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Introduction 

“Projects are the ambassadors of the Programme” this is a core principle of 
the Baltic Sea Region Programme. Therefore, it is essential that all projects 
have an effective communication strategy in place. 

The following guidelines are addressed to persons responsible for 
communication & information issues in projects part-financed by the Baltic 
Sea Region Programme 2007-2013. Content has been edited by the Joint 
Technical Secretariat based on experience from the programme period 
2000-2006 in the Baltic Sea Region INTERREG III B Programme and 
information gathered from other resources such as ENPI visibility 
guidelines and EC Communication guidelines. 

This communication guide has been drafted to help projects with 
communication during project implementation. The aim is to make work 
with communication easier and consistent. The guidelines provide 
explanations of common terms used, practical examples of communication 
activities and useful tips for different stages during project implementation. 
In addition to this guide, support from the Communication Officers in the 
Joint Technical Secretariat is available on request. 

Abbreviations: 

BSR   Baltic Sea region 
EU   European Union 
ERDF  European Regional and Development Fund 
ENPI  European Neighbourhood and Partnership Instrument 
Programme Baltic Sea Region Programme 2007 – 2013 
JTS   Joint Technical Secretariat 

Baltic Sea Region Programme 2007 - 2013 in different languages 

DE Ostseeraum Programm 2007 - 2013 
PL Program Regionu Morza Baltyckiego 2007-2013 
LV Baltijas jūras reăiona programma 2007 - 2013 
LT Baltijos jūros regiono programa 2007-2013 
EE Läänemere piirkonna programm 2007-2013 
FIN Itämeren ohjelma 2007 – 2013 
SE Östersjöregion 
NOR Østersjøprogrammet 2007 - 2013   
DK Programmet for Østersøregionen 2007-2013 
RUS Программа региона Балтийского моря 2007-2013 
BY Pэгiён Балтыйскага мора 2007 - 2013 



 

 4 

1. Basics  

1.1. What is communication?  

“The problem with communication ... is the illusion that it has been 
accomplished.” George Bernard Shaw 

Communication is a process that allows the exchange of information by 
several methods. Communication requires all parties to understand a 
common language that is exchanged with each other. Exchange requires 
feedback.  

Communication is usually described along the following lines: 

1. Content (what is communicated?)  

2. Source/ Sender/Message/Receiver  

3. Form and Channel (through which medium?)  

4. Purpose (what results are expected?)  

Communication is the exchange of information and its very basic principle 
is to keep it simple. Generally, communication includes three elements: a 
sender, a message (to be transmitted), and a recipient (a target). It is on 
the basis of these three elements a communication plan and 
communication tools are developed. 

These guidelines cover internal and external communication issues. This 
guide’s primary focus is on external communication. 

� Internal communication focuses on communication within a given 
project e.g. between Lead partner and project partners, and other 
internal partners. 

� External communication aims at interaction with actors outside the 
project. 

External communication can be direct or indirect. 

� Direct communication: the sender communicates directly with the 
recipient e.g. personal letter to mayor in municipality, poster campaign 
in the region etc.  

� Indirect communication: the sender communicates the message 
through intermediaries, for instance, the media (radio, television, press, 
etc.), schools, associations, pan-Baltic organisations etc. 

� Mixed communication: information is spread through a number of 
communication tools (thus mixing direct and indirect communication) 
e.g. an advert in a newspaper invites readers to order a brochure per 
email etc. 

The following basic principles can help and guide you as you start your 
communication work: 
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� Place yourself in the position of the recipient. 

� Message must always seek to address issues that are relevant for the 
recipient.  

� Remain simple and concrete. 

� The natural tendency is to explain everything, including all the details, 
which makes it more difficult to get the message across.  

� Target your message. 

� The information should be tailored to each target group 

� Use different communication tools. 

� Don’t be boring, but also don’t forget the simple and effective tools like 
email, press release etc. 

� Be consistent. 

� Actions must be repeated and effort must be maintained as only a 
long-term commitment in communication will achieve results.  

� Be creative and innovative. 

� Try out new things, as well as learn from others. [1] 

Communication activities should never be improvised and therefore you 
have to plan them beforehand.  

1.2. Communication as part of project implementation 

1.2.1. Internal communication  

Make sure that you invest enough effort into internal communication. This 
may have a huge impact on the success of your project. Remember that 
good internal communication is a prerequisite for efficient external 
communication and both of them should be inline with each other. The 
most common internal communication problem is that Lead partner 
assumes that partners already know everything, even if they don’t. 

Internal communication includes communication with all partners of your 
project as well as communication within each partner institution. They can 
be seen as two groups: 

1. People who work directly with the project  

2. People who work in the Lead partner and partner institutions, but are 
not involved in project activities.  

The first group as minimum should be informed about: 

� What are the main aims and activities? 

� Who’s responsible for what?  

� What is done, why & when? 

� What are the deadlines?  
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� Who is responsible for overall coordination? 

� What are the problems, successes and challenges? 

The second group should be informed about: 

� Why the institution is involved in the project, what are the benefits for 
the organisation? 

� Who is working for the project/who is the contact person? 

� What are the aims and main activities of the project? 

� What is the Baltic Sea Region Programme 2007-2013 about? 

� What are the main results of the project?  

Internal communication should help all parties involved to understand the 
projects aims, activities and its partners and institutions role within the 
project. Furthermore, good internal communication ensures everyone 
speaks with one voice, provides consistent and clear information, avoids 
duplication and ensures that everybody involved works towards a common 
goal. For cooperation programmes such as the Baltic Sea Region 
Programme - where many countries and partners work together - well 
organised and managed internal communication is very important.  

Furthermore internal communication involves the following: 

1. organising information flows between Lead partner and project 
partners, and between project partners, 

2. making sure project partners identify themselves with the main aims of 
the project, 

3. making all partners see themselves as a part of the bigger picture 
(your project), and not only concentrate on their “local” activities. 

In most cases the Lead partner (or main project coordinator) takes the 
role of managing internal communication within the project e.g. developing, 
implementing and monitoring internal communication tools.  

Project partners within their respective organisations should inform 
colleagues about project aims, explain the benefit for the organisation and 
involvement of the organisation in order to raise the awareness and 
support for their work.  

Examples of internal communication tools:  

� Internal newsletter (email, online, paper copies) 

� Intranet website & extranet 

� Meetings 

� Virtual meetings e.g. Skype conference 

� Printed materials (brochures, flyers etc.) 

� Message boards etc. 
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Examples of topics to be covered: meetings held, new funding received, 
new partners joined, new staff members, changes on the website, training 
opportunities etc.  

To ensure that everyone within the project has the same information it is 
useful to prepare an internal communication guide, with contact details of 
project partners, project aims and messages, internal communication tools 
etc. You can also include a Corporate Design manual of the project. 

Samples of Internal Communication Guide can be found here:  

� BSR INTERREG III B NP project BALANCE stakeholder Communication 
Guide: http://balance-eu.org/xpdf/balance-interim-report-no-8.pdf 

� Preston City Council Internal Communication Guide: 
http://www.preston.gov.uk/Documents/General/Internal%20Comms%
20Best%20Practice%20Guide.pdf 

1.2.2. Crisis management 

Crisis management is identifying crisis (“worse case scenario”), planning 
response, confronting and resolving the crisis e.g. negative publicity about 
the project.  

Main tips: 

� have a plan 

� act immediately to prevent the spread of negative information 

� use all media & tools available e.g. have dissemination mailing lists 
ready  

A crisis is an event that occurs suddenly, often unexpectedly, and demands 
a quick response. 

Practical steps for establishing an internal communication procedure:  

1. agree on your internal communication aims 

2. nominate responsible person(s) & inform everyone about it 

3. think what do people need & want to know 

4. check for possible information flow barriers e.g. languages, access to 
internet etc. 

5. identify your communication tools and use them 

6. prepare internal communication guide  

7. encourage feedback 

8. evaluate your internal communication & improve it 

1.3. Use of logos & messages 

All project outputs (materials produced) and results, including investments, 
must have clear reference to EU contribution and to the programme 
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regardless of the source of financing. This means that on all project 
outputs produced the following three logos should be visible: EU, 
Programme & project logo. The programme logo and EU logo can be 
downloaded at eu.baltic.net or requested from the Joint Technical 
Secretariat.  

1.3.1. The EU logo 

Projects must use the EU logo according to article 9 and Annex 1 of the 
Commission Regulation (EC) No 1828/2006. The EU flag constitutes the 
main element of the European visual identity. Therefore only the original 
EU flag must be used. No other variations are correct.  

The EU flag includes, against the background of a blue sky, twelve golden 
stars forming a circle, representing the union of the peoples of Europe. 
Twelve stars are the symbol of perfection and unity. 

 

Colours: PANTONE YELLOW for the stars: 100% "Process Yellow". 
PANTONE REFLEX BLUE for the surface: mixing 100% "Process Cyan" 
and 80% "Process Magenta".  

For internet use: 

PANTONE YELLOW corresponds to the web palette colour RGB:255/204/0 
(hexadecimal: FFCC00). 

PANTONE REFLEX BLUE: RGB:0/0/153 (hexadecimal: 000099)  

The EU flag in different formats can be downloaded at the Programme 
website and at: http://europa.eu/abc/symbols/emblem/download_en.htm 

 
 

The logo should preferably be printed on a white background. 
Multicolour backgrounds should be avoided, especially those 
involving a colour that clashes with the blue. Where a coloured 
background is unavoidable, a white border with a thickness equal 
to 1/25th of the height of the rectangle must be used.  

 

Please note: when reproducing the EU flag in newsletters and other 
graphic presentations it must be used in its entirety, without any 
alterations or additions made to it.  

Various photos for newsletters, websites and brochures with the EU flag 
can be downloaded at: 

http://ec.europa.eu/avservices/photo/photo_thematic_en.cfm?id=&mark=
PRO,SYMB 
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1.3.2. Programme logo 

Projects must use the programme logo in parallel to the EU logo.  

 

 
 

 
Colours 
Dark blue: 100,60,0,0 cmyk, # 005DAA (Pantone 286) 
Light blue: 55,20,0,0 cmyk, # 6CAEDF (Pantone 284) 

In addition to the logos, projects always have to use one of the following 
references: 

 

  
 
Part-financed by the European 
Union (European Regional 
Development Fund and European 
Neighbourhood and Partnership 
Instrument) 

This reference must be reproduced and well visible on all media produced 
by the project e.g. websites, documents (reports, presentations, 
invitations etc.), publications, promotion materials (T-shirts, bags, cups, 
umbrellas etc.), press releases, newsletters, billboards, signs, 
commemorative plaques, vehicle panels etc.  

For very small promotional objects (e.g. pens, memory sticks) use of the 
EU logo alone is sufficient. 

Projects must display the EU & programme logo at all events (e.g. 
conferences, seminars, press conferences, briefings, trainings etc.). 

Every part-financed piece of equipment and/or investment shall also be 
marked with the following label, which must not be removed even after 
finalisation of the project.  

 

 

  
 
Part-financed by the European 
Union (European Regional 
Development Fund and European 
Neighbourhood and Partnership 
Instrument) 
<Fill in the project title or 
acronym> 
<Fill in the book-keeping inventory 
number> 
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If Tappropriate Tthe Treference Tcan Talso Tbe Tpublished Tin Tthe TTnational 
languages. 

 

DE Dieses Projekt wird von der Europäischen Union kofinanziert (Europäischer Fonds 
für regionale Entwicklung und Europäisches Nachbarschafts- und 
Partnerschaftsinstrument)  
 

PL (Projekt) Współfinansowano(y) ze środków Unii Europejskiej (Europejski Fundusz 
Rozwoju Regionalnego i Europejski Instrument Sąsiedztwa i Partnerstwa) 
 

LV Projekts daĜēji finansēts no Eiropas Savienības (Eiropas reăionālā attīstības fonda 
un Eiropas kaimiĦattiecību un partnerības instrumenta) 
 

LT Iš dalies finansuoja Europos Sąjunga (Europos regionin÷s pl÷tros fondas ir 
Europos kaimynyst÷s ir partneryst÷s priemon÷) 
 

EE Osaliselt rahastab Euroopa Liit (Euroopa Regionaalarengu Fond ning Euroopa 
naabrus- ja partnerlusinstrument) 
 

FIN Euroopan unionin osarahoittama (Euroopan aluekehitysrahasto ja Eurooppalaisen 
naapuruuden ja kumppanuuden väline) 
 

SE Delfinansierat av Europeiska Unionen (Europeiska Regionala Utvecklingsfonden 
och Europeiska Grannskaps- och partnerskapsprogrammet) 
 

NOR Delfinansiert av EU (det europeiske regionalfondet og EUs naboskapsinstrument) 
 

DK Medfinansieret af den Europæiske Union (Den Europæiske Fond for 
Regionaludvikling og Det Europæiske Naboskabs- og Partnerskabsinstrument) 
 

RUS Частично финансируется Европейским Союзом (Европейский фонд 
регионального развития и европейский инструмент соседства и партнерства) 
 

BY Часткова фiнансуецца Еўрапейскiм Саюзам (Еўрапейскiм фондам 
регiянальнага развiцця i Еўрапейскiм iнструментам добрасуседства i 
партнёрства) 

1.3.3. Project logo 

During the preparation stage projects should prepare their own logo, which 
would form a part of the projects corporate identity. 

Corporate identity involves branding and the use of a recognisable logo. 
The chosen logo should portray the essence of the project i.e. how the 
project wants to be perceived? It reflects the project brand through the 
use of shape, fonts, colour and images. 

Remember: your will use your logo a lot e.g. on business cards, T-shirts, 
website, billboard etc.  
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It is recommended that each project develops a logo with a designer. The 
process usually requires common efforts and discussion between both 
parties till the results are achieved.  

Some tips for designing your logo. 

 

Logo must be: Some don'ts: 

� describable  

� memorable & simple 

� effective without colour  

� effective in various sizes 

� strive to “be different” 

� logo is not photography 

� logo is not a brand  

� logo will not tell your whole 
story 

 

In short, a logo design process usually consists of: 

1. research and brainstorming  

2. sketching  

3. prototyping and conceptualising  

4. revising and adding finishing touches  

5. finalising 

If you create a complex logo it will be difficult to reproduce and more 
importantly, difficult to remember.  

Once you've developed your logo, it's in your best interest to keep it. 
Brand recognition takes time, so do not change it. Remember, a logo is 
just the first step, but an important one.  

Logos should be at least 200 pixels and be available in different formats 
like .eps, .psd, .jpg, .gif, .tiff. Some project logo samples see in Annex 1.  

Additional links: 

� http://www.davidairey.com/5-vital-logo-design-tips/ 

� http://creativebits.org/what_is_a_logo 

� http://justcreativedesign.com/2008/02/25/99-graphic-design-
resources 

Disclaimer  

As there are many projects financed by the EU and thousands of project 
publications published, EU Programmes can not bear responsibility for the 
content of the publications prepared by the projects. Therefore, projects 
should include the following disclaimer in their publications (hard copies & 
e-versions): 
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"This <publication/portal/leaflet> has been produced with the assistance of 

the European Union (in electronic version provide link to http://europa.eu). 

The content of this publication is the sole responsibility of <name of the 

author/project> and can in no way be taken to reflect the views of the 

European Union." 

According to the EU Visibility Guidelines the ENPI partners have to use a 
disclaimer in all cases. For EU & Norway partners this is voluntary. 
Disclaimer sample for project website see in Annex 2. 

1.4. Messages 

1.4.1. Programme and EU messages 

Descriptions and key messages provide answers to basic questions related 
to the Programme and the EU e.g. What is the Programme about? Who is 
co-financing your project and why? Using these messages will increase 
visibility and raise awareness about the EU and the Programme in your 
target audience. 

Below you will find some definitions and key messages that explain issues 
like EU Regional policy, ERDF, ENPI, transnational cooperation and Baltic 
Sea Region Programme.  

Baltic Sea Region Programme 

Description 

The Baltic Sea Region Programme 2007 – 2013 is a transnational 
cooperation programme part-financed by the European Union and Norway. 
It is one of the mainstream Structural Funds programmes under the 
European Community’s territorial co-operation objective. The Programme 
supports transnational projects working together to make the Baltic Sea 
region an attractive place to invest, work and live in. The programme runs 
from 2007 to 2013 and has a budget of 236 million euro. 

The Baltic Sea Region Programme 2007 – 2013 is the only European 
programme where Structural Funds, Norwegian funds and European 
Neighbourhood and Partnership Instrument (ENPI) are integrated. 

Messages 

The Baltic Sea Region Programme 2007-2013 has the following key 
messages: 

� The Baltic Sea Region Programme 2007-2013 is an effective financing 
tool for co-operation in the Baltic Sea Region.  

� Eleven countries around the Baltic Sea work together to find joint 
solutions to common problems.  
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� The Baltic Sea Region Programme 2007-2013 strives to make the 
Baltic Sea region an attractive place to invest, work and live in.  

� The Baltic Sea Region Programme 2007-2013 is investing in Europe’s 
future by fostering sustainable growth of the region.  

� The Baltic Sea Region Programme’s financed projects contribute to 
competitiveness and prosperity of the region.  

You can use these messages and descriptions together with your project’s 
messages in various media: 

� website 

� fact sheets 

� newsletters 

� publications  

� footnotes in e-mail 

� presentations 

� press releases etc. 

European Union 

Description 

EU (European Union) is an organisation of European countries established 
in 1957 that have united under one European institutional structure, while 
maintaining national sovereignty for the purpose of promoting greater 
cooperation and economic integration among member nations. 

Key messages 

� The EU is a unique economic and political partnership between 27 
democratic European countries working together for peace and 
prosperity in Europe. 

� The European Union is made up of 27 Member States who during a 
period of enlargement of 50 years have built a zone of stability, 
democracy and sustainable development whilst maintaining cultural 
diversity, tolerance and individual freedoms. The European Union is 
committed to sharing its achievements and its values with countries 
and peoples beyond its borders. [2]  

� The European Union is established in accordance with the Treaty on 
European Union and there are currently 27 Member States. It is based 
on the European Communities and the member states co-operation in 
the fields of Common Foreign and Security Policy and Justice and 
Home Affairs. The five main institutions of the European Union are the 
European Parliament, the Council of Ministers, the European 
Commission, the Court of Justice and the Court of Auditors. [2] 

“United in diversity” is the official motto of the EU. 
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EU Regional policy 

Description 

In the past 50 years, European cooperation has build motorways, waste 
water treatment plants, bridges and bio-labs and supported city areas and 
businesses, among an endless list of projects, in the poorer regions of the 
Union. Solidarity and cohesion are the key values behind these projects 
and the European Union’s regional policy. [9] 

The European Union encompasses 27 Member States, includes 268 regions 
and houses a population of 495 million. Disparities between European 
regions are still substantial. Therefore the importance of regional policy 
has increased. In the future, EU regional policy will face new challenges 
and opportunities posed by globalisation and technological progress. In 
order to address these challenges a better interaction between regions, 
people and the environment are key. In the period 2007-2013 EU structure 
funds will receive 35.7% of the total EU budget or € 347.41 billion.  

Key messages 

� European cohesion policy helps to reduce regional disparities.  

� Regional policy is implemented through a series of European funds: 
Structural  Funds, Cohesion Funds and Pre-Accession Funds.  

European Regional and Development Fund (ERDF) 

Description 

The European Regional and Development Fund is intended to help reduce 
imbalances between regions of the EU. The Fund was set up in 1975 and 
grants financial assistance for development projects in the poorer regions. 
In terms of financial resources, the ERDF is by far the largest of the EU's 
Structural Funds. 

Key message 

� European Regional Development Fund (ERDF) supports programmes 
for regional development, economic growth, competition, and 
territorial cooperation by funding research, innovation, environmental 
protection, infrastructure and risk prevention. [11] 

European Neighbourhood and Partnership Instrument (ENPI) 

Description 

In the period 2007-2013 support for the European Neighbourhood Policy is 
provided by a new financial instrument - The European Neighbourhood and 
Partnership Instrument (ENPI). The new fund will provide a total of €12 
billion in the 2007-2013 period. It aims at strengthening the cross-border 
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co-operation between EU Member States and the neighbouring countries 
(partner countries).  

In the Baltic Sea Region Programme the ENPI component forms an integral 
part of the transnational programme and contributes to the total 
programme funding. It enables Russian and Belarusian organisations to 
take part in the Programme as equal partners to EU Member States and 
Norway. There are joint management, application and implementation 
procedures for projects co-financed by ERDF, ENPI and the Norwegian 
national funding.  

