 

institutions, should not be underestimated. 

Romain Bail, Mayor of Ouistreham, France, and representative of the Council 

of European Municipalities and Regions, did not hide his scepticism about 

the EU’s current approach to communications. He highlighted the need to 

improve our capacity to pass on the message about Europe down to local 

level and to fi ght the EU-scepticism that existed within public opinion. He 

was often shocked to see the public’s disenchantment towards Europe and 

politics and believed that policy makers in Brussels were not always aware of 

this reality. 

Mr Bail stressed the key role that mayors and local politicians could play 

in communicating Europe. He deplored the decision of the European 

Commission to reduce the Europe for Citizens programme, which had an 

important leverage eff ect in the fi eld. Mr Bail did not deny that local politics 

also suff ered from a number of misconceptions in the area of democratic 

legitimacy; he and his colleagues also had to deliver more and better in terms 

of supporting citizen participation. 

He called for proportionality and governance through partnerships to help 

close the gap between the EU and local government and citizens, with more 

constructive dialogue and more coordinated communication. All stakeholders 

needed to be more involved in passing on the European message, using plain 

language and avoiding EU terminology.

Mr Rouillon closed the session, expressing the hope that his ambitious views 

would be shared and taken up by all the partners involved. 

Paul Reiderman
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The closing plenary session off ered a forum that focused on fi guring out how 

to create a common European narrative. Moderated by the Irish journalist 

Karen Coleman, the panel set out to discuss their own experiences regarding 

the creation of this narrative and the ways in which they believed that the 

European Union could succeed in creating its voice.

From the outset, journalist Per 

Nyholm listed the diffi  cult 

challenges that the European Union 

had faced in its eff orts to create a 

common narrative. Although he 

had not initially been interested in 

the developing European apparatus, 

his career spent covering major 

European events such as the Balkan 

Wars had made him acutely aware 

of the failings of an ever-unifying 

Europe. One of the EU’s persistent 

weaknesses was its lack of a defence 

capability, something that had once 

again become painfully obvious in the context of recent events in Ukraine. 

Although the EU had developed strong soft power, Mr Nyholm felt that you 

could not project any soft power without having any hard power to base it on.

In 2013, Mr Nyholm was asked to join the European Commission’s Cultural 

Committee and contribute to the formation of a new European narrative 

for the next generation of Europeans. Leaving after just one year for reasons 

which he described as a lack of leadership and equal representation, Nyholm 

said that one of the greatest problems with the European Union was its fear of 

appearing autocratic in the eyes of the public. 

He continued by examining how European leadership had become mired by 

the press’ eff orts to fi nd its next sensational news story. So strong was the fear 

of appearing tyrannical that German author Hans Magnus Enzensberger had 

once labelled the EU as a “Toothless Monster.” In the eyes of Mr Nyholm, this 

feeling of fear reverberated throughout the entire EU bureaucracy, blunting 

the Union’s effi  cacy and leading to the rise in power of the Eurosceptic. 

None of this was any good for the common European dream, so what could be 

done? Mr Nyholm suggested keeping the media at arm’s length, which would 

give the EU space to explain events to the press from a historical perspective. 

The European Union should be reticent in addressing sensationalist-driven 

journalists and instead off er news against the backdrop of the EU’s continued 

push for improving the lives of the general public. 

He also believed that the EU should rein in those Member States that acted 

against the spirit of unity. Shifting from a reactionary approach to activism 

would help increase the solidarity of the European dream by pursuing 

strategies that helped draw on the sources of goodwill present throughout 

most of the continent. The role of the EU was to defend the peoples of Europe, 

not the states of Europe.

Most importantly, Mr Nyholm believed that the European Union should 

refrain from using the word “crisis”. Too often this term was used to describe 

day-to-day occurrences instead of deeper problems that had a real impact. 

The EU was nowhere near what we would call a real time of crisis i.e. a point at 

which items such as infrastructure and salaries began to disappear. The Union 

was too disciplined in solving such issues to warrant the use of this word.

Per Nyholm fi nished his presentation by expressing his hope for the new 

Juncker Commission. Through a clear, solid, and meaningful dialogue with the 

European citizens, the EU could create a new narrative that inspired optimism, 

confi dence, courage, direction, and beauty within the next generation of 

Europeans.

In his presentation, Marco Zatterin, 

EU Editor for La Stampa, mirrored the 

sentiments of Per Nyholm by noting 

that Europe had done a tremendous 

amount of good for Europeans, but 

that the public at large was broadly 

unaware of this. If the EU wanted 

the public to actively participate in 

the formation of a new narrative, it 

needed to go where the discussions 

were already taking place. To do this, 

you had to look at how technological 

changes had altered the way that 

Europe communicated with itself. 

Mr Zatterin believed that far too much emphasis was being placed on 

quantitative progress.

Although there was access to more information, it was not necessarily access 

to the best information available. Communication with the public needed to 

focus on quality, including the added value of what proper information could 

bring. Often the public was told to accept things that were amazing whereas, 

in reality, they were actually inconsequential.

Once a qualitative approach to information distribution has been chosen, 

the European Union should next focus on who should be doing the 

communicating. Currently, the European Commission was producing the 

majority of communications. The EC’s role was technical, and it was only 

supposed to be drafting laws and monitoring the follow-up. The Commission 

had held daily press briefi ngs since the 1960s, and this had transformed the 

institution into a political entity instead of a purely technical one. From this, 

Marco Zatterin stated that with communication comes power, and that this 

was where the problem of quantitative information arose.

Politicized information lacked added value. According to Mr Zatterin, the 

European Commission worked tirelessly to produce press releases that were 

of little importance for either journalists or the general public. In this sense, 

90% of its communiqués were actually little more than pure propaganda in 

which nothing was really being communicated. So what information should 

the European Union actually be disseminating?

EuroPCom closing session 

The promise of a new narrative

Per Nyholm

Marco Zatterin
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Mr Zatterin expected the European Union to communicate about what it 

delivered. One could talk endlessly about what a poor image Europe had 

among EU voters, but if the EU stopped delivering on its goals, its legitimacy 

would soon become unravelled. Information on progress should make its way 

to the European public to help inform them about how the EU was working 

for them in real time. 

The problem then became one of how to fi x the fl ow of communication 

between Brussels and the rest of Europe when politicians practiced short-

sighted reactions to problems for which they do not have any quick fi xes. Mr 

Zatterin saw how easy it was to blame ‘Europe’ for things that had not been 

fi xed immediately such as the fl oods in Genoa, and the rise of “Journocrats” 

had clearly contributed to this state of aff airs.

Increasingly, Mr Zatterin had seen journalists appearing in pressrooms that 

covered European news for multiple newspapers. Due to ever decreasing 

budgets, these journalists were forced to produce more stories in shorter 

amounts of time in order to make a living. This often meant that these 

Journocrats took a press release and wrote a story from it that was then sent 

to multiple papers throughout Europe. This drastically reduced the added 

value for newsreaders who expected to learn about from the local impact of 

European events. So how could this be changed?

Marco Zatterin fi rst and foremost emphasised that ensuring quality over 

quantity was of paramount importance for relaying the European story to the 

general public. It was vital to ensure the quality of the supply of information. 

To this extent, he believed that the European Union should be wary of 

quantity, in any form. To ensure that this happened, he expected the European 

institutions to tell the truth at all times, not just when it was convenient for 

them. Hiding the facts reduced public trust in the EU, and this diminished the 

added value of the European Project as a whole.

Mr Zatterin concluded his presentation by noting that nothing would happen 

if Europe was unable to deliver quality messaging. It had to deliver, and to do 

so truthfully. If there were no good communications which took account of 

the general public or which came from people who interacted with the public, 

the European Union would continue without ever fi nding a new narrative.

At the end of Marco Zatterin’s presentation, Karen Coleman wrapped up 

the discussion with a brief question and answer session. When asked if he 

agreed with the idea of presenting positive news from the European Union, 

Mr Zatterin replied that the EU should not lie to people if there was an actual 

crisis. He used the metaphor of a visit to the dentist: one should tell the patient 

that the remedy may be painful for a short while, but that it would ultimately 

lead to solutions in the long term.

Coleman then asked Mr Nyholm how best to convey European stories without 

making them sound like propaganda, especially in a world of Journocrats. Mr 

Nyholm responded by saying that the most important thing in journalism was 

to have a passion for the mission, and that people’s level of education was less 

important. If we were to convey the right information to readers, he noted 

that, “We need journalists who are courageous and have a sense of history.” 

For his part, Mr Nyholm did not off er any solution to the question other 

than to agree with Marco Zatterin’s idea that quality needed to be present in 

reporting. In conclusion, he said that it was up to the young people present 

to insist on a having a better life, and to identify how Europe could play a role 

in this process.
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In recent years, the EU’s public authorities have invested considerable 

resources in social media and online communication. So far, the main focus 

has been placed on tools and technologies; however, many administrations, 

often at local level, have also developed a number of pioneering approaches 

for interacting with the public. What impact is this development having on 

society? Why and how should governments and public institutions apply the 

principles of participation and innovation to their entire strategy? And how 

can they respond to EU citizens who demand accountability and credibility 

from the communication and policy work of their governments?

Aurélie Valtat, a digital 

communications manager at the 

Council of the European Union, set 

the tone of the session by stressing 

the need to fully understand how 

social media could be used as a 

tool for transforming the ability of 

local authorities to engage with the 

citizens they aim to serve. She then 

handed the fl oor to digital expert 

Joakim Jardenberg, a government 

adviser and head of internet aff airs 

for the City of Helsingborg, Sweden, 

to talk through a real life case study 

to demonstrate what could be 

achieved in this space. 

