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Communication
Recall on rules and 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. 

• A project communication strategy.

• A project video presentation.

Communication obligations



• 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.

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

• Billboards/plaques for infrastructure or equipment. 

Communication obligations



Visibility rules

• Put the project logo on all materials + compliant with EU rules of visibility

• Copyright: do you have it? 
content openly available under a Creative Commons licence. 



Branding



The project logo

Brand book p7

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


The Programme name



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, podcast, etc.);

• events (e.g. PPT presentations, agenda, conference material);

• stationary 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?

Brand book p10

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


What if there is another logo?

If other logos are displayed in addition to the project logo, the emblem (EU flag) 
shall have at least the same size, measured in height or width, as the biggest of 
the other logos. Apart from the emblem, no other visual identity or logo must be 
used to highlight the support from the Union. EU rules! 

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


How to NOT use the project logo?



THE TESTMED PROJECT

2nd Steering committee
Brussels, 19th February 2025





Deliverables templates (optional)

The following templates include all mandatory elements
or sections listed in the Programme manual and comply
with the Programme branding rules. Howewer, they
remain optional as any project is free to adopt another
design as long as it complies with programme and 
branding rules.
Innovative sustainable economy – Natural heritage – Green living areas –
Sustainable tourism

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

https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250616_euromed_deliverable_template_ise_vf.zip
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250616_euromed_deliverable_template_ise_vf.zip
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250616_euromed_deliverable_template_ise_vf.zip
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250616_euromed_deliverable_template_nh_vf.zip
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250616_euromed_deliverable_template_nh_vf.zip
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250616_euromed_deliverable_template_gla_vf.zip
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250602_euromed_deliverable_template_st_vf.zip
https://interreg-euro-med.eu/wp-content/uploads/documents/published/en/programme-documents/programme-documents/communication/20250602_euromed_deliverable_template_st_vf.zip
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication


The Project Brandbook

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

https://interreg-euro-med.eu/en/documents-tools-project-implementation/#Communication
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From results to impact

Tips for a communication strategy
that makes your project last



Why this matters?

Evergreen Legacy: Beyond Project 
Closure

• Your results deserve an audience! 

• Ensure your project’s
impact continues after funding ends.

• Visibility = Sustainability.
Think about infrastructure for 
Olympic Games. 

Once not considered, their
continuous use has now become an 
essential part of the organisers’ work.



Start Now, Not Later!

Projects Concerned:

Call 2 Ending

Call 2 Extended

Call 4 (Transfer)

Call 4 (Test)

Q3 2026

Q4 2026 / Q1 2027

Q2 2027

Q4 2027

Call 2 Fast Lane (T+Tr)

Call 6 (Fast Lane S+T)

Call 7

Call 5 + Call 8

Call 1+3 (Gov)

Q2 2028

Q3 2028

Q1 2029

Q2 2029

Q3 2029



Answer the same key questions as always:

• What are your goals?

• Who are your priority audiences?

• What messages resonate with them?

• What actions will you take/content will you produce?

• What resources (human/financial) are needed?

I - OBJECTIVES

How can you get started?

II - TARGETS

III - ACTIONS



STEP 1 - OBJECTIVES

‘What do your project need to keep on being used, 
re-used, transferred or mainstreamed?’



What you already told us

Ideal outcomes

• Long-term growth and funding

• Projects solutions are taken
up/replicated/transferred by other
territories.

• Projects results are widely adopted (local, 
regional, national authorities throughout
the Mediterranean)

Anticipated challenges

• Communicating complex results in a clear
and engaging way

• Convey the importance of the project to a 
non-engaged/non-expert audience.

• Disseminate the projects results to a wider
audience.

• Catch the attention of the right people.



Slido – Let’s hear from you!

Tell us which results capitalisation objective aligns better with your project.

Then we’ll go through some specific examples.



#COM2

www.slido.com



Defining Your Objectives: Three Examples

Objective 1: Local Impact

• Goals: 1) Secure resources & sustain momentum ; 
2) Embed project outcomes in local 
policies/strategies.

• Target: Local/regional political leaders, project
beneficiaries (SMEs, farmers, civil protection 
services).

