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Welcome to the
Interreg 
Knowledge Fair
This is the second edition of the Interreg 
Knowledge Fair, it is still a new approach for us. 

The Conference Support stand in the Exhibition 
Room is a one-stop shop for your questions. 

At the end of this session, you are asked to rate 
the session experience. 

At the end of the event, you will be asked your 
overall feedback.
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Ice-breaker
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Different people understand
information in different ways.

How do we work with that in digital 
communication?
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Structure
of the session

Boosting the  
digital presence    
of Interreg

01

Brand 
Storytelling

2024 digital 
trends

02 04

The 10 elements 
that make 
a web story 
worth-reading

03

Let’s practice!
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Boosting the digital 
presence of Interreg
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Where are we 
standing with 
Interreg.eu and 
where do we go?
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Consultation
with the Interreg community

Focus Groups Surveys

120
Stakeholder Respondents 

1
Stakeholder Focus Group

(7 participants)

7
Stakeholder Interviews

9
Sonar Stakeholder Interviews

1
Interact Focus Group

(5 participants)

30
Interact Respondents

5
Stakeholder Respondents

2
Interact Respondents

Follow up 
interviewsInterviews + Sonar
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Consensus to communicate together

“Collaboration between programmes is quite 
important and will better support joint 
campaigns”
- Communication Manager, Programme

“In general, I consider it relevant for the 
programmes to communicate jointly. First of all 
because it reaches a higher number of 
stakeholders and second of all because when 
together, Interreg programmes can be more 
powerful and can actually show what the added 
value is for the entire Interreg community”
- Head of Secretariat, Programme

Stakeholder Quotes and Insights:
90.3% of all stakeholders agree 
that it is relevant for Interreg 
programmes to communicate 
jointly on a new website and 
social media channels.
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The niche
of Interreg.eu

An impact hub and 
portal to the world 

of Interreg
• Content to build awareness: the what, the how, 

and the why, programmatic overview and high-
level guidance for potential applicants. 

• Content to build understanding: relevance and 
impact and provide storytelling opportunities.

• Content that is fit for Interreg outsiders.

• An experience that feels integrated with 
keep.eu.
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Impact

Understanding and 
acknowledgment of 

impact from a European 
perspective

High-level and short form content

Long form content

Understanding and 
acknowledgment of 

impact from programme 
area perspective

Inspiration

Detailed information

Interreg.eu

Programme sites

News from the world of 
Interreg

Programme/project news

Interreg.eu
vs
programme websites
• Partly different            

target audiences & 
information needs

• Different perspective 
& level of detail
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Target Audience
Archetypes

The Decision maker The Potential applicant The Beneficiary
Staff working in Programme 
Joint Secretariats

Represents (examples) Represents (examples) Represents (examples) Represents (examples) Represents (examples)

- Local, regional & national policy makers
- Committee of the Regions
- EU Parliament members

- Ministries, national agencies, civil 
servants etc.
- Regional & national authorities

- Regions
- Business support organisations
- Trade/industry associations
- Universities / Knowledge institutions
- Municipalities (Local authorities)
- NGOs

- Regions
- Business support organisations
- Trade/industry associations
- Universities / Knowledge institutions
- Municipalities (Local authorities)
- NGOs

Joint Technical Secretariat

- Communication Managers
- Communication Officers
- Head of Joint Secretariat

The Policy maker
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In relation to Interreg.eu & Social media channels

Archetype | The Policy maker
Represents: Local, regional & national policy maker, Committee of the Regions, EU Parliament members etc.

• Know that Interreg exists  
in her region, understand 
what it is, does, what the 
vision of Interreg is and 
how it fits in to the broader 
scope of EU

• Know programme 
objectives and what issues 
are solved in her region

• Know what the projects do 
and what their impact is in 
her region

• Know what is being 
achieved for the funding

• Easy-to-
understand overview of 
Interreg and the 
programmes

• Regional impact 
stories

• High quality examples 
of impact made by 
Interreg, which can 
support her advocacy 
for continued funding

• Information conveyed 
in a difficult and 
technical language 

• English at a too difficult 
level

• Information and 
examples that don’t 
clearly show the 
impact of Interreg

• If she is not 
guided to where to find 
more in-depth 
information

Key needs Pull factors Push factors

14-03-2024 13
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In relation to Interreg.eu & Social media channels

Archetype | The Decision maker
Represents: Regional & national authorities, ministries, national agencies, civil servants etc.

• Know about relevant 
programmes, their objectives, 
what issues are solved in his 
area

• Know what the projects do 
and what their impacts are

• Know Interreg’s impact as a 
whole and get inspired for the 
future

• Easy access to high quality 
information that is 
trustworthy for decision 
making and policy 
development

• Being guided to find take-
away materials on 
programme websites to 
give to 
colleagues/politicians

• Being guided to additional 
resources from one central 
platform

• High quality and 
understandable examples 
of impact made by Interreg

• The relevant information 
is difficult to find and 
access

• Content and user 
experience that require 
expert understanding of 
Interreg

• Lack of high-level, 
understandable 
data

• Navigation through the 
site is not intuitive

Key needs Pull factors Push factors
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Archetype | The Potential Applicant
Represents: Regions, Business support organisations, Associations, Universities / Knowledge institutions, Local authorities, NGOs, etc.

• Understand what Interreg 
is, what programmes 
exist and how to apply

• Easily understand the 
application process, how 
to find potential partners, 
who to contact and how 
to monitor upcoming calls

• Know programme 
priorities, what issues are 
solved in his area and 
what have projects 
achieved to be inspired to 
apply

• Easy-to-understand
information to quickly 
gain overview of 
Interreg and the 
programmes

• Clear guidelines and 
visuals explaining the 
application process

• Access to a joint and 
up-to-date database of 
relevant open calls

• Enough information to 
understand the basics 
of Interreg

• Information that is 
conveyed in a too 
technical language 
and is difficult to 
access

• Too detailed and 
complex 
information about 
the application
process and 
funding

Key needs Pull factors Push factors

15
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In relation to Interreg.eu & Social media channels

Archetype | The Beneficiary
Represents: Regions, Business support organisations, Associations, Universities / Knowledge institutions, Local authorities, NGOs, etc.

• Understand what Interreg 
does and what impact it 
has on the European level

• Know about programmes 
in her region

• Know about access to 
funding across 
programmes

• Know about cooperation 
possibilities and synergies 

• Feeling as a part of 
something bigger than 
just one project

• Easy-to-understand 
information that is 
simple to access and 
to filter based on 
relevancy

• Clear overview of 
impact of 
programmes/projects
and potential to 
expand cooperation

• Too technical EU-
language that is 
difficult to understand 
& explain to others

• User experience that 
doesn’t give an easy 
overview of content 
relevant to regional or 
thematic focus

• Information overload

Key needs Pull factors Push factors

14-03-2024 16
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In relation to Interreg.eu & Social media channels

Archetype | Programme JS/MA staff
Represents: Joint Technical Secretariat, Communication Managers, Communication Officers, Head of Joint Secretariat, etc.

• Be aware of cooperation 
possibilities and 
synergies between 
programmes

• Know which 
programmes are in the 
same cooperation area, 
and their priorities

• Know programme 
themes and examples of 
impact stories

• Know what job 
opportunities exist within 
Interreg

• Easily accessible and 
filterable information 
about relevant 
programmes

• Well- conveyed 
examples of the impact 
of programmes and best 
practice

• Ability to access and 
subscribe to news from 
the world of Interreg 
through one single 
platform

• Outdated data, as this 
would mean she would 
not be able to trust the 
information conveyed

• If information about 
programmes relevant 
for cooperation is too 
difficult to find

Key needs Pull factors Push factors

14-03-2024
17
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Overview of programmes
Easy understanding of programmes and 
access to applicants to funding information.

Engage through storytelling
People and impact before numbers and stats.

Clearly establish 
Interreg’s brand
Why, what and how

Relevance and impact
Showcase societal impact of Interreg in the 
territories

Strategic
Objectives
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Humanised
Put a face on impact with testimonials, 
interviews, images.

Emotional storytelling
Fewer descriptions and more impactful stories.

Complexity fit for outsiders
Easy to understand, limited jargon.

Impact aspect
All content should contain some evidence 
of impact.

Content
Principles

Fit for re-communication
Understandable in 30 secs, enabling 

re-communication online and offline.
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Key tactics to support user needs
Overall Understanding Acknowledgement Programme Level 

Understanding

Guidance and Inspiration Being in the Loop Search, Find and Filter Engaging and relatable content

Funding and Application

Functional
• Modern search function
• Filter by themes and territory
• Modular based front-page that teases for 

subpage content
• Cross inspiration modules on ‘all’ pages

Content
• Content tagging to allow for advanced 

search and filter

Functional
• Programme level results
• Joint campaign module

Content
• What difference does Interreg make in 

EU, territories and for citizens
• Long term impact of Interreg
• Impact vs cost 
• Infographics on results and impact
• Emotional storytelling and impact stories

Functional
• Programme overview (database)
• Link to programme websites
• High-level contact details

Content
• Themes of programmes
• Examples of high impact of programmes
• Regional impact data
• Success stories of programmes
• Get inspired for programme co-op

Functional
• FAQ about Interreg

Content
• About Interreg section including mission 

and vision
• Interreg in 2 mins - animation
• Who is part of Interreg
• History of Interreg
• Strands explained
• Difference between Interreg funding and 

other EU funding schemes
• Why regional cooperation is valuable

Functional
• Subscribe to newsletter
• Subscribe to updates on programmes, 

regions, theme level
• Onsite call to action to follow Interreg 

SoMe channels

Content
• Monthly newsletter content
• Website newsroom

Functional
• Modular front-page that teases for 

subpage content
• Cross inspiration modules on all pages
• Subscribe to newsletter
• Subscribe to updates on programmes,
• Onsite call to action to follow Interreg 

SoMe channels

Content
• Content complexity fit for outsiders

Functional
• Self-assessment – eligibility for 

funding
• See open and upcoming calls
• Filter calls based on XYZ
• Subscribe to news about calls
• Subscribe to updates on themes

Content
• Explain generic application process
• Relatable example projects within 

themes/programmes

Functional
• Personalisation
• Modular based front-page that teases for 

subpage content
• Cross inspiration modules on all pages

Content
• Content complexity to embrace Interreg 

newcomers
• Human stories
• Executive summaries for re-communicating
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Sneak peek
on the new 
website

https://xd.adobe.com/view/f0a5a27c-9254-4a4d-a694-4f86f7d6467a-a5f6/
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Write
to us

interregonline@interact.eu
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The evolution of 
Brand Storytelling & 
2024 digital trends
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Always part of human culture
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Brands see the power of storytelling
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But then…
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The revolution of the digital media

1
Many channels 
at our disposal

2
Social media 

platforms – sense 
of community 3

Specific content 
for specific 
segments

4
Democratization 

of content 
creation
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shifting 
the focus

emotion

Brand Storytelling
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Digital media: trends 2024
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‘Threads’ on the rise

Retention rate is 
the key indicator

LinkedIn

Social listening 
becomes key



31

AI growing & 
improving fast

Include the 
‘experience’ in your 
content

Video and podcasts
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Use of interactive & 
immersive elements

Use of data & 
visuals

Personalization & 
customization

Collaboration & co-
creation
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The 10 elements that
make a web story 
worth-reading
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Relevance. Content made for your 
target audience

1
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How do people 
choose

what to engage with?
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Factors
of relevance
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Hot / breaking news

- Novelty
- Unknown facts

2



38
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Proximity3
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Human
proximity

• Something that affects
your life, your family, 
your work
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Geographic
proximity

• Local is relevant
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Curiosity / peculiar fact

- Something rare
- Unusual facts
- Difficult to see or encounter

4
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Every good 
story has

• Is there an element of 
struggle in your story?

• Is what you're 
describing helping a 
stakeholder to address 
a real challenge that 
significantly impacts 
their lives or 
jobs/businesses?

conflict

5

https://this-is-europe.simplecast.com/episodes/feeding-our-future-generations
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Emotion / human interest

Stories that somehow touch our heart or move us

6
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Consequences / impact

Does the subject of the story you are telling 
have an impact on people's lives?

7
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Interesting, well-crafted narrative
The way we write is key! Some tips…

8

2) The importance of a clear, concise, catchy headline
1) The inverted pyramid (most important message first!)

3) Accuracy, Brevity and Clarity
4) Plain language principles
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1) The inverted pyramid (most important message first!)
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2) The importance of a clear, concise, catchy headline

4 out of 5 readers don’t read an article if the headline hasn’t been 
interesting for them.