Joakim Jardenberg clarifi ed the 

title of the session by stating that, in 

light of widespread digital adoption, 

we were all, in fact, both followers 

and trendsetters. This paradigm shift 

should prompt the public authorities 

to incorporate the digital sphere into 

their planning stages rather than just 

adding it on as an afterthought. Four 

characteristics of the digital world 

were pinpointed as part of this new 

behaviour: Digital was not diffi  cult, 

expensive, about strategy fi rst or 

somebody else’s problem. We should 

all learn to get involved and to take 

responsibility for digital actions and digital should be included as part of the 

strategy from the outset.

Leading on from these initial remarks, Mr Jardenberg drew the audience’s 

attention to four cornerstones of the digital sphere which should be taken 

into account in all communications activities: Man and the machine, Man and 

the Machine, Man Infi nity, and Man and Man. 

Man and the machine demonstrated that even babies could use technology 

now but that for older generations, the use of digital devices still required 

an explorer’s mind set. Younger people were being conditioned into thinking 

that they should not have to wait because information was always available 

at their fi ngertips and this required municipalities to change the way in which 

they communicated because younger people believed that digital was a 

given.

Secondly, Man and the Machine aimed to show just what collaboration 

between man and digital networks could achieve. This was illustrated through 

the story of a 15-year-old boy who used the information available to him on 

the internet to fi nd a faster and more accurate way of detecting cancer. Man 

Infi nity pointed to the recognition that 10 years of social media was beginning 

to give communicators a clearer picture of how people were interacting, 

helping them to identify preferred methods of communicating through the 

digital media. For example, even older generations and new demographics 

were beginning to adopt these communications methods, something which 

had never previously been seen.

Lastly, Man and Man showed that we needed to begin to adapt in the face of 

these new opportunities. One of the keys to eff ectively communicating in this 

way was through the means of a clear vision statement that enabled citizens 

to understand the authorities’ reason for being and why they should visit the 

platform. 

Joakim Jardenberg emphasised that the four cornerstones of the digital world 

should be applied to everything relating to digital communications. In this 

regard, EuroPCom could help pinpoint what needed to be changed to serve 

European citizens better through public authorities’ communication channels. 

Whilst we were encouraged to recognise that change could help forge closer 

connections and make life easier on the one hand, digital media could also 

overwhelm us and aff ect us negatively. This meant there was a need to fi nd 

a balance between both extremes. The expert also highlighted that it was 

important to learn by doing: communicators needed to start to ‘get their 

hands dirty’ and realise that this was not a competition. We should start to 

share and learn from others’ experiences. 

Following the presentation, Aurélie Valtat moderated a Q&A session. The 

discussion revealed that, contrary to popular belief, public administrations 

were not as infl exible as most people thought and could even, in some cases, 

be very agile. However, concerted eff orts to be more outspoken about what 

was being done within public administrations and breaking down existing 

barriers through employer branding could help to further dispel this myth.

The discussion with the audience then moved to the subject of internal 

systems. Whilst some participants acknowledged that they had tried using 

systems such as Yammer, Mr Jardenberg suggested that using platforms 

which people were already familiar with, such as Facebook, might produce 

more successful outcomes as this helped lower the friction visible through 

the use of other channels. The most important thing was to ensure that 

everything was accessible and openly available. 

Asked how public administrations could persuade politicians to open up to 

the new systems, Mr Jardenberg advised selling them to the politicians and 

convincing them to adopt them. As politicians were so busy, they could never 

Workshop report 
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be blamed. Aurélie Valtat added that this was not just a case of getting the 

politicians to adopt these channels but also a case of making sure politicians 

used them and engaged with them eff ectively. This was especially true given 

that it was not always obvious where conversations were taking place by 

citizens, so authorities needed to be proactive and to seek them out. 

It was emphasised once again that there was no need to constantly invent 

new strategies but that existing platforms could be utilised and adapted 

according to the vision statement of each authority. Ultimately, lowering the 

risk so that it was acceptable to fail would allow communicators to trial various 

methods in order to fi nd the one that was most eff ective for their purposes. 
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In this participative conversation session, participants discussed the strategies, 

tools and trends in involving citizens in public dialogue and allowing them to 

contribute to all stages of policy making, both online and offl  ine. They shared 

their own experiences and discussed the challenges that they faced in their 

daily work. The session was facilitated by Stien Michiels, Anita Paalvast and 

Ian Andersen, with support from Mathew Lowry, online consultant and 

blogger, and Anthony Zacharzewski, Chief Executive of the Democratic 

Society.

In line with the World Café format, the participants discussed three diff erent 

questions. 

 What can Citizens and Institutions get out of greater participation? 

Anthony Zacharzewski and Mathew Lowry opened the debate by telling 

two short stories to illustrate the topic of the conversation.

Firstly, Mr Zacharzewski narrated the creation of a shared space in the UK 

where people were able to raise issues about health matters. He mentioned 

that web conversations, web conferences, Twitter and Facebook gave people 

the opportunity to talk, bringing them together to discuss subjects they had 

in common and to create e-communities about specifi c matters. 

Mr Lowry then described the ICT Research Events at the European 

Commission. He explained that the aim was to assemble a community of 

specialised people, using a Web2.0 site and social media, who wanted to help 

in creating a conference, exhibition or networking event. Participants were 

given the opportunity to set the agenda and raise visibility for them and their 

ideas. This represented an effi  cient way of organising a better and more user-

oriented event.

The groups then began sharing their stories about this issue. Many diff erent 

opinions were put forward. The most important issues related to transparency, 

concrete results, trust among citizens, follow-up of meetings, win-win 

situation between citizens and institutions.

 What are the conditions for successful participation?

In order to get the second round started, the organisers drew a mind-map on 

the whiteboard and asked the participants to add their top success factors 

for participation in answer to the following questions: “Where”, “What”, “Who”, 

“Why” and “How”. 

The lively debates held in small groups produced the following results: 

• “Where”: choose the right network

• “What”: clear rules, clear message, tailor made, common language, trust, 

credibility, topical, discussion on substance, ability to listen

• “Who”: inclusive, feeling of belonging, personal interest, needs, benefits, 

personal experience, power to debate about the outcome

• “Why”: visible benefits, passion, enjoy, what’s in it for me?

The audience felt it was necessary to add the question word “How” to the 

mind map.

• “How”: simplicity, equality, breaking hierarchy, easy access, be ready to 

delegate responsibility, set reasonable expectations, responsive

 In your context, what condition(s) need(s) to be addressed fi rst to meet your 

biggest challenge?

Most of the participants narrated their personal stories to one other, 

concluding with the main conditions that could help them meet their biggest 

challenges at the moment. Various conditions were mentioned such as the 

engagement of their main audience, adjustment to diff erent environments, 

the ability to keep their promises, the need for better knowledge, more 

legitimacy and authenticity.

Lastly, the experts briefl y summarised the main conclusions of the session. 

“Trust, transparency, breaking hierarchy” were the answers to the question 

“What”. “Passion” was given as an answer to the question “Why”. “Inclusiveness” 

was the answer to the question “Who” while “make it simple” was put forward 

as an answer to the question “How”. They concluded that it was not possible to 

teach people how to trust: trust was simply something that had to be earned.

Conclusions conversation session 
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At the end of the fi rst day of the EuroPCom 2014 conference, a key note 

lecture was given by Dietmar Dahmen, an advertising expert and enricher 

of people, brands and user experiences from Austria. He was introduced 

by Laurent Thieule, Director for Communication, Press and Events at the 

Committee of the Regions.

Dietmar Dahmen’s presentation focused on how media communication was 

evolving from content-driven messages to contextual interaction. According 

to Mr Dahmen, this represented a monumental shift in the way that businesses 

and institutions were connecting with the public, and that its eff ect would 

be to create new winners and losers. He likened the evolution to that of a 

powerful racing horse that was forced to compete in a new environment: 

water. This change in surroundings would create new winners, such as the 

dolphin. Similarly, in the new contextual environment, we were now seeing 

start-ups outperforming old business. The biggest lesson for companies in a 

changing world was for them to know their environment. 

In this connection, Dietmar Dahmen discussed the most recent media 

revolutions. He fi rst focused on the Device Revolution. There were currently 

20 billion smartphones on the planet, and by 2015 at least 40% of those 

would have Near Field Communication (NFC) technology. The emerging 

technologies used in wearable devices gave companies instant information 

about a customer’s preferences, such as lighting and air temperature in 

hotel rooms. This was important because it created an individualised context 

through which a company could interact with its customers. 

Mr Dahmen elaborated further to say that within the space of just a few years 

we would witness another media revolution where we would connect to our 

devices through our emotions. There were already a number of devices on 

the market such as Necomimi which measured our brain activity to indicate 

yes/no reactions. These revolutions were possible because communications 

had shifted towards contextual and individualised interaction. Mr Dahmen 

called this the “Age of Sensors.” We were surrounded by sensors – in our 

smartphones, wearable devices, cars, etc. – that could identify and acclimatise 

to the environment around us.

Being aware and anticipating the information needed by an individual meant 

that companies were able to tweak the messages that a person was exposed 

to. This was the driving force behind the shift to contextual communications. 

The proliferation of instant access to a person’s details had created a new 

standard of marketing, Engaging Media. 

Mr Dahmen discussed the term “Engaging Media” by illustrating how 

consumers had shifted from TV usage to digital, and from digital to mobile. 

While PCs forced people to use digital technology, mobile tech was something 

that everyone wanted to use. The user-driven awareness of smartphones 

forced companies to create apps in areas where they had previously had 

no interest. This move from mass media to user-demanded media was the 

latest change of environment in communications. Contextual user experience 

began with smart phones, and this had spurred the Mobile Revolution into 

being.

