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for ENI CBC Med funded projects 
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Your mission

“I will bear in mind to always convey 

impact when communicating, at the 

end of the day that is why we all are 

here for... make a positive impact in 

the world”.

Communication manager (one of us!)
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A new context, many opportunities

How does your project contribute at 

local/pilot level to broad, global 

challenges?
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The power of communication 

Impactful communication brings great rewards to 

internal cohesion of project partnerships
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Communication means emotions
Application form: project 

language
Impact-based narrative and 

stories

• Steering committee

• Specific objective

• Expected results

• Outputs

• Outcome

• Real people

• Ambition

• Impact, change

• New products/services

• Benefits for people 
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Legal aspects

• Article 79 of Commission Implementing Regulation (EU) No 897/2014: The 

Managing Authority and the beneficiaries shall ensure adequate visibility of 

the Union contribution to programmes and projects in order to strengthen 

public awareness of the Union action and create a consistent image of the 

Union support in all participating countries.

• Article 21 of the Grant Contract: “the Beneficiary must take all necessary steps 

to publicise the fact that the European Union has financed or cofinanced

the project. Such measures must comply with the Programme rules for 

visibility….

Practical provisions contained in the 

Guidelines for Communication and 

Visibility
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We care about communication 

• Ensure transparency

• Demonstrate value for money

• Raise interest of media, institutions, the general public  

• Showcase the magnitude of Euro-Mediterranean

cooperation
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Internal communication matters!

PP1

PP2

PP3

PP….

Lead 
Beneficiary / 

Communication
manager

Communication 
officer of the 

Managing 
Authority/Joint 

Technical Secretariat

Always send information to Managing Authority well in 

advance (at least 10 days)
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Know the rules

Non-compliance with visibility rules 
may lead to ineligible expenditure

1. Supervise communication activities of partners

2. Define common templates, procedures and 

checklists

3. Always share any kind of material with the 

Managing Authority/Joint Technical Secretariat 

officers for advice and approval
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We are family
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Don’t be creative



13

Project logo: 5 simple rules 

1. Minimum size: 4cm (height) and 10.17cm (width)

2. Never smaller than other logos placed next to it

3. Only members of the partnership (Lead beneficiary 

and partners) are entitled to have their logos 

displayed together with the project logo

4. Always appear on top of any material, on the front 

page (for publication, etc.) and at the beginning of a 

video

5. Consult your communication officer for advice
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Integrating project logo on communication 
material – examples 1/4
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Integrating project logo on communication 
material – examples 2/4
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Integrating project logo on communication 
material – examples 3/4
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Integrating project logo on communication 
material – examples 4/4
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Your best investment

A creative graphic 
designer 
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Engaging partner organisations

TWO MONTHS AFTER SENDING OF GUIDELINES FOR VISIBLITY 

(DEADLINE: 30/01/2021)

Reference to the project in institutional websites of partner organisations

https://www.najah.edu/en/erc/projects/med-ecosure/ (be sure that analytics can 

be implemented)

Posts on social media of partner organizations about the project, ideally 

mention the Programme (@enicbcmed) 

Remember to send related links to the Managing 

Authority/Joint Technical Secretariat communication 

managers (one single email)

https://www.najah.edu/en/erc/projects/med-ecosure/
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Social media
Social media are great platforms to amplify the audience of the project 

and engage new users

BUT BE SURE TO

1. Invest enough time and human resources (it’s a serious business)

2. Post frequently (at least once a week), use visuals, emoticons, GIFS, share contents 

from others related to your work

3. Strategically choose relevant social media, adapt content

4. Make most use of partner organizations existing accounts

5. Tag the Programme (@ENICBCMed) so we can share and use the official hashtag 

#GOMED 

6. To comply with Programme visibility rules: https://twitter.com/CROSSDEV_Social /

https://twitter.com/Nawamed_Enicbc / https://twitter.com/nex_labs

Consider paid ads

https://twitter.com/CROSSDEV_Social%20/
https://twitter.com/Nawamed_Enicbc%20/
https://twitter.com/nex_labs
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Engaging media from the beginning of the project

