Technical Support Instrument
Supporting reforms in 27 Member States

Building Capacities for Effective Communication of the
Benefits of the Recovery and Resilience Plans

Fifth training:

Efficient use of digital communication tools in communicating
RRPs benefits to the EU citizens

Warsaw | 19 September 2024 | 10.00 - 17.00 CET

Funded by _.-

the European Union pwc




Before we start

* * ok
* *
* *
* *

* 4k

This is a hybrid event, featuring a small group of participants attending in
person, while the majority will join online in listen-only mode.

To ensure call quality, your microphones are turned off. If you have a
question, please, type it in the call chat.

Please note that the presentations of the training are being recorded.
The interactive parts (two workshops throughout the course of the day)
are organised and will be available only for the face-to-face participants.
The recording and presentations will be shared with the registered
participants after the event.

Please respect speakers and other participants during the training.
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Agenda

Time (CET) Activity Livestream

- 09:307 10:00 Arrival: welcome drinks and snacks
Objective
The objective of this training is to 10:0071 10:15 Introduction and opening remarks
help participants make the most of - . —
social media to better connect with 10:157 11:00 Overview of what's new & trending in digital
and inform EU citizens. It focuses communication. Where and how to reach different target
on practical tips for choosing the audiences
right platforms, crafting clear I _
messages, and engaging effectively 11:007 11:10  Coffee break
online while staying aligned with 11:107 11:50 Presentation by DG ECFIN, SG RECOVER, DG COMM
TR gUetElnEs 11:507 12:30 How to create effective social media communication plans

& how to evaluate the efficiency of social media
communication?

12:307 14:00 Lunch break

14:0071 15:00 Workshop No. 1

15:0071 15:45 Content creation: use of Al tools & open-source platforms
15:457 16:00 Coffee break

16:007 16:45 Workshop No. 2

16:4571 17:00 Q&A and Wrap-up

[IREEl Funded by J-
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Speakers for

DG REFORM

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.

Funded by
the European Union

Susanne
Krenzer

DG ECFIN

Susanne is a Social Media Manager in the
Communications Unit of DG ECFIN,
responsible for RRF communication and
other policy initiatives on DG

ECFIN's social media channels. Previously
she worked in DG COMM on economic
and green portfolios, coordinating with the
Representations of the European
Commission in the Member States, as well
as in the private sector and for NGOs.

.

pwec

todayos t

Elena
Giovinazzi

SG RECOVER

Elena is a Policy Officer in the Recovery
and Resilience Task Force responsible for
the implementation of the RRF, in
particular by monitoring and assessing

Il talyds Recovery and
(RRP) as well as communicating the RRF
and RRPs to stakeholders and public in the
EU. Previously she worked at the
Representation of the European
Commission in Italy, as well as at Italian
Ministry of Economy and Finance.

r

4 ;‘i Blasson

DG COMM

Ewa is a Campaign Manager based

in Strategy & Corporate Campaigns Unit
(B1) of DG COMM. She is responsible for
management of corporate campaigns,
including NextGenEU.

Ewa has +20 years of experience

in communication work. She has held
project management/delivery management
roles across various environments
stretching

from academia, NGOs, private sector to EU
institutions.




Speakers

Laura Kukaine

Komuni k Ghgiejna KEdelnan Affiliate

Laura is a head of creative and digital communication
atKo muni kdgé rj tddelnzan Affiliate). Laura
has more than 15 years' experience in social media
playground, consulting and leading day-to-day
operations for industry leaders in private and public
sector in Latvia and PanBaltic level.

Laura leads creative and digital communication team
with 15 employees. Working with clients i Samsung,
Circle K and others i has won communication awards
on a national, Baltics, and European scale.

the European Union Ppwc
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Jeffery McMillan

PwC Central and Eastern Europe

Jeffery leads the Brand, Marketing, Communications &
Business Development (MCBD) function for PwC CEE.
He directs the regional brand, marketing &
communications programme, managing a regional
team of 30+ and overseeing the work of territory teams
comprising 200+ people across 27 countries in the CEE
region. He has over 15 years of professional
experience with PwC, including a cycle of experience
as a Director in the Global Marketing Team leading
communications for PwC Chairman Bob Moritz,
Olympic partnership activation and several international
campaigns.

training

Komuni k Ghgiejna KEdelnan Affiliate

leva is a strategic directoratK o mu n i kdlgd ij talsr a

(Edelman Affiliate). leva 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.



Opening remarks
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Planned training sessions

1. Training No 1
EU communication and visibility
requirements on RRP communication °
April 30 (online) at 10:00 7 12:00 CET

2. Training No 2
Strategic RRP communication planning Q
May 16 (online) at 10:00 17 12:30 CET

3. Training No 3 Communication tools,
channels and content (v]
June 5 (hybrid) | 10:00 7 16:30 CET

Funded by _.-
WA the European Union PpwWwcC

4. Training No 4

6.

Stakeholder engagement and media

relations °
September 12 (online) | 10:00 1 12:00 CET

Training No 5

Efficient use of digital communication tools
in communicating RRPs benefits to the EU
citizens

September 19 (hybrid) | 10:00 1 17:00 CET

Training No 6
Effective communication in crisis situations
October 10 (online) | 10:00 7 12:00 CET




Overview of what's
new & trending

In digital
communication;
where and how to
reach different target

audiences

Funded by _.-
the European Union pwc




Content

Social media landscape in Europe

Social platform overview

Trends T what's hot?

Topics for consideration

Summary: audience, channels, content
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Social media
landscape In
Europe & platform
overview
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Social media landscape in Europe

Europe has one of the highest social media penetration
rates globally

West 83% North 89%

East 62% South 74%

(%

of population in Europe using social media on daily basis

R Funded by -
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Social media landscape in Europe | Registered users

4207 450M 3001 330M 25071 280M

2001 220M 10071 120M 5071 70M

@O

9071 110M 7017 90M 15071 180M 45071 480M
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Social media landscape in Europe | Usage

Daily User Count Usage Content Directions Usage Habits Usage Patterns

Community, : : : Frequent brief

Facebook  175M Networking Text, Images, Video  Daily use, high engagement checks, content sharing
: : Photos, Stories, Multiple times daily, high
Instagram  200M Visual Content Sharing Reels visual engagement Regular story and post updates
LinkedIn 45M Professional Networking Prqfessmnal Content, Weekly professmnal Weekly content posting, job
Articles use, content sharing searching
Real- Continuous news and updates,

X (Twitter)  35M News, Commentary Active tweeting, following trends

time Communication high interaction

TikTok 140M Short-form Video Short Videos, Trends D_ally viewing a_n(_j creation, .Cr_e‘?‘“”g’ UEHEIINE) e T,
high trend participation joining challenges
Threads 25M Text-baseq Text, Threads Focused discussions, frequent Thread .creatlon, interactive
Conversations checks discussions
Snapchat 50M Ephemeral Messaging Snaps, AR Filters Frequent, short interactions Snaps creation, story viewing
WhatsApp  320M Messaging Messaging, Calls Multiple daily messages, high Daily texting, video calling

connectivity

High privacy communication,
frequent use for large groups
Regular browsing, planning, and Pinning ideas, seasonal activity
collection peaks

Private Group

Communication Encrypted Messaging

Telegram 90M Secure chats, group messaging

Pinterest 35M Visual Content Inspiration Pins, Boards

Funded by J-
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Social media landscape in Europe | Demographics

Gen-Z

Gen-X

& J QoL INTOL £ L » Lin

Biggest age group

1371 21 1671 24 1871 34 18171 35 2071 35 2571 34 2571 45 2571 45 2571 45 3071 49

Average User Age

[l Funded by
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26 24 30 30 29 35 36 40 40 35

L




Anonymous poll

Join at menti.com
# 7140 6815
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Facebook | Leading social platform in Europe

Usage: Facebook remains one of the most widely used platforms across Europe,
particularly popular among older demographics (ages 35+).

.r)7 Features: Widely used for community building, local business promotion, and event
organization.

Demographics: Higher usage in Southern and Eastern Europe, with declining
popularity among younger users in favour of other platforms.

Do

Audience Size: 4207 450M users

KR Funded by e
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Communication directions | RRP

199 The euro is introduced
as accounting currency
2002 AT, BE, DE. ES, FI, FR, GR, IE, IT, LU, NL, PT. e
g Schengen

2007 st &
2008 CY,MI Area

2009 5K
Why & how Facebook: B s
W 2015 s

| 2023 R %

broad audience | mainstream | economically active citizens

Informative, educational and statistical approach

Reach communities and specific interest groups via Facebook groups

Organise events and livestreams

Engage via pools, questionaries and voting posts

Funded by _.-
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Instagram | Polish & Niche

Usage: Instagram is the second most popular platform, particularly among younger
demographics (ages 16-34).

=] Visual Content: The platform is driven by photo and video content, with Stories and
Reels being key engagement drivers.

;6’2 Trends: Strong influence in fashion, lifestyle, and travel sectors. High engagement

rates, especially with influencer marketing.

Audience Size: 3007 330M users

[IREEl Funded by J-
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Communication directions | RRP

Why & how Instagram:
target niche communities | showcase humanity and transparency

Human to human approach to educate and inform
Influencer, opinion leader collaborations

Storytelling via stories and reels highlighting project agenda in deeper level

Behind the scenes and transparency

Watch the European
I— Parliament LIVE J

KR Funded by e
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TikTok | Social playground

O<; Usage: TikTok has seen explosive growth, especially among Gen Z and Millennials.

Content: Short-form video content dominates, with trends, challenges, and viral
content being central to its appeal.

v/ Adoption: Growing adoption among brands for creative campaigns and influencer

[Is partnerships.

Audience Size: 2507 280M users

[l Funded by -
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Communication directions | RRP

Why & how TikTok:
engage with younger audience, spread the information across boarders

What is
disinformation?

Use trusted community members to be a voice of the project and agenda

Light, fun and easy: play with different subjects via games, filters, trends

Invite youngsters to be a part of project, involve audience and showcase behind

the scenes
‘ \ ‘
) L . L , a trainee
Monitor the topic in the community: notice issues and measure temperature B o ! lﬁ
zsmiA. VR > 21.8KY

[l Funded by J-
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LinkedIn | Professional networking

Usage: LinkedIn has a strong presence in professional and business communities
across Europe.

f Professional Networking: Widely used for B2B marketing, recruitment, and thought
(}b leadership.

G Growth: Increasing use in Southern and Eastern Europe as economies develop and
= professional networks expand.

Audience Size: 2007 220M users

[IREEl Funded by J-
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Communication directions | RRP

European Commission + Follow =
W 2,021,264 toslowers
o w - ®

V/ Supporting young science talent. +/ Supporting cutting-edge research,

European Commission + Follow -

Why & hOW Llnkedln: ERC awards €780m in grants to emerging science tal s y 1.7 3
. . ERC Starting Grants 2024 k = &
be mainstream with B2B & NGO segment om0 Py U
: € /
. . . . = So you [iﬂ']@ togact
Reach professionals, organisations and businesses - l l et =2

[

Use spokespersons to build expert image and share knowledge
@ coommian, e

Share case studies and learning opportunities across countries and bil o“
institutions

Pdisbursed under NexT
GEN

Inform and communicate with investors, partners and business
communities

[OKU HeobxiaHo:
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X | Real-time action

Usage: X is known for real-time communication, news, and public discourse, with a
loyal user base primarily in Western Europe.

9 Engagement: Popular among journalists, politicians, and for crisis communication.

m Rebranding Impact: The recent rebranding has sparked discussions on platform
changes, but core usage remains stable.