The Mobile Revolution was important because it had challenged previous 

standards of advertising. Touch points and ROI were now measureable in 

real time, and information collected was about specifi c individuals. The user 

experience was on your phone, while your phone was the only thing with you 

during your entire customer journey.

Alongside the Mobile Revolution, Dietmar Dahmen also mentioned the rise of 

Creator Networks. Unlike Social Networks that were based on who you knew, 

Creator Networks were based on what you loved. People grouped together 

according to the things they loved such as gaming, cooking, or DIY. This was 

especially prevalent among children who had moved away from watching 

cartoons to watching others play video games. He gave several examples of 

a huge change in the media, where amateurs were beginning to rule: the 

Swedish gamer PewDiePie, Maker Studio or Vice.

The development of the Mobile Revolution and Creator Networks had led to 

the democratisation of the media. Dahmen believed that digital had given 

everyone equal access to media and to information. Marketing was no longer 

about seducing customers but about understanding them; understanding 

their needs and understanding key data from those needs. It was no longer 

possible to predict something solely based on the past, you had to take the 

data and be creative with it. From this, marketing had transformed from being 

high reach/low relevance to low reach/high relevance.

In order to understand the Pyramid of Total Connectivity, Dietmar Dahmen 

believed that communications and marketing needed to focus on a target 

group of one. Dahmen wrapped up his presentation by saying that, to be 

eff ective and a winner in the new media environment, you simply had to 

“be there.” In his eyes, B2B and B2C had been supplanted by H2H, human-to-

human. Communications strategies now occurred in an individualized world, 

a place where “content is king, but context is King Kong.”

In response to the moderator’s question about how the issues he discussed 

were applicable to the development of EU communication policy, Dietmar 

Dahmen said that the basis for any relationship was trust. Although the 

information he presented might not appear to be applicable in the current 

context of the EU’s institutional communications, Mr Dahmen stated that 

the shift towards a sharing economy represented an opportunity to begin a 

dialogue with the European public in real time. Unlike ever before, it was now 

possible to receive direct feedback from the citizens. From this, policymakers 

were able to access new information, interpret it, and confi gure how policies 

could serve the public better.

Keynote lecture 

The pyramid of total 
connectivity
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As part of their international strategy, more and more countries, regions and 

cities are now investing in public diplomacy. Thanks to their communication 

and branding activities, cultural and educational cooperation and civil society 

initiatives, they are seeking to strengthen their international reputation and 

defend their trade, tourism and other national interests. This workshop, 

moderated by David Tunney, Information and Communication Offi  cer at the 

European External Action Service, presented recent developments as well as 

the latest trends in this fi eld. 

Presentations were delivered by Robert Govers, Co-Editor of “Place branding 

and public diplomacy” and Managing Research Partner of the Good Country 

Index, Belgium, and Jean-Christophe Gallien, Associate Professor at Paris 1 

La Sorbonne University and CEO of JCGA, France. 

Jean-Christophe Gallien began his presentation with a video showing the 

wide range of areas in which public diplomacy played a role: national sports 

teams, airline advertisements on football t-shirts, Oscar or Nobel prizes, 

global commercial brands, even cars: all of these could represent diplomacy. 

The way in which a country was able to communicate with people was 

public diplomacy and it should be steered in a coordinated, direct and in an 

appealing – and, if possible, funny – way.

He continued by explaining what was meant by the term “soft power”. He 

mentioned that the term itself was something of an oxymoron because power 

was usually defi ned as hard not soft. However, soft power did indeed exist – 

but it was more diffi  cult to defi ne. Mr Gallien also referred to the term “smart 

power”. He wondered whether smart power was something for everybody. 

Nevertheless, he emphasised that we had no other choice because we all 

lived in a new world which was dominated by the internet and which gave 

everyone the chance to say: “It’s my turn now”. Even a small Mediterranean 

island could fi nd a way of branding itself. No history was necessary, size was 

immaterial. 

In addition, he referred to the “glocal” perspective of activities, arguing that 

what was local was slowly becoming global. An activity could be local, 

national and European at the same time. For example, when we talked about 

Champagne we were also talking about Reims, France and Europe. When we 

discussed Hollywood we were also discussing Los Angeles, California and 

USA. The same was true for Harvard-MIT, Massachusetts and the USA.

Robert Govers then took the fl oor, 

noting that nation, region and 

city branding were not only about 

the things you could say but also 

about the things you could do. He 

presented his research about the 

Good Country Index. He noted that 

it was an index which measured a 

country’s contribution to humanity. 

This contribution was not necessarily 

related to money. He explained how 

the index was calculated and how 

they collected the necessary data, 

stressing that the project was self-

fi nanced and based on voluntary 

work. He mentioned that most indicators showed the countries’ positive 

contributions to humanity. 

Next, Mr Govers presented a series of lists of the top 10 countries by Science 

and Technology, Culture, Peace and Security, World Order, Planet and Climate, 

Prosperity and Equality, Health and Well-Being. In addition, he correlated the 

Good Country Index (vertical axis) and the Nation Brand Index (horizontal axis) 

and the conclusion was that the more good you did as a country and the more 

you contributed to humanity, the more you improved your reputation. He was 

convinced that to be admired one needed to be admirable and that size did 

matter if a country wished to be noticed. 

After the presentation, the speakers and participants further discussed the 

concept of a good country. Mr Govers preferred to speak of “selfi sh countries” 

instead of “bad countries”. Mr Gallien noted that there were also countries 

which could also have gangster’s diplomacy yet which worked perfectly well. 

On the issue of Europe’s global reputation, Mr Gallien noted that the EU 

institutions had many messages that they could pass on in a simple way. 

Europe was incredibly diverse. Europe branding was needed that used our 

history, languages, sports, food, etc.

Workshop report 
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Numerous countries, regions and cities across Europe have a long tradition of 

public diplomacy. What are the ingredients for a successful and integrated soft 

power strategy? How can synergies be created between foreign aff airs and 

communication experts, between governments and international cultural 

networks and between traditional activities and e-diplomacy?

These questions were discussed in the workshop moderated by Peter 

Lindvald Nielsen, Head of Communication at the European Economic and 

Social Committee. The panel members included Beata Ociepka, Professor, 

Institute of International Studies at the University of Wrocław, Poland, Nicola 

Lindertz, Director for Country Image, Ministry of Foreign Aff airs, Finland, Vuk 

Vujnovic, Secretary General, South East Europe Public Sector Communication 

Association, Montenegro, and Stefano Rolando, President of the Club of 

Venice, Italy.

Peter Lindvald Nielsen opened the workshop with a provocative quotation 

that made reference to Europe’s competitive identity – or rather to its lack 

of identity – “ Europe is a good myth but a poor brand” – encouraging the 

audience to refl ect and to play an active role in the debate that followed. 

Beata Ociepka presented some of the success stories of Polish public 

diplomacy, which was built on soft tools that worked on national, regional 

and community levels taking into consideration the geopolitical context. 

Since 2013, a number of key messages had been ‘pushed’ through campaigns 

such as “Polska power – Polska empowers”, “Polska! Spring into new!” and, 

most recently, the 2016 Wroclaw European Capital of Culture initiative, 

which was being organised in an inclusive way in collaboration with the 

city’s inhabitants. According to Ms Ociepka, these campaigns had increased 

Poland’s international visibility while strengthening the image of Poland as a 

stable and reliable political and economic partner. 

On the other hand, in view of the geopolitical context, certain challenges 

remained, including the need for cultural diplomacy with the Russian 

Federation, which could be diff erent in nature to the current energy based 

diplomacy. Today, people in Poland considered Polish-Russian relations to be 

at their worst level ever. In conclusion, Ms Ociepka listed the opportunities 

off ered by the use of public diplomacy, which included shaping how a given 

country or region was perceived and the inclusion of domestic audiences, 

which could become active stakeholders. On the other hand, it would be 

negative to exclude or narrow down narrations and communities. A lack of 

coherence and coordination could result in negative outcomes. Furthermore, 

in reality, the use of soft power tools was also dependent on governments’ 

policies, which meant that continuity could be endangered as a result.

Stefano Rolando defi ned branding 

today as an important element 

for businesses; a symbolic and 

synthetic sign which made a brand 

instantly recognizable, but which 

also developed fi nancial values 

and helped gain customers’ trust. 

Public branding had witnessed 

a strong comeback in terms of 

symbolic values. Today, for public 

institutions, the re-discovery of a 

branded image represented an 

opportunity to recapitulate the 

identity process, measure continuity 
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and discontinuity, understand the evolution of a collective symbolic heritage 

and to manage and modify narrative communications. In this context, the 

narration of cities and communities had become a complex theme of public 

communication, assuming the role of sharing the identity process and the 

promotion of attractions, as representations of the competitive identity. A city 

corresponded to inter-competitive systems of interest; for the institutions, the 

rule was to avoid a representation of a single part for a whole – a challenge of 

managing the complexity in a concise but pluralist form. Moreover, according 

to Mr Rolando, a brand in democratic contexts did not represent political 

property but rather the people’s property. The governing institution had the 

task of promoting and regulating the public debate, while trying to defi ne a 

point of synthesis and sharing. 

