
4th Call Thematic Projects
Communication Meeting

22nd April 2025

Online



Agenda

10h00 – 10h05 Meeting objectives and overview 

10h05 – 10h30 Communication obligations

Branding

10h30 – 10h50 Website

10h50 – 11h05 Basecamp

11h05 – 11h30 Communication strategy

11h30 – 11h50
Content recommendations
- best practices
- calendar and ideas

11h50 - 12h00 Next steps (TM)





The Communication team



Olga Céline Thibaud Florian Farah

Communication 
manager

Communication 
officer

Communication 
officer

IT manager IVY Volunteer

omazzolini@maregionsud.fr clievre@maregionsud.fr tmarijn@maregionsud.fr fjacquet@maregionsud.fr
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Rules & obligations



▪ Partners websites: a short description of the project including its aims and 

results, budget, logo.

▪ Partners premises: a project poster at least in A3 size. 

▪ Use the project logo (provided by the Programme) on all project 

materials.

▪ If other logos, the Union emblem shall have at least the same size, in 

height, as the biggest of the other logos.

Communication obligations



▪ A project communication strategy.

▪ A project video presentation.

▪ A project media kit 

▪ Goodies must be validated by the JS to be considered an eligible expense.

▪ Billboards/plaques for infrastructure or equipment. 

Communication obligations



The Programme provides for each project:

▪ 1 logo (in all different versions, updated on basecamp)
▪ 1 poster template 
▪ 1 billboard template
▪ 1 media kit layout on website 
▪ 1 website
▪ Basecamp tool
▪ Communication strategy guidelines
▪ Video storytelling guidelines

Available materials

https://interreg-euro-med.eu/en/documents-tools-project-implementation/
https://interreg-euro-med.eu/wp-content/uploads/documents/interreg_euro-med_billboards_plaques_guidelines_2025-1.pdf
https://launchpad.37signals.com/signin
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/project-documents/projects-docs-implementation/interreg_euro-med_communication_strategy.pptx
https://interreg-euro-med.eu/wp-content/uploads/documents/training-center/interreg_euro-med_tp_video_guidelines.pdf


Branding



The Programme Name



The Project Logo



When to use the project logo?

On all communication materials

▪ printed publications: reports, brochures, newsletters, studies, articles, etc.

▪ audio-visual: videos, audio podcasts

▪ digital or electronic materials (websites, videos, etc.)

▪ events (PPT presentations, agenda, conference material)

▪ stationery and office materials

▪ promotional goodies

When not possible (e.g.: scientific & press articles) explicitly mention the contribution from the 
Programme & the EU co-financing.



How to use the project logo?



What if there is another logo?

If other logos are displayed in addition to the project logo, the EU flag shall have at least 
the same size, measured in height, as the biggest of the other logos. 

Brand book p17

https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/project-documents/projects-branding/interreg-euro-med_brandbook_project.pdf


Incorrect uses



THE TESTMED PROJECT

2nd Steering committee
Brussels, 19th February 2025



Use the project logo, not the mission one!





Mission colours and icons 



Interreg Euro-MED font



Poster Template

Each partner MUST place a poster or equivalent electronic display:

▪ Clearly visible to the public

▪ Minimum size A3 must be respected

▪ Monserrat font must be used (download it here);

▪ Project logo, icon and colour must be used

https://fonts.google.com/specimen/Montserrat


Poster template

▪ A poster template is available on the Programme website:

▪ Select the mission template your project belongs to (look at your icon colour!)

Use professional 
printing for 
better quality 
posters!



The project logo

Project key figures 
including EU funding

Short project
description

Your poster must contain

Update website 
and social



Social media

1. Social media without a banner image (like 

Instagram): option 1, with full brand.

2. Social media with banner image (like FB): 

option 2, with the Interreg logotype and the 

project name. This is permitted for as long as 

you include the full brand in the social media 

banner image, as shown in the examples.



Social media



Billboards template!

If your project involves an 
investment in infrastructure, it 
will have to display a billboard.

→Billboard guidelines and template

https://interreg-euro-med.eu/wp-content/uploads/documents/interreg_euro-med_billboards_plaques_guidelines_2025.pdf


Billboards template!



Promotional items

All promotional items must be expressly accepted by the 
JS before printing and branded with the project logo. 
 