• Tools: Workshops, local media, content and 
presentations tailored to local decision-makers.

• Cost: Low to moderate.



Defining Your Objectives: Three Examples

Objective 2: Transnational Adoption

• Goals: 1) Scale Your Success ; 2) Replicate project
outputs in new territories

• Target: Professional networks, cooperation
programs, external actors.

• Tools: Webinars, case studies, peer-learning
events, Interreg Euro-MED Academy trainings, 
advertised social media campaigns, professional
press.

• Cost: Moderate.



Defining Your Objectives: Three Examples

Objective 3: Institutional Visibility

• Goals: 1) Go mainstream; 2) Influence policy
and gain widespread recognition.

• Target: National/EU policymakers, general 
public, media.

• Tools: Awards, high-profile events, flagship 
case study video, lobbying activities.

• Cost: High/Very High



STEP 2 - TARGETS

‘Which people and organisations are critical to 
achieve this goal?’



Prioritise Your Targets I

Mission critical: 

• the ones who use your results, 

• who benefit from your results, 

• who can provide you with more funding.

Influencers: the ones who can amplify and 
disseminate the projects results.

Observers: people interested in the project.

MISSION 
CRITICAL

INFLUENCERS

OBSERVERS



Prioritise Your Targets II

Mission critical: 

• the ones who use your results, 

• who benefit from your results, 

• who can provide you with more funding.

Influencers: the ones who can amplify and 
disseminate the projects results.

Observers: people aware of/interested in the 
project.

THINK ABOUT THEM DAY AND NIGHT

ONLY IF YOU HAVE TIME/RESOURCES

SORRY GUYS!



Who matters the most to you?

• Local authorities?

• SMEs of a specific sector?

• Protected areas managers?

• Destination management organisations?

• EU policymakers?

Slido – Let’s hear from you!
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Put Yourself in your Audiences Shoes

• Who are they? (Job titles, daily tasks)

• What do they need to know? (Immediate vs. 
long-term)

• Who do they need to convince? (Hierarchy, 
voters, peers)

• Where do they get information? (Social 
media, reports, events)

Pro Tips:

1. Names and contact list

2. Build personas

3. Build jobs-to-be-done frameworks.



Audiences, Needs, Messages: Three Examples

Audience Focus Immediate Need Long-Term Need

Local Politicians
Focus on local impact 
(jobs, sustainability)

"How does this benefit
my region?"

"Can I valorise this action in my political
communication and/or to be re-elected?"

SMEs
Highlight practical 
benefits (costs, 
efficiency).

"How can I use this
tool?"

"Will it help me to achieve my
sustainability goals? (…) Will it save me 
money/time?"

Policymakers
Emphasise scalability 
and EU alignment

"Is this scalable?"
« Can it be used as a best practice for our
EU priorities implementation? »



STEP 3 - ACTIONS

‘Which channels and contents should I prioritise 
according to my needs and resources?’



Many possibilities



The Project website | « What we achieve »

▪ Feed it with deliverables & outputs

▪ Use language easy to understand

▪ Choose wisely the wording: “D.1.2. Whitepaper etc….”





Post regular news about how your activities are changing the territory.

How it was before and how it is now / What has changed thanks to you?

Project website | NEWS section



▪ Training catalogue

▪ Not from all the projects

▪ Results library

Don’t miss the launching event
on 21 September 2026



Formats Examples

Fact sheet / key messages One-page summary of a project's main achievements and recommendations

Personalised email Email to a managing authority highlighting a result relevant to its priorities

2-minute pitch Short presentation introducing a solution during a networking event

Social media campaign Series of LinkedIn posts showcasing key project results and impact

Communication materials
Summary ++ 



Formats Examples

Video case study 2-3 minute video showing how a pilot action benefited a local community

Keynote speech at an event Presentation of project achievements at an EU Week, conference, or 
stakeholder forum

Press release Announcement of a major project milestone or final results

Paid media placement Sponsored article in a specialised sector magazine or online platform

Standard summary



Formats Examples

4-page briefing paper Detailed presentation of a solution, methodology, and results

Press conference Public launch of a major project output or policy recommendation

