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This document covers the communication strategy of DG EAC’s key programme: Erasmus+. After 33 years of
development and expansion, the 2021-2027 programme sees not only a significant increase in budget, but
also an update to suit the programme’s changing landscape. This strategic document outlines a detailed and
researched communication approach to cover all facets of Erasmus+. It takes into account the core
priorities: making it more inclusive and accessible; reinforcing the digital dimension; and tackling climate
change.

The strategy was developed following thorough research involving interviews, focus groups and stakeholder
mapping. These resulted in a communications strategy and creative assets which are to be implemented
over the whole programming period.

According to this communication strategy, the focus for the new Erasmus+ programme should be:
“Erasmus+ is a powerful learning experience that opens up opportunities for everyone to develop”. This
inspires the new Erasmus+ storytelling approach, creates enthusiasm for the new, enhanced project, and
aims to reach a more diverse audience.

This strategic document explores the diverse approach that DG EAC intends for Erasmus+ 2021-2027. It
covers tone of voice, target audiences, creative assets and an outreach approach for the campaign.
Together these will help create a positive momentum and appeal to all target audiences, from individuals to
organisations working with the programme, stakeholders and other involved actors.

The communication strategy is meant to guide and inspire Erasmus+ content creators - at European and
national level alike - to communicate about the new programme and engage with different audiences in a
consistent way.
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2. Introduction

2.1. Context

2021-2027 marks the new Multiannual Financial Framework for Erasmus+, which sees a significant increase
in budget for the EU’s flagship programme (1). The new Erasmus+ has three key priorities:

+ amore ‘inclusive and accessible’ Erasmus+ designed to reach out to individuals with specific needs or
fewer opportunities, and to more diverse organisations (?);

+ areinforced digital dimension, tackling a clear need for better infrastructure and connectivity, as well as
access to digital tools essential for education and the development of digital skills and
competencies; and

+ a greener Erasmus+: showing the importance of tackling climate change challenges in the
future.

The new programme will bring a series of novelties to all the sectors it covers: higher education,
vocational education and training (VET), school education, adult education, youth and sport.

Moreover, DiscoverEU - the EU initiative that gives 18-year-old European citizens the opportunity
to discover Europe through learning experiences - will become part of the new Erasmus+.

2.2. Strategy development

In order to develop the strategic positioning of the new Erasmus+ programme, a research
analysis was conducted by following the below steps:

1 Research
1.1. Desk research
1.2. In-depth interviews with programme experts, key stakeholders and beneficiaries

1.3.  Focus groups with key stakeholders and beneficiaries

2. Stakeholder mapping and analysis

Development of the communication strategy

4. Development of creative concept (3 different routes for telling the story of the new
Erasmus+)

W

T https://ec.europa.eu/programmes/erasmus-plus/news/commission-adopts-proposal-next-erasmus-programme-2021-

2027 _en.
https://www.europarl.europa.eu/news/en/headlines/society/201902225T028402/ the-future-of-erasmus-more-
opportunities; https://euobserver.com/who-is-who/ 146417

2
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2.3. Methodological approach

The key steps are summarised below.

STEP 1 STEP 2 STEP 3 STEP 4
Research and Creative Communicatio | Creative
Analysis concepts n strategy assets and
development development guidelines
Understanding | Developing a Highlighting Providing
policy, long-term strategic ready-to-use
context, creative recommendati materials and
o novelties, storytelling ons for the inspiring
a3 audiences, approach for communication | content
8 challenges. the new approach and creators to
2 Define Erasmus+ actions in the develop their
inspiring programme years to come. | own materials.
insights and
strategic
direction.
Desk research - | The creative Based on Development
social media team’s research of specific
listening, ideation findings, assets based on
review of process. selected immediate
9 relevant Creation of creative needs.
H documents. Manifesto, and | approach and Guidance for
Q In-depth look and ongoing other
o interview. feel/graphic feedback appropriate
Focus groups. approach to sessions with communication
convey the DG EAC and tools and
story. selected actions.
experts.
A Creative brief. | 3 different Communication | Key creative
LE' Research creative strategy asgets .and
2 report routes. document. guidelines
o : document.
u Selected route
= to be decided
a on.
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3.1. Desk research