• They are necessary to reach one of the defined target 

groups and objectives. 

• They are eco-friendly. 

The JS will assess the compliance with those criteria on a 
case-by-case basis. 

Cost related to promotional items not expressly accepted 
by the JS is considered a non-eligible expenditure.



Promotional items

→ https://interreg-euro-med.eu/en/express-approval/
(you need to be logged in in to the Programme website)

General branding: use this section 
to ask for Branding Deliverables
validation

https://interreg-euro-med.eu/en/express-approval/


Where to find communication guidelines?

PROGRAMME MANUAL

PROJECT IMPLEMENTATION
PROJECTS COMMUNICATION
THEMATIC PROJECTS BRANDING



The Project Brandbook



Where to find communication guidelines?

• Programme manual

III. Financial Issues
A. Eligiblity of expenditure

viii. Project branding and information and publicity rules

V. Annexes
F. Graphic identity of projects

• Website – Document and tools

Project implementation
Projects communication

• THEMATIC PROJECTS BRANDING
Brandbook, Poster templates, Billboards template

https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/programme-manual/programme-manual_v.1.8_en.pdf
https://interreg-euro-med.eu/en/documents-tools-project-implementation/


Questions & answers



Your website



Content Management System

▪ Most popular CMS platforms

▪ User friendly



You already received

▪ Website URL 

▪ Login + Password to WordPress

16th April



Who can manage the website?

▪ An email has been sent to the Lead partner & the Communication officer of each
project on 16th April.

▪ Other accesses can be add if necessary: 

Create your own account on the Programme website

The Lead Partner or Communication officer sends an email to 
the JS to ask for an extra access
→ programme@interreg-euro-med.eu

mailto:programme@interreg-euro-med.eu


Site map

OUR STORY

News on the 
project / 

thematic news

EVENTS

Project EventsWho we are

When & where

NEWSWHAT WE ACHIEVE

Deliverables
On a second 

time

WHAT WE DO

Daily activities

Media kit

Content

Menu order and titles in blue must NOT be modified

Menu items



Content recommendations

This is the main window of your project!  Take good care of it. 

▪ Be clear and inviting on your content: visitors are looking for information

▪ Beware of the wording of your deliverables files: the user must understand it
quickly BEFORE opening it. 



Checklist

▪ Homepage requirements

▪ Content requirements (pages, events, posts, etc.)

▪ General recommendations for writing for the web and media 
content



Checklist





How to get your website online?

▪ Fulfill all minimum requirements of the checklist (available on our
website)

▪ Website ready: ask the JS (programme@interreg-euro-med.eu)
Deadline: 30th June

▪ JS gives feedback to implement corrections (if needed)

▪ After revision, the JS turns your website ONLINE

https://interreg-euro-med.eu/en/documents-tools-project-implementation/
mailto:programme@interreg-euro-med.eu


Where to find help?

→ https://interreg-euro-med.eu/en/documents-tools-project-implementation/

https://interreg-euro-med.eu/en/documents-tools-project-implementation/


Basecamp



What is Basecamp?

▪ Single online collaborative tool

▪ Files sharing and storage 

▪ Easy to use 



Your Basecamp account

All project partners can access to Basecamp upon registration.

How to request an account?

1/ Log in or create your account on the interreg-euro-med.eu website

2/ Fill in the dedicated form

3/ The request is sent to the JS

4/ The JS asks the LP or partner to check the contact

5/ Once validated, the JS will add the contact to the Basecamp project 

account and mission

Form, guidelines & tutorials

https://interreg-euro-med.eu/
https://interreg-euro-med.eu/en/documents-tools-project-implementation/


Project account Mission group



How it works



Your Basecamp account

How to add new contacts to basecamp?

https://interreg-euro-med.eu/en/basecamp-
account-creation/

To access the link, logged in to the Programme 
website: 
https://interreg-euro-med.eu/en/account/

To add new user on Comm Officers basecamp
https://interreg-euro-med.eu/en/interreg-euro-
med-communication-officers-network/ 

https://interreg-euro-med.eu/en/basecamp-account-creation/
https://interreg-euro-med.eu/en/basecamp-account-creation/
https://interreg-euro-med.eu/en/account/
https://interreg-euro-med.eu/en/interreg-euro-med-communication-officers-network/
https://interreg-euro-med.eu/en/interreg-euro-med-communication-officers-network/


When you write a 
comment, an e-
mail notification will 
reach everyone who 
is ‘subscribed’ to 
the discussion.