Project website / Partner web page Dedicated webpage presenting tools, resources, and project results

Long-form social media article LinkedIn article discussing lessons learned and policy implications

Podcast Interview with project partners sharing experiences and results

Euro-MED Academy training Online training module explaining how to implement a project solution

Detailed content



Objective Target Channels Content to share

Awareness General public, local 
communities, stakeholders Social media, press, website Project goals, challenges 

addressed, expected benefits

Engagement Stakeholders, project
partners, EU community LinkedIn, newsletter, social media Project updates, partner 

stories, events, early results

Knowledge
Sharing

Practitioners, public 
authorities, experts

Webinars, workshops, videos, 
case studies

Tools, methods, good practices, 
lessons learned

Policy Uptake
Policymakers, managing 
authorities, decision-makers

Policy briefs, conferences, 
LinkedIn

Evidence, recommendations, 
strategic insights

Transfer & 
Replication

Public authorities, 
practitioners, other EU 
projects

Study visits, guides, peer-learning 
events

Replication examples, 
implementation guidance, 
success stories

Legacy & 
Sustainability

EU projects, networks, future 
users

Website, publications, 
communities of practice

Final results, resources, long-
term impact, follow-up 
opportunities
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▪ Who will manage the channel once the project 

is finish? 

▪ Pre-schedule posts?

▪ Inform your audience 

My project is ending. 

What about the project’s social media accounts and 
website? 

To do:

1. Update the contact details

2. Post a final news 

3. Check copyright autorisation

Website domain available until 2032

Access to backend granted
until 6 months after end of project



Human resources Financial resources External providers

• Communication staff 
availability

• Partner involvement

• Capacity to collect
stories, testimonials, and 
field experiences

• Available communication 
budget

• What can realistically be
produced in-house

• Balancing quantity and 
quality

• Video production

• Graphic design

• Photography

• Content writing and 
editing

• Social media support

Plan content production early



Create easy-to-use materials (summary, case studies, infographics, or guides) to make
sharing simple.

Ask all partners to highlight these materials on their websites, social media channels, 
newsletters, and other medias.

Keep it simple | Create once, adapt many times

Ask partners to translate it for a broader dissemination locally.



Circular economy of content | Save time! 

Pilot video Case study

Report Infographic

Webinar News post

Reuse

Repurpose

Recycle



From workshops 
to booklet series

R
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Name it for the reader, not for the project team

TIP: mind the documents naming

Internal project language

D2.2_Final_v3.pdf 
WP3_Output_Final.pdf

Public-facing language

Guide to Sustainable Tourism.pdf 
Mediterranean Climate Solutions Report.pdf 
Manual for Local Authorities.pdf



Following up your actions

Mailings & Media Relations

▪ Plan follow-up actions (reminder, individual email)

▪ Schedule interviews and spokesperson availability

▪ Prepare press kits and supporting materials

▪ Monitor coverage and results



Following up your actions

Events

▪ Identify relevant events early

▪ Contact organisers in advance

▪ Prepare session proposals and presentations

▪ Collect participants' contacts for follow-up 

▪ Send email with useful resources and next steps.



Following up your actions

Content distribution

▪ Share content where your audiences are

▪ Adapt messages to different channels

▪ Reuse content across multiple formats

Reuse

Repurpose

Recycle
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Training resources

Dive deeper with 2025 and 2026 Charlélie Jourdan’s training sessions: 

1. Impact stories for policy and partnerships (12 March 2026)*

2. Reaching your target audiences (10 June 2025)**

3. Building Communication Tools (19 June 2025)**

Did you already take
part to our
trainings?

* Password for video recording: INTERREGEuroMED,25!
** Password for video recording: InterregEuroMedrocks!1

https://75percent.notion.site/learning-kit-interreg-euro-med-nov2025
https://75percent.notion.site/learning-kit-interreg-euro-med-nov2025
https://75percent.notion.site/learning-kit-interreg-euro-med
https://75percent.notion.site/learning-kit-interreg-euro-med
https://75percent.notion.site/learning-kit-interreg-euro-med
https://75percent.notion.site/learning-kit-interreg-euro-med


Thank you!
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