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y ou don bldre tleax 60% 0Of !
the population use Internet on a daily basis

The average time spent on a website Is
(and 1 f you donot spark 1 nt e
probably arenot going to).

deodns r ead 1lain talmé hlmd aadlo
been I nteresting for them

LB



are struggling to
compete with digital channels, blogs and social media

Digital websites are preferred about the

world. New generations only consume social media
platforms, such as TikTok.

Almost uses
soclal media in some form
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climate neutral Europe COO pe ratiO n
COVID-19 Cross-border crossborder

cooperation E U G reen

Deal european commission BOOStI ng the d Ig Ital

European Cooperation Day European Parliament

finland France health Healthcare interreg p resence Of I nte rreg

interreg30 Interreg Alpine Space
I nterregAnd Me Interreg Central

Baltic Interreg Central Europe Interreg Estonia -

Latvia interregional Interreg North-West Who is your target audience? How to engage with
Europe Interreg Northern Periphery
and Arctic Interreg POCTEFA podcast project

them through your programme website? How to use

results Projects Regiostars Season 1
season 2 sports Sweden transnation

Transnational

storytelling and which should the content principles
be?




Consultation |
with the Interreg community
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I ERIEWS (5 participants) Respondents




Our target audience

archetypes

. . . Staff working in
The Pol | ThgDecision The potential .
maker maker applicant The Dbene fprogramame yS

or MA
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Our target
archetypes

The Policy maker

YES: Easy-to-understand overview of
Interreg and programmes; regional
impact stories; examples of impact
made by Interreg

NO: technical language; English at a
too difficult level; unclarity on where to
find more in-depth information

Represents local, regional & national policy
makers, CoR, EU Parliament members...

1E)

audai

enece

The Decision maker

YES: Easy access to high quality
info that is trustworthy for
decision-making; high quality
examples of impact made by
Interreg

NO: relevant info that is difficult to
find; content that require expert
understanding of Interreg; non-
intuitive navigation

Represents ministries, national agencies,
regional & national authoritites...



Qur t

arget audlience
archetypes

The potential applicant The beneficiary

YES: Clear guidelines and visuals YES: Feeling as a part of something
explaining the application process; bigger than just one project;

access to a joint and updated database understandable info that can be
of open calls; info to understand Interreg filtered according to relevancy;

overview of impact of programmes

NO: too technical language; complex and projects

info about the application process and

funding NO: too technical language; content
that does not offer regional or

thematic focus

Represents regions, tradefindustry Represents regions, tradefindustry
associations, universities, knowledge associations, universities, knowledge
institutions, municipalities, NGOs... institutions, municipalities, NGOs...

1E)
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OQur target audi ence
archetypes

Staff working in programme Joint Secretariats or Managing Authorities

YES: Accessible and filterable info about relevant programmes; well-conveyed
examples of the impact of programmes and best practices; access to news from the
world of Interreg in one single platform (through subscription).

NO: outdated data (not trustworthy then!), info about programmes relevant for
cooperation but too difficult to find

Represents Joint Secