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1. COMMUNICATING THE RFF: THE SPANISH CASE

• Spain is the most advanced country in the deployment of EU funds

• First country in receiving two payments corresponding to the 
fulfillment of milestones and objectives: +31.000 million euros

• Spain has just requested the third disbursement: +6.000 million 
euros = 30% of milestones and objectives fulfilled

• Calls for 11.000 million euros distributed in 53.600 projects



1. COMMUNICATING THE RFF: THE SPANISH CASE



1. COMMUNICATING THE RFF: Communication strategy

• Two different stages       from the big numbers to the small stories

Publicize and explain the 
Recovery, Transformation and 

Resilience Plan.

Real stories. Representative 
projects, people and 

companies around the country. 



2. WHAT WE HAVE DONE

• Objective 174 CID (Council Implementing Decision) 

• One for the general public and potential 
beneficiaries / Launched in July 2021: 
https://planderecuperacion.gob.es/

• Another one oriented to the managers of the 
Plan / Launched in September 2020: 
https://www.fondoseuropeos.hacienda.gob.es/

2 Websites:

• Launched in November 2021

Social media tools:

https://planderecuperacion.gob.es/
https://www.fondoseuropeos.hacienda.gob.es/
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2. WHAT WE HAVE DONE: Websites

https://www.fondoseuropeos.hacienda.gob.es/
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• July 2021 – October 2022
• Users: 1.225.084

• Page views: 8.896.920

• Increasing social interest: 42% 
users consulted ‘how to 
access to funds’

• + 80.000 downloads

2. WHAT WE HAVE DONE: Websites



2. WHAT WE HAVE DONE: Social Media

• Profiles on four social networks – November 2022

Twitter

8K

LinkedIn

8,9K



• Profiles on four social networks – November 2022 

Instagram

1,9K

2. WHAT WE HAVE DONE: Social Media

Facebook

757



3. WHAT WE ARE DOING NOW

❑ Specific communication strategy 
for specific targets

❑ Identify real successful stories

Feed the 
media

National, 
regional and 
local media

Advertising 
campaign 



3. WHAT WE ARE DOING NOW

❑ Specific communication strategy for 
specific targets

• Large and ‘country’ projects → big 
investors → national/financial media

• Small companies, individuals →
proximity and credibility →
regional/local media 

Support and advice: local 
administrations

060 : specific phone line for 
individuals



3. WHAT WE ARE DOING NOW – National media

• Press 
releases

• Political 
statements

National 
media:



3. WHAT WE ARE DOING NOW - National media

• Press 
releases

• Political 
statements

National 
media:



3. WHAT WE ARE DOING NOW -
National media

• Main strategic 
projects

• Briefings and 
media events

National 
media:



3. WHAT WE ARE DOING NOW - National media

• Main strategic 
projects

• Briefings and 
media events

National 
media:



3. WHAT WE ARE DOING NOW -
National media

• Main 
strategic 
projects →
big 
inversions

National 
media:



3. WHAT WE ARE DOING NOW - National media

• Briefings and 
media events

• Branded 
content

• Specific public 
radio program

National
media:



3. WHAT WE ARE DOING NOW - Local media

• Territorialized data

• Real stories

Local media:



3. WHAT WE ARE DOING NOW - Local media

• Territorialized data

• Real stories

Local media:



3. WHAT WE ARE DOING NOW – Storytelling



3. WHAT WE ARE DOING NOW – Case study



3. WHAT WE ARE DOING NOW - Advertising campaign

• First wave: September 
16 - October 9

• Second wave: 
December 1-15

• 5 real examples



3. WHAT WE ARE DOING NOW - Advertising campaign

• Print media

• Radio

• TV

• Internet and social 
media

• Outdoor advertising 
signage

ANUNCIO PRTR- INGLÉS.mp4


3. WHAT WE ARE DOING NOW - Advertising campaign



4. COMMUNICATION WITH THE EC

• First annual event Spanish Recovery 
Plan, organised by EC in Madrid 
(September 21)

• European Commissioners visits: 
projects, companies to visit

• Close collaboration in advertising 
EU campaign



5. CHALLENGES

• Negative messages are more 
attractive than positive

• Headlines do not reflect the news

• Negative frame

• Money does not arrive to real economy

• Problems → Challenges

• Fake news



5. CHALLENGES

• Managing big expectations. 
Difficulties to understand the 
EU funds

• Identification with EU funds, 
not NextGen nor Recovery Plan

• Confusion/manipulation 
NextGen funds origin → local 
media



6. Q&A




