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Second training:

Strategic RRP communication planning



Before we start

To ensure call quality, your microphones are turned off.

If you have a question, please, type it in the call chat, or save it for the 

Q&A session at the end of the training. When the speakers call for 

questions, you can raise your hand and organisers will unmute your 

microphone.

Please respect speakers and other participants during the training.

Please note that the training is being recorded. The recording will be 

shared upon the request of the Member States.



Agenda

Time Activity

10.00 ï 10.05 Opening remarks by the DG REFORM

10.05 ï 11.05

ÅRRP communication planning: progressing from strategy and plans 

to practical execution

ÅEngaging various audiences

11.05 ï 11.15 10-minute break

11.15 ï 12.15

ÅMonitoring and evaluation methodologies and tools

ÅBest practice examples on successful strategy planning, 

implementation and evaluation (Latvia, Portugal, Romania)

12.15 ï 12.30 Q&A session and closing

Objective

The objective of this training is 

to equip participants with skills 

and knowledge necessary to 

design and implement effective 

communication strategies. The 

training aims to deepen 

participantsô understanding of 

strategic communication 

planning processes, as well as 

the measurement of 

communication impact.



Radu is a Policy Officer and 

Project Manager responsible for 

RRF coordination in Horizontal 

Policies Unit of DG REFORM, 

European Commission. 

Previously he worked for Frontex, 

European Parliament, and several 

NGOs. He has over 5 years 

experience in project 

management, stakeholder 

engagement, and 

policy analysis in public and civil 

society sectors.

Ieva is a strategic director at 

KomunikǕcijas aǥentȊra 

(Edelman Affiliate). Ieva has 

experience of over 20 years in the 

field of communication, consulting 

clients in financial, retail, IT and 

technology industries on strategic 

communication, media relations, 

crisis communication, B2B and 

B2C communication. She has 

been part of extensive public 

sector campaigns: euro launch in 

Latvia; vaccination against 

COVID-19.

Cristian is the president of the 

NGO 'O ἩarŁ ca AfarŁ' as well as 

the Coordinator of the public 

policy department at Union Save 

Romania (USR). During his 

mandate as Minister for European 

Investment and Projects he was 

the chief negotiator of the 

country's Recovery and 

Resilience Plan. He specializes in 

European policies, founded the 

Romanian Center for European 

Policies (CRPE) and worked for 

the Dilema publication. He has a 

masterôs degree in European 

politics from the London School of 

Economics.

Ieva is the National 

Communication Coordinator for 

EU funds at the Ministry of 

Finance. Ieva has more than 20 

years of experience in the field of 

communication, working in the 

private sector in event 

management and advertising and 

in the public sector in public 

relations. Ieva is currently 

responsible for strategic 

communication planning, 

monitoring and practical 

implementation of EU funds, RRF, 

EEA and Norway Grants and the 

Swiss-Latvian Cooperation 

Programme.

Benedita is a dedicated mother 

and a professional with 20 years 

of experience in marketing and 

communication. She has been 

Head of marketing and 

communication in business such 

as an agency or a TV Channel.

She is head of communication of 

Recuperar Portugal the entity 

responsible for executing RRP in 

Portugal.

Benedita 

Albuquerque

Speakers for todayôs training 

DG REFORM
KomunikǕcijasaǥentȊra/ 

Edelman Affiliiate
PortugalLatvia

Radu 

Danu

Ieva

Gaigala

Romania

Ieva 

StȊre

Cristian 

Ghinea



Opening remarks by 

the DG REFORM



Planned training sessions

Training No 1

EU communication and visibility 

requirements on RRP communication

April 30 (online) |10:00 ï 12:00 CET 

1.

2. Training No 2 TODAY

Strategic RRP communication planning

May 16 (online) | 10:00 ï 12:30 CET 

3. Training No 3

Communication tools, channels and content

June 5 (hybrid) | 10:00 ï 16:30 CET

Training No 4

Stakeholder engagement and media relations

September 12 (online) | 10:00 ï 12:00 CET

4.

5. Training No 5

Efficient use of digital communication tools

September 19 (hybrid) | 10:00 ï 16:30 CET

6. Training No 6

Effective communication in crisis situations

October 10 (online) | 10:00 ï 12:00 CET



RRP communication 

planning: 

progressing from 

strategy and plans to 

practical execution 



COMMUNICATION 

STRATEGY

Key elements

RRP communication & visibility: Communication strategies

Communicate adoption of the final RRP and key milestones.4.