The average time spent on a website is only 15 seconds (and if you 
don’t spark interest in that time, then you probably aren’t going to).

Witty, pithy (concise), pretty and hitty (sometimes the 
headline is better than the story it sits upon. *The Guardian)

MAGIC FORMULA
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Man has bacon and eggs for breakfast
but the bacon is made from human flesh

Thomas Harris’ popular novels about the serial killer 
Hannibal Lecter
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Pithy: short (70-80 characters), simple sentence (who & what)

Witty: original, creative, different

Pretty: attractive, engaging

Hitty: focus on the readers’ benefit

Self-explanatory (I can extract it from the article). Who and what

So how to write a headline?
MAGIC FORMULA ‘The Guardian’ 

Recommended structure: subject, verb and predicate
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3) Accuracy, Brevity and Clarity (ABC of effective communication)
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4) Plain language principles

Avoid jargon and technical terminology. Use everyday words

Short, direct sentences in an active voice – No more 
than 15-20 words

No fluff! Say only what has real added value. Remove 
unnecessary things



59

Good multimedia material

5 reasons to include images in your digital 
content

9
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vs dog
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1. They quickly 
attract attention



62

2. They convey a 
concept simply
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3. They make the 
content more 
memorable
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4. They are more 
likely to be 

shared
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5. Most people are 
visual learners

Readers are likely to remember
65% of the content if it contains 
images. 
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Ten tips
to work with images
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1. Position images to break up text
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1. Position images to break up text
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2. Ensure the image is accurate, 
appropriate, and appealing
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3. Ensure the link between 
the image and text is clear
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4. Check image quality
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5. Balance quality and file size
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https://www.google.com.au/imghp

6. Check image permissions

https://pixabay.com

https://unsplash.com

Free resources:

Search for ”Creative commons” images on 
Google

https://www.google.com.au/imghp
https://pixabay.com/
https://unsplash.com/
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7. Use people and faces

https://www.nbcnews.com/specials/aapi-gen-z-to-greatest-generation-on-racism-standing-up/
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7. Use people and faces

https://www.imperial.ac.uk/stories/covid-19-first-six-months/
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7. Use people and faces
“Pillars of strength:
How embedded research 
supports resilient health 
systems”

Interactive report from the 
Association for Health Policy 
and Systems Research and 
the World Health Organisation 

https://www.ahpsr.org/stories/pillars-of-strength-embedded-research-resilience-mozambique/
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8. Use text on images for 
instant impact
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8. Use charts, graphs, 
and infographics 
to summarize key points

• Particularly popular on social media
• Remember your audience: how much detail do they need?
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8. Use charts, graphs, 
and infographics 
to summarize key points

This infographic is taken from issue 50 of Delayed Gratification 
magazine.

This infographic is taken from issue 50 of Delayed Gratification magazine.
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8. Use alt text

• Essential for accessibility
• Summarise the key information in the image
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Scannable content

Text and images formatted

A layout that users can easily read as they 
scan the page

10
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• Short paragraphs
• Sentences also short (max. 16 words)
• Words with no more than 4 syllables
• Subheaders
• Bullet points
• Images, videos
• Links to external sources

This is scannable…
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To summarize…
Relevance. Content made for your target audience1

Hot / breaking news2

Proximity3

Curiosity / peculiar fact4

Every good story has conflict5

Emotion / human interest6

Consequences / impact7

Interesting, well-crafted narrative
Good multimedia material9

Scannable content

8
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Let’s practice! 

Task A) Write a headline and a subtitle for the piece of news

Task B) Organize the pieces of the puzzle so that the article looks as it should 

Task D) OPTIONAL: Write the first paragraph of the article

Task C) Check if the article meets the criteria listed on the ‘Web Content Checklist’ 

PLENARY
Share tasks A, B and C with all the participants

IN GROUPS 
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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 and tell us what you think 
in the session Q&A, from 1 (bad) to 5 (amazing)
Please check which session you are in! 

You can also talk to us at the Conference Support 
stand in the networking area.



86

Cooperation works

All materials will be available on:
Interact / Events / Interreg Knowledge Fair (5-7 March 2024)
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