Key message 

� European Neighbourhood and Partnership Instrument (ENPI) supports 
the involvement of Russian and Belarusian partners in joint projects 
together with other EU partners.  

European Territorial Co-operation objective  

Description 

The European Territorial Co-operation objective will strengthen cross-
border co-operation through joint local and regional initiatives, trans-
national co-operation aiming at integrated territorial development, and 
interregional co-operation INTERREG IV) for exchange of experience. The 
population living in cross-border areas amounts to 181.7 million (37.5 % 
of the total EU population), whereas all EU regions and citizens are covered 
by one of the existing 13 transnational co-operation areas.  

The total budget of EUR 8.7 billion (2.5 % of the total) available for this 
objective is split as follows: EUR 6.44 billion for cross-border, EUR 1.83 
billion for transnational and EUR 445 million for inter-regional co-operation. 
[9] 

Key message 

� European Territorial Co-operation objective stimulates common actions 
to find common solutions for problems of urban, coastal and rural 
development.   

More about the EU and its institutions you can find: http://europa.eu 

More terms are explained at Programmes glossary at 
http://eu.baltic.net/Glossary.3220.html? 

Overview of EU Regional Policy and the role of the Programme in it see in 
Annex 3. 



 

 16 

1.4.2. Project messages 

Project messages are short, simple and give clear ideas about a project. 
Messages mainly summarise a project’s main aims and give an idea about 
selected aspects of the project. Messages should be consistent, few in 
number (two to five) and memorable. They should be constantly 
communicated to the target groups. Remember that project messages are 
not slogans or advertising lines. 

Messages should be used in all kinds of communication tools e.g. flyers, 
website, brochures, events, press releases, interviews with journalists etc. 
Publicising your messages is one of the main elements of your 
communication strategy and should be used in all communication tools to 
gain maximum exposure. 

Successful communication ensures that messages are consistent, relevant 
to the target group and are understood without any difficulties. Complex 
messages can be broken down into several simple messages. All messages 
should support the project’s main goals.  

A message should be: short (no more than 25 words), simple, visible, clear, 
positive, free from jargon, believable, easily identifiable, adoptable in 
different communication tools and original - so they are easily remembered. 

Content for messages could include: 

� aim of your project/what do you do? 

� what are the problems/challenges? 

� benefit of the project e.g. to the region, countries involved, 
strengthening of competitiveness etc.  

� call for action/why should people care about your issue? 

� a bit of humour, metaphor  

� amount of involved partners, countries 

� mention the region e.g. Baltic Sea region 

When creating a message think about supporting statements for your 
message, mention some examples. Brainstorming with your partners could 
help you to come up with good messages. The following points might aid 
you during your brainstorming session: 

� What are the aims of your project? What do you do? 

� Who are your target groups? 

� What messages would be relevant to each target groups? 

Some examples:  

� INTRASEA is an interregional project developing the inland waterways 
in the Baltic Sea region with partners from Sweden, Finland, Germany, 
Poland, Lithuania and Russia. 
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� Twenty-two partners have entered Baltic Sea Cycling to come closer to 
each other and create new inspiring policies concerning cycling in the 
urban environment. 

� Promoting Bioenergy Development with Spatial Planning Solutions. 

� eHealth counteracts rural migration in the Baltic Sea Region  

2. Communication through the project lifetime 

2.1. Preparation phase  

2.1.1. Communication plan  

Communication planning is the art and science of reaching target 
audiences using communication channels such as advertising, public 
relations, experiences or direct mail. It is concerned with deciding who to 
target, when, with what message and how. 

The purpose of a communication plan is to: 

� plan information and communication activities – make sure you have a 
strategy in place not just a set of unrelated activities,  

� target audience with information that may be of interest to them, 

� work on your messages – what do you want to say?  

� disseminate information about the project and its results. 

The communication plan should include at least the following: 

� aims 

� 2-3 main messages of the project 

� target audience/groups 

� tools, by which you will reach your audiences 

� responsibility 

� timeframe 

� budget 

� an indication of how the communication plan will be evaluated at the 
mid term and at the end of project life, 

� indicators that will be monitored and reported. 

Aim 

State clearly what you want to achieve with the communication plan. Why 
are you communicating? Please be aware that the communication aims are 
not the same as your project’s overall aims. Communication is a tool that 
helps you to achieve the overall project aims. 
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Target audience 

A target audience is the primary group of people that the communication 
tool is aimed at. A target audience can be people of a certain age group, 
profession, gender, marital status, etc. (ex: teenagers, females, single 
people, etc.) Without knowing your target audience, advertising and selling 
the message of your project and its activities and results, can become 
difficult and very expensive. 

Tools & timeframe 

How do you want to reach your target audience? There are multiple 
communication tools available on the “market”. You may develop your own 
unique ones, though most probably you will use many “traditional” tools 
such as; websites, newsletters, targeted events, media etc. The secret 
behind a well designed strategy is a “proper mix”. Tools must be appealing 
to your target groups, affordable and complement each other. You never 
“just inform” – every communication has to bring a change, for instance, 
in opinion, increased awareness, acceptance, call for action etc. For 
examples of communication tools see chapter 2.2.2.  

If you have used communication tools previously, make a small group 
exercise before you start in order to learn from past experiences: 

� Which were the most successful tools in the past? 

� Which were the least successful tools? 

� How to attract journalists? 

� Should you produce give-aways? If yes, which ones?  

� What should be on the project website? Etc.  

Responsibility 

Indicate who is responsible for the communication activities and 
implementation of the project communication plan. An information 
manager working with these issues could be located with the Lead partner 
or with the project partner. Clear division of responsibilities is essential and 
should be agreed at the beginning.  

Timeframe 

In your approved application form under Work package 2 “Information and 
communication” you have identified communication milestones and divided 
your communication activities into 6 monthly reporting periods. As you 
submit your communication plan to the secretariat you can revise the 
timeframe in the WP2.  
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The starting, mid-term and closing phases of the project are important 
periods for communication activities. Act according to the principle: “In the 
right place at the right time”! 

Budget 

You need enough money to implement your communication activities. In 
the Baltic Sea programme you can not increase the approved budget of 
your project. But, there is a budget flexibility rule, which allows the project 
to make, within certain limits, adjustment to the budget lines during the 
project duration. For more information see the Programme Manual.  

Evaluation and indicators 

Evaluation of the communication plan helps determine the success of 
project communication activities. It is a useful way to determine whether 
or not objectives are being met and if there is a need for a change in the 
plan.  

Indicators are set to help you to evaluate your work. If you measure the 
performance against the plan, you are more likely to get good results. 

Decide on tools that you will use to evaluate your communication plan. 
From the start set indicators that will allow you to measure the impact of 
your communication tools. The main aim of the evaluation is to check if 
your communication plan is on the right track. Check if the tools you use 
are effective. Maybe you need some changes? You discovered additional 
target groups? What tools would you use to communicate with them? How 
does this fit into your communication strategy? 

Look at your resources (staff/budget). If you have enough funds, you can 
probably outsource evaluation to “professionals”. If you have little funds, 
you can also use e.g. simple questionnaires + measurable indicators (visits 
on the web, downloads of the newsletter etc.) to do the evaluation. In any 
case, study results carefully – the interpretation of figures is more 
important than the figures themselves. 

In the communication plan you will have to set indicators which will later 
be evaluated and monitored by the Secretariat.  

2.1.2. Corporate identity  

Corporate identity ensures a distinct corporate culture is presented.  

Corporate identity is often viewed as being composed of three parts: 

1. Corporate design (logos, uniforms, etc.)  

2. Corporate communication (commercials, public relations, 
information, etc.)  
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3. Corporate behaviour (internal values, norms, etc.)  

Corporate identity has become a universal technique for promoting 
organisations and improving corporate culture.  

Develop a corporate identity for your project. Put together a guide on this. 
It does not have to be complicated. Design a logo, select font types, 
colours, prepare consistent design for website, newsletters, flyers, letter 
paper etc. The main idea is to make sure that whenever your 

audience gets in touch with your project and its outputs, it can 

recognise visual elements and associate these with your project. 

The corporate identity manual could consist of the following elements: 

� logo (technical description, rules for use, colours);  

� project messages and slogans (e.g. Programme “Do you also think 
across the border? We can get you paid for that”);  

� templates e.g. business paper, business cards, fax message, PPP etc.;  

� terminology/spelling rules;  

� messages about the Programme, EU structural funds, ERDF etc.  

2.2. Implementation phase 

The purpose of the implementation phase is to: 

� achieve aims set in the communication plan 

� contribute to the overall objectives of the project 

� manage the available resources efficiently  

� monitor and report on progress 

Parallel to your communication plan you can also prepare a separate 
annual action plan - a detailed month-by-month plan of the project 
communication activities. The annual action plan offers an opportunity to 
go into more detail.  

2.2.1. Working with external service providers 

In the field of communication, it is often necessary to use the services of 
external companies e.g. PR agencies, designers etc. When doing so, 
national legislation must be observed, mainly concerning procurement 
rules.  

Some practical steps to take when thinking about the involvement of 
external service providers: 

1. check the human resources which may be available internally, 

2. identify the real needs and if you can effort it, 

3. prepare documentation for tenders e.g. according to 3-BID principle, 
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4. you might consider preparing a service contract for the whole project 
implementation period by that saving costs and time. In case of 
services requested over many years, it is important for the contract to 
be flexible, therefore a contract should include mechanisms for revising 
certain elements (such as prices) so that the contracts can adapt to 
the service requirements, 

5. to raise the quality: as selection criteria the economically most 
advantageous offer rather than the lowest cost can also be chosen, 

6. cost statements should be transparent and comparable. 

2.2.2. Communication tools 

There is an enormous array of choice in communication tools. The main 
question remains: “Which tools are right for your project?” 

Which tool for which target group? 

Publications 

Publications are expensive. You have to prepare content and pay for 
design, printing and distribution. Think well if what you get out of it is 
worth the effort and resources. If you decide to prepare a publication, 
consider having publications sent per e-mail/available online – you save on 
printing and distribution. 

Leaflets & flyers are simple and cheap tools. Mostly contain general 
information and are meant to attract attention to a specific message. 
Images should be used to complement the information.  