Review and analysis of key documents:

+ Inclusion and diversity strategy in the future Erasmus+ and European Solidarity Corps (ESC)
programmes

Sustainable strategy for the Erasmus+ and ESC programmes

Digital strategy for the Erasmus+ and ESC programmes

Erasmus+ mid-term evaluation (2017)

SALTO Inclusion & Diversity compendia and SALTO Communication Hub

The Erasmus+ programme guide (2020)

Dissemination and exploitation of programme results strategy (2015 and 2019-2020)
National Agencies Communication Network and dissemination of projects

What’s new - messages for Erasmus+ and ESC

Erasmus Days 2020 strategy

Mid-term evaluation of Erasmus+ programme 2018

Erasmus+ impact studies: 2019 higher education partnership report; 2019 Erasmus+
factsheets

EuroDesk survey 2019

+ Digital education action plan 2021-2027.

+ 4+ 4+ + + + F+ o+ o+

+

Social media monitoring and research:

The social media monitoring strategy was conducted for the period from 1 September 2020 to 9
November 2020 and was aimed at identifying insights such as: users’ feelings towards the
programme; key topics, events and communication hooks; and top influencers. Moreover, the
social media research provided an overview of the main social media channels for Erasmus+ at
both European and national level; top organic posts; the type of content targeting different
audiences; and the type of posts likely to ensure high levels of engagement. The insights
gathered provided a basis for discussion with DG EAC social media and web teams.

Secondary research conducted in different areas:

policy, history of the programme and novelties
content and messages

communication and outreach

stakeholders.

+ + + +

3.2. Interviews

In-depth, hour-long interviews with DG EAC programme experts, key stakeholders and relevant
beneficiaries of various opportunities within Erasmus+ were conducted. Recordings were made for
reporting, providing the interviewees gave prior permission.

The respondents for the Erasmus+ interviews were:DG EAC Head of Unit, Erasmus+ Sport
DG EAC Director of Youth, Education and Erasmus+

DG EAC Director for Policy Strategy and Evaluation

Erasmus+ beneficiary

Programme expert Erasmus+ International Cooperation

Programme expert Erasmus+ Higher Education

Programme expert Erasmus, school education, VET, adult learning sector.

3.3. Focus groups
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Two focus groups were organized for the Erasmus+ programme, one with stakeholders and one
with the National Agencies. The focus groups were conducted via Teams, lasted for
approximately 1.5 hours and were recorded.

Stakeholder focus group respondents:

Viken County Council (upper secondary education, VET and higher education teaching staff )
Chargée de I’accompagnement des Itinérants a l'international (VET sector)

European Olympic Committee (sport sector)

Erasmus Student Network president (higher education sector)

European Association for the Education of Adults (adult education sector)

Pour la Solidarité (PLS) organisation (youth sector)

Eurodesk (youth sector)

University of Granada (higher education sector)

National agency focus group respondents:

Spanish National Agency -

Irish National Agency

Georgia National Erasmus+ office partner country,
Finnish National Agency

Romanian National Agency

Icelandic National Agency

Estonian National Agency

3.4. Key findings

The key findings were clustered into three main areas: policy, people (including organisations)
and communication. The key findings were shared with the larger project teams to inspire the
development of creative concepts and storytelling lines, as well as a strategic direction for the
creative and communication approach.

The Erasmus Programme (European Region Action Scheme for the Mobility of University
Students) was launched in 1987 and has evolved massively since: seven previous programmes
(Comenius, Mundus, Leonardo da Vinci, Grundtvig, Jean Monnet, Youth in Action and Sport)
were merged under Erasmus+ in 2014, with DiscoverEU being added from 2021 (3). The
communication strategy needs to reflect the growing diversity of opportunities offered by
Erasmus+.

‘Erasmus+ is much more than a mobility programme for students. It is a European programme
that enables different structures to work together to provide European citizens with
continuous education on current socio-economic issues that are essential for building a
sustainable Europe.’ Erasmus+ organisation beneficiary

From beyond the borders of a few European countries to beyond the borders of Europe itself,
with international cooperation and mobility actions with partner countries all over the world,
the programme now offers enormous (two-way) global opportunities.

New Erasmus+ has three key priorities: inclusion and diversity, digital, and green.

3 An overview of the Erasmus+ key opportunities is included in the Annex.
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The proposed communication strategy needs to reflect the importance of these three
respective strategies for Erasmus+ 2021-2027.

The EU’s flagship programme, often cited by officials in their speeches, has already impacted
the lives of millions of Europeans and, thanks to a considerable increase in budget, it will
reach even more people and organisations by 2027.

<% Ursula von der Leyen & Gvonderleyen - 7 Oct
After 30 years we can proudly say: #Erasmus in one of the greatest

unifying achievements in the history of our Union.

And it is right that the European budget agreed by the European Council
includes a 55% increase for Erasmus.

This is money well spent!

I

Q 458 11 a9k ¢ 208k

Erasmus+ generates a wealth of powerful, personal stories that are ready to be shared and
likely to create excitement.

Very positive experiences that provide a lot of European, educational and personal benefits
that change people and organisations.

Erasmus+ in one word? ‘Game changer.’ National Agency interview.

Some individuals may think Erasmus+ is not for them as they have fewer opportunities, or
they might not be aware of the many possibilities the programme offers.

‘[The] programme is still only linked with student mobility. It’s an obstacle for the
programme as a whole.’ National Agency focus group.

‘We need to reach people that are not in [the] E+ bubble.’ Stakeholder interview.

Reaching out to a more diverse audience is a key ambition for the new programme. There is a
need not only to properly relay a positive message and explain how Erasmus+ is even more
inclusive, but also to reflect on the best ways to reach underrepresented potential
beneficiaries.

Similarly, some smaller organisations may find it difficult to participate because of their lack
of resources or know-how.

‘Schools have so much to do all the time; this (Erasmus+) comes on top. A lot of work and
effort is required.’ Stakeholder focus group.

The new Erasmus+ will be more inclusive for organisations. The planned simplification of
processes and easier access to the programme are important elements of communication
when it comes to addressing this barrier.

There are a lot of opportunities under the Erasmus+ programme. However, these may not
always be clear to certain potential participants, whether individuals or organisations, as they
may not always understand which programme best suits them, or which one they would
qualify for. The role of communication will therefore be two-fold: to communicate
opportunities offered under the new programme; and to direct interested individuals and
organisations towards the most suitable sources of information and contact points at national,
sector (e.g. higher education) or European level.
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Erasmus+ is a real ‘lovebrand’ that is well known and appreciated. ‘Erasmus+ has enabled
millions of people to study, train and work abroad, which has made it into a well-known,
successful EU brand’ (%).

However, the downside of the Erasmus+ heritage might be that the communication around
Erasmus+ continues to follow the established schemes and is not always innovative enough.

‘The programme has been running for 33 years and some people are a bit stuck [in doing
things] always in the same way. They don’t know anymore WHY they are doing it.’
Stakeholder interview.

There is a need not only to position Erasmus+ 2021-2027 as one that will build on its
successful predecessor, but also to tell a new story about Erasmus+ to create enthusiasm
about the new programme and generate new ideas.

The Erasmus+ tag line - ‘Enriching lives, opening minds’ - remains true under the new
programme and is an important aspect of the brand’s identity.

There is a lot of communication out there about Erasmus+, yet the style is not always
consistent. ‘We need [a] toolkit, branding to ensure consistency, flexible material that can be
adapted for different countries.’ National Agency focus group.

The proposed communication approach aims to bring more consistency to Erasmus+, but still
needs to allow enough flexibility to communicate on diverse strands of the programme and on
different needs across participating countries.

Erasmus+ has dedicated EC Facebook and Twitter accounts with a lot of followers, which
means great potential for enhanced and consistent engagement.