To send ‘private’ 
messages, so that 
everyone is not 
notified, write with 
‘pings’!



Getting help on Basecamp

Guidelines in the Documents & Tools section: 

https://interreg-euro-med.eu/en/documents-tools-project-implementation/


Questions & answers



Communicate strategically



Where to find Communication strategy guidelines?

1. Programme manual

C. Designing the project activities
v. Designing your communication strategy

2. Website – Document and tools

Project implementation

Projects Communication
→ Communication strategy guidelines

https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/programme-manual/programme-manual_v.1.8_en.pdf
https://interreg-euro-med.eu/en/documents-tools-project-implementation/
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/project-documents/projects-docs-implementation/interreg_euro-med_communication_strategy.pptx


Communication strategy

▪ The communication strategy serves to get a general idea of 

the objectives, targets and channels of the project and then 

direct the concrete actions of communication. 



Your goal is detailed

Objectives

Communication needs to be goal driven. We 
communicate to achieve or change something.

The communication objectives derive from the 
project objectives. 

Project’s overall communication objectives can 
be expressed in short bullet point format and 
clearly indicate what the project communication 
will bring to the project.

It is important to define SMART goals that are 
broad enough to allow flexibility and room to 
adapt to changing circumstances.

SpecificS

You can quantify your goalMeasurableM

Your goal is realisticAttainableA

Your goal improve your projectRelevantR

Your goal has a deadlineTime-basedT



Map your key target

Keep satisfied

Keep informed

Manage closely
(the ones

to focus on)

Monitor 
(minimum effort)In

fl
u

e
n

ce
/P

o
w

e
r

Interest

High

Low

HighLow

• What interest do they have in your
information?

• What power of influence do they have?

• Who are they: Children? Adults? 
Technicians? Politicians?

• How to build a lifelong relationship with
them?

• How to turn them into our ambassadors?



Draft your messages

▪ What information do they need?

▪ What do they need to know?

▪ How to tell them what we want?

▪ How many times do we have to repeat the message until they change their
behavior?

▪ How many messages do we have to build?



Channels and tools

Project partners need to define the channels that they will use to achieve their objectives and set in 
place a work plan. The choice of the channels must address the targets in an effective manner.

It is up to the project to decide which channels other than the Interreg Euro-MED Programme web 
platform are the most appropriate to reach their target audience.

There is a wide variety of channels, each with different purposes.

▪ Where do they look for information?

▪ How to reach them? Traditional media, meetings, social media, videos, apps?

▪ What is the right timing to reach them?



Key activities

Once the channels selected in the communication strategy, project partners may define the 
key activities that will help them achieve their communication objectives.

The details of the activities will be further elaborated in the annual communication plan if 
applicable. 

All activities must comply with EU and Programme publicity and information rules (Cf 
Chapter III. A. Eligibility of expenditures - viii Project branding and information and publicity 
rules of this manual).



Timeline

A timeline will help to ensure that deadlines and 
opportunities are not missed. 

• Thematic projects: communication activities 
should be in line with the Governance projects 
ones.

Projects shall keep the Programme informed 
about the planned activities.



Financial and human resources

All projects should not allocate resources to the development of a website and a 
logo as those are provided by the Programme. 

However, financial and human resources should be assigned to develop 
communication content and regularly update the project web portal. 



Evaluation

It is highly important to assess the effectiveness of a communication strategy to know 
whether the objectives have been met, which activities were successful, and which ones 
should be improved or left aside. 

In order to assess its real impact also in the area of communication, the Programme 
requires projects to complete a report once a year. 

At the end of the year, the JS will send you an online form to be completed by the 
15/02/2026.



Communication reporting



What data?

For reporting purposes, we request data on:
▪ Events
▪ Social media

Guidelines to help you will be available together with the form at the 
end of the year.



What data? - Events

Types of events: 

Information / Communication events
organised to promote projects, the Programme, a specific topic...

Capitalisation events
Organised to facilitate reuse, transfer, mainstreaming of project results.