Establish a central web space for RRP information and related projects.5.

6. Coordinate communication on selected priority projects with the Commission.

Raise awareness of RRF's role in Europe's recovery, especially in green and digital 

transitions.
1.

Implement joint communication actions with the European Commission and its 

Representation.
2.

Display EU emblem with funding statement "funded by the European Union ï 

NextGenerationEU".
3.



COMMUNICATION 

PLANS

Key elements

RRP communication & visibility: Communication plans

This plan must be based on sound analysis, proper sequencing, and an appropriate budget, 

ensuring the requisite scale and focus to achieve impact. At minimum, it should cover the 

elements set out:

4. Approach

1. Narrative

2. Objectives

3. Audiences

8. Budget

5. Activities

6. Measuring impact

7. Risks



PROJECTS OF THE 

STRATEGIC 

IMPORTANCE

Particular attention is to be 

paid to the operations of 

strategic importance

RRP communication & visibility: Strategic projects

When strategic communication activities are foreseen as part of a specific programme or project, 

implementing partner should:

produce a Strategic Communication Plan.

organise a communication event or activity*, as appropriate.

involve the Commission and the responsible managing authority in a timely manner

* Ensuring communication activities are data driven is critical to their success.



Why is strategy 

needed?



Not achieving communication priorities, but solving everyday "crisis"

Short-term goals

Why we can't just do our job? Without any strategy....

Duplicated actions

Mostly reactive communication

Not effective communication

Not reaching the right audience

Not using the right messages

Resources spent not effectively



What is strategy?



What is strategy?

STRATEGY

Why and what?

ACTION PLAN

How and when?



What are most common mistakes when creating communication 

strategies/plans?

Not clearly defined problem/challenge

Too many goals/priorities

Based on assumptions, not data

Unrealistic

Made for the document, not for action



"Can you just tweet something?"

Or how to deal with colleagues?

Don't talk about assets.... 

remind about bigger picture

Always think of the goals



Creating the strategy



Low trust in government

51% trust their government in OECD countries (OECD, 2021)

In 4 democracies, between 1/3 and 2/3 say their political system needs major change 

(Pew, 2021)

52% across 34 countries are dissatisfied with democracy (Pew, 2020)

é and information

Record low trust in all categories of information providers; 35% trust social media 

(Edelman, 2021)

46% of public trust the news they choose to consume (Reuters Institute, 2020)

News avoidance is a growing phenomenon (Reuters Institute, 2020)

Job of communicators is harder than everé

OECD Report on Public Communication, 2021. The Global context and the Way Forward

https://www.oecd.org/gov/open-government/oecd-report-on-public-communication-22f8031c-en.htm


4 main strategic communication elements

INSIGHT

IDEAS

IMPLEMENTATION

IMPACT



4 main strategic communication elements

INSIGHT

IDEAS (AND DECISIONS)

IMPLEMENTATION

IMPACT



Insight



Policy Impact AssessmentContextual ResearchAudience Perception Studies

Situation AnalysisStakeholder MappingPolicy Analysis

Research BEFORE drafting a strategy

1 2 3

654



1. Policy analysis

Examining existing policies, regulations, and 

initiatives relevant to the communication context

Understanding the goals, objectives, and 

constraints of government policies and programs



2. Stakeholder mapping

Identifying key stakeholders, including government 

agencies, community organizations, and          

advocacy groups

Mapping stakeholder interests, influence, and 

relationships to inform communication strategy 

development



3. Situation analysis

Assessing the current social, economic, and 

political landscape impacting the communication 

environment

Analysing trends, challenges, and opportunities 

relevant to public governance and citizen 

engagement



4. Audience Perception studies

Conducting research to understand citizen 

perceptions, attitudes, and knowledge about public 

policies and services

Identifying gaps, misconceptions, or areas of 

concern that may influence communication strategy 

formulation



5. Contextual research

Investigating broader contextual factors, such as 

cultural norms, historical events, and 

socioeconomic conditions

Recognizing how contextual influences shape 

citizen behavior, expectations, and responses to 

government communication



6. Policy impact assessment

Evaluating the potential impact of proposed policies 

or initiatives on various stakeholders and 

communities

Anticipating potential challenges, controversies, or 

public reactions that may arise from policy 

implementation



Defining the problem



Communication & policy objectives. Example 1

Reduce the national obesity rate by 20% over 

the next five years.

