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AGENDA

* General introduction — DG MARE
* Introduction to the session & ice breaker
 Communicating success stories - The CPR & success story production

 Strategically communicating a story
 What to consider
* Choosing objectives
* Creating a plan

* An Irish case study — strategically communicating a story
* Q&A
* Conclusions
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Ice breaker

* Very quickly, who is in the room and where are you from?

* Thinking back to our capacity-building on efficient communication

* Have any of you used the FAMENET communications planner template?
* Have you applied any of the techniques or tools discussed?
* Do you have any specific experiences you could share with the group on how you have

implemented efficient communication?
lid
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Ice breaker

* Very quickly, who is in the room and where are you from?

* Thinking back to our capacity-building on efficient communication

* Have any of you used the FAMENET communications planner template?
* Have you applied any of the techniques or tools discussed?

* Do you have any specific experiences you could share with the group on how you have
implemented efficient communication?

* Recap on efficient communications tools
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Communicating success stories —
The CPR and legal obligations

* The reason we are here today

e Common rule book for communication under shared management
* Visibility

* Transparency

e Communication

* About the results of EU funding
 About EMFAF achievements

e What’s the role of success stories here?
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Success story production

 What are success stories?
* Information about funded projects presented in a nice way

 What is storytelling?

* The art of telling a story
* As old as language itself
* A nice and engaging way to get a message across

 Why focus on stories today?

* Tangible tool to communicate about EMFF/EMFAF results/achievements
 Demonstrate how the EMFF and EMFAF are implemented on the ground
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Strategically communicating a story -

* Different things to consider

* Your product
 What is your story about, what format is it in (video, text etc.), does it have visual parts etc.

* Target audience
 Who do you want to communicate to, why would they be interested
* Objective
* Why do you want to communicate this, what do you want to achieve with your activities

e Channels

 Where does it make sense for you to communicate, what is within your means
(budget/skillset)
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Enjoying delicious seaweed & healthy

living on a Danish island
* The product

» Story about a family-run business expanding its activities, focusing on the uses of seaweed

* Beneficiaries wanted to “increase seaweed consumption and develop rural areas through a new
business model”

* Text format story, with some images

* Target audience
* The Danish population — general, specific fisheries sector members
* Example of how EU funds are being used in the sector and in the country
* To getinspired to apply for or look into eligibility for funding
* Example of a family-run business adapting and innovating
* The local island population where the project is located
* Awareness of project, benefits for the community (healthy living, job creation etc.)
* Inform Maritime communication officers
* Example of a project that could be replicated
* Curiosity around what is being done in other MS and how it is communicated
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Enjoying delicious seaweed & healthy

living on a Danish island
* Objective

* To inform the island population about the project, highlight what it has done for the community
and ensure islanders know about the business to ensure its continued success

* To provide an example of how EU funding can be used and applied in Danish communities /
contexts to both Danish populations and other communication officers

* To raise general awareness of EU funding and its applications, so as to inspire other project or
beneficiaries to come forward and apply

* Channels
* Inform Maritime Teams channel
* Website
* Local publications (e.g. newspaper, bulletin board, town hall etc.)
e Social media
* Locally — Post in local Facebook groups, tag local entities
* Regionally / Nationally
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Your turn — Choosing an objective -

3 groups — 1 story per group

* Brainstorm potential objectives —

 What do you want to communicate and to who
 Why do you want to communicate that to your chosen target

 Starting ideas

e Raise awareness — of the specific project, of EU funding
 Highlight a specific region / activity / application of funding
* Inspire future applications
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Choosing an objective — Why it is important

* Defines and creates scope for your communication
* Influences your communication choices (i.e. strategy)
* Provides direction to work towards

 Establishes a benchmark by which to take your decisions

* Does this communication activity contribute towards the objective we have set?

* Will choosing this communication channel allow us to communicate what we defined in our
objective(s)?
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Your turn — Planning your story strategy

e 3 groups — 1 story per group
e Define:

Where are you going to communicate your story? (Channels, locations)
How are you going to communicate it? (Formats, frequency)

How are you going to maximise your output, but be efficient with your input? (Re-using
photos / videos, telling the story from different angles, adapting to different platforms)

What needs to happen to implement your plan?
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Case study from Ireland -

 We're now going to hear a case study from Ireland on how the MA

strategically communicated a story including:
* Objectives and planning
* Including the techniques and tools used

* Best practices and transferability
e Q&A

Keith Kelleher (IE)



An Irish case study - Strategically communicating

d story
* X x
* *
I *
Keith Kelleher — EMFF Managing Authority ) ¢ *

keith.kelleher@agriculture.gov.ie ) ¢ e ) ¢



Presentation Overview

d Overview of Information & Publicity actions in Ireland
 Planning for a promotional campaign?
 Specific Example - FLAG Scheme

 Planned Information & Publicity Actions under the
EMFAF 2021-2027 Programme

Support Provided under the

European Maritime and Fisheries
Fund Operational Programme

d Q&A
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Information & Publicity
actions in Ireland

Annual events. These include
o Skipper Expo
o Sea-Fest
o Ocean Wealth Summit
O

National Ploughing Championships (Joint Event with Other
EU Funds)

Attendance at INFORM Seminars/Trainings

EU Awareness Surveys

EU funds website — eufunds.ie

Organised seminars /webinars and workshops
Promotional Campaigns. (website, Twitter, Facebook)
Networking & Collaboration
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http://www.eufunds.ie/

Planning for a promotional

campaign?

Pre —Planning —

d What do we need to consider?
Team and define roles
Target audience

Budget

Timings

Key messages

Channels

Content

Metrics

AN NN N Y N NN

O Defining Objectives
v" Is there a call to action?

v" Try to keep the objective singular

18.11.2022
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Public Attitudes and Awareness of the European Structural

and Investment Funds in Ireland National Survey 2020

Workshop
oyster W orkshol

app code: 10%3
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Public Awareness & Attitudes Survey 2020

There is overwhelming public support for the EU: Over 3 in 4 (77%) Irish adults are aware of at least one of
i the European Funds which provide support to Ireland
N7
%

say that think that

There is considerable consistency among Irish adults
on the mostimportant areas for EU investment:

® X & m

supported by acting jointly
with the EU in relation to
either
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Celebrating #EuropeDay2022, 9
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Planning for a promotiona bt o
fantastic stories with you. Pick up a
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check out eufunds.ie to see some
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Plan Implementation —

mmission in Ireland and European
mission @
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[ Create communication plan

 Define objectives and deliverables and set timings
against these e

J Agree budget et ot st

 Develop communications implementation plan @B o e o

about EU funds and more, visit us at

Tweets Tweets & replies Media Lik¢

the ploughing championships, stand

J Agree metrics to track Eropean Gnion e GLSF g
1 Include post-campaign analysis to capture lessons
learnt
Post Plan Implementation —

[ Post-campaign analysis to capture lessons learnt LTI T
Inform EU EMFAF Specific meeting — How to 4G Very hapy o visit reland i‘,.e
18.11.2022 strategically communicate your success Sy
stories

i o <




Specific Example - FLAG
Scheme

‘A NCWLEASE OF LIFEe

d A series of 7 case studies were promoted for each of the 7 T
EMFF FLAG regions in Ireland.

1 The case studies were selected on the basis that they
successfully illustrated the positive impact EMFF support
is making to those working and living in coastal
communities.

A digital, video-led campaign across social media channels
(Facebook, Twitter, fisherieslocalactiongroups.ie.)

FLAG IS Ac€l2 MILLION
DEVELOPMENT WNDWTP!SH
COASTAL NS
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https://www.youtube.com/watch?v=5JPMjKxSFjQ

What worked well.

‘A NEWRLEASE OF LIFE

of life to this side of the villag

 Digital, video-led campaign

1 The video length was short ( just over 1 minute)

European
Maritime
o Fisheries Fund
H H H H T o B e o Pt poicia o
 Video worked well as a moving visual medium . e
e

" Soppars the mplementaion o o mtine oty

vl et i Sooed Scter ocoding 47

Keeping local fishing traditions alive

Elaine Power, owner of East Pier in Dunmore East, Co Waterford, talks about bringing a new lease
of life to the community through her business and how EU funding has been a support

feit there was 2 need 1o open sp
Adedicared sesiood exper

of Agriculiure, Food & the Marine. with support of
‘Bord Bia, Marine

all the way 10 the

Institute & SFPA.

od an e
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who may not be wsed to
hes. For example.instead of serviag up &

[ To hear and see project owner

e tradition of fishing and fich
more East. and Flaine has helped 10 create jobs

eived the New Business of the Year

Tasty, local produce at East Pier in Dunmere East

 The digital platform

Sustaining seafood suppliers =00

a forwacd
Carol Harrington, CEO of Shellfish Ireland, tells us how the

company has grown over the years and how the EU’s Processing
Investment Scheme has helped them add value

riginally established is
Shelfich

develop s existing and growing customer base
el
1 the compary the opportuaity to increase sales
reating more jobs and 1 \¢ the sext round o
avestment will
© hihermen. empio
2 market with
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with a fully specialised ¢
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https://www.youtube.com/watch?v=5JPMjKxSFjQ

Info & Publicity Plans 2021-
2027

JEU Funds website development for EMFAF
2021-2027.

J Formation of EMFAF Communications .
Group. (Planning for Info & Publicity | —
ACtionS) Support Provided under the

European Maritime and Fisheries
Fund Operational Programme

J EU INFORM Training Actions

o~
D e ] CFLAN LOs Ireland's
-
L Iepeavares of Agsushun eeme~ararey] Cwwosbspermst
fe—— | o e 3¢ M o Agency

J EMFAF IT System development
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Conclusions - Stories and how to strategically ™~
communicate them

* Choosing an objective is important

* It helps you frame your communication strategy early on

* |t gives you a benchmark and guidance for proposal and selection of communication
activities

* Adapting content for different channels and for different audiences
in order to be efficient, rather than trying to create lots of different
original communication

* The importance of using a comms planner

 Effort up front can save a lot of time later.

* Connect content through campaigns instead of single items.

* Track and analyze what worked and what didn't so you.can adapt
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Evaluation

Event code: #EMFAF2022