Mr Rolando elaborated on how important events (cultural, sporting or 

scientifi c) could become opportunities for the revision of the relationship 

between identity and the told story. For the city of Milan, the double 

opportunity of welcoming the Universal Exposition in 2015 and beginning the 

process of transforming the city into a metropolis was a good time to review 

its whole branding policy. In 2012, the city administration created a ‘Brand 

Milano’ committee, made up of representatives of various sectors from the 

social system (enterprises, universities, associations, religious and professional 

sectors). The actions envisaged included exhibitions, shows, seminars, fi lms, 

books and an international forum, dedicated to the evolution of the narrative 

about the city.

Nicola Lindertz shared her experience of country branding as a process. In 

Finland, the government launched a process of re-branding in 2008, when 

a broad-based delegation was set up to discuss and formulate the core 

elements of the country’s brand. The work resulted in a 300+ page report 

entitled “A mission for Finland”, describing the key tasks for Finns and for Finnish 

society and incorporating a number of recommendations for international 

communications, with national-level engagement through media eff orts, 

an online presence and printed materials. This process was inclusive and 

was met with great enthusiasm, and sizable resources were allocated to the 

process itself. However, at the end, no additional resources were allocated for 

implementation or follow-up processes, resulting in a lack of engagement and 

undefi ned ownership at the end of the process. This was possibly due to the 

fact that the process and implementation had spanned two governments, 

with the change of government resulting in a change of commitment to the 

process and a loss of momentum. This had led to a loss of valuable collective 

sentiment and knowledge. 

Meanwhile, in 2011, a highly successful Twitter diplomacy initiative was 

launched by the Finnish Embassy in Japan, targeted specifi cally at the 

Japanese. It was contextual, highly relevant and engaging, and today had 

more than 110 000 followers. Another successful award-winning example 

was the “World Design Capital Helsinki 2012” initiative, which built on local 

needs and strengths, but which was also globally appealing, resulting in over 

80 000 international media hits. In 2012, a new beginning for the offi  cial 

governmental country branding campaign was launched with “Team Finland”, 

covering country branding activities integrated into business promotion 

eff orts, via the creation of “Team Finland” as a communications node 

responsible for the coordination of country brand communications through 

the Finland Promotion Board. Lastly, Ms Lindertz drew attention to the need 

for an in-depth assessment of why country branding was carried out and to 

identify what the fundamental role of the government was in this process. 

Moreover, there would seem to be a need to compare the centralized and 

contextual approaches and their advantages. 

The last speaker, Vuk Vujnovic, focused on global reputation building in 

South East Europe, and on why countries failed or succeeded in public 

diplomacy. As a key factor to success, he mentioned the capacity - such as 

resources, skills and expertise available - for realising amazing projects that 

grabbed people’s attention. The second issue was one of credibility, which 

was challenged by falling trust in governments (according to Eurobarometer 

and Gallup). Furthermore, it was necessary to understand that any ethically 

questionable behaviour was likely to backfi re and, in short, countries should 

be doing public good, not selling things. 

Mr Vujnovic then explained how sometimes the best public diplomacy 

actually took place unintentionally: during the worst fl oods in living memory 

in Serbia, Bosnia and Croatia, the confl ict-stricken region was reunited thanks 

to a number of citizen-driven initiatives based on solidarity. Old political 

divides no longer mattered: people sent food, clothes and supplies and 

off ered accommodation, while the government sent fi nancial aid, rescue 

teams and provided cheap electricity and waived taxes on relief. Some of 

Europe’s poorest countries collected millions of Euros in relief in just a matter 

of days. This proved that empathy and care in diffi  cult times meant more than 

hundreds of empty political statements. In terms of the lessons learned from 

this experience, Mr Vujnovic concluded that governments alone lacked the 

resources, skills and credibility needed for eff ective public diplomacy, and that 

projecting images and broadcasting policies were not always very eff ective. In 

short, actions spoke louder than words in the area of public diplomacy. It was 

of key importance to bring together countries through meaningful interaction 

and shared values.
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This session was moderated by Jan Melissen, a Senior Research Fellow at 

the “Clingendael” Dutch Institute of International Relations and a Professor at 

the University of Antwerp, who discussed the question of the Europe “brand” 

outside Europe. The panel members were Eva Horelova, who had just 

completed her duties as Deputy Head of Press and Public Diplomacy at the 

EU’s Delegation in the USA, Stacey Vickers, Team Leader of Press and Social 

Media, Development and Cooperation DG - EuropeAid, European Commission 

and Annie Mutamba, Managing Director at Meridia Partners, Belgium.

Jan Melissen introduced the session on the challenging topic of Europe 

communicating with the world by referring to the comment made by Mrs 

McGuinness during EuroPCom’s opening session who said that Europe was 

not good at listening and that it needed to be changed. He also referred to 

the “small” communication budget of the EU of which 90% was earmarked 

for communication within the EU and not for outside communication. He 

then introduced the fi rst speaker, Eva Horelova, an EU offi  cial working at the 

European External Action Service and who was assigned to the Middle East 

Division.

Eva Horelova talked about her experiences in Washington and said that the 

EU was both the subject and the object of its public diplomacy. On the issue 

of the communication of the EU in the USA, she stressed that this process was 

much easier than it was in Asia for example because they had “like-minded” 

partners; they were supported by a wide network of Member States and an 

active network of consulates and regional hubs. They also used local partners, 

such as the chambers of commerce, to get their message across. Referring to 

the EU delegation in Washington, she noted that the delegation was genuinely 

seen as a cultural venue where all kinds of cultural representations took place. 

They also organised a European Open Day on 9 May which had attracted 

some 30 000 visitors and which was thus a good vector of communication.

The next speaker to take the fl oor was Stacey Vickers who talked about her 

job in the press and social media team at EuropeAid. Europe had a very good 

reputation in terms of development aid and some 83% of people surveyed 

had a good opinion of its work in this fi eld. One area which nevertheless still 

needed to be improved was that of “awareness”. The EU needed to inform 

EU tax payers about where their money was being spent; to explain all the 

“myths” linked to development aid and to be as transparent as possible in 

terms of giving access to the various projects and to information about where 

the money was spent. She also pointed out that the local media were more 

trusted than national media and that local networks were very helpful in 

terms of spreading the European message. She announced that 2015 would 

be the European Year for Development. Numerous activities would focus on 

talking to young people, organising school debates and citizen dialogues. 

They would also use the “Back to school” initiative and Schuman Day (9th May) 

to help spread the message via a series of info points and with the help of the 

130 delegations of the 28 EU Member States.

Annie Mutamba, co-founder of Meridia Partners, a public aff airs fi rm 

specialising in EU-Africa relations, gave her opinion on how the EU brand was 

seen in Africa. She explained that Africa’s expectations were quite diff erent to 

what the EU was off ering although it was indeed true that the EU remained 

a very important partner for Africa. For the EU, the main issues in Africa were 

peace and security, migration, human rights and aid whereas for Africa, the 

most important topic was trade: these were the results of an analysis of the 

April 2014 EU-Africa Summit on media communications. Here again, the 

question that came up time and time again was “Is the EU really listening?” 

She also stressed the increased importance of social media in Africa and the 

importance of involving trades, enterprises, etc. in communicating Europe. 

The main challenges facing the two continents were that EU diplomacy was 

decentralised and that one EU delegation might not be as professional as 

another. The methods and resources used also diff ered from one delegation 

to another and the EU still focused too much on uncontroversial issues such 

as security, health, climate change and peace while there was no dialogue 

about topics of interest to African audiences. In conclusion, the role of sectors 

other than those of public diplomacy should be increased. Western media 

continued to be a reliable tool and although China was indeed gaining weight 

in Africa, Europe remained the intellectual reference point as far as human 

rights, democracy and governance were concerned.

The fl oor was then given to the audience and a number of questions were 

raised, particularly the role of China in Africa and the role of NGOs and civil 

society in spreading the EU’s messages. It appeared that all speakers said that 
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they relied heavily on their embassies and EU delegations for help as well as 

on people who had a job in Europe for example. The latter could be seen as 

messengers of the EU in other continents.

On the question of using sports and culture to spread the message, both Mrs 

Horelova and Vickers gave several examples of good practices in the fi eld of 

culture (children’s drawing competitions to engage local populations; touring 

circus, etc.) but noted that there were no really good examples in the fi eld of 

sport, however.

Mr Melissen made a number of concluding remarks about the discussion, 

highlighting the fact that Europeans were still held in esteem as they had 

achieved peace but that they needed to be better at listening and to move 

away from giving information towards engaging in dialogue. There was 

therefore a need for a strong political message and the need for Brussels to 

have more power rather than to always look for consensus. Europe needed 

to be more daring and maybe its offi  cials needed to be better at social media 

and communicating on a more personal basis, talking about their own 

experiences instead of just about abstract EU matters.
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The “classic” communication strategy design, where a set of actions is matched 

to a well-defi ned target audience, is unable to produce (or is no longer 

producing) the desired results. New, innovative and sustainable approaches 

to setting up long-term communication strategies, placing a greater focus on 

interaction with the broader policy process and societal change and on the 

use of new methodologies, are currently in the process of being developed 

and tested. 

A workshop moderated by Bert Pol, a researcher on government 

communication from The Netherlands, examined the latest trends and 

developments and the potential of concepts such as design thinking, choice 

architecture and nudging. The panel members were Sean Larkins, Head 

of UK Government Communication Policy and Capability, Runa Sabroe, 

Project Manager at Mind-Lab, Denmark, Katja Rosenbohm, Head of 

Communications at the European Environment Agency and Fran Bambust, 

Choice Architect at CIBE Communications, Belgium.

Bert Pol began the session by explaining that new approaches to public 

communications should be based on social public insights. This was 

particularly valid because most behaviour was automatic and people had a 

tendency to act before they thought, as opposed to listening to arguments. 