Policy objective Behaviour supporting policy Communication objective



Communication & policy objectives. Example 1

Reduce the national obesity rate by 20% over 

the next five years.

ÅTaxing Sugary Drinks: Implement a tax on 

sugary drinks to discourage consumption and 

encourage healthier beverage choices.

ÅSubsidizing Healthy Foods: Provide 

subsidies for fruits and vegetables to make 

them more affordable and accessible.

ÅPromoting Physical Activity: Develop public 

programs that encourage daily physical 

activity among all age groups.

Policy objective Behaviour supporting policy Communication objective



Communication & policy objectives. Example 1

Reduce the national obesity rate by 20% over 

the next five years.

ÅTaxing Sugary Drinks: Implement a tax on 

sugary drinks to discourage consumption and 

encourage healthier beverage choices.

ÅSubsidizing Healthy Foods: Provide 

subsidies for fruits and vegetables to make 

them more affordable and accessible.

ÅPromoting Physical Activity: Develop public 

programs that encourage daily physical 

activity among all age groups.

Å Increase Health Literacy on Obesity: 

Improve understanding of obesity-related 

health risks and the benefits of healthy 

choices among 70% of the targeted 

population within one year.

ÅEnhance Utilization of Subsidized Food 

Programs: Increase enrolment in programs 

providing subsidized healthy foods by 50% 

within the next six months.

ÅReduce Sugary Drink Consumption: 

Achieve a 30% reduction in the average 

consumption of sugary drinks per capita in the 

target demographic over the next year 

through educational campaigns.

Policy objective Behaviour supporting policy Communication objective



Communication & policy objectives. Example 2

Improve digital literacy across all age groups by 

25% by 2025.

Policy objective Behaviour supporting policy Communication objective



Communication & policy objectives. Example 2

Improve digital literacy across all age groups by 

25% by 2025.

ÅDigital Literacy Certificates: Create a 

certification program for completing various 

levels of digital literacy training, providing 

formal recognition for participants.

ÅMobile Learning Units: Deploy mobile units 

equipped with computers and internet access 

to underserved areas to provide hands-on 

digital training.

Å Incentives for Continuous Learning: Offer 

rewards such as free internet access or 

discounts on personal computing devices to 

individuals who complete a series of digital 

literacy courses.

Policy objective Behaviour supporting policy Communication objective



Communication & policy objectives. Example 2

Improve digital literacy across all age groups by 

25% by 2025.

ÅDigital Literacy Certificates: Create a 

certification program for completing various 

levels of digital literacy training, providing 

formal recognition for participants.

ÅMobile Learning Units: Deploy mobile units 

equipped with computers and internet access 

to underserved areas to provide hands-on 

digital training.

Å Incentives for Continuous Learning: Offer 

rewards such as free internet access or 

discounts on personal computing devices to 

individuals who complete a series of digital 

literacy courses.

ÅIncrease awareness about the digital literacy 

certification program to 90% of the target 

population within the first year, emphasizing 

the personal and professional benefits of 

being certified.

ÅDouble the participation rates in digital literacy 

training sessions in underserved areas by the 

end of two years, using the mobile learning 

units as the primary tool for engagement.

ÅAchieve a 40% repeat engagement rate 

among participants who initially complete a 

digital literacy course, by promoting incentives 

for advancing to higher levels of the 

curriculum.

Policy objective Behaviour supporting policy Communication objective



Audience engagement goals

Awareness Attitude Behaviour change Recruitment



Strategy elements

DEFINITION OF OBJECTIVES

What do you want to achieve?

AUDIENCE INSIGHT 

Who are you trying to reach with the campaign? 

What are their needs, wants and concerns? What barriers 

need to be overcome?

STRATEGY/IDEAS 

What are the best ways to reach 

audience and achieve your 

objectives?

IMPLEMENTATION 

How will you put your strategy into 

action?

SCORING/EVALUATION 

How will you measure the success of 

your campaign?



Engaging various 

audiences



Types of audience segmentation

Based on age, gender, income, 

education, etc.

Based on values, lifestyles, beliefs, etc. Based on purchasing habits, online 

behaviour, engagement with public 

services, etc.

Demographic segmentation Psychographic segmentation Behavioural segmentation



Education

Basic data: Key economic or demographic characteristics

Key numbers

Age

Gender

Income level

Education

Location



General lifestyle: occupation & hobbies & attitudes & beliefs, etc.