Capacity building events
Organised to increase the knowledge, skills and capacities of participants.

Citizen awareness raising events
organised to engage with citizens and to raise awareness

Participation as a speaker to a EU and/or Mediterranean events
EU Green Week, European Week of Regions and Cities, Mediterranean Coast & 
Macro-regional Strategies Week, EU Sustainable Energy Week (EUSEW), EU 
Maritime Day, EU Cooperation Day, UfM and WestMED major events.



What data? – Social Media

For platform:

▪ Number of followers
▪ Number of posts and stories
▪ Average engagement rate



Some tips

▪ It is important to collect data month after month in 
order to develop good monitoring habits 

▪ Monitor the effectiveness of your communication and 
identify the most effective content

→ This will make it easier to report data to the JS



Questions & answers



CONTENT RECOMMENDATIONS

Best practices



“If we want to communicate efficiently with people from 
other cultures, we must learn their language.”



Use simple & clear language

ADAPT your language 
to your TARGET audience



Output
Work Package

Quadruple Helix

Stakeholder





✓ Use short sentences (15-25 words)

✓ Use storytelling technique: it 

works all the time!

✓ Use everyday language

✓ Use active (out with passive)

Use simple & clear language - TIPS

 Avoid jargon 

 Avoid technical/scientific terms:

Speak to a broader audience

 No acronyms – Spell out terms to 

ensure clarity



Bringing together local working groups, including project partners and 
tourism stakeholders, to discuss and test the Sustainable Tourism Model.

Website content 

Activation & engagement of TWGs comprising both the partnership & local tourism QH 
SHs into a dialogue on the test of the STM. 

How to do it? Examples



Our latest findings show that working closely with partners helps make 
projects more successful.

WP3 results indicate the need for enhanced stakeholder engagement.

How to do it? Examples



Communication materials – Be creative 

Infographics

Newsletters 

Podcasts

Comic books

Videos

Etc.



im
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https://coolnoons.interreg-euro-med.eu/wp-content/uploads/sites/31/imola-cool-paths.pdf




Video

Click here to watch [MEET OUR PROJECTS] | FRED

https://www.youtube.com/watch?v=PZN7meb40gY


Podcasts

Digital media consisting of audio episodes that relate to a specific 
theme

▪ Easy to create and to listen

▪ Share it on your website and platforms like YouTube / Spotify / 
Apple podcasts

INTERREG

CO2 PACMAN

BAUHAUS4MED

https://interreg.eu/podcast/
https://open.spotify.com/episode/6VyirorWhzqvlwcerwWdBz
https://open.spotify.com/episode/7e4IpsCOwhrgmf0DCx4aRU


Visual contents





Content recommendations



Content recommendations



Recommendations for pictures

▪ Tell a story

▪ Be creative

▪ Good quality (hire a professional!)

▪ True and authentic → original 

(bank image should be avoided whenever possible)

▪ Min. one good quality photo (300 dpi) representing the project concept

▪ Don’t use administrative/meeting pictures or Teams/Zoom screenshots to promote the 

project

Provide the 
Programme with all the 
pictures produced in 
high definition + credits



Videos

▪ Be short (max 1m30 min)

▪ Beware of the audio

▪ Use storytelling technique

▪ Adapt the video to the channel
(YouTube vs social media)

Provide the Programme with all the videos produced in high definition + credits

▪ Hire professional

▪ Use a good videographic design to 
increase impact

▪ Put English subtitles

▪ Videos spoken in national languages must 
have English subtitles



Infographics



Canva – Create visually appealing posts & 
presentations

Adobe Express – Easy-to-use templates for 
social media, presentations, and videos.

Piktochart – Best for infographics, reports, 
and presentations.

