
Think like a journalist to 
reach the people that matter

Interreg Knowledge Fair
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Welcome to the
Interreg 
Knowledge Fair

This is a pilot activity for Interact, testing a new 

approach to our service delivery – and whether it 

works for you! 

While you are here, you will be asked to rate 

individual sessions (in Whova) and to respond to 

a 4-question survey at the end of each day.

Please share your feedback with us!
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Ice
Breaker
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I have majored in communications, 
marketing or journalism
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I know most of the people in this 
room
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I registered to this session because I 
saw two super hot presenters
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I have never tried to reach the media
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The projects of my programme 
really rock when communicating
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I would love to know the experience 
of other programmes on how to deal 
with media
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I know what ‘Brand Journalism’ is 
and I apply it to my job
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I answered the poll that Interact 
sent me
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I am very good at pitching an 
Interreg project to a journalist or a 
decision-maker
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I am a former journalist so I know 
what journalists need
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I want to figure out how to find a 
good story
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I have managed to get good media 
coverage and I want to share how I 
did it
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Telling good stories is my super 
power
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I was interviewed by a journalist and 
want to share how it went
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I am loving this ice-breaker exercise!
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Me too, but I’d like to start. I'm 
curious about other experiences and 
the results of the Interreg poll... 
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Structure
of the session

Results of the 

Interreg poll  

01

Pilot project:

EU journalists 

video interviews

02

Media trends 

Brand 

journalism 

04

Media coverage

Case studies 

and discussion

03

Let’s practice!

05
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Results of the
poll by Interreg 
programmes
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Have you tried to 
get media 
coverage
for your 
programme/
projects?

37%

63%

No Yes
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If you haven’t tried, 
why not?

Lack of time or budget

It is outside my scope or mandate

Difficult to reach our target audience

Difficult because of large geographic area

Prefer to use Social Media to reach target audience
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Who would you like to reach
with your media coverage?

EU decision makers/politicians

Local decision makers/politicians

Beneficiaries of projects

Potential beneficiaries of projects

Local population / citizens
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Do you train your 
beneficiaries
to get media 
coverage?

19

7

0

2

4

6

8
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12
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16

18

20

No Yes
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Do your 
beneficiaries 
demand your 
support to get 
media coverage?

12

13

Never Sometimes

11,4

11,6

11,8

12

12,2

12,4

12,6

12,8

13

13,2
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If you haven’t trained beneficiaries in 
media relations, 
why not?

Lack of capacity, but would like to in this period

It is outside my scope

We focus on the overall communication of projects 

Difficult because of large geographic area

We steer them towards using Social Media/digital 

communication to reach their target audience instead
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EU journalists
How to communicate 
Interreg?
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Main 
conclusions
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Move away from Brussels correspondents! Focus on national, regional 

and local media (always highlighting the European angle)

Link to the video

https://youtu.be/1ukvLGvhqLo
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Media coverage
How can we be 
present in the media?
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Paid media
Earned media

https://www.helpareporter.com

https://www.helpareporter.com/
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Interreg media coverage
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Case study
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Case study
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Floor is open
for discussion
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Media
Trends 2023

Source: ‘Journalism, media, and technology trends 

and predictions 2023’. Reuters Institute, Oxford 

University
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2023: Economic uncertainty 
and depressing news turn 
many people away.
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Overall time with the internet 
is down by 13%, after record 
high usage during COVID-19 
lockdowns, suggesting we 
may have reached peak 
internet.
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News avoidance
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First generation social 
networks (Facebook & 
Twitter) struggle to retain 
audiences
Older people get bored and 
younger users migrate to new 
networks - TikTok
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New networks and models 
emerging with more emphasis 
on connection and content 
that are good for society 
(vs outrage and anger)
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Less attention to Facebook 
and Twitter

More effort into TikTok, 
Instagram and YouTube. 

Publishers:
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Increased interest in TikTok: 
reflects desire to engage with 
under 25s and experiment 
with vertical video 
storytelling.
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Haircut for print titles.

Broadcastersexperiment
withmoredigitalprojects: 
consumers migrate to 
apps and web
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Format innovation: the shift to audio
and video continues.
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EU Media poll 2022
What influences the 
influencers?

Author: BCW Brussels / Savanta ComRes 

Methodology: Interviews with 213 EU decision-

makers (made up of 16 MEPs, 81 EU institution staff 

and 116 Brussels opinion formers) online between 

7th April – 25th July 2022.

Source: https://bcw-global.com/insights/belgium/eu-

media-poll-2022

https://bcw-global.com/insights/belgium/eu-media-poll-2022


P
R

E
S

E
N

T
A

T
IO

N

54

Key insights

POLITICO returns to the top spot as the most influential 

EU media outlet

Reuters takes second place with 10 percentage point 

increase in influence since 2020

Professional colleagues and personal contacts influence 

9 in 10 decision-makers

EU decision-makers using LinkedIn at least once a week

up 8 percentage points
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Key insights

EU decision-makers most likely to access news and 

information through e-mail newsletters (79%) and online 

news sites (79%)
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Traditional media 
strategies & new 
digital trends
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Traditional media 
= non-digital advertising

TV & radio ads

Print advertising (newspapers, brochures)

Direct mail & cold-calling

Banner ads

Billboards & MUPIs 
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Benefits

Credibility

Wider coverage

Tangibility, perpetuity, portable
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Digital media: new trends 2023

Edutainment

(synthesia www.synthesia.io)

Video is not going 
anywhere!

BeReal

https://share.synthesia.io/b599565f-99c2-455f-8051-62cbb61a3cff
https://www.synthesia.io/
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Social media 
marketing

Social listening 
becomes key
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Content creation
1

Generate more 
engagement

2
Reach new 
audiences

3
Strengthen our 
community on 
social channels

5
Promote our 
organization’s 

values

4
Drive revenue
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Brand Journalism:
the new publicity
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FROM 2004 ONWARDS

Be your own publisher!

BACK IN THE DAY

Interreg programmes 

needed a third-party 

(newspaper, TV…) to 

publish their stories 

using their channels.

Interreg turns into 

content generator. We 

are the journalists 

creating stories and 

publishing them in our 

channels
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How we pitch and write is 
crucial

Narrow down your audience: find out exactly who 

you’re talking to

Identify their concerns (what makes them move? What would 

bring them to read your article/post )

Big focus on language! Find the style, language and tone that 

would engage that audience

Write your story. You already know the ‘who’, ‘why’ and ’how’. 

Now think of what you want to say to them and make it appealing! 
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The ABC of effective communication: 
Accuracy, Brevity and Clarity (of 
purpose and of messaging)

Steve Woodruff

In the end, how you write or pitch is key to 
reach your target (media or any other)

“The buyer is always tuned into one radio 
station: WII FM (What’s In It For Me?) The rest is 
filtered out as noise”
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Let’s
practice!
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Thank you for 
being here!

Your opinion matters to us.

Please take a few minutes to provide us with 

feedback to help us improve our services.

Log into the Whova app, go to the relevant 

session, and tell us what you think in the session 

Q&A.

You can also talk to us at the Conference Support 

stand in the networking area.
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Cooperation works

All materials will be available on:

Interact / Events / Interreg Knowledge Fair (23-25 May 2023)