ÅHow do they live?

ÅWhat do they like doing?

ÅWhat do they believe in?

ÅWhat are their attitudes towards 

government/life in general?

ÅWhat are their priorities?

ÅWhat are their aspirations?



Attitude towards specific issue

ÅNeeds, benefits & motivation

ÅPassion points

ÅBehaviour: what do they do?

ÅBeliefs and attitudes?

ÅWhat are their barriers to behaviour 

change?



Audience and their use of media

Where do they get information?

Who influences?



Audience segmentation

Crucial in order to reach hard-to-

reach audiences. Helps to select 

appropriate messages, language, 

tone, communication channels, 

time, occasion, etc.

Ways how to segment audience:

ÅBy demographics (age, gender, 

location, income, education level, 

etc.)

ÅBy topic questions (audience needs, 

interests, behavioural norms, 

behavioural barriers, etc.)

CHOOSING THE PRIORITY TARGET 

AUDIENCE GROUPS!



Audience segmentation components (Ritzman et al, 2019)
G

E
N

E
R

A
L VITAL STATISTICS WHO THEY ARE GENERAL LIFESTYLE

How many people are like this? Trends? 

Indices and comparisons?

Key economic or demographic characteristics 

(individuals age, sex etc.)

How they live? What they like doing? 

Priorities. Aspirations. Consumer trends. 

Attitudes to government/life in general.

T
H

IS
 A

R
E

A
 /

 I
S

S
U

E NEEDS, BENEFITS & MOTIVATIONS BEHAVIOUR ï WHAT THEY DO

Rational needs, emotional or hidden needs. What motivates them?

What drives and triggers action? Where do they do what they do? 

How frequently? Barriers to doing/thinking? Key words/language 

used?

INFLUENCERS BELIEFS AND ATTITUDES

Who or what influence them? Why? (See also Media, below.)
Thoughts, beliefs, attitudes to this? What values do they hold that 

relate to the issue? What makes them feel good? Bad? Why?

M
E

D
IA

GETTING INFORMATION & MESSAGES WHO INFLUENCES THEM

Place, time & 

how they get 

info

How much info 

they 

want/need?

Where they get 

it from ï media 

used?

When & where 

theyôre most 

receptive?

Who they do/ donôt listen to & 

respect?

Who delivers for them? In contact 

with?



Where to get the data?

Behavioral observation

Surveys and questionnaires: Collecting primary data directly from stakeholders

Data analytics: Analysing digital footprint and online behaviour

Focus groups and interviews: Gaining qualitative insights into audience preferences and perceptions

Big data analytics

Advanced sampling methods

Experimental research design



Surveys and questionnaires

Gathering feedback directly from citizens through 

structured forms or interviews

Useful for understanding citizen perceptions, 

preferences, and opinions on public governance 

issues



Data analytics

Analysing data from various sources such as 

government websites, social media, and 

administrative records

Provides insights into citizen engagement, 

behaviour, and sentiment towards public 

governance



Focus groups & interviews

Conducting group discussions or one-on-one 

interviews with citizens

Offers qualitative insights into citizen experiences, 

needs, and concerns related to public governance



Behavioral observation

Observing citizen behaviour in real-world settings 

or online platforms

Helps uncover implicit preferences, challenges, and 

interactions with government services



Big data analysis

Leveraging large-scale datasets from government 

records, open data portals, and citizen-generated 

content

Enables comprehensive analysis of citizen 

demographics, trends, and engagement patterns



Advanced sampling methods

Employing sophisticated sampling techniques such 

as stratified sampling and community-based 

participatory research

Ensures representative participation of diverse 

citizen groups in research and engagement 

initiatives



Experimental research designs

Designing controlled studies, including randomized 

controlled trials and A/B testing

Allows for the evaluation of government policies, 

interventions, and communication strategies with 

statistical rigor



10-minute break



Choosing the 

strategic approach



Choosing the strategic approach

Deciding on strategic priorities

Assessing strategic choices/trade-offs

Applying the approach based on theory of change and principles of behaviour change

Creating synergy between communication and other interventions

Gaining sign-off and promoting approach to decision makers



How to achieve behaviour change?