• Mandatory to disseminate a press release and organize a press 

conference/briefing on the occasion of kick-off meeting/closure 

meeting

• Suggested to disseminate press releases on a regular basis to 

highlight key project milestones, achievements, events, opportunities 

Main elements to be featured on press releases: 
1. Project logo
2. Clear reference that the project is funded by the EU 

under the ENI CBC Med Programme
3. Total budget of the project as well as the amount of the 

contribution received (in figure + percentage)
4. Disclaimer
5. Link to project website
6. Contact person
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The importance of press releases

Establish cooperation

with the press office of 

your organisation
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A growing visibility

• 200+ appearances in media/press outlets of the cooperation

area

• Updated press review: http://www.enicbcmed.eu/info-

center/press-review

• Links with EU delegations in Partner Countries, EU Commission, 

Union for the Mediterranean: always looking for great projects to 

be showcased

• Euronews coverage: http://www.enicbcmed.eu/index.php/euro-

news-report-about-bestmedgrape

http://www.enicbcmed.eu/info-center/press-review
http://www.enicbcmed.eu/index.php/euro-news-report-about-bestmedgrape
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Publications

Main elements to be included in publications: 
1. Project logo
2. Clear reference that the project is funded by the EU 

under the ENI CBC Med Programme
3. Short description of the project + how the publication 

(study, research, guidelines, etc.) is integrated in the 
overall context of the project

4. Total budget of the project as well as the amount of the 
contribution received (in figure + percentage)

5. Disclaimer
6. Statements about the EU and the Programme
7. Link to project website
8. Contact person
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Organising successful (online) events

• Not a sum of PowerPoint presentations but a learning experience

• Importance of interaction: explore possibilities offered by online tools 

(vibrant visuals, videos, polls, Q&A, quiz, etc.)

• Promotion strategy to secure consistent participation

• Speakers (active moderators, final beneficiaries, etc.)

• Always inform the Managing Authority/Joint Technical Secretariat

• Importance of inviting National Contact Points and EU delegations 

in Mediterranean Partner Countries. Please check with Managing 

Authority
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Branding premises, infrastructures and 
equipment

• Pilot plants or valorization of a specific site: highly visible permanent 

display panels/plaques in place 5 years after the payment of final 

balance

• People can understand the nature of the project

• Temporary billboards during construction works

• Within three months after the signing of the Grant Contract: A3 poster 

or roll-up poster at premises of Lead Beneficiary and partners

Check design with Managing Authority to be on the 

safe side
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Branding premises, infrastructures and equipment
Permanent plaque for pilot plant
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Reporting on communication activities

Specific indicators included in reporting template: 

• Estimated audience of press, radio, TV features about the project

• Number of visitors/unique visitors of project description on partners 

websites

• Social media: followers, likes, engagements, impressions

Keep records of project media coverage 

Consult social media analytics on a regular basis
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Don’t speak…let others do it for you

Look for testimonials

• Start-uppers, students, researchers, young 

people, final beneficiaries (women, farmers, 

SMEs managers, etc.) bloggers, 

influencers, etc.

• Organise interviews, collect statements, 

give them tools to communicate (camera for 

vlogging).
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The importance of testimonials

“CROSSDEV project is helping 

us by promoting greater 

community engagement in the 

tourism sector and encouraging 

inclusive and sustainable 

economic growth”

Galsoum, owner of a small 

business in Umm Qais, Jordan  

selling food to tourists and local 

alike
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Who are your best 
ambassadors? 
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Engaging citizens
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Storytelling
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Press visits
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Contests and competitions



36

Bloggers

https://jofraserwrites.com/2015/12/04/i-found-wild-beauty-its-in-jordan/

“It’s a place to see the stars, do yoga on 

the rooftop, and sit with a book and a cup

of sweet tea and it was there that I truly

realised the beauty of Dana reserve

https://jofraserwrites.com/2015/12/04/i-found-wild-beauty-its-in-jordan/
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“If you always do what you

always did, you will always get
what you always got

Be creative, be disruptive