Key stakeholders and multipliers play a crucial role in the dissemination of information, and
the way in which the programme is perceived at national level. However, they do not have
the same level of resources, with some being able to run a lot of actions on their own and
others needing more support and guidance. As such, there is a need for more coordination.

‘We should coordinate more, we should share more.’ Stakeholder focus group.

DG EAC should produce materials that can be disseminated by stakeholders, but also further
encourage sharing of best practices and materials between the different actors, using existing
platforms such as the Erasmus+ Project Results Platform and SALTO. This new communication
strategy should build on the existing dissemination and exploitation of results strategy.

Finally, countries have different needs or may need to focus on certain aspects of the programme
more than others. Central guidance needs to go hand in hand with a flexible approach.

4.1. General aim and overall ambition

The overall communication ambition is to develop a storytelling approach for the new Erasmus+
programme that can power communication campaigns and actions in the years to come (2021-
2027). Simple graphic design elements and creative tools can inspire all contributors to Erasmus+
communication to create their own materials, ensuring a more consistent approach at European
and national level.

Rimantas SadZius, Member of the European Court of Auditors.
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4.2. Specific communication objectives

The graphic below highlights the target audience(s) for whom each specific objective is relevant,
and the key moments that can be used for communication in the years to come (2021-2027).

Ultimate beneficiaries Stakeholders and multipliers Decision makers
(individuals/organisations)

Communication moments

Communicate the new initiative (novelties) and
lesser-known opportunities of the new Erasmus+

Starting in 2021
(first 18 months)

Reach out to underrepresented target audiences
and people with fewer opportunities

Before each
application round

Attract more applicants (taking into account the relevant
fields and allocated funds)

Before each
application round

Influence
decision makers
to ensure
continued
support

Yearly, when positive
results are available.

Enhanced actions before
the new round of
negotiations.

Empower them to make the
programme more visible
within their networks

Before the bigger
campaign launches
and/or each application
round

Make the programme’s strands clearer and better known

Starting in 2021
(first 18 months)

Celebrate the achievements of the programme and
spark a feeling of pride among EU citizens

2022/2027: 35- and 40-
year anniversaries

Clear communication around COVID-19, how this is
affecting the programme and the solutions

Ongoing while the
pandemic lasts
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A “SWOT analysis” was conducted to identify the strengths, weaknesses, opportunities, and
threats related to the Erasmus+ programme. This was chosen over the alternative PEST analysis,
because PEST is limited to external factors and does not take the internal situation into account.
Internal factors (strengths and weaknesses) are very relevant for a programme like Erasmus+.
However the SWOT analysis also considered factors that would have been included in a PEST
analysis, e.g. COVID-19 with its social and economic impacts, political factors like the
importance of diverse EU policies, etc.

Strengths Weaknesses
Positive emotions and ?(?rrg%fl)i( (,:abtlijgﬁsucratlc process
prgtr] enlces. ho h b Application process requires a lot
critical mass who have been of knowledge and resources that
part of Erasmus+ and can become some smaller organisations or
genuine ambassadors for the individuals may lack
programme. . Opportunities and processes may
Erasmus+ is a well-established be confusing
brand and enjoys high popularity. A
The new priorities of the
Strong network of stakeholders programme (i.e. inclusion
and mL_'lt'pherS' . . digital, green) may be difficult to
Novelties addressing previous grasp without strong proof points
criticisms (e.g. a more inclusive or concrete examples.
programme, mcreaseq §uppqrt, Higher education still seems to
simplification of administration). be the main opportunity that
More opportunities for different Erasmus+ is associated with by
programmes (e.g. early childhood some people.
education, mobility for pupils,
care staff and sport).
New or established digital tools
that can support or enhance the
experience (i.e. European
Student Card Initiative, EPALE,
SELFIE, eTwinning, School
Education Gateway).
Opportunities Threats

Acquiring strong professional and
academic skills is crucial in a
post-COVID-19 scenario, where
economic recovery will play an
important role.

Grow the alumni community
beyond Erasmus+ Higher
Education.

Potential synergies with EU
corporate priorities: i.e. EU
Green Deal, Recovery, Next
Generation EU.

International events and
moments that can be used as
hooks for communication.

Mobility, a core feature of
Erasmus+ programme, is hugely
affected by COVID-19.

Mobility may attract negative
comments in the context of ‘a
Greener Europe’.

Lack of clarity around Brexit, and
exchange and cooperation
possibilities with the UK.
Criticism of the programme/EU-
scepticism.

Other political priorities: i.e. the
international health situation,
economic crisis/recovery,
migration.
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5.1. Key challenges and ways to tackle them

Following the SWOT analysis and research findings, the key challenges and potential ways to
tackle them were identified.

Create positive momentum around the new Erasmus+ programme. Even though the 2021-
2027 Erasmus+ builds on the success of its predecessors, it is important not only to inform
stakeholders about the differences and novelties, but also to create enthusiasm around it and
position Erasmus+ as a new chapter for European education.

Bring more consistency while inspiring more diverse storytelling. There is much differing
communication on Erasmus+ out there, at European and national level, with diverse graphic
styles and communication approaches. The communication resources available from one
country to another, or from one organisation to another, are also different: some are able to
develop and run actions on their own, while others need more guidance.

That’s why, along with brand guidelines, an inspiration book will be shared with key
stakeholders. It will contain easy-to-use guidelines that can improve consistency and are
flexible enough to integrate national needs. The result will help empower all content creators
at both European and national level.

A simple storytelling and graphic approach with versatile elements will improve
understanding, and make it easier for communicators to create their own assets or actions.
Moreover, it will help make the sharing of Erasmus+ experiences consistent.

Convey a positive image of Erasmus+ mobility in a challenging context. The core feature of
the programme - mobility - is challenged by COVID-19 and may be further questioned when
introducing the ambition of greener Erasmus+. ‘Green is a paradox - a programme is based on
travelling by plane.’ National Agency focus group.

It is important to remind people of the benefits of Erasmus+ mobility, to offer reassurance
about measures implemented during COVID-19 (blended mobility), and provide clear
information on how Erasmus+ mobility can become more sustainable.

Reach out beyond the ‘Erasmus+ bubble’. Those who still associate Erasmus+ mainly with
student exchange may think the programme is limited, and is not for them. Other potential
beneficiaries of Erasmus+ may think the programme is not for them, as they come from a
background with fewer opportunities. Some organisations might also think that they do not
have enough resources to be part of Erasmus+.

In terms of both messaging and outreach, the new Erasmus+ communication strategy needs to
take into account the ambition to reach beyond the individuals and organisations that may
already be aware of Erasmus+. The new story needs to be centred around the diversity of
opportunities offered by Erasmus+, and on various solutions that will make the programme
more accessible for all.

Counterbalance the perception of administrative burden and difficult or confusing
processes. The programme’s development over the past years marks positive progress,
expanding in terms of geography, opportunities and features. However, while the programme
keeps on growing, it might become overwhelming for potential participants who, more than
ever, need clear guidance to find the relevant opportunities for them. Some participants may
be discouraged completely from applying because the administrative process can be difficult
to grasp.

As well as informing potential candidates about all the positive changes that will result in a
decrease in the administrative burden of Erasmus+ (e.g. the European Student Card Initiative),
we should aim for more simplicity in communication. Creative concepts need to be simple and
understandable for all individuals and organisations involved. A clear call to action is needed to
enable potential beneficiaries to find out more about the relevant opportunities of Erasmus+,
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and to discover the tools and support they might need (e.g. help with the application process).
Better coordination should be further encouraged to avoid any duplication of communication

efforts, for example, across the ever-growing Erasmus+ social media presence.

The target audience for the new Erasmus+ is even more diverse than before, with various actors

playing different roles. A snapshot, including segmentation of target audiences and specific
objectives for different segments, can be found below.

A. Potential Individuals
applicants They can be segmented based on their age (from school pupils to senior citizens),
education level, occupation (e.g. teachers, apprentices, trainers, etc.), and can be
addressed with Erasmus+ opportunities adapted to their needs.
Specific focus on young people
Even though Erasmus+ addresses very diverse audiences, many opportunities are most
relevant for young people (at school/studying, entering the job market, etc.). They can
be guided towards the EU Youth Portal to discover more about what Erasmus+ can offer
them.
Specific focus on those with fewer opportunities
Includes people with disabilities, special needs, health problems, learning difficulties,
economic social or geographical obstacles, and immigrants and refugees.
Organisations
Specific focus in reaching out to small organisations, opening up Erasmus+ to a more
diverse audience.
Key Make the programme’s strands clearer and better known.
objectives
for Rotenhal + The communication needs to raise awareness of diverse opportunities
applicants offered by Erasmus.
Reach out to underrepresented target audiences.
+ To address more diverse audiences, new ways of reaching out beyond
the EU/Erasmus+ bubble need to be encouraged.
Attract more applicants (taking into account the relevant fields and allocated funds).
+ Once awareness of Erasmus+ opportunities is raised, communication
can focus on attracting more applicants for the various programme
strands.
B. Direct Organisations
beneficiaries . . . . . s
(those who Smaller and bigger scale, covering different sectors (i.e. schools, universities, sport,
already VET, adult learning organisations, youth associations; Erasmus Student Network).
participated
in Erasmus+) | Individual participants
When relevant, other Erasmus+ opportunities can be communicated to those who have
already taken part in Erasmus+ experiences. (e.g. communicating to DiscoverEU
applicants/participants about other Erasmus+ opportunities relevant to them).
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Key

Communicate the novelties and lesser-known opportunities of the new Erasmus+.

objectives
for difef:t . + They are already aware of some of the opportunities offered by
beneficiaries Erasmus+, but the communication should allow them to discover what
exactly the new programme can offer them.
Clear communication around COVID-19, how it is affecting the programme and what
the solutions are.
+ The programme’s beneficiaries are the ones directly interested in how
COVID-19 affects Erasmus+ mobility and what solutions will be
introduced to tackle this challenge.
Celebrate the programme’s achievements and spark a feeling of pride among the EU
citizens.
+  Erasmus+ beneficiaries are the best ambassadors for the programme.
Their engagement is crucial in spreading the news about the
achievements of Erasmus+.
c Organisations and institutions who influence the way in which Erasmus+ is deployed in

Stakeholders
and
multipliers*®

Member States, as well as those who influence perceptions of Erasmus+ through their
own communication actions.

+ National Agencies, EuroDesks, National Erasmus+ offices.
+  Universities; VET, sport and youth networks; student associations.

Key Empower them to make the programme more visible within their networks.

objectives ) ) . L o N

for +  Their role is essential in achieving all other communication objectives

stakeholders towards other target audiences.

and +  Along with providing clear information on programme novelties and

multipliers ambitions (inclusion, green, digital), communication should inspire
them and give them the relevant tools to disseminate communication
about Erasmus+.

D. Decision Those who can enhance future financial and political support for the programme at

makers European (European Parliament, European Commission), national and local level.

Key Influence decision makers to ensure continued support.

objectives

forlzjecmon + Communicating the ambition of the programme, its priorities and how

makers

they are aligned with European/national policies.

Celebrate the achievements of the programme and spark a feeling of pride among EU
citizens.

+ Erasmus+ is already considered a flagship EU programme, and it is
important to maintain a high level of support for the programme and
share its achievements.

At this point, it is important to state that certain entities, such as universities, schools or the
Erasmus Student Network play a double role, both as beneficiaries and multipliers. For example,
a school can benefit from the staff exchange, while also co-creating and multiplying the
Erasmus+ messages for their own audiences.

Erasmus+ targets all EU Member States, but it is more than a European brand: it is truly international,
with cooperation and mobility opportunities with partner countries all over the world.
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Youth Capacity Building projects worldwide,
2014-2019

&

796 projects 3186 organisations

Source: World Erasmus+ 2019 factsheet; Erasmus+ International 2019

The strategic process identified the following traits common to programme beneficiaries - both
individuals and organisations.

+ + + 4+

They are curious and enthusiastic.

They want to see what is going on beyond the borders of their country or organisation.
They want to see how others are doing things and are interested in new collaborations.
They are continuously striving to be better. They know they can improve themselves
and their organisations when exposed to different ways of studying, cooperating or
working.

Some may have had international experiences in their personal lives and are keen to
have more.

For others, it may be the first time they go abroad. They may be a little anxious at the
thought of leaving their comfort zone or discouraged by the administrative process.
Still, they are eager to go for it and may just need to be reassured that this is the right
opportunity for them.

And it is all worth it, as Erasmus+ is indeed as good as it gets!
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/.1. Positioning

In order to position the new Erasmus+, Simon Sinek’s ‘golden circle’ model (°) was used. With this,
the programme’s mission and values could be defined, and the ultimate offer for each audiences
could be clearly identified. The model is explained below.

WHY?

The very reason the programme exists.
It is the cause; the core belief.

HOW?

How is the programme special, different or relevant?
What are the key values or aspects of the programme?

WHAT?
W HAT What exactly does the programme offer, today and tomorrow?

WHY?

Erasmus+ believes we all have the potential to evolve, regardless of our
background or struggles. And cross-border learning, development and
cooperation opportunities make us better equipped to build a more
inclusive and open European society.

HOW?

+ Formal and non-formal learning opportunities:
mobility and cooperation projects that go beyond the
traditional ways of learning

+ Inclusive: offering diverse opportunities for all
individuals and organisations

+ Digital: tools to make the process easier, as well as to
facilitate sharing and virtual learning. Supporting
education and training to be truly fit for the digital

W HAT transition.

+ Blended mobility: combining the cross-border
dimension with digital learning.

+ Sustainable: greener travel and promoting sustainable
practices among programme participants

WHAT?

A variety of educational and apprentice experiences aimed at serving
beneficiaries (individuals and organisations alike) at different stages in
their life, from early school years to adult education.

5 ‘Start with why’: https://www.youtube.com/watch?v=qpOHIF3Sfl4.
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7.2 Messaging matrix

A snapshot of the messaging matrix is visualised below, and details are included as sub-sections.

A. UMBRELLA MESSAGE:
Key benefits and reasons to believe
Erasmus+ signature

B. KEY PRIORITIES ACROSS ALL SECTORS AND OPPORTUNITIES:

C. SPECIFIC NOVELTIES OR ELEMENTS PER SECTOR OR OPPORTUNITY
Including reasons to believe and concrete examples

Note: the messages included in the following sub-sections, except the tag line ‘Enriching lives,
opening minds’, represent strategic direction for content creators rather than final (citizen-
facing) copywriting, which will be created based on the chosen creative concept.

Specific calls to action will be further developed in future communication plans along with these
messages.

Based on the above strategic positioning, the following strategic direction has been identified to
define the new Erasmus+.

The powerful learning experience that opens up opportunities for everyone to develop.

The strategic direction focuses on the powerful experience that is highly likely to have a
profound impact on a person’s life, evolution or professional growth.

It is a transformative ‘before and after’ experience.

This development is not only limited to individuals, it is also about developing organisations,
as well as societies (more inclusive, greener and more digital).

The word ‘everyone’ suggests inclusion, and diversity of the opportunities on offer, as the
new Erasmus+ is open to a more diverse set of participants.
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The key benefits of Erasmus+ are varied and apply to the full range of opportunities.

KEY RATIONAL BENEFIT DEVELOPMENT KEY EMOTIONAL BENEFITS EAPOWERMENT

+ Professional/academic skills
Multilingualism

+ Digital skills (creativity, +  Self-confidence
computational thinking, digital +  Open-mindedness
and media literacy) +  Making friends
+ Communication skills +  Energising, fun
+ Entrepreneurial mind-set +  Ability to adapt quickly to new
+ Knowledge acquired in a situations
multinational environment + Increased tolerance and
+ Talented staff motivation

+

Problem solving
+  Networking

As self-development leads to higher employability, Erasmus+ gives programme participants a
chance of getting a better job. In addition to the rationale and emotional benefits, Erasmus+
boosts the feeling of being European, empowering part