Audience Size: 1007 120M users

NN Funded by =
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Communication directions | RRP

LTV Panorama
Why & how X: @ltvpanorama
first response | crisis comm | media attention Karsta zina: Deg prezidenta pils eku komplekss

Translate post

Inform about project development and stages
Build relationships with active users and opinion leaders

Share news and topics that can gathered media attention

Monitor the topic in the community: notice issues and measure
temperature

[IREEl Funded by J-
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Threads | Community interactions

Usage: Threads is designed for more personal and focused interactions, distinguishing
it from broader social networks. It's often used for deep discussions and niche topics.

Community Building: Particularly popular for creating and maintaining smaller, more
E engaged communities that value in-depth discussion.
Integration with Instagram

Audience Size: 507 70M users

REE Funded by e
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Communication directions | RRP

Why & how Threads:
personal conversations | rise awareness | ask opinions

Build relationships with community members
Create and engage in relatable discussions
Organise events and livestreams

Explore community's thoughts and reflections in variety of topics

Funded by J-
the European Union Ppwc

@ chambave 3d
° Replying to @europeanparliament

You should not say Mornin’ as no EU country
as English as its first language @ as the UK
had its BREXSHIT

O Q1 ®» Vv

europeanparliament & 1d
© Hey there! English is also an official language
in two EU countries - Ireland and Malta 11 ' &

O Q2 © V

£\ greenloopstore 19/4/24
\e Replying to @europeanparliament

So September 6, right? (From an American)

© Q1 B Vv

europeanparliament & 22/4/24
© European elections :-)

O Q @ Vv

’ susanredmond72 3/5/24
° Replying to @europeanparliament

NO
O Q1 @ v

europeanparliament & 3/5/24

© Dear Susan, if you do not vote, you let others
decide for you. Voting is your right to choose
your representatives and shape together the
EU future. Let us know if you need more
information about voting modalities. Best,
Parliament's Social Media Team

O Q1 ® v

__xo.tiffany.xo__ 14/5/24
© Ladies... you get to be a man for 24 hours.
What is the first thing you're doing? = » ()

O Quk Q¥
europeanparliament & 14/5/24

© UseYourVote &
(if staying a woman, same thing) &3

O Q @ Vv



Trends T what's hot?
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TikTok

TikTok

as a driving force
for new social
media era
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Everyone can be a content creator

Rise of Short-Form Video Content
Content Discovery Through Algorithms
Cultural Impact and Global Reach
Focus on Real-Time and Raw Content

Youth Engagement

R Funded by e
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Authenticity

Authenticity Is
the key

Funded by J-
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Authenticity builds trust and transparency

People want to follow real humans, not corporations

Authenticity fosters a positive and supportive online community

Users stick with networks and follow accounts that consistently deliver
real, relatable content, reducing churn and increasing platform loyalty

Authentic interactions lead to higher levels of engagement

[l Funded by -
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Social commerce

0°0

Soclal commerce
uprising
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Seamlessly integrating purchasing processes into social media
platforms

Direct Sales on Social Platforms
Integration of Shopping Features
Influencer-Driven Marketing
Personalized Shopping Experience

User Reviews and Social Proof

Funded by J-
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Al | VR | AR

Al | VR | AR

Incoming

. Funded by J-
X the European Union Ppwc




Real or fake?

Personalisation and Al

AR Filters and Effects
Virtual Environments and VR
Al in Content Moderation

Enhanced Shopping Experiences

R Funded by -
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CGl on the roll
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CGl on the roll
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CGl on the roll
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Atrask savo Zolinés
Ziedg su paieska &
apibraukiant funkcija!

Paprastasis’saldymedis Paprastasis Ciobrelis
Naudojamas maisto pramoneéje, Zinomas dél savo gebéjimo stiprinti
ramin@kuang ir protg imunine sistemq ir apsaugoti nuo blogio

SAMSUNG




What's next?