The visual tools

Picture Databases

Unsplash – High-quality free images

Pexels – Free stock photos & videos

Pixabay – Royalty-free media

Emojis – Emojis for social media posts

Bold – Italic font – Put your text in relief

Visual creation

https://www.canva.com/
https://www.adobe.com/express/
https://piktochart.com/
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwjGqbHKwpGMAxXQTKQEHRHROigQFnoECAkQAQ&url=https%3A%2F%2Funsplash.com%2F&usg=AOvVaw07uHYdeyZQMneg6p8JTUC3&opi=89978449
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwiu0oXcwpGMAxVNVKQEHfW2DBAQFnoECAkQAQ&url=https%3A%2F%2Fwww.pexels.com%2F&usg=AOvVaw2VZkY_KeNePG2iFmQi8Fwl&opi=89978449
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwixjvLowpGMAxV5T6QEHZZGGLoQFnoECAoQAQ&url=https%3A%2F%2Fpixabay.com%2Ffr%2F&usg=AOvVaw3d4Cp6OHP1XOR_exicSaJa&opi=89978449
https://fr.piliapp.com/facebook-symbols/#google_vignette
https://fsymbols.com/facebook/bold/


 Know Your Audience – Adapt your language & tone accordingly

 Map and tag the relevant accounts – Programme / Mission / Partners accounts

 Visual Content Wins – Use images, videos & infographics

 Short & Catchy Messages – Attention spans are short, keep it brief

 Call-to-Action – Encourage interactions (e.g., Quiz, “Share your thoughts in comment!”)

 Post Regularly – Once a week minimum

 Use hashtags – Use the official ones: #InterregEuroMED + relevant project topic

Social Media: Tips for engaging content



Social media – Don’t



Sharing stories on projects and 
final beneficiaries allows to 
engage partners and citizens in 
a smart and easy way, avoiding 
technical expert language.

People / Stories

Social media – Do’s



Short videos and smart contents are 
recommended on social media to 
catch the attention even on 
technical topics.

Smart formats

Social media – Do’s



Social media are made to share and 
engage.

The use of contests, user generated 
contents and call to actions are 
always a good practice, making the 
audience participate as a spotlight and 
giving voice to partners and 
beneficiaries.

Engage

Social media – Do’s



We can repost it on the Programme website 
and Missions can as well! 

Your website news

More visibility for your project

Possibility to be included in our Newsletter



CONTENT RECOMMENDATIONS

Calendar and ideas



You do not need too specific or time-
consuming planning tools. 

An Excel document will allow you to plan and 
track:

▪ Website content: news
▪ Social media posts
▪ Newsletter content and distribution
▪ Project and partners events

Basic tools for planning your communication



Do not produce content unless you have something relevant to say…but keep your 
audience engaged by posting on a regular basis.

▪ 1 social media post/week
▪ 1 news item/month

Meetings and committees are important for your project… but should not be the only material to 
display to engage your audiences.

Good practice
reuse your contents in several channels as long as you adapt it to: 
1) the audiences; 
2) the format of the channel.

My project has just started: What do I talk about?



Simple ideas to start communicating your project

Local context of each 
partner city/region

▪ Articles for each location specific challenges (website, social media)
▪ Key figures (social media)
▪ Did you know? Series of educational articles/posts to inform the general audience 

about the wider issue addressed by the project. (social media)

Interviews 

▪ Interview with the Lead Partner (website, social media, brochure, podcasts)
▪ Meet our partners: cross-interview of several partners on one sub-theme, showcasing 

collaboration (website, podcast).
▪ Reuse quotes in other contents.

ID of the project

▪ Timeline of the project (website, social media)
▪ Our ambitions for the 1st year (website, social media)
▪ Geographical map of the cities/regions (website, social media)
▪ ID card: main objectives, target groups, duration, partners, etc. (social media, 

brochure)

Field visit
▪ Photos and explanations (social media, website)
▪ Focus on the practical issues/challenges identified during the visit.



Communication and capitalisation training

5 Meetings to help you better communicate on your project!

▪ 13/05 - Storytelling Workshop 
▪ 22/05 - Improving and refining your core story 
▪ 05/06 - Exploring story angles tailored for project presentation 

and capitalisation
▪ 10/06 - Reaching your target audiences through strategy and 

best stories.
▪ 19/06 - Building the communication tools: editorial, social 

media, video case study.

→ NEXT EDITION – beginning 2026 (date tbc)



Questions & answers



Next steps



Next steps 

Website
release

16/04/25

ReportingWebsite
deadline

30/06/25

Strategy
deadline

30/09/25

Training

02/26 TBD



What did you think about the 
meeting?

Answer the survey!

https://interreg-euro-med.eu/en/2025-04-22-en-satisfaction-survey-call-4-communication-meeting/


Thank you!
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