Communication tool Relevant Target groups 

Website All target groups  
Events/conferences/workshops All target groups depending on the focus 
Publications: posters/flyers/brochures All target groups (general public, 

stakeholders, decision makers etc.) 
Fact sheets Decision makers, journalists 
Newsletters All target groups  
Audiovisuals All groups depending on the focus 
Work with press All target groups  
Promotional materials All target groups  
Advertisement campaign  General public 
Billboard and explanatory plaque General public 
Banner/exhibition stands All target groups 
Features/ article All target groups depending on the topic 
Happenings: awards/competitions/involving 
celebrities 

All target groups depending on the topic, 
but especially general public & press 

Lobbying Decision makers, regional/local/national 
institutions, business sector etc. 

Networking present and potential project partners, 
stakeholders, decision makers 
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Brochures should be simple in language and eye-catching in design. 
Compared to a flyer, a brochure usually uses higher-quality paper and 
more colours. Brochures contain more information than leaflets, and are 
designed for larger target groups. Brochure sample see in Annexes 4-6.  

When you prepare publications do not forget to incorporate these 
minimum requirements: 

� EU, Programme & project logo (see chapter 1.3.), 

� Disclaimer (see chapter 1.3.4.), 

� A definition of the EU (see chapter 1.4) and, if appropriate, a definition 
of the Programme, 

� Project details, contact name, address, telephone, fax and e-mail 
details. 

When planning the production of publications consider: 

� target group, 

� frequency, 

� format: paper (e.g. recycled paper), electronic (email, USB stick, CD 
etc.), 

� dissemination channels: mailing, per post, at events etc. 

Appropriate cover page samples for reports, studies, manuals etc. see in 
Annexes 7 and 8.  

Fact sheets 

A fact sheet will give basic information about a project e.g. aims, activities, 
results and partnership. It is used as a brief resource document offered to 
journalists to help them quickly check basic facts. Samples see in Annexes 
9 and 10. 

Usually, fact sheets are included in a project press kit and available on the 
website. It should not be longer than 1-2 A4 pages, be written in simple 
language and contain clear messages.  

Parallel to general project fact sheets, you can prepare some specific fact 
sheets e.g. about regions involved, about Programme, EU structural fund 
etc. 

Newsletters 

Work on regular newsletters. Keep them short, easy to read, use photos 
and make them about people. 

A newsletter is a very practical tool for communicating concise information 
to various target groups, regularly and proactively. The newsletter is not 
just a source of information, but an instrument to increase awareness – to 
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generate interest, for example, about project activities, coming events etc. 
It can be monthly, bimonthly or quarterly and can serve as internal 
(exchange information among partners), as well external tool (targeted to 
stakeholders, media etc.).  

The newsletter could include updated information about project activities, 
partnerships, new initiatives, events and highlight other project relevant 
news. If you prepare a regular newsletter, a thematic focus could be 
considered.  

To be successful, the newsletter should be the result of joint work between 
the project partners. In addition, involve external actors like local 
politicians, NGOs or other social partners who can contribute with articles, 
interviews or editorials. 

Newsletters are mainly published in electronic format and on a website. To 
save time e-newsletters can be distributed by special software which 
makes it possible with a simple click to send copies of the newsletter to 
hundreds or even thousands of recipients. 

The cover of the newsletter must clearly identify the project as being part 
of an EU-funded project. Newsletter samples see in Annexes 11 and 12. 

Website 

A website is a collection of web pages, images, videos or other digital 
assets that are hosted on one or several web server(s), usually accessible 
via the Internet. 

A website has become an essential communication tool and is a 
requirement set by the Programme. 

The website should contain information about the project, its progress, 
contact data, project achievements and results. It should be regularly 
updated during the projects lifetime. It is recommended that the project 
website be maintained until the end of 2015, as project outputs and results 
should be available after project closure to other projects, programme 
stakeholders and other interested actors. 

 

A good website is practical, easy to use, updated frequently and accurate.  

 

When thinking about the website, structure your work in three parts: 
design, structure and content. A website should meet the information 
needs of the target groups, have well structured content, user friendly 
navigation, be flexible and written in simple language. It is advisable 
before placing texts online to test among potential readers, if the text 
meets their needs e.g. can they find the information easily, is the 
information clear etc. Website sitemap sample see in Annex 13.  



 

 24 

Website should: 

� be user friendly, simple & easy-to-understand in terms of layout, 
navigation (no more than 3 clicks necessary), language used, no big 
downloads etc., 

� be the main source of information: create trust by regular updates, 
accurate and complete information etc., 

� have a good Content Management System & monitoring tools, 

� can include Intranet: login only for special project user groups e.g. 
partners etc., 

� be easily accessible and understandable to everyone, 

� include simple messages addressed to everyone, but as well have 
different sections targeted to more specific target groups (journalists, 
local authorities, scientists, private companies), 

� in the later stage of the project put focus on disseminating project 
results. 

A website is an efficient tool to work with the media. A special “Press” 
section including the latest press releases, project fact sheets, photos, 
links, and contact details could be created.  

Do not forget to put a reference to the Programme and the EU on the main 
page. In addition, you can also add a disclaimer. Website sample see in 
Annex 14.  

You can check some simple and good project webpage sitemaps here:  

� http://www.eubionet.net 

� http://www.i-coin.net 

� http://www.retail-baltic.net 

Blogs 

Blogs provide commentary or news on a particular subject, or can function 
as a personal online diary. A typical blog combines text, images and links 
to related sites or topics of interest to the reader. The blog is an interactive 
format where readers can leave their comments or views on a subject. 

Blogging has become very popular. Depending on your project aim you can 
consider creating a blog on your website in order to deliver some of your 
project messages. 

A blog, in principle, is a separate website that works like an online diary 
(running account of project activities), discussion and news forum. A blog 
can contain personal or project information (facts) where users will post 
their opinions/comments on any topic.  

Creating a blog is a great way to draw attention to a project, and involve 
other people in different project activities. Your blog can be hosted on your 
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website’s server or you can set one up for free for a very small charge by a 
blog hosting service. Update your blog regularly and encourage other 
people in your project to participate. 

In addition you can also create an internal blog which would serve as 
internal communication tool among project partners. 

Promotion materials  

Promotion materials are items labelled with the brand or project name that 
serve as reminders of the project 

In order to get people’s attention develop promotional materials that are 
useful, for instance, folders, pens, USBs, cups, office calendars, T-shirts 
etc. The information placed on such material should be easy to read, 
understandable and easy to remember. 

It is important that they contain the right information about your project 
and are in line with your corporate identity. These “gadgets” can get 
expensive, so be sure that there is practical added value before your 
decide to order them.  

If your finances are limited you can put online marketing materials in a 
PDF format available for downloaded on your website, for instance, project 
calendar etc. All the items must have the Programme, EU and project logo. 

Events 

For more about event management please check chapter 2.2.2. 

In addition to bigger project events (such as conferences) smaller and 
more informal events can be organised, such as seminars (thematic), 
workshops, breakfast briefings (for local authorities), business round-
tables (with SMEs) or discussions with local initiative groups etc. Always 
leave plenty of time for questions and discussion and do not forget to 
involve your audience.  

Having regular internal project events is also very important. Events such 
as trips to project partners help to build team spirit and inspires further 
cooperation. It is a useful way to get to know partner regions/countries in 
an informal environment. 

A special type of event is a field trip which involves a journey by a group 
of people to a place away from their normal environment.  

Billboards and explanatory plaques 

Infrastructure or construction related projects (houses, clinics, factories, 
training centres, roads and bridges) must display a billboard describing the 



 

 26 

project. This is a requirement if a project has received more than 500 000 
EUR public funding. No later than six months after completion of the 
project a permanent explanatory plaque should be displayed. Usually 
during the opening ceremony the billboard is placed in the most visible 
part of the building, such as the main entrance or in the front of the 
building.  

Both items should be visible and of significant size and the reference to EU 
contribution should cover at least 25% of the space and should contain the 
following sentence: "This [name of the structure] was part-financed by the 
European Union". For the reference sample see chapter 8.2 of the 
Programme Manual. Remember that the EU logo must be displayed -at 
least- as prominently as the project logo and other logos of involved 
parties in the project e.g. municipalities etc. 

Both items should be in English or if appropriate in the local language. 
Billboard sample see in Annex 15.  

Banners/exhibition stands 

Plastic or textile banners containing similar information to billboards could 
be produced if specified in the communication plan of a project. They can 
serve as a visual promotional tool for special events such as conferences, 
press conferences, workshops etc. 

Creative design, strong visuals (photos) and intense colours draw people’s 
attention. Remember not to overload such material with too much 
information. Light banners are easier to transport and set up. Banner 
sample see in Annex 16.  

A banner is also an image shown on a webpage for advertising purposes. 
You can include it as an additional visual element on a project’s website, as 
well as place it on other websites to promote your project. For standard 
banner sizes you can check here: 
http://www.motive.co.nz/glossary/bannerads.php#bannersizes 

Audiovisuals 

The most common audiovisual tools which can be used are:  

� photos  

� video (TV & web clips ) & films/documentaries 

In the broadcasting of TV clips, particular attention should be devoted to 
reach regional or local media, which is cheaper (or even free of charge), 
and has a wider dissemination at local level.  
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Photos & videos 

Photos should not only be taken to document the progress of the project 
and project events, but also to promote the project. Photos and videos 
should be integrated in all communication tools. When choosing which 
audiovisual to use think about which will best illustrate the project and how 
much value for money you get. Graphical map sample see in Annex 17.  

Photos and videos should: 

� contain an obvious link to the project 

� Example: pictures should either illustrate the “spirit” of the project; 
include important people involved or visiting the project etc. 

� whenever possible have people  

� Pictures should be of people’s faces or upper body rather than their 
entire body. A usable picture should contain between 1-3 people. For 
examples, when photographing a handshake you should avoid big gaps 
between people (e.g. tables). 

� when possible include a recognisable project and EU logo somewhere 
in the background 

� background should always be interesting, appropriate and appealing 

� It should not contain unnecessary detail or irrelevant surroundings that 
detract interest from the subject. 

� show an action 

� People at work should concentrate on their work rather than looking up 
and smiling at the camera.  

� for photos: both vertical and horizontal pictures should be taken 

� should be sharp, active, colourful (red, yellow, orange) and correctly 
contrasted and not too blurred, static or too dark 

� never forget to include a caption: tell people what they are looking at 

� always mention the name of the organisation or person that owns the 
copyright alongside the picture/video 

For example, project “Cruise Baltic” offers free photos for download if 
promoting Baltic Sea region as cruise destination: 
http://www.cruisebaltic.com/composite-
282.chtm?Folder=Image%20Gallery.  

For free you can use photos from EU photo libraries and as well submit 
your project photos for further use at: 

� http://ec.europa.eu/regional_policy/digitallib/load.do?lang=en&langCh
anged=true 

� http://europa.eu.int/comm/europeaid/library/index_en.htm 

� http://europa.eu.int/comm/mediatheque 

� http://ec.europa.eu/avservices/photo/index_en.cfm 
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Video sample: Branding film from project “Cruise Baltic”, 
http://www.cruisebaltic.com/composite-111.htm 

Documentary 

A documentary film is a broad category of visual expression that is based 
on the attempt, in one fashion or another, to "document" reality.  

Filming a documentary is time consuming and costly. Therefore, it should 
be considered carefully. On average, 1 minute of the final product could 
cost 1000 - 2000 EUR.  

A documentary could be an option if you need to reach specific target 
groups, including the general public - the media is the best tool for that. If 
you do not want to prepare a documentary yourself you can try to draw 
local or regional TV’s interest about your project activities as there is a 
chance that they could film and broadcast your story. Remember that 
interesting stories, problems and people behind it is the hook for media. 

Working with the press 

Working with the media builds on the management of media relations and 
can be achieved by using different means. Below, the most common press 
tools like press releases, press conferences and press kits are described. 
However, you can also consider: 

� writing news articles and giving interviews 

� writing opinion editorials in magazines, newspapers: expression of 
opinion on an issue by an individual who doesn’t work for the 
publication. The subject matter should be timely and linked to 
something that is already in the news by that promoting your project 
activities as credible. 

� creating a media list: a database of contact persons from different 
media that is constantly updated 

� doing a press survey: a constant check of facts and events which are 
relevant to the project or so called “media monitoring” 

� field trip for journalists: invite journalists to visit your project partners 
in different countries & show in practice what are you doing and how 

� organising media training session: most probably for local media 

Press releases  

A press release is written communication directed at the media for the 
purpose of announcing something claimed as having news value. Typically, 
it is mailed, faxed, or e-mailed to assignment editors at newspapers, 
magazines, radio stations, television stations, and/or television networks.  
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The use of news releases is common in the field of public relations, the aim 
of which is to attract favourable media attention to the project and to gain 
publicity. 

A press release is different from a news article. A news article is a 
compilation of facts developed by journalists published in the news media, 
whereas a press release is designed to be sent to journalists in order to 
encourage them to develop articles on the subject. A press release is 
generally biased towards the objectives of the author. 

The press release is an important form of written information sent to 
journalists. You can release a press release at the start up your project 
and on different occasions during project implementation.  

A press release should include the following elements: 

� date at the top 

� aim of the project 

� partnership 

� results achieved so far/to date 

� EU logo, Programme logo and project logo & give reference to 
financing ie. part-financed by the EU (ERDF & ENPI) 

� the amount of EU funding in Euro and in the local currency - if 
appropriate 

If a press conference is planned, the press release must include the name 
of the project representative who will be present at the press conference. 

It should be clear that it is a press release, not a letter or statement. It 
should also indicate when the information must be released. Generally, 
journalists prefer to be able to use the release immediately, in this case 
“For immediate release” must be written at the top. However, it is 
sometimes appropriate to embargo the release until, for example, the 
publication of financial figures. In this case, a simple expression such as 
“Not to be used before 12:00, 9 November” must be included at the top of 
the document. 

A newsworthy press release should contain: a heading, a strong leading 
paragraph summarising the essential facts, the main body of the story, 
quotes, some background information, and contact details for further 
information. Press release sample see in annex 18.  

Press releases should be 1-2 sides of A4: the shorter the better. If it is 
longer, “more follows” must be written at the bottom of every subsequent 
page. At the end of the document, make sure to write “End”. After “End”, 
the press release should provide the name of at least one contact person 
whom the journalist can contact for further information. Where possible, 
both a work and a home telephone number should be provided. 

Conditions for success: 
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� eye-catching headline 

� text written in standard journalistic pyramid style (from most essential 
down to detailed information) & paragraphs should be no more then 
two-three short sentences 

� something special, different 

� good & suitable visual material attached e.g. photos 

Risks: 

� too long and technical 

� lack of objective 

� journalists are sceptical about the content (not credible, does not 
convince) 

� nothing special e.g. media receives many press releases  

Typical structure of a press release  

1. Heading: short & include words which people commonly use and 
understand  

2. Introductory paragraph: sums up the press release content in a few 
lines 

3. Text: keep to one idea per sentence & present pure facts 

4. Subheadings: divide the text into blocks of ideas and thus facilitate 
two-speed reading 

5. Contact details/further info 

Press kit 

A press kit contains fact sheets about your project, programme, EU 
structural funds, case studies about your project, and biographies of any 
key people. It is sent to journalists together with a press release and 
distributed during the press conference and usually included on the 
projects website under a press section.  

Press conferences 

A press conference is a media event where newsmakers invite journalists 
to hear them speak and ask questions.  

There are two major reasons for holding a press conference: 

1. questions from reporters can be answered at once rather than 
answering many phone calls 

2. attracts news coverage for something that was not of interest to 
journalists before 



 

 31 

A press conference can have various forms. It can be: 

� planned a long time in advance or set up at the last moment  

� be open to all journalists or reserved for a limited circle of journalists 
seen as opinion leaders 

� held early in the morning (press breakfast) or around noon (press 
lunch) 

� combined with other activities e.g. field trip to show project activities 

The first step in setting up a press conference is to be sure there is news 
to announce. The checklist below highlights other considerations before, 
during and after conducting a press conference. Remember that a press 
conference costs money and time, for you and the journalists. 

Before  

� Decide if a press conference is really necessary, or if a press release, a 
fact sheet, and a follow-up telephone call would be sufficient. 

� When preparing an opening statement focus on three key points. 

� Beforehand, identify possible questions that might be asked and 
appropriate responses to each question. 

� Pick the date for the press conference carefully e.g. check holidays, 
other big events etc. 

� Pick the right time for the press conference: mid-morning or early 
afternoon is often the best time in order to meet various news 
deadlines. 

� Choose a location that is accessible and can meet the technical 
requirements of the media, as well as offer a creative element e.g. if 
project works in field of university networking, a university library 
might be attractive. 

� Determine whether to use visual aids e.g. big charts etc. 

� Decide who will open & close the press conference. 

� Send invitations to the journalists & call them a day or two before the 
event as a reminder. Media invitation sample see in Annex 19.  

� Send a fax or e-mail to out-of-town press who may be interested in 
the topic but are unable to attend the press conference. 

� Take your time for the writing, printing, assembling, and 
transportation of any press materials, such as press kits, press 
releases, fact sheets, biographies, and photographs. 

During  

� Have a sign sheet for the press and any visitors so you know who was 
there. 

� Tell reporters at the beginning of the press conference how much time 
the speaker has, and be prepared to cut off questions at that time. 

� Keep the press conference and statements short.  
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� Allow time for questions. 

� Write down the remarks made by the project representative or 
record/film them 

� Get responses to unanswered questions. If an official is asked a 
question that he or she cannot answer, he should admit it but promise 
to get back to the reporter later that day — before his or her 
deadline — with the information.  

After  

� Put a transcript of the press conference on your website as soon as 
possible to make it widely available. 

� Send hand-out materials and a transcript to any media who could not 
attend but have an interest in the news  

� Fulfil all promises for additional materials or responses to unanswered 
questions within deadline times. 

� Make a small self-evaluation & write up improvements for the next 
press conference. [4] 

 
To get 20 journalists to come to a press conference you generally have to invite 
between 80 and 120. Careful preparation of a press conference can take up to 15 
and 20 days full-time work for one person, plus being present on the day as well as 
follow-up. 

 

Do not forget to display the EU flag at the press conference premises. 

In order to select the most appropriate media keep in mind which 
audiences are reached by each media: 

� Regional Media: local politicians, local authorities and communities, 
general public; 

� National Media: politicians, policy makers and opinion shapers, 
regulators, other media, partners and employees, general public; 

� Financial Media: business people, financial analysts, EU and individual 
government officials, national and regional regulators, scholars and 
researchers; 

� News agencies: all substantial media subscribe to newswires so a 
newswire story has very broad impact across media and on a global 
level; 

� Trade Press: specialist analysts; 

� International media: analysts, policy makers, regulators, international 
colleagues, EU and individual governments; 

� Magazine: internal magazines of institutions and local, regional or 
national authority specialist magazines or newsletters are useful to 
reach target audiences in terms of influencing regional policy; 
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� Radio: bigger stations produce their own news, smaller stations share 
news gathering or syndicate from a central news source; 

� TV: Public Relation opportunities among TV programmes: 
documentaries, interviews, product demonstrations; 

� News wires: deliver raw news to all major media to adapt for their own 
output (similar to newspapers and news agencies); 

� Internet news: offers unlimited Public Relation opportunities. [5] 

Press review samples from project BSVC: http://x316.bui-av.haw-
hamburg.de/bsvc2006/download/bsvc_rectors_meeting_2006.pdf 

Checklist about what to do and what not to do with the media see in Annex 
21.  

Features/articles 

Features are usually longer in length than news stories. Features often 
explore the topic at hand in more detail rather than just using key points. 
Features have become popular as they are usually more detailed with 
more information about the subject matter.  

 

How to write a feature/article: 

1. Take a helicopter view and try to see the bigger picture.  

2. Big and small. People are interested in big things (jobs, climate change) 
and small things (ones that influence their lives).  

3. Catch attention really early.  

4. Be personal, tell a human story. 

5. Pay attention to details, explain the numbers. 

6. Keep it short and simple. 

Advertising campaign 

At certain periods during the project lifetime it could be important to 
quickly and effectively inform the general public by launching an 
advertising campaign. Advertising on a local and regional level can be 
especially effective, if public involvement is foreseen. It can be done by 
placing an advertisement in the local newspaper informing the public about 
the event, or running an advertisement on the local radio to call for action.  

Advertising means purchasing advertising space, in the form of radio, TV 
or cinema commercials, press ads or posters. The most realistic and 
cheapest option would be to have a poster campaign.  



 

 34 

A poster campaign can be as costly, but it does offer value for money. 
Posters in the long term usually provide a kind of spill over effect of the 
project action, EU action etc. 

A poster campaign itself can have various forms depending on the tools 
used as different countries have different traditions. The scale of a poster 
campaign can vary from: 

� large format billboards (usually 20 m²) on street corners; 

� smaller posters, in bus shelters and on the urban furniture in general 
(format usually 2 m²); 

� posters on public transport, at railway stations, metro etc. 

� "alternative" posters – usually small billboards, sited in shops, 
municipalities, libraries, schools etc.  

Large billboards can be used to target a specific geographical area/city. 
Posters in bus shelters and other items of urban furniture will hold the 
public's attention for longer. Poster sample see in Annex 20.  

What should be the criteria when deciding on what kind of poster to use? 
All countries carry out surveys to measure the precise impact of these 
media known as "media planning". It is advisable to select the right 
support and advice from the services of competent companies or so called 
"Space brokers". They have full technical and financial data on space 
purchasing in the various media and help their customer to make the right 
choice. [1] 

However, you can look for cheaper alternatives by using local contacts. 
With their support you could have an effective project poster campaign 
together with other local initiatives or activity campaigns. Looking for 
synergies would save the costs and be more effective toward the final goal 
of these kinds of advertisement campaigns – raising awareness. Posters 
could also be displayed in public offices, schools, libraries etc.  

Participating in external events 

Project’s can promote project activities in external events like conferences, 
exhibitions, trade fairs, round tables etc. Either as a speaker or by just 
being present and providing information about your project, you can reach 
new target groups and tell them about your project activities. Especially in 
transnational cooperation programmes, synergies between different 
project events or international conferences can be found and participation 
can be of great value to your project.  

Always go to events with your information pack and press kit and 
distribute it to people who might want to know more about your project. 
There may also be journalists at the event. If so, use this as an 
opportunity to develop relationships and tell them about your project. 
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Providing information in institutions such as schools and universities, can 
help to raise the awareness about project activities and results. Be flexible 
and adjust to your audience needs and always present the information in 
an interesting and practical way.  

Happenings: awards/competitions/involving celebrities 

Giving awards has become popular, if you want to mobiles your project 
target groups and attract media. Awards are mostly a symbolic act to 
attract attention and do not necessarily require big financial resources. 
Having a creative strategy and being able to promote the award widely are 
preconditions for success. It is also a great way to raise awareness about 
your project within the general public.  

Organising competitions on websites or as part of a campaign or event is 
also an effective way to engage people, for instance, photo competitions, 
best networking event etc. In addition, the involvement of celebrities is 
always a good trick to attract media or other important and relevant 
people.  

Lobbying 

Lobbying is an effort designed to affect influence, typically over 
government authorities and elected officials.  

Lobbying or public affairs is a direct way to influence decision makers 
relevant to your project through face-to-face contact. You could lobby your 
local, regional or national government, the European Union (Commission & 
Parliament, agencies), private sector, NGOs, educational and other 
relevant institutions which can help to achieve your project aims.  

The message is what matters most when lobbying. You have limited time 
and resources therefore think about what three things you would like the 
policy makers to remember about your project and at the end call for 
action. The most effective ways to communicate the messages are 
meetings, conferences, seminars, workshops and written briefing materials.  

Main principles for lobbying local, regional and national decision makers: 

� personal contact and dialogue are the best way to involve people; 

� engage the stakeholders and show their added value in this process; 

� think politically: identify the focus of political argument, the values and 
interests involved;  

� be very conscious about the information you share; share all necessary 
and relevant information;  

� use facts rather than emotions;  

� assure transparency;  
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� understand the policy, process and outcome;  

� timing is always crucial, as is targeting the right people in the right 
way with appropriate information;  

� seek knowledge and experience from others;  

� recognise other opinions and do not argue or criticize right away;  

� be open and flexible for changes and compromises;  

� search for allies, and build coalitions whenever possible;  

� prepare and send out documents with all necessary information about 
the background and aims of your activities;  

� establish regular round-table sessions in an appropriate timeframe 
with a clear objective;  

� take notes from each meeting and summarize the achievements, point 
out next steps and forward it to all involved parties.  

The main aim through lobbying is to gain political support and to influence 
policies and decisions. The influence of politicians can be a critical 
component in implementing your project activities in the area. Lobbying 
can help to lead and initiate processes you are promoting, highlight areas 
of mutual interest and help in strategic planning. Do not forget to lobby 
the advisors, not just the decision-makers as very often they are the ones 
behind the ideas and actions. [6] 

Networking 

Networking is an activity that takes place every day of our lives. In general 
by just talking to people you network. Networking is about being yourself, 
building trust, establishing relationships, and seeing how you can help 
others. In order to achieve your networking objectives, you need to 
consider each contact as a potential opportunity to further expand your 
network. 

During project implementation networking is one of the key elements to 
promote your project ideas and achieve the planned results. Networking 
mostly forms a part of other communication activities such as seminars, 
conferences, field trips etc.  

Practical tips for successful networking: 

1. Know why you are participating in concrete networking meetings e.g. 
learning, making contacts etc. 

2. Ask open-ended questions like who? what? where? when? and how? 
This form of questioning opens up the discussion and shows listeners 
that you are interested in them. 

3. Be competent and show it as people might turn to you for suggestions, 
ideas and names of other people, etc.  
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4. Have a clear understanding of what you do and why, for whom, and 
what makes your project special or different from others.  

5. Be able to explain what you are looking for and how others may help 
you.  

6. Follow up your contacts: call them, write an email etc.  

2.2.3. Organising events 

Aims 

Be very clear what your aims are and what you want to achieve with an 
event - write it down. Meetings are an expensive tool of communication, 
and are not always the most effective way to achieve your aims. 

Responsibility 

Build a team responsible for the organisation of the event, divide 
responsibilities clearly. Involve decision makers from the start. 

Decide who will moderate the event. Divide responsibility for technique, 
catering and registration. Responsible persons should make plans and brief 
the staff. 

Make sure you have enough staff on the spot to answer practical questions 
from participants, somebody who knows the city/town and transportation 
system. 

Person(s) who are responsible for practical arrangements should be on the 
spot during the whole event! Things do go wrong and questions arise – you 
need quick answers and decisions. 

Develop a work plan and checklists. This will help you to keep an overview 
of what has been done and what is still open. Hold regular meetings to 
discuss progress, take minutes after each meeting and update the plan. 

Promotion of the event 

Use available media to promote the event. Mention it in your newsletter, 
on the website (first page) and make announcements during other events. 
Using trade press could also be useful, though here you have to show a bit 
of creativity to get them interested. 

On the spot: if your event is longer than one day, consider preparing 
reports, newsletters and impressions after each day (including photos). 
Print them and distribute e.g. on chairs so participants read this as first 
thing next day. 
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Title of the event 

It is worth investing time and effort into a good title. Think about key 
messages of the event. Write down keywords that you want your audience 
to associate with the event and your project. Brainstorm with colleagues – 
as a small team (2 to 4). Develop several proposals (7-10). Mix, combine, 
but do not lose the main message. Do not make it too long. Better to have 
a catchy main title, and a subtitle with more info (e.g. project name). If 
you have an interesting, catchy and relevant title it will be easier to 
promote the event and people will remember it long after. 

Planning & dates 

Start planning and preparations well in advance. Circa 12-14 months for 
event with 400-500 participants, 3-4 months for event with 100 
participants. Mark dates in your calendars, announce dates to your 
potential participants. For bigger events send pre-announcements (6-10 
months in advance, with dates and brief information), announcements (4-6 
months, dates and draft agenda), invitations (3-4 months). In the pre-
announcement/announcement be clear regarding what benefits 
participants can expect from the event. Pre-announcement, announcement 
and invitation samples see in Annexes 22-24.  

When deciding on dates, avoid: 

� vacation periods (also during registration), 

� national/ international holidays, 

� religious holidays. 

Check what else is happening at the same time as your event. 

Budget 

Decide how much you want to spend. Check costs in advance and decide if 
you can afford to organise the event. 

To reduce costs: 

� explore possibilities to get free premises (e.g. institutions involved or 
interested in results of your project) 

� do not offer dinners - find sponsors for this,  

� reduce amount of paper in conference pack, use electronic media. 

Audience 

Come back to your aims and decide carefully whom you want to see at the 
event. How many guests? Set limits from the start. If you invite VIPs, you 
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might have to consider diplomatic protocol as well as sending separate 
invitations. 

Venue 

Select a venue that is easily accessible to the participants (close to airport, 
railway station). If you invite participants to a very remote area, you 
should have a good reason or incentive (nature, entertainment, fits well 
with theme of event). 

Make sure you have all facilities available (enough rooms, appropriate size, 
catering, technical equipment such as screens, projectors, flipcharts etc). 

Check cancellation conditions, how much money will you lose if you have 
to cancel the event? How much if only 50% show up? 

Agenda 

The agenda should reflect the aims of the event. Think about what you 
want to achieve with each presentation or workshop. Consider alternatives 
(workshop instead of presentation, panel discussion instead of several 
presentations, handouts and short presentations instead of long speeches). 
Agree on agenda as early as possible. Getting confirmation from invited 
speakers takes time. Do not forget interactive parts e.g. exhibition, 
musical performance etc. Agenda samples see in Annexes 25 and 26.  

Speakers 

Invite speakers well in advance. Have them mark the dates in their 
calendars. Make a call or send a personal invitation. Inform speakers about: 

� aims of the event, 

� what they are to talk about and for how much time, 

� draft agenda, 

� venue & accommodation, 

� who else is speaking, 

� intended audience, 

Keep in contact with speakers, inform them about changes. In case your 
preferred speaker cancels a) think about alternative speakers, b) consider 
recording an interview and showing this at the event. 

At some events you may want to hand out speakers biographies with 
photos. Make sure that you get them in advance and print preferably in 
colour. 
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Follow up after the event. Send “thank you” letters to speakers, maybe 
with selected photos. 

Registration 

Think of an easy registration system for you and for participants (per fax, 
letter, e-mail, on-line site). Once participants are registered, send 
confirmation. 

Presentations & speeches 

Brief speakers, moderators, facilitators about your expectations and their 
homework. Send presentation templates. Ask for presentations/speeches 
enough in advance – set realistic deadlines. 2 months before an event is 
too early, 2 hours before is usually too late. 

Conference pack 

Reduce the number of printed material, use electronic media (CDs, 
memory sticks, refer to downloads on website). 

Prepare easy to read and easy to wear name badges. Do not forget the 
feedback forms, remind participants during last session.  

You could also include some small gifts (brochures, cups etc.).  

Technique 

Test before you start. Make sure you can open all presentations, that 
microphones work and that you know how to switch lights on and off. 

Practical information 

Provide enough practical information for participants. How to get to the 
venue? How to book accommodation? How to get further information? 
Send these details with the invitation. 

Catering 

Plan enough coffee breaks with adequate time (20-45 min). The bigger the 
event the longer the breaks should be. Often participants spend time 
during breaks for networking, exchange of ideas and getting to know 
others. These breaks can be as productive as sessions. Plan enough time 
for lunch breaks (1-1.5 hours). 
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Good food and drinks will be remembered longer than many presentations. 
Do not provide too much heavy food. You do not want participants to fall 
asleep! Order enough food for vegetarians (50/50).  

Photography 

Make sure you have staff and proper equipment to make photos. For 
bigger events consider hiring a professional photographer. Photographs 
can be used for “thank you” letters, website articles, post-event 
publications. Remember – photos tell more than words and most of the 
participants would love to find themselves on one of the photos. 

The day before 

Call for a “rehearsal” meeting. Make sure everybody knows what they have 
to do during the following day(s). 

Crisis management 

Some things WILL go wrong no matter how well prepared you are. Decide 
how you are going to handle these situations, who makes decisions on the 
spot? Can this person make decisions about additional costs? (e.g. 
additional print-outs, renting heaters because it is too cold in the 
premises)? 

On the day 

Be on the spot early enough. Be sure you will have to handle some 
emergencies. Welcome speakers and participants – most importantly smile. 
Make everybody feel welcome! 

After the event 

� send “thank you” letters to participants and to speakers, 

� make event documents available online, 

� prepare a post-event brochure/newsletter, 

� invite to the next event. 

Thank you letter sample see in Annex 27.  

2.2.4. Media relations 

Mass media is a term used to refer to a section of the media specifically 
conceived and designed to reach a very large audience.  
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Media are not your target audience. Media are multipliers (distributers of 
information to a large group of people) that will help you to communicate 
with your audience. Decide which media will reach your target audience 
the best. Where possible build personal relationships with journalists. 

If you want to get attention from the media, you have to generate 
something that is “newsworthy”, something that a journalist could “sell” to 
their readers. Media is all about news. News is about people, change and 
controversy. Process is boring. Do not assume that the simple fact that 
your project had a kick-off event or finalised Work Package 4 is of interest 
to everybody. 

2.2.5. Communication with general public 

The general public is the most complex and complicated target group. In 
other words, with your limited communication resources you try to reach 
everyone from students and pensioners to taxi drivers and fire fighters. 
This group is enormous, if taking into account that 110 million inhabitants 
live in the Baltic Sea area. Therefore, the communication towards this 
group is very special.  

Positive public opinion can significantly support your project activities and 
implementations, while negative publicity can destroy even the best 
processes. The overall aim when communicating with the general public, is 
to share information and stimulate an active and positive attitude. You can 
also work on mobilising interest groups and engaging them in the project’s 
activities, as well as provide additional opportunities for learning. 

Remember that people only support what they understand, so have clear 
and simple messages. Very often educational activities can be one strategy 
to achieve awareness. Engaging volunteers in project work could be a 
useful method to raise awareness and understanding about your project 
activity, for instance, the protection of species and habitats. 

How to reach the general public? You can use poster campaigns, postcards 
in different public institutions, opened round table discussions, workshops 
etc in order to reach the general public. But the most efficient way, is to 
use the media as a multiplier - their channels and influence is much bigger. 
For the transnational programmes, media is the main tool to reach the 
general public in the whole region. It can be combined with direct local 
actions towards the local population.  

2.2.6. Communication with stakeholders/ decision makers 

Communication with stakeholders can be both easy and hard, but their 
involvement is very often substantial. It is easier to reach local and 
regional level, but with time and experience, try to reach transnational, 
pan-Baltic or an international scale in the Baltic Sea region.  
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When cooperating in a transnational environment different languages, 
cultural aspects and legal frameworks have to be taken into account. 
English is the favoured language of a majority of European politicians. 
Nevertheless, policy improvements on a transnational and international 
level influence the policies on a national level and vice versa, therefore, 
think about all your stakeholders on board.  

Main principles for communication with stakeholders: 

� Start with open discussions including separate stakeholder groups 
especially other authorities and different user groups. Later on, it is 
advisable to have separate, sectoral or thematic meetings with 
different groups 

� Identify key persons and spend effort in communicating with them 

� Invite key stakeholders personally to meetings (formal letters won’t do) 

� Don’t be too formal! Create an informal atmosphere 

� Do not exhaust people with technical and bureaucratic presentations 

� Discuss a clear timeline strategy, but let stakeholders determine their 
own type and degree of involvement, consider enough time for 
stakeholder response or input 

� Frequent and regular meetings or contacts are necessary 

� People must feel that they are making a real contribution 

� Take time & do not communicate with stakeholders under pressure. Be 
prepared to listen, before you have the chance to make your point 

� Choose the appropriate communication tools, convenient venue and 
seating arrangements (preferably round table) 

� Have a clear view on your project objectives and be prepared to 
present them and justify, but try not to be too scientific 

� Be prepared to prove your statements about the general objective of 
your project and programme  

� Make sure that you have facts  

� If necessary, invite neutral and accepted experts to answer open 
questions or to confirm your statements on this subject [6]  

As a result benefits of communicating with stakeholders can be the 
following: 

� Develop an understanding of each others’ interests 

� Encourages the sharing of experiences in your projects field 

� Builds trust and confidence 

� Encourages a consensus approach to management 

� Creates a sense of pride and ‘ownership’ for the project activities and 
planned results 
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� Creates new socio-economic opportunities and partnerships 

� Ensures continuity [6] 

Pan-Baltic organisations are important regional players in the Baltic Sea 
region. List of Pan-Baltic organizations which might be interesting for your 
project: http://www.balticsea.net/.  

2.3. Mid term phase  

The mid term of your project implementation is perfect timing to review 
what has worked and what has not in your communication activities. At 
this time you can carry out a mid term evaluation of the communication 
plan. You would still have enough time to implement new ideas and the 
results of this mid term evaluation should be the improvement of your 
communication. 

Evaluation would measure: 

� effectiveness of your communication: strategy and communication 
tools; 

� targets reached: target groups & communication indicators; 

� improvement of quality: usability and satisfaction with provided 
information. 

You can use the following evaluation tools e.g. telephone survey, 
interviews, questionnaire, statistical evaluation (website). Evaluations can 
be carried out internally or externally.  

The European Commission has prepared various fact sheets on how to 
assess different communication tools e.g. website, events, publicity 
campaign etc. [10] 

The mid term phase is also an appropriate time to take real action and 
mobilise “project relevant” people both internally and externally. You could 
organise a special advertising campaign, or mid term conference, send out 
a press release stating achieved project results so far as well as organise 
field trips for journalists. Be creative and think “how to awaken” the 
interest of your stakeholders and maybe reach some new target groups. 

This is also a time to check your communication budget and make some 
changes if necessary.  

2.4. Closing phase  

2.4.1. Finalising project 

Many projects will decide to organise a “closing” or “final“ conference 
before finalising project activities with the dissemination of project results 
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as the main aim. Think well if this is really the proper tool to share your 
results with your target groups. 

When communicating closing project activities, communicate results, how 
they are to be used, follow-up and why it is worth the follow up, who will 
continue the work, will the website remain operational and who will be the 
contact person in the future. 
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Resources & links  

1. Practical Guide to communicating on the Structural Funds 2000-2006, 
DG Region, 

http://ec.europa.eu/regional_policy/country/commu/document/draftgu
ide03_en.pdf 

2. EU Visibility Guidelines for External action, DG Aidco, November 2002, 

http://www.europa.ba/files/docs/en/europaid_guidelines_en.pdf 

3. Communication and Visibility Manual for EU External Actions, DG Aidco, 
April 2008 

http://ec.europa.eu/europeaid/work/visibility/index_en.htm 

4. Guidelines for the organisation of the press office to communicate the 
Structural Funds, Ministry of Public Administration and Administrative 
Reform, 2005 

http://ec.europa.eu/regional_policy/country/commu/conferences/nove
mber07/doc/sources/salvi_press_office_guidelines_hrd_op.doc 

5. Guidelines for the drawing up Communication Plans for 2007-2013 
programming period of Structural Fund, Ministry of Public 
Administration and Administrative Reform, 2005 

http://ec.europa.eu/regional_policy/country/commu/conferences/nove
mber07/doc/sources/salvi_communication_plan_guidelines.doc 

6. BSR INTERREG III B NP project’s “BALANCE” Stakeholder 
Communication guide, 2006 

7. The Countryside agency, Communicating with the Public - Monitoring 
report  

http://www.countryside.gov.uk/Publications/articles/Publication_tcm2-
4574.asp 

8. Communications and media reference manual, Pinnacle PR, 2007  

9. DG Region web portal: http://ec.europa.eu/regional_policy/  

10.  Inforegio Information and Communication Platform:  

http://ec.europa.eu/regional_policy/country/commu/index_en.cfm?nm
enu=1 

11. Webportal EU for Journalists: 

http://www.eu4journalists.eu//index.php/english/categories/199/12 

12. Webpage of The Economic and Social Research Council, 

http://www.esrc.ac.uk/esrcinfocentre/CTK/communications-
strategy/toptentips.aspx 

13. www.wikipedia.org 
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Annexes 

Annex 1 

Samples of project logos 

 

 

 

Source: Logos of the BSR INTERREG III B Projects 
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Annex 2 

Disclaimer sample on the website 

 
 

 

 

Source: Project Energy Saving Network, BSR INTERREG III B Programme 
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Annex 3 

Overview of the EU Regional Policy and the role of the Programme  
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Annex 4 

Brochure  

 

 

 

 

 

 

Source: Project Baltic eHealth, BSR INTERREG III B Programme 
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Annex 5 

Brochure  

 
  
 
 

 

Source: Project Baltic Sea Cycling, BSR INTERREG III B Programme 
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Annex 6 

Brochure integrating photo elements 

 
 

 

Source: Project MoCuBa, BSR INTERREG III B Programme 
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Annex 7 

Reports/strategies/plans 

 

 

 

Source: Project CONVERNET, BSR INTERREG III B Programme 
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Annex 8 

Report  

 
 

 

Source: Project East-West, BSR INTERREG III B Programme 
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Annex 9 

Fact sheet 

 
 
 
  
 
 
 
 
 
 
 
 
 

Source: Project VBNDZ, BSR INTERREG III B Programme 
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Annex 10 

Fact sheet 

 

 

 

 Source: Project BEEN, BSR INTERREG III B Programme 
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Annex 11 

Newsletter 

 
  

 

Source: Project RENET, BSR INTERREG III B Programme 
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Annex 12 

Newsletter 

 

 

Source: Project VBNDZ, BSR INTERREG III B Programme 
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Annex 13 

Project website sitemap 

 

 

Source: Project Baltic Sea Virtual Campus, BSR INTERREG III B Programme 
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Annex 14 

Project website  

 

 

 

Source: Project Agora, BSR INTERREG III B Programme 
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Annex 15 

Billboards/ explanatory plaques  

 
 

 

                           

Source: Sludge Incineration Plant at SWWWTR in St. Petersburg 
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Annex 16 

 
Banners/ exhibition stands 

 
 

 

Source: Project YES, BSR INTERREG III B Programme IIIA priority South 
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Annex 17 

 
Graphical map 

 

 

Source: Project Baltic Master, BSR INTERREG III B Programme 
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Annex 18 

Press release  

 

 
 
 
 
 
 
 
 
 

 
 
 
 
15. September 2004 
 
Twelve ports in ten countries have joined together to form a major new cruise partnership, in 

order to create opportunities for continued growth in the numbers of cruise ships in the Baltic. 
The partnership will continue until 17 July 2007, developing a shared brand, shared marketing 
and, not least, a forum for the exchange of experiences, all of which will ensure better service 
across all the project’s ports. The ultimate objective is to achieve an additional growth of 20% 
more cruise ship passengers to the region. 
 
More and more cruise ships are coming to the Baltic. This growth should be consolidated and, with this in 
mind, 12 harbour towns in 10 Baltic countries have launched a new partnership.  
 
- With this new Baltic cooperation we will be able to ensure a stronger position for the Baltic in the 
international cruise market. It will allow for better knowledge sharing, ‘best practise’ examples and a more 
formalised cooperation, says Wonderful Copenhagen’s sales- and marketing director, Ole Andersen. 
 
The new partnership will focus primarily on the Baltic as a product, and the services that the destinations 
can offer shipping companies and passengers. Close relations between the harbours is important in 
persuading more cruise lines to choose the Baltic as a destination for their cruise ships. The same goes for 
tourists.  
 
- There are many factors that affect tourists’ decisions regarding where their next cruise will take them; it is 
not just the destination, but the entire cruise programme that influences their choice. That is why we have 
decided to work together with the other harbour towns that are also part of the Baltic product. Cruise ship 
tourists look on us all as a string of pearls, rather than just individual pearls, which is why it is so important 
that we present our products together as one sparkling necklace, says Andersen. 
 
The overall aim of this cruise ship partnership will be to ensure a 20% increase in cruise ship guests coming 
to the region, together with a 4% increase in the Baltic region’s market share of cruise ships globally. The 
project will run for the next three years with a total budget of 1.3m Euro, of which half comes from the EU 
programme, ‘Interreg IIIB’. Included in the total budget are funds from the partners and sponsors, SAS 
Group and Rezidor SAS, which are, respectively, official airline and hotel partners. 
 
The Baltic cruise project will be based around two specific areas: Developing destinations, and marketing. 
The developing of destinations is specifically concerned in this instance with upgrading and standardising 
the service at each of the partner’s harbours. Marketing will concentrate on developing a brand for the 
region and shared marketing activities with a focus on the cultivation of press contacts and sales initiatives 
within the cruise ship industry.  
 

Further information: 
Sales and marketing director Ole Andersen, phone: +45 33 25 74 20 
Project Leader Elisabeth Milton Hemmingsen, phone: + 45 33 25 74 29 

 
When Cruise Baltic was formed in 2004 it had the support of ten countries, 12 destinations and 24 partners. 
Today Cruise Baltic has 44 partners and a total of 26 destinations. Cruise Baltic has successfully branded 
itself as one destination and was voted Destination of the year 2007 at Seatrade Europe. 
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Cruise Baltic is a three-year EU project that is now continuing until 2010. It started in 2004 in order to 
increase the number of cruise ship passengers to the Baltic region; raise the proportion of cruise ships in 
the Baltic Sea’s share of the global cruise ship market; and increase the number of passengers that return 
after their first visit to the region. 
 
www.cruisebaltic.com 

 

Source: Project Cruise Baltic, BSR INTERREG III B Programme 
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Annex 19 

Media invitation  

 

 

Source: Communications and media reference manual, Pinnacle PR, 2007  
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Annex 20 

Poster 

 
 

 

Source: Project Watersketch, BSR INTERREG III B Programme 
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Annex 21 

Checklists: what to do and not to do with the media 
 

 
 

 
What to do with the media 

 
 

 Tell the truth — ALWAYS. 
 Be honest and accurate. Your credibility and reputation depend on it. 
 Do admit it if you don't know the answer to a question. Offer to provide the answer, and 
do so as quickly as you can.  

 Correct mistakes immediately. State that you didn't give an adequate answer, and you 
would like to clear up the confusion. 

 Avoid using jargon and acronyms. Speak in plain language. 
 Assume that everything you say is on the record. 
 Be as open with the media as possible. 
 Call reporters if a story appears that is inaccurate. Politely point out what was wrong 
and substantiate it. 

 Keep a list of accomplishments. Update it frequently. Things happen so quickly that you 
may forget what you, the official, and your Ministry, Managing Authority or Government 
have achieved.  

 Always remember to return phone calls, or have an aide return the calls, in time for 
reporters to meet deadlines. 

 Try to get the information reporters want even if it means an extra effort, such as 
staying at work late or hand-delivering material.  

 Be always humble and polite when dealing with reporters 
 

What not to do with the media 

 

 Don't lie 
 Don't ever say "No Comment"  
 Don't improvise, don't speculate, and don't guess. Good reporters check facts. If you 
are wrong, your credibility will be destroyed. 

 Don't try to put a comment "off the record" after you have said it. 
 Don't be unresponsive 
 Don't make news until you have in hand the information to go with it. Don't make an 
announcement and then later prepare a press release and fact sheets. If you have the 
material prepared before a press conference, you can spend your time after an 
announcement explaining it to the press. 

 

Source: Guidelines for the organisation of the press office to communicate 
the Structural Funds 
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Pre-announcement 

 

 

Subject:  
Setting regions in motion – project conference pre-announcement 
 
Message: 

Dear Colleague, 
 
We have the pleasure to announce the Baltic Sea INTERREG III B Project Conference – 
setting regions in motion! We would be happy to meet you in Malmö/Sweden on 16-17 
May 2006. Please mark these dates in your calendar! 
 
The conference will offer you the opportunity to take a two-day journey into the world 
of projects. Results achieved through transnational cooperation will illustrate the 
added value of INTERREG III B to our region. At the same time you will be up-dated 
on the future transnational programme in the Baltic Sea area starting in 2007. 
 
More than 300 participants from projects, programme’s stakeholders, pan-Baltic 
organisations and the European commission will get together in Malmö. Interactive 
workshops and a project exhibition will compete for your attention. 
 
You will receive a formal invitation to the Baltic Sea INTERREG III B Project 
Conference in early 2006. We are looking forward to seeing you there! 
 
Joint Secretariat 
BSR INTERREG III B NP 

 

Source: BSR INTERREG III B Programme 
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Announcement 

 

 
Dear Colleague, 
 
This is a second announcement of the "Baltic Sea INTERREG III B project conference – 
setting regions in motion". Baltic Sea INTERREG III B and Region of Skåne would be 
happy to meet you in Malmö/Sweden on 16-17 May 2006. Attached please find a draft 
agenda for the event. An official invitations are planned to be sent per e-mail on 7 
March 2006. 
 
The conference will offer you the opportunity to take a two-day journey into the world 
of projects. Results achieved through transnational cooperation will illustrate the 
added value of INTERREG III B to our region. At the same time you will be up-dated 
on the future transnational programme in the Baltic Sea region starting in 2007 and 
will have opportunity to make your input. 
 
More than 300 participants from projects, programme’s stakeholders, pan-Baltic 
organisations and the European commission will get together in Malmö. Interactive 
workshops and a project exhibition will compete for your attention. 
 
We are looking forward to seeing you there! 
 
Joint Secretariat 
Baltic Sea INTERREG III B Neighbourhood Programme 
 
 

Source: BSR INTERREG III B Programme 
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Invitation 

 

 

Source: BSR INTERREG III B Programme 

 



 

 72 

Annex 25 

Agenda 

 
 

 
 

Source: BSR INTERREG III B Programme 
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Conference invitation and agenda 

 

                        

Source: Project Barents 2010, BSR INTERREG III B Programme 
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Thank you letter email to participants 

 

 
Dear participant of the "Setting regions in motion" conference in Malmö, 
 
Thank you very much for your presence and the conference. With more than 450 
participants and 33 projects at the exhibition, this conference became an important 
mark in the implementation of Baltic Sea Interreg programme. 
 
Responding to request of many of you, we made all presentation from the event 
available for download at the programme's website at 
http://www.bsrinterreg.net/news_frame.php?language=&ID=376. You will find here 
presentations from plenary sessions, presentations of projects during workshops, as 
well as many other papers from the conference pack. We will publish participants' 
feedback to the conference on the website in the coming days. 
 
You will find there also correct answers to the "knowledge test". 
 
Thank you once again and see you soon! 
 
With best wishes from Rostock, 
 
Susanne Scherrer & Darijus Valiucko 
Programme Director Information Manager 
 
BSR INTERREG III B Joint Secretariat 
Investitionsbank Schleswig-Holstein 
Grubenstrasse 20, 18055 Rostock, Germany 
Tel: +49 381 45484 5277 
Mob: +49 163 600 5277 
Fax: +49 381 45484 5282 
mailto:darijus.valiucko@bsrinterreg.net 
http://www.bsrinterreg.net 
 

Source: BSR INTERREG III B Programme 
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Thank you letter to speakers 

 
 

 

Source: BSR INTERREG III B Programme 

 