Predicted Trends

1 Privacy-Focused Social Media Growth

Rise of Social Commerce

Expansion of AR and VR

Enhanced Use of Al for Personalisation and
Moderation

s Authentic Content and Influencer Marketing

* Funded by J-
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Topics for
consideration
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Social media & crisis communication

Handling Misinformation: managing fake news and misinformation on
social platforms

Crisis Management: real-time response and communication during a
crisis

Reputation Management: proactive reputation management

Funded by _.-
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Handling Misinformation

Deepfake

A deepfake is Al-generated fake content
shared on social platforms to mislead,
often depicting people doing or saying
things they never did.

[l Funded by -
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Handling Misinformation

Bots | fake profiles

Social media bots amplify
misinformation by mass-sharing false
content and creating fake popularity.
They manipulate trends and simulate
public support, making it harder to
detect false information. This increases
the spread and impact of
misinformation.

[l Funded by -
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Handling Misinformation

8 Pro-Trump Russian
N Twitter Bo__t Exposed

Bots | fake profiles

Social media bots amplify
misinformation by mass-sharing false
content and creating fake popularity.
They manipulate trends and simulate
public support, making it harder to
detect false information. This increases
the spread and impact of
misinformation.

KR Funded by e
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Handling Misinformation

Fake news

Misinformation on social media refers to
the spread of false or inaccurate
information, often unintentionally, which
can mislead users and distort
understanding of important topics or
events. It can easily go viral, influencing
public perception and decision-making.

[l Funded by -
W the European Union PpwWcC




Regulatory and Ethical Considerations

GDPR and Data Privacy: impact of GDPR on social media practices in F
Europe

Content Moderation: the balance between free speech and content
moderation on social platforms

Ethical Advertising: importance of transparency in influencer marketing
and native ads

KR Funded by e
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How to connect?

[ )
Youngsters g Millennials I’HJ GenX

200 0000 O DO 006D
©® 09 90090 © 0 v VOV

Authentic communication Networking, interest groups Networking, active groups, Authentic communication
based on trends, interests and niche communities news and society interests based on interests,
and personalities communities and

networking experience

De

: L
[ -
General public =%a
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Coffee break
(10 minutes)
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Presentation by DG
ECFIN, SG RECOVER,

and DG COMM,
European Commission
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NextGenEUT Green Strand

Using social media in top layer campaigns

*
#
* *

*
e

L



Objective, targeting and timeline

A Objective: building awareness of the NextGenerationEU and Recovery and Resilience
Facility with a focus on green issues, primarily clean energy and mobility; protecting our
environment and biodiversity; sustainable food and agriculture; and responsible consumption

A Geographical scope: all Member States (except for Bulgaria, Hungary, The Netherlands,
Poland, Romania and Sweden)

A Targeting: primarily Generation Z (young people between 16-24 years old) and people
between 16 and 44 years old

A Timeline: started in October 2021 and lasted 6 weeks

A Channels: Social media, display ads



Channels

Social Media Display ads

e w European Commission posted a video to playlist #£UGreenDeal
= 3oulube Searct p [ playl

- = October 30, 2021 - @

Want to see Europe's most famous sites from Barcelona to Berlin to Budapest, but want to travel
eco-friendly? we 3¢

Don't worry, with #NextGenEU, we are:

4 Investing in low-carbon travel, like high-speed rail

... See more
“

-

IHES

LMY foseue, N |

MARETT

REAI

LA

T ——
4 5 »pl ONGESIGSS

NextGenEU - Yes to healthy food!
e PR, D) @ &=

AAOV wlnssin 4 vinnr Ana




Creative assets for the campaign

A The campaign included 3 videos, each
with a distinct theme: Food & Nature,
Fashion & Repair, Transport & Travel

AShowi ng what dAMake i
mean in the context of eating, shopping or
mobility: relatable and understandable
across Member States.

A Humorous and light tone, current cultural
language + fresh, contemporary look

KEEP IT SHORT
KEEP IT SIMPLE, LESS IS MORE

Transport & Travel video



Green strand results

A Reach: 92.3% (of target audience aged 18-44) or 102,527,369 (number of
people reached by multiple channels)

A Impressions: 2.06 billion
A Post engagements: 86,147

A Video views: 379 million

A Link clicks: 3.8 million

102 M people reached
92.3% of target audience



Effective use of social media
for RRF communication

Tips and best practices by DG ECFIN/ SG RECOVER




DG ECFIN Social Media Channels

X Facebook LinkedIn

(@ecfin) (EU economy) (EU Economy and
Finance)



REGOVERY AND RESILIENGE FAGILITY

Payment
A moreresilient Establishing a
and cost- one-stop-shop
efficient \ for all electronic
health L public
m system 4\,(. hﬂlpfleSk
service

\
""J
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m  EUEconomy &Finance %
@ecfin

#HNextGenerationEU: The @EU Commission has
today disbursed €18.5 billion to Italy | B under the
Recovery and Resilience Facility.

The third payment comes after Italy § B completed
54 milestones and targets of its national recovery
plan. i



Simplifying RRF Terms

\ recovery and resilience plan <-> national plan
\V  milestones and targets <-> investments and reforms
\y  pillar <-> policy area

v twin transition <-> green and digital transition



REGOVERY AND RESILIENICE FAGILITY

What’s in store for young people?

M aun blaae 0O
d Agapi (23) received Patrick’s (20) university
. avoucher tobuy curriculum was
cl alaptop for her modernised to
studies. | bhetter match
labour market

Rhey (17) henefitted from
various training and
work experience
opportunities
to develop his
career path.

il
FRANGE



RECOVERY AND RESILIENCE FACILITY

€153.4 billion has been disbursed

€56.5 billion

Pre-financing to
21 Member States

€17.3 billion

Green Transition

€4.3 billion

Policies for the next generation

€8.9 billion

Digital Transformation

€23.1 billion

Health, economic, social and
institutional resilience

€25.2 billion

Smart, sustainable and
inclusive growth

€18.1 billion

Social and territorial
cohesion

Commission


https://support.microsoft.com/en-us/office/make-your-powerpoint-presentations-accessible-to-people-with-disabilities-6f7772b2-2f33-4bd2-8ca7-dae3b2b3ef25#PickTab=Windows

"

| Over ‘@

{is0 I

~ milestones and targets satifactorily
- fulfilled relating to reforms and
- investrnents made by EU countries

56miion Q)

additional households having internet
. access provided via very high capacity
networks thanks to RRF support

e REGOVERY AND RESILIENGE FACILITY

Close to

€295 piion €

disbursed to support Mermmber States’
. econornies

Buiion ()

megawatt hours (MWh) saved in
- annual energy consumption thanks
- to RRF support

Key fisures

€150 bilion &2

; in additional support for Member States
- through the REPowerEU chapters of :
- national plans and new loan requests

. m“"o“ B 2

I

Q"

people whose education and training
- efforts have benefitted frorm the RRF.




REGOVERY AND RESILIENGEFRGILITY 27T =3 Y8 =TV Y Ly 1h] 1

FRANCE: REDUCING THE ENERGY BILL OF
HOUSEHOLDS

» The energy renovation of more than 1.5 million
households will be supported from €1.9 billion for
social housing and the “MaPrimeRenov™ subsidy

scheme for private housing.




Tips and best practices

A Highlighting concrete projects and using storytelling elements
A Identifying of main communication moments

A Clear and easy-to-understand messages

A Four RRF project videos in BE, DE, EL and PT

A Food for thought: Social media account of the Greek national recovery plan
on X, LinkedIn and YouTube



https://x.com/greece20gov
https://www.linkedin.com/company/greece20gov/
https://www.youtube.com/channel/UCVnHCGZASHAb_4azdVcZGqQ

RRF project videos

o ;3&?;&%’: '
AT

theskEUiis;investing
in the future:of Europe.

Germany
 — — \

—

E6K
lE CAMPUS

CHARLEROI

Portugal Belgium



https://audiovisual.ec.europa.eu/en/video/I-254477
https://audiovisual.ec.europa.eu/en/video/I-255376
https://audiovisual.ec.europa.eu/en/video/I-255372
https://audiovisual.ec.europa.eu/en/video/I-259805