Whether the target audience has the 

right knowledge, skills, physical and 

mental ability to carry out the 

behaviour

Whether the target audience has the 

right resources, processes and 

environment around them to undertake 

the right behaviour

Whether the target audience wants to 

or believes that they should carry out 

the behaviour and establish habits 

based on it

Capability Opportunity Motivation



Understanding behavioural science

Nudging

Social norms

Behavioural insights of others

Gamification



GAMMA+ model

+ EVALUATION

GOAL

AUDIENCE

MESSAGE

MESSENGER

MEDIA

ACTION



Defining the 

messages



Half-way through the lifetime of the RRF, we can point to a number of key 

achievements. In the darkest months of the pandemic, the announcement 

helped to calm markets and avoid a great fragmentation among EU economies. 

Then as funds started flowing, the RRF gave a boost to the economic rebound, 

sustaining public investment and accelerating the reduction in unemployment. In 

the two years since Russiaôs full-scale invasion of Ukraine, it has helped our 

economies to navigate incredibly rough waters. And over the coming years, 

as investments proceed and the benefits of reforms gradually play out, the 

RRFôs impact on EU growth is set to further increase (é). 

Paolo Gentiloni, Commissioner for Economy 



Monitoring and 

evaluation 

methodologies and 

tools



6 stages of evaluation of results

UK Government Communication Service, 2024. The GCS Evaluation Cycle

Inputs Outputs Outtake Outcome Impact
Learning & 
Innovation

https://gcs.civilservice.gov.uk/publications/gcs-evaluation-cycle/


6 stages of evaluation of results

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Communication activities that you put in at the start:

ÅPolicy analysis and how communication can support policy objectives

ÅSituation analysis

ÅResearch

ÅDefining budget and costs

ÅEtc.

Inputs

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Output

Objective measurement of what is delivered and how your audience 

encounters and interacts with your communication through REACH, 

DISTRIBUTION and EXPOSURE.

Potential metrics:

ÅVolumes of coverage (publicity numbers; tonality; etc.)

ÅDirect contacts (messages sent; messages read; messages interacted with)

ÅEvents organised (number of events; number of attendees; feedback from 

attendees)

ÅPartnerships secured

ÅEstimated total reach

ïEstimated offline reach

ïReported online reach

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Outtake

How the audience perceived your message ï what they think, feel or 

intend to do as a result of your communication activities.

Reception, perception, intentions & reaction to your communication 

activities.

ÅAttitudes & emotions: % of press coverage; research

ÅPassive engagements

ÅActive engagements

ÅClick through rate; view through rate; dwell time; bounce rate

ÅCampaign & issue awareness

ÅUnderstanding of the campaign content

ÅThe extent to which different groups agree/disagree with key messages

ÅAttitudinal change

ÅStated or intended behaviour change

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Outcomes

Response from the target audience in terms of change in behaviour or 

active engagement

Whether audience's feelings & motivations really translate to actual 

behaviour change:

ÅBehaviour change

ÅApplications/sign-ups

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Impact (1/2)

How your communication activity has contributed to or impacted policy 

and organisational objectives?

! Organisational objectives are distinct from policy objectives and include 

longer-term or wider considerations such as ROI, cost reduction; 

recruitment; retention; environmental impact; evaluation of 

physical/mental health, etc.

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Impact (2/2)

Metrics:

ÅLong term compliance or retention

ÅCost per person with awareness raised

ÅCost per person with behaviour change

ÅCost per applicant, registration, recruit, etc.

ÅCurrent ROI

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Learning & Innovation

Evaluation of effectiveness of inputs/outputs to understand the impact on 

policy/organisation objectives and evaluate: WHAT WORKED & WHAT 

DIDN'T?

ÅIf any innovations in communication where applied, what are lessons 

learned?

ÅIf objectives/KPI's were not met, what reasons can be identified to explain 

the variation?

ÅIf the objectives were surpassed, what has driven that?

STRATEGIC LEARNINGS THAT CAN BE SHARED.

Inputs

Outputs

Outtake

Outcome

Learning & 
Innovation

Impact



Best practice 

examples on 

successful strategy 

planning, 

implementation and 

evaluation 



Latvia



1st stage ï setting the system

1. Establishment of Communication working group

ÅInvolving coordinating authority, line ministries, responsible agencies.

ÅMeetings at least 4 times a year.

2. Communication strategy and annual communication plans

ÅAll involved parties prepare communication strategy and communication 

plans and present them in the Communication working group.

ÅGood practices shared within the Communication working group.

3. Communication guidelines

ÅSet common communication guidelines for all involved parties.

4. Evaluation

ÅMedia monitoring ï every day and monthly report (April 2024 RRF in media 

mentioned 573 times, 36, 64% from all funds, tonality ï positive and neutral).

ÅCampaigns result monitoring ï after each campaign.

ÅPublic opinion evolution ï once a year (year 2022 and 2023 19-20% 

respondents have heard about RRF).



1. Technical Support Instrument

ÅOverall successful approach ï common guideline establishment, focus on 

specific areas, enhanced communication about high readiness projects.

2. Knowing your target audience

ÅSetting specific communication actions regarding the projects specifics and 

target audiences expectations.

3. Best practices

ÅIt differs by the supported area and target audiences needs.

ÅProjects success stories ï works the best for social media and press, opinion 

articles ï build the trust, events ï the best for local media and audiences.

Successes, Recommendations, and Best Practices



Successes, Recommendations, and Best Practices

1. One web portal

ÅIn 2023 Latvia developed new, united web portal for all EU funds.

ÅThe web page address www.esfondi.lv works from 2004 and is well known ï 

no advertisement needed. 

ÅAll information is in one place ï easy to use for all involved parties, targeted 

information ï news, open calls, events.

2. Clear roles in communication

ÅCoordination institution ï overall, horizontal communication 

about RRF implementation status, events ï yearly conference and payment 

events in close cooperation with ECR.

ÅLine ministries ï communication to their target audiences about RRF reforms 

and investments in each sector.

ÅProject implementors ï communication about each project in cooperation 

with line ministries, coordination institution and ECR.

Communication via media, social media, communication campaigns,         

events, web.

http://www.esfondi.lv/


Successes, Recommendations, and Best Practices



Successes, Recommendations, and Best Practices

Reach Impressions Clicks Video plays Post engagement

Facebook 370 973 518 713 3 174 146 040 1 053

Instagram 315 216 439 533 1 742 153 098 609

Total 686 189 958 246 4 916 299 138 1 662

1. Technical project outcomes

ÅRRF visual identity guidelines with asset templates

ÅCommunication campaign ïone month, from 26 February 2024 to 22 March 

2024:

- 18 videos;

- Advertising material in different formats about the six national pillars ï 

banners, social media versions, advertising content for six pillars;

- 2 infographics;

- 8 social media posts (advertised);

- 3 opinion articles, 1 press release;

- project stories ï publications in biggest news portals, social media, web



Video example: Digitalisation pillar



Challenges

ÅNo clear requirements for RRF communication on Regulation level.

ÅNo harmonised communication requirements on EC level (different 

approaches).

ÅThe changing life cycle of project implementation, which makes it difficult to 

match communication activities to specific time slot.

Lessons learned and areas of improvement 

ÅTimely planning of communication activities and information sharing is 

essential.

ÅGiven the limited resources for RRF communication, cooperation between 

partners ï ministries, projects, NGOs etc. ï is important.

ÅFlexibility in implementing communication activities is needed.

Challenges, Lessons Learned, and Areas for Improvement



Portugal



How to communicate the RRP | Portuguese Case

How it began (2021)

ÅIn 2021 RRP was created to face the serious impacts of the pandemic on 

European economies.

ÅThe Portuguese RRP, an instrument of NextGenerationEU, is based on three 

dimensions: Resilience; Climate Change; Digital Transition. 

ÅThis plan is implemented in a different way from other European Funds and a 

short period of implementation.

ÅIt began in a way that needed to be executed and communicated at the same 

time.



Firstly, the Communication objectives were to explain RRP to the different 

stakeholders and targets.

Communication (1st phase)

Call for application page

Communication pageMonitoring page

Site: 

A website was created that aggregates all the information about RRP, such as:

ÅWhat is RRP, the 3 dimensions, all the components

ÅDocumentation, all the documents about RRP and Technical Orientations

ÅA Monitoring page that presents target and milestones implementation, as 

well as financial execution and a weekly report

ÅA calls for application page that appears as search engine

ÅA communication page with all the newsletters and news (in 2023 there were 

164 news releases in EMRP website)

The website is now being restructured to be more intuitive, friendly and 
aligned with the new brand strategy 



Communication (1st phase)

Communication Technical Orientation /guide:

It was created an initial Technical Orientation/guide so the 

beneficiaries/implementing bodies could know the RRP obligations concerning 

communication rules.