Tools such as social infl uence, or ‘nudging’, could help in this quest to infl uence 

the way in which people made choices. He then gave the fl oor to the speakers 

to discuss some of the ways in which they were changing their strategies 

towards the communication of public policy.

Sean Larkins noted that communication was a much cheaper, popular 

and more eff ective way for governments to deal with complex issues where 

legislation, taxation and regulation were wrought with diffi  culties. This was 

particularly true in today’s current climate where the Eurobarometer had 

shown that governments were not trusted, which had led communicators 

to adopt a new guise as scientists and ethnographers, helping them to 

understand why people made the choices they did. 

The EAST concept was unveiled as a tool for communications strategies that 

was Easy, Attractive, Social and Timely. Given the time restraints and the wealth 

of information available, today’s citizens required simple messages and policy 

measures that were easier for them to adopt. They also needed to see the 

advantages of buying in to a certain policy measure. If people were socially 

aware of the implications and if they could also see other citizens engaging, 

then the herd mentality was likely to prevail and they would be more likely 

to take on board the changes as well. Finally, communications teams needed 

to be aware of when they should target their audience based on what they 

were trying to achieve as well as using heuristics to understand social norms 

to infl uence the way that people behaved.

Katja Rosenbohm discussed how the European Environment Agency had 

adopted a new communications strategy through a new way of thinking. 

This included being present at all stages of the policy cycle rather than simply 

being involved during the implementation phase. 

In this respect, a more strategic approach was required, one more akin to 

communications in the private sector. It was founded on four main building 

blocks: stakeholders and audiences, products and tools, channels and 

narrative. This model allowed the EEA to understand who their stakeholders 

were and to further understand their responses to societal changes, ensuring 

that information was disseminated in such a way that it reached policymakers 

at the right time.

Runa Sabroe discussed how citizens could be more directly involved in 

innovation in the public policy process. She explained how MindLab, a 

consultancy in Denmark that worked closely with government ministries, 

engaged with citizens to understand their context, thereby creating a cross-

sector platform from which they could approach new policies.
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Unusually, MindLab had a wide range of trained designers among its staff  in 

view of their ability to embrace the idea of continuously trying and trialling 

ideas and challenging colleagues in government ministries to take a new 

approach towards what needed to be done. Accordingly, MindLab focused on 

knowledge, analysis, synthesis and creating.

Lastly, Fran Bambust discussed the 7E Change Design model which was 

based on choice architecture. The 7E model concentrated on using a mix 

of several factors as part of a communication strategy: Enthuse, Encourage, 

Engage, Enlighten, Exemplify, Enable and Experience. 

The aim of the model was to prompt citizens to think about their choices and 

options. By breaking down a large campaign into smaller campaigns based 

on each of the criteria under the 7E model, the idea was that people would 

not simply be told what they should do but that they would actually become 

engaged instead. Fran Bambust outlined several examples from the work she 

had carried out with the Flemish government to demonstrate how the model 

could be employed in practice.

Following the speakers’ presentations, an interesting discussion ensued 

between the experts and the audience. Bert Pol quizzed the speakers about 

the ethics behind their communication strategies, which could be perceived 

as coercing citizens into making decisions. Sean Larkins explained that it was 

important not to confuse education with communication and that – rather 

than taking away people’s views – this was actually a case of making people 

pause to assess information in the right way. The discussion then returned to 

the issue of manipulation, particularly in the context of Holland where there 

was currently a public debate about whether citizens should be alerted to the 

fact that they were being ‘manipulated’. 

Katja Rosenbohm suggested that, to some extent, every policy intervention 

was aimed at bringing about a behavioural change, yet people were being 

infl uenced by everything and everywhere today. Fran Bambust added that 

it was a case of choice optimisation. Runa Sabroe used the example of small 

print by suggesting that it was a legal requirement to include small print yet 

the language used was often incomprehensible, leading her to question its 

ethics. 

The discussion then turned to the diffi  culty of striking a balance between 

participation and co-creation. Runa Sabroe noted that MindLab had made a 

strong eff ort to co-create directly with the government ministries in Denmark 

by working with them rather than by setting up joint projects with an outside 

consultative unit. She highlighted the importance of breaking out of silos and 

of remaining focused on the fi nal goal as a team.

Lastly, there was a question from an EU offi  cial who expressed his frustration 

at the fact that communicators in Brussels were unable to communicate with 

the people they wanted to reach out to, something which had ultimately only 

led to cynicism. Sean Larkins recognised the problem but questioned why the 

European Commission budget had not allocated more of its budget to local 

and regional authorities. He affi  rmed the need for decisions to be made at 

local level and urged governments to identify more intermediaries to serve 

this purpose. 
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Advertising campaigns, media strategies and event management: 

governments hire private companies for a whole range of communication 

activities. However, divergent expectations, limited budgets, political 

guidelines and diff erent business cultures often lead to diffi  culties in terms 

of cooperation. What are the basic rules for correct tendering? How can 

the balance between continuity and creativity be maintained? What do 

administrations and agencies expect from one other?

Dominic Lyle, Managing Director of the European Association of 

Communication Agencies, moderated the debate, which included opening 

statements from Yves Van Landeghem, Managing Partner of Saatchi & 

Saatchi, Belgium, Charlélie Jourdan, Creative Director of Old Continent, 

Belgium and Matjaž Kek, Head of Communication projects in the Slovenian 

Government. 

Matjaž Kek highlighted the importance of building up a relationship with 

the partner agency, in order to fi nd some common ground for tackling the 

communication process. He encouraged all clients, including government 

bodies, to discuss the process in detail with their chosen agency, to identify 

a common language (as opposed to institutional jargon) for expressing the 

client’s needs and to together defi ne the best possible approach towards 

tackling the issue at hand. The client should know exactly what it wanted to 

achieve through the collaboration, be it a campaign, an advertisement, a one-

shot event or another product altogether. The key part of this process was to 

give the agency a detailed brief, which should be followed up by a continuous 

exchange of ideas. In the long run, the client would, ideally, learn to draw up 

its own (communication) strategies but would still be able to benefi t from 

the support of an agency in media planning and the creation of accurate 

and up-to-date contact lists, available for agencies. To conclude, Mr Kek drew 

attention to the importance of measurability, and to the diffi  culty of actually 

measuring creativity. 

Yves Van Landeghem agreed 

on the importance of proper 

briefi ng and open communications 

between the client and the agency. 

Creative interactive communication 

and marketing was all about the 

business of people; client-agency 

contact should, therefore, also be a 

relationship, where partnership and 

the evaluation of results were both 

important elements in a successful 

collaboration. Moreover, it was 

important to fi rst discuss strategy, 

and then the diff erent ideas and 

implementation. A clear defi nition 

and shared understanding on the nature of the creative task was of key 

importance. This identifying process was a human relationship. 

However, in essence, marketing/advertising/communication was not a 

democratic process, but required somebody taking personal responsibility 

for the choices made (to avoid compromises). It was therefore important to 

create an organisational culture allowing choices to be made – choices which 

could at times be risky. On the issue of tendering, Mr Van Landeghem noted 

that few agencies could aff ord to employ tendering/procurement specialists, 

which meant that most tenders seemed quite off -putting for many agencies, 

who needed to master the tendering process, including the necessary 

technical proposal and creative ideas. He drew attention to the need to 

separate bureaucracy and institutional needs from the creative process and 

ideas. A “Euro-Bubble” of technically skilled but politically correct (creative) 

agencies could not produce truly creative outcomes.

Next up, Charlélie Jourdan confi rmed the need to build bridges between 

what the client wanted and what the creatives could do. The human factor 

was extremely important in the world of communication. A creative process 

was an on-going process, which required frequent feed-back loops. Thus, in 

essence, it could not be reduced to the form of a contract. In practice, the 

collaboration between the client and the agency often involved two creative 

ideas, developed on the basis of the briefi ng received and discussions held 

with the client. These proposals could present two totally diff erent approaches 

and/or solutions to the issue in question. 

In the best case scenario, the client had faith and confi dence in the agency’s 

expertise and creative ideas, leading it to choose one of the agency’s 

proposals. In the worst case scenario, the client could require a compromise 

of its ideas, stemming from feelings of insecurity, thereby watering down 

any possible eff ect that a campaign (for example) might actually have. For 

a creative agency, the biggest possible failure was a campaign that had no 

eff ect - a campaign that was ignored. Mr Jourdan urged clients to have more 

faith in their chosen agencies, and concluded by making a reference to the 

workshop title: “Project management, advice and security can be purchased, 

but creativity can only be allowed”.

The comments from the audience included a number of observations about 

the problematic nature of procurement rules, which did not allow people to 

“do better, faster and in a more creative way”. The audience also confi rmed 

that often the client did not really know what they needed or wanted to 

achieve with the agency. 
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Public authorities often work in structured partnerships with the media at 

local, regional, national or EU level to support government communication. 

The degree to which they cooperate varies according to the political and 

media model of each country, and can take diff erent forms, including editorial 

cooperation between journalists and government services and sponsored 

thematic programmes. What is the impact of these media partnerships? What 

elements make a partnership successful? How can journalistic independence 

be reconciled with the authorities’ own communication ambitions?

The session was chaired by Stefano Menichini, Editor-in-chief of the Italian 

newspaper “Europa”. Presentations were given by Manfred Matticka, Project 

leader, ORF Carinthia, Austria, Alain Dumort, Head of Unit for Media Networks 

and Contracts, European Commission, Miguel Ángel Pérez Heredia, 

Director-General of Communication, Regional Government of Murcia, Spain, 

Geert Baetens, Head of Communication, Flanders Department of Foreign 

Aff airs, Belgium, and Christophe Leclercq, Founder, Euractiv.

Stefano Menichini framed the workshop theme in the current context of 

the budgetary constraints in public administrations and institutions, putting 

communication investments under high pressure. Nonetheless, it remained 

crucially important to communicate on the specifi c problems, doubts and 

criticism of each country and to bring this communication as close to the 

citizens as possible. The key question of this debate was how to restore mutual 

trust between the media, public administrations and politics, and the citizens.

Christophe Leclercq started by explaining why the public institutions 

needed media partnerships and how they could support the branding of (EU) 

institutions. He noted that there was increasingly more content that needed 

to be communicated, and that there were more communicators working in 

the sector yet that the number of professional journalists was not following 

this rising trend. 

He emphasised that strategic media partnerships should not be confused 

with commercial PR – a mistake that was made all too often both in the 

private and the public sector. Media strategies could only work if they were 

based on reliability. Business model strategies should be used in order to 

create new funds for media partnerships. Most communication budgets 

today went to big agencies for general campaigns, whereas a decentralised 

approach, with local media and service suppliers could often be more 

eff ective. Christophe Leclercq asked the communication experts to respect 

the principle of independence, distinguish ads and editorial content, and to 

accept controversy.

Manfred Matticka explained how the experiences of Carinthia, which had 

been awarded second prize in this year’s European Public Communication 

Award competition, and the region’s willingness to work in partnership with 

others, had helped to establish cross-border communications. He compared 

the general context today to the situation 15 years ago, when the region fi rst 

launched a series of media projects explaining Europe’s impact in cross-border 

regions. He had witnessed fi rst-hand just how eff ective a long-term media 

strategy could be, showing how the EU aff ected people’s daily lives, not only 

raising their awareness and knowledge about the EU, but also their sense 

of being European. He recommended that the institutions should focus on 

teenagers and young people as they were the group most susceptible to the 

infl uence of media communications. 

Alain Dumort described the evolutions and upcoming trends in media 

cooperation from the European Commission’s perspective. Supporting 

journalists in their eff orts to cover EU aff airs had always been a priority for the 

institutions over the past decade in view of the wide outreach of TV, radio, 

newspapers and other media. 

Budgets had been made available for technical support, media accreditations, 

training or for covering journalists’ expenses. There had recently been a 
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welfare. Specifi c attention should go to quashing false rumours in the media, 

many of which originated from conversations on social media. 

Geert Baetens shared a number of insights and practical experiences drawn 

from the long-term cooperation between his government communication 

service and a newspaper company that produced subsidised media aimed at 

Flanders’ international stakeholders. The cooperation could only work if it was 

based on mutual trust between the government and the journalists involved. 

He argued that subsidies should never be used as a reason for questioning 

editorial independence. Clear goals and ambitions were needed from the 

very beginning, and the impact of the media products on the audience’s 

perception had to be monitored on a permanent basis. He had learned 

that a close and personal relationship between the communicator and the 

journalist, involving permanent dialogue and cooperation, was the key to 

successful cooperation.

number of investments in new media, online platforms and mobile services, 

in addition to the support given to traditional media. Alain Dumort was 

convinced that the European Commission’s media support strategy could 

serve as a model for media partnerships at national level, through co-funding 

programmes. 

Based on his experiences in the Region of Murcia and his observations of EU 

communications, Miguel Ángel Pérez Heredia saw media partnerships as 

a way of involving citizens in the policy making process. As citizens already 

had a relatively high level of trust in the local media, institutions at all levels 

of government should make use of this potential to talk about the political 

answers to society’s concerns. Miguel Ángel Pérez also mentioned the need to 

involve third parties in media partnerships, to give a voice to local civil society 

organisations, universities, NGOs, etc. 

Citizens were calling for more transparency about how governments were 

dealing with the economic crisis, and the issues of quality of life and social 
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Public sector communicators often involve artists in the process of 

designing campaigns. However, cooperation between politicians and their 

administrations and such creative minds is not always a straightforward 

process. How can the expectations and ambitions of the communicator 

be reconciled with the creative views of the artist? Are there any limits to 

artistic freedom and independence and what about intellectual rights and 

ownership? How can reputation risks be reduced for both parties, while 

guaranteeing an open and creative context?

Mirko Derpmann, an expert in creative campaigning for governments and 

institutions and Creative Director at the PR and advertising agency Scholz & 

Friends, moderated this session. The panel members were Kirsten Willunat, 

Coordinator for City Marketing at ‘s Hertogenbosch, The Netherlands, Anna 

Muhka, Head of International Communications and Marketing, Riga 2014 

Cultural Capital, Latvia, Francesco Alleva, Spokesman for the Mayor, City of 

Bergamo, Italy and Christel Dusoleil, Art and Culture Marketer, Belgium.

Mirko Derpmann introduced the subject by presenting a number of slides 

comparing, for example, Michelangelo’s David and the Berlin Bear, both 

considered to be art albeit art that was completely diff erent. This raised the 

following question: what was art? What was meant by “commissioned” art? 

What rights were connected to the concept of art? Having launched the topic, 

he then presented the fi rst speaker.

Christel Dusoleil, currently in charge of the external relations of the Braakland/

ZheBilding theatre company in Leuven, gave a short presentation on the 

world of the arts, more specifi cally the theatre world, explaining that artistic 

performances needed friction and that this generated dynamism, adding that 

political views and art did not really go together. She expected politicians 

to have an open mind and to expect the unexpected. She emphasised that 

politicians liked unanimity whereas artists liked polyphony.

During the discussion, Christel Dusoleil also stressed the fact that artists 

needed to remain artists and should not be subjected to too many constraints. 

In Leuven, the Braakland/ZheBilding theatre company had a good level of 

cooperation with the university; they had decided on a number of city themes 

together, choosing for example the theme “Vesalius” for the year 2014. They 

usually invited all potential cultural partners to exchange on projects and this 

was an approach that worked well – possibly thanks to the small scale of the 

city.

Anna Muhka began her presentation by arguing that complete artistic 

freedom was not possible. In her opinion, if an artist was too independent, 

the government or enterprise commissioning a piece of work from the 

artist would not be able to understand the fi nished product. She believed 

that artists needed to talk to project managers in order to understand their 

requests. She cited the example of the city of Riga, which had been waiting for 

the construction of a museum of contemporary art for many years, to no avail. 

Suddenly, in the summer 2014, a number of two metre high plastic coloured 

snails appeared in the city overnight, changing location each evening. This 

spontaneous campaign had not been organised by Riga 2014 but was part 

of a campaign organised by a group of students from the city’s art academy 

as a way of saying that the negotiations were taking too long. Anna Muhka 

mentioned this example in order to show that the best projects were often 

not those commissioned by the government. 

Francesco Alleva began his speech by saying that Bergamo, a city in 

Lombardy with an active culture and heritage strategy, was the most beautiful 

city in northern Italy. In his opinion, art should be propaganda in the sense 

that art needed to propagate the beauty of something. Art was there to make 

people more aware of the beauty of their city. He mentioned the example of 

Andrea Mastrovito, an Italian artist who had launched a project in New York 

this year called “Kickstarting” involving the creation by young kids of an artistic 

wall around a basket-ball courtyard. It was a way of redefi ning forgotten 

spaces through art. Francesco would like to have art on the streets and on 

construction sites – not for the purpose of promoting a political view but in 

order to give new life to a city through art.

Kirsten Willunat presented her city as a friendly city which had recently 

been voted one of the most hospitable cities in the Netherlands. She 

Workshop report 

(Not) all art is propaganda

Francesco Alleva and Anna Muhka

Anna Muhka, Mirko Derpmann and Christel Dusoleil
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explained that this success was due 

to the work of the “AmBOSCHadeurs” 

(ambassadors), inspired by their 

most renowned citizen, Hieronymus 

Bosch, who had died almost 500 

years ago. These ambassadors 

came mainly from the worlds of art, 

gastronomy and business and their 

role was to explain how well the city 

cared for them and their projects. 

In Kirsten’s view, storytelling was 

the best way of promoting a city 

and authenticity was needed if this 

approach was to be successful. Some 

25 people in total had been chosen to represent their city as ambassadors, 

including the director of Heineken. The projects that were organised by these 

citizens were brought to the attention of the general public through the 

social media, newspapers and even TV shows. The city itself had no control 

whatsoever over the nature of the content. 

To wrap up the debate, Mirko asked the speakers if they thought that art could 

be democratic. All of them said no, stressing that art was not democratic but 

that the process was: art could demonstrate things about democracy yet art 

was essentially political.

Kirsten Willunat
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Despite all the eff orts on the part of political and government communicators, 

our perception of Europe is primarily formed and infl uenced by (popular) 

culture. How do fi lm and photography, the visual arts and design, literature 

and music contribute to the existence of a European public sphere? Are they 

helping to create a common image of Europe, inside and outside the EU? And 

if so, what are the elements of this image and how does it correspond to the 

political reality and future ambitions of the EU?

The workshop was moderated by Wolfgang Petzold, Head of Unit at the 

Directorate for Communication, Press and Events of the Committee of the 

Regions. Marjolein Cremer, in charge of EU policy monitoring, coordinating 

and developing advocacy strategies in the fi elds of culture, citizenship 

and external relations at the European Cultural Foundation, referred to the 

topic of Europe in images by presenting a selection of cartoons entitled 

“Drawing citizenship - towards the 2014 European elections through comics 

& cartoons“. Vincent Marcilhacy, Developer of the photography magazine 

“The Eyes, Europe & Photography“, took a detailed look at the importance of 

photography in Europe while Taja Vovk van Gaal, Leader of the Academic 

Project Team of the House of European History, delivered a number of insights 

into this new museum which was currently being built by the European 

Parliament. Finally, Michael Mullane, Leader of the Eurovision Media Online 

Team, gave a presentation on the fi rst-ever Eurovision Debate. 

Wolfgang Petzold opened the workshop by talking about the image of the 

European Union as seen by its citizens. He defi ned a series of terms relating to 

artistic expression, political debate and identity formation in the context of the 

topic of Europe in images. By pointing out that images were used in public, 

political and media communication to illustrate messages and/or that such 

images were indeed messages in themselves, he noted that artists, journalists 

and designers working on EU communication were often aware of such 

images, their roots and history and that they used them in their artistic and 

communication work, be it independent or commissioned work. Although 

the meaning and impact could vary according to the diff erent national, 

regional and local contexts and change over time, their common message 

was that the EU’s Member States were stronger together, that integration was 

irreversible and that the EU was distinct from “something else“: its identity was 

defi ned against any kind of “otherness“.

Marjolein Cremer, who was one of the contributors to the advocacy agenda 

at the ECF’s Network Programme on “Connecting Culture, Communities and 

Democracy”, pointed out that there was more of a need to image Europe than 

to have EU symbols. She noted that the process of picturing Europe could 

be critical as well as useful for helping us to become aware of our hopes for 

Europe’s future. One aim was to connect with one other on all levels - national, 

regional and local. To achieve this goal, the EU institutions should involve 

artists who could help to use their creativity & cultural powers to turn the 

decision making process into something creative. To illustrate this concept, 

she presented a series of cartoons entitled “Drawing citizenship - towards 

the 2014 European elections through comics & cartoons”. In addition, she 

identifi ed a greater need to share ideas in the context of redefi ning the 

public sphere. Exchanging knowledge could help develop new ideas and 

international projects leading to a greater connection between the EU 

citizens, something which would thus benefi t the EU. All these aspects could 

help people see what a remarkable project Europe was, especially in light of 

our continent’s troubled past. 

Vincent Marcilhacy presented the spring-summer 2014 edition of the 

photography magazine „The Eyes, Europe & Photography“. As the developer 

of this magazine, he spoke about the importance of photography and its role 

in sharing images in a European context. Photography was an international 

language because ideas and images were inseparable and they were to be 

found everywhere. Diverse people could be reached through photography 

and the unique way in which photographs were shared made it possible to 

create a new dynamic. He argued that this sharing of identity, this mixture of 

Workshop report 

Europe in images

Vincent Marcilhacy, Taja Vovk van Gaal, Wolfgang Petzold, Michael Mullane and Marjolein Cremer
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the diff erent views about what the EU was, constituted a European means of 

artistic expression. However, photography was not shared in the same way as 

other mediums in the EU, which did not make any sense in the context of the 

European idea as it was important to propose diff erent types of media in order 

to reach as many people as possible. To raise awareness of its importance, he 

called for a Europe-wide photography prize similar to the prizes that already 

existed in other areas of the arts.

Taja Vovk van Gaal presented a clip about the permanent exhibition in 

the “House of European History“. The question of “What connects us with 

Europe?“ formed the main theme of her presentation. To answer this question, 

we needed to have a transnational overview of European history, while 

taking into account the diversity of our European history. We should increase 

people’s knowledge about their history of Europe in order to contribute to a 

better understanding of Europe’s current and future development. Discussing 

Europe’s future would only work if we looked back at the past and the 

traditional images that Europe was born with. In her opinion, it was important 

to focus on local communities in order to reconnect with citizens in the future 

and to listen to their ideas. Young people in particular should be included 

more closely through youth European events as they represented Europe’s 

future. 

Michael Mullane spoke about the fi rst-ever Eurovision Debate. This event 

was a live broadcast held simultaneously in 27 countries, attracting some 136 

million viewers. He stressed that this example showed that there was indeed 

some genuine interest in the European Union out there in the wider world. 

Broadcasters needed to look for their audience by talking and listening to 

them in order to create shows in which people were interested. In his opinion, 

the EU could provide a good subject for a European means of artistic and 

cultural expression, as had been borne out by the Eurovision events and 

debates. However, there was no one European way rather a multitude of 

diff erent paths instead. Europe was great thanks to its diversity. Therefore, 

future European cultural projects should focus on bringing young, creative 

people together, who wanted to shape Europe in a creative way. By getting 

broadcasters from all EU Member States involved, everyone in the EU would 

be able to take part in this diverse debate about Europe and its future.

Wolfgang Petzold, Michael Mullane and Marjolein Cremer
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The aim of this interactive 

conversation session was to examine 

how public sector communicators 

cooperated with artists. Facilitators 

Stien Michiels, Anita Palvast and 

Ian Andersen invited participants 

to choose one question from among 

eight, and to then focus on that 

particular question while listening to 

the case studies presented by Béla 

Dajka, from the Directorate General 

for Communication at the European 

Commission, Christel Dusoleil 

and Adriaan Van Aken, from the 

Braakland/ZheBilding theatre company. 

Béla Dajka argued that 98% of the images and videos used in communication 

were not actually art. Even if there was an artistic concept involved, in most 

cases the artistic concept was altered in line with the client’s own personal 

taste or list of requirements. In other cases, art was simply displayed in 

the buildings of EU institutions but not necessarily as way of supporting 

communication. In the case of the specifi c example that he presented to 

the audience, he elaborated on both its positive (artwork facilitated media 

coverage) and negative aspects (no direct communication with the artist, the 

need to work through an agency and the misunderstandings arising from this 

state of aff airs). 

Christel Dusoleil spoke about 

her eff orts to connect artists with 

enterprises and her successful 

experiences of turning a fund-

raising activity into a community-

building exercise. She presented 

the experience of the “100% 

Brussels” project, an initiative using 

performance for city branding. A 

group of 100 people, representatives 

of the city, gathered together on 

stage and were asked to vote on 

questions about their city. The 

vote was expressed by having the 

participants move around on stage, forming groups of people who shared 

the same opinion on a given issue. It was interesting to note that, in some 

cases, the transparency of the exercise had led to a change of perception after 

the performance had been repeated on several occasions. She concluded that 

building a conversation between artists and public sector representatives was 

not an easy task. It could lead to mind-shifts, but you needed to be daring and 

open to achieve this result. 

The session then entered into an interactive mode, as participants formed 

small discussion groups focused on the questions at hand. At the end of the 

session, all groups were asked to report on their main fi ndings. 

The fi rst group found that the purpose behind the collaboration between 

artists and communicators was to put some emotion into the message and to 

gain infl uence by inspiring new ideas. Emotional engagement and the benefi t 

of a diff erent approach were also identifi ed by another group, which had the 

task of looking into the (un)desirable consequences of such collaboration. The 

negative side eff ects mentioned included the fear of getting things wrong, 

both in terms of a lack of understanding (on the part of the public, the artist or 

the client, killing creativity throughout the process), and in terms of the extent 

to which it was ‘money well spent’. The last group identifi ed questions/ food 

for thought for further processing at work. At the outset, one needed to be 

clear about the expectations for all stakeholders. Was the message clear for 

the audience? The connection between the artist and the fi nal audience was 

essential in this respect.

Conclusions conversation session 

Make it arty

Adriaan Van Aken

Christel Dusoleil
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During the course of the EuroPCom conference, a selection of innovative 

communication projects were presented in the networking zone located 

outside the main meeting rooms. A specifi c “speed-geeking” session was held 

to discuss the projects with conference participants. 

MOOC Understanding Europe

Project presented by Maud Clerc, 

Digital Communication Manager at 

HEC Paris, France.

The Understanding Europe MOOC 

(Massive Open Online Course) 

has had approximately 100,000 

participants to date and was 

launched by HEC Paris and www.

eLabEurope.eu. The course allowed 

people to learn about the EU – how 

it worked, why it mattered, and what 

it could off er, regardless of where 

people lived. The course aimed to 

help people to understand Europe and to empower EU citizens. It also went 

further, helping people to uncover new job opportunities. Furthermore, it 

enabled the academic experience to go beyond the campus. 

The course analysed the European public sphere by focusing on its main 

institutional actors and on the role that European citizens could play in 

infl uencing Europe.

A permanent digital helpdesk 

service for the EU

Project presented by Andreas 

Müllerleile, political analyst and 

communications specialist, Germany

This project was the winning entry 

in the European Commission’s 2014 

#talkdigital blogging competition. 

The concept involved a single 

helpdesk website, operating in a 

similar way to companies’ online 

channels, in order to help customers 

directly with their problems and 

questions. It provided citizens with 

all kinds of information about the EU - from fi nding a specifi c website or 

document on europa.eu to more complex questions about policies or EU 

law. Multilingual “AskEU” twitter and Facebook profi les could also be used to 

immediately answer questions and to keep citizens constantly informed in 

order to increase their trust in the EU institutions.

Faktabaari

Project presented by Mikko Salo, Senior Advisor in EU Aff airs for Lappeenranta 

University of Technology, and Tuomas Muraja, a journalist from Finland

Faktabaari was a Finnish fact checking service which helped to bring a 

certain degree of accuracy to the public debate surrounding the European 

Parliament elections. Faktabaari was a non-partisan journalism project which 

used the internet and the social media for collecting and distributing factual 

information. The name Faktabaari comes from the Finnish words for fact (fakta) 

and bar (baari). It had “served” facts about common misconceptions on the EU 

and followed the public election debate during 2014, correcting a series of 

factual errors in order to ensure a more fact-based public debate. Faktabaari 

was run by an NGO called Avoin yhteiskunta ry (Open Society association, 

Finland) made up of a small group of voluntary staff  comprising professional 

journalists and EU experts, who were assisted by a broader network of experts. 

Faktabaari won fi rst prize in the 2014 European Public Communication Award 

competition (see page 31). 

Share Europe Online

Project presented by a joint team 

from the European Commission, the 

European Parliament and ESN

Share Europe Online is an innovative 

approach to local communication 

on social media by the European 

Commission and the European 

Parliament implemented with the 

support of agency ESN. The joint 

project aims to build up the capacity 

of Commission Representations and 

EP Information Offi  ces located in all 

EU countries in order to establish 

a means of interactive and personal communication with citizens online. 

EuroPCom speed-geeking 

Inspiring (EU) 
communication projects

Maud Clerc

Tuomas Muraja  and Mikko Salo

Andreas Müllerleile

Céline Bras of the Share Europe 

team
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During the fi rst 20 months since the launch in February 2013, the project 

generated around 162,000 posts and replies through the 125 social media 

accounts of the 56 local offi  ces. The combined audience grew 4-fold to over 

700,000 followers (and going) and the average rate of engagement on the 

accounts peaked at an 8-fold increase. 

Project U18

Project presented by Tobias Köck, Vice-

President of the German Federal Youth 

Council

U18 was a project aimed at 

promoting elections among children 

and young people in Germany. Nine 

days before the “real“ elections, 

youngsters under the age of 18 

were given the opportunity to cast 

their votes under slightly diff erent 

conditions. The aim was to help 

young people to understand politics, 

recognize and formulate their own 

interests and to involve them in the whole election process, which involved 

creating ballot boxes, counting the ballots and publishing the fi nal results. This 

political education product was funded by the European Commission and 

was organised for the fi rst time against the background of the 2014 European 

elections, involving some 35,000 participants.

Heart and Minds for Europe

Project presented by Christian Gsodam, 

Adviser to the Secretary General of the 

Committee of the Regions (CoR)

Hearts and Minds was a private 

online initiative launched by a group 

of EU offi  cials who wanted to help 

build bridges between the Brussels 

“EU bubble” and citizens across 

Europe. It gave a voice to people in 

a wide variety of jobs in Brussels and 

to citizens living throughout Europe, 

explaining what Europe meant to 

them. The project aimed to trigger 

and inspire more EU communication in a more personal way. The aim was also 

to show that the people working in the EU institutions were not robots, but 

normal people just like any other citizens, and to build “bridges” between them 

and the citizens of Europe for better mutual understanding and cooperation.

Hashtag Europe

Project presented by Ronny Patz, 

political scientist, blogger and 

transparency activist, Germany

The Hashtag Europe project 

helped users to discover high-

quality content - newspaper and 

magazine articles, research reports, 

blog posts etc. - about any policy 

with a European dimension, 

across language and cultural 

borders. As such, it was useful for 

journalists, governments, political 

parties, academic researchers, 

communications teams, institutions, NGOs and many others, across Europe. 

As part of the process, it helped to improve the fl ow of ideas across national 

borders and to build the EU’s online public sphere - a prerequisite for EU 

legitimacy. The project combined human creation with advanced technologies 

(automatic semantic analysis, machine translation technologies); its founders 

(technologists, content strategists and information architects from Germany 

and Brussels) were looking for sponsors for the launch phase. The fi nal goal 

was for the project to become a self-sustaining media and for it to support the 

emergence of a healthier EU media landscape over the long term.

Web accessibility

Theme introduced by Bart Simons, 

expert at AnySurfer

Bart Simons introduced a series of 

recent developments which had 

made online communication tools 

more accessible for disabled users. 

The Belgian long-term project for 

web accessibility, AnySurfer, aimed 

to ensure the internet was accessible 

for all users. The internet, which 

was a steadily growing means of 

communication and information, 

should not become a burden for the 

disabled. They should be able to benefi t from it in the same way that everyone 

else did. Therefore, websites needed to be built in accordance with guidelines 

on accessibility such as using the right HTML tags to structure documents. 

In this way, assistive technologies would be able to translate headings, 

paragraphs, lists and tables into braille or speech in a comprehensible manner.

Tobias Köck

Ronny Patz

Bart Simons

Christian Gsodam
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European Public 
Communication Award 2014

Michel Lebrun, Herman Van Rompuy and 

Mairead McGuinness presented the ‘European 

Public Communication Award’ to the winners, 

who were selected by the EuroPCom Advisory 

Board from among a total of 28 candidates from 

local, regional or national administrations in 12 

Member States. 

Michel Lebrun took the opportunity to 

emphasise that communication experts at all 

levels had a key role to play in showing how the 

EU aff ected the daily lives of its citizens and that 

this role was widely acknowledged and valued. 

The European Public Communication Award was 

an expression of the appreciation for those public 

administrations that had developed remarkable 

communication strategies or campaigns. 

The winner of the competition was the Finnish 

project “Faktabaari”, which, under the auspices 

of Finland’s Ministry of Foreign Aff airs, had 

managed to deepen and balance the public 

debate about the European elections.

The second prize went to a model for long term 

cooperation between public authorities and the 

audio-visual media. For the past 12 years, the 

“Servus-Srečno-Ciao” programme has provided 

the inhabitants of Carinthia, Austria, with 

information about the daily realities of a border 

region, notably broadening its broadcasting 

activities to discuss Europe during the May 

elections. 

The French government’s initiative “Le joli mois 

de l’Europe” was awarded third prize in the 

competition. For the past fi ve years, the project 

has communicated about the achievements 

made thanks to the support of European 

funds, impressing the jury notably through the 

dimension of interregional cooperation. 

European Public Communication Award 

2015

The third European Public Communication 

Award will be presented in 2015 to those public 

administrations at national, regional or local 

level which have developed an outstanding 

communications campaign or strategy on 

the EU. The campaigns will be judged on their 

creativity, impact and on how they tie in with 

the EU’s communication priorities. The closing 

date for nominations is 31 May 2015. For more 

information about the competition’s rules and 

conditions, please go to www.cor.europa.eu/

europcom 

EuroPCom online 

EuroPCom did not only bring together 700 

participants in Brussels, it also has a wide 

outreach online. Several sessions were 

webstreamed live and video recordings were 

published on the conference website: www.cor.

europa.eu/europcom 

The conference was also a trending topic on 

Twitter: during the two days of the event, no 

fewer than 5,400 tweets were posted with the 

EuroPCom hashtag. 

The Faktabaari team received the award from Herman Van Rompuy, Michel Lebrun and Mairead 

McGuinness 
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EuroPCom 2014 evaluation

The online evaluation survey, which was distributed among the 

event’s participants, and which was completed by 135 respondents 

(approximately one fi fth of all participants), revealed an overall positive 

response to the event. All workshops and sessions – particularly the 

plenary sessions (opening, key note lecture, closing) – were considered 

as being (very) relevant by a majority of the event’s participants. A total 

of 95% of all respondents plan to come back to the next edition of the 

event, and nearly all would (probably) recommend the conference to 

their colleagues.

Organisation of the EuroPCom conference

The 2014 conference was an initiative of the Committee of the Regions, 

in partnership with the European Parliament, the European Commission, 

the Council of the EU, the Italian Presidency of the Council of the EU, the 

European Economic and Social Committee and the Club of Venice. 

The conference was prepared with the help of an inter-institutional advisory 

board, made up of the above partners together with representatives 

of regional authorities and several professional European networks 

representing communications directors (EACD), communications agencies 

(EACA) and researchers in the fi eld of public communications, media and 

journalism (ECREA).

The members of the 2014 advisory board were:

• Laurent Thieule, Wolfgang Petzold, Santiago Mondragón, Fanny 

Broussan, Boris Essender, Katie Owens and Tom De Smedt, Committee 

of the Regions

• Aleyda Hernandez, European Parliament

• Paul Reiderman, Cristina Gallach and Vincenzo Le Voci, Council of the 

EU

• Sixtine Bouygues, Béla Dajka and Peter Fischer, European Commission

• Tiziana Antonelli, Italian Presidency of the Council of the EU 2014

• Peter Lindvald-Nielsen and Chloé Lahousse, European Economic and 

Social Committee

• Niels Thøgersen and Philippe Caroyez, Club of Venice

• Dominic Lyle, European Association of Communication Agencies 

(EACA)

• Florence Ranson, European Association of Communication Directors 

(EACD)

• Luciano Morganti, European Communication Research and Education 

Association (ECREA)

• Karl Musschoot, Flemish Government, Jacques Moisse, Walloon 

Government, and Dominique Megard, Cap’Com, on behalf of the 

Europcom Association

• Monika Kapturska, Wielkopolska Region

For further information or feedback, please contact the EuroPCom 

conference team: europcom@cor.europa.eu

Reporting team

This proceedings brochure is based on the reports edited by the 

EuroPCom rapporteurs:

Milica Neacsu, Chantal Gennen, Pauliina Mäkäräinen, Kirsty Whatmough, 

Kathy Giantsiou, Simon Budden, Rebecca Bartke, Oana Popescu, Maria 

Marinova, Justin Acevedo and Tom De Smedt. Isabel Rodrigo was 

responsible for Twitter monitoring, while the live drawings were the 

work of Matthew Buck and Royston Robertson (Drawnalism).

Save the date

EuroPCom 2015

6th European Conference on Public Communication

Brussels, 21-22 October 2015

All further announcements, updates and call for proposals will be 

published on the conference website www.cor.europa.eu/europcom, 

on Twitter (#europcom) and on the EuroPCom group on LinkedIn.

EUROPEAN UNION

Committee of the Regions
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