ÅThis Technical Orientation is available to download on RRP website e in 

documentation and in the communication page, where is also available the 

graphic assets that must be use (logos, presentations, flyersé)

Implantation of the communication rules challenges:

ÅMore than 70 implementing bodies, public entities that are responsible for the 

application calls.

ÅVery different investments and projects.

ÅDifferent sectors of activity with its own languages.

We are creating a more Practical Guide, with the help of PWC and taking on 

consideration the needs and doubts of the implementing bodies.



Communication (1st phase)

Social Media:

LinkedIn 

Initially, we created a LinkedIn page because it is a social network designed 

specifically for professionals with different types of posts:

ÅNews

ÅEvents 

ÅCalls for application 

For LinkedIn we decided not to do paid media and to rely on organic posts. 

We now have 23k followers and still growing every week.

X (former Twitter) 

Twitter was also created in the first phase for a very specific target. 

In Portugal this social media is used mainly by politicians and journalists.



Communication (1st phase)

Newsletter:

ÅRRP newsletter has around 20k subscribers.

ÅJournalists use RRP newsletter as an information source.

ÅInitially it was released every 2 weeks.

Challenges: Keep the public engaged and to have new material (different from 

the website and social media every 2 weeks).

ÅThe RRP newsletter is now released without any periodical time.

ÅRRP newsletter is now release every time there is a subject of main interest 

to do it.

ÅThere are RRP thematical newsletters (e.g.: In World water day we describe 

the investments and what is done in this sector).



Communication

Events: Events are a very important way to communicate with stakeholders 

and general public.

External events:

ÅRRP has developed external events in an hybrid format (in person as well as 

streamed), such as:

- Annual Event

- DNSH ï technical event

- RRP amending, to explain to stakeholders and the public how is the 

Portuguese RRP now

Events for implementing bodies:

ÅCapacity training sessions (mostly on-line, but some in hybrid format) on 

Topics of great importance to the efficient implementation of RRP

ÅPresence in external events organized by partners and entities involved in 

RRP to explain the possibilities of the plan.



Communication (2nd phase)

That campaign was a 

success, so it was 

declined to radio spots.

Campaigns

ÅAs RRP is getting more awareness and people tend to understand it, the 

strategy is now to humanize it and show what is being done.

- TV and digital media Campaign. 

- There has been a TV and digital media campaign of 5 spots.

o Each spot was about a different investment

o Each spot presented the investment impact on the citizen

o Each spot was created with real people that have been impacted by 

RRP in real locations

o All spots had a 20 second version (for TV) and a 60 second (for digital)

o (ex: RRP in schools ï we filmed a school and its subtends learning with 

RRP computers) CAMPANHA PRR | ESCOLA DIGITAL (youtube.com) 

https://www.youtube.com/watch?v=UTZXb3OX8C0


Communication (2nd phase)



Communication (2nd phase)

Inform the community

ÅAs the strategy is to humanize and make the public relate in a more 

emotional way with RRP, we released the Facebook and Instagram pages 

with different posts, but the same graphic language:

ÅNews

ÅVideos of investments and projects

ÅInformation in general about RRP



Communication 360º

Lessons Learned

ÅThe target is the country ï from the politicians, to the journalists, to the 

businesses or the citizens, everyone is part of the RRP public.

ÅDifferent targets, different ways to express the message.

ÅTo create awareness and get the message to the multiple audiences, it is 

necessary to use different tools. It is 360º communication:

ÅPR

ÅDigital Communication

ÅPublicity

ÅEvents

RRP Communication is 

always a work in progress 

and advances with RRP 

execution.



Romania



Whatôs different from the usual European funds

The Recovery and Resilience Facility is different from the classic 

European funds, the cohesion funds

ÅRRP is a special, non-repeating program.

ÅRRP includes reforms built on Country Specific Recommendations from the 

European Semester.

ÅRRP includes major reforms, and the investment money is conditioned        

by them.



How the differences influence the context

The reforms contained in the RRP can be found in the European 

Commission's Country Recommendations. These long overdue reforms 

entail high social and political costs. 

A great deal of political will is needed to carry them out.



The Communication Chapter in Romaniaôs RRP ï 

Strategy, solutions and objectives

ÅRRP is a transformational program that changes people's lives.

ÅRRP must become important for citizens.

ÅCitizens are shareholders in the modernization of Romania.



The Communication Chapter in Romaniaôs RRP ï 

Strategy, solutions and objectives

WHAT'S IN IT 

FOR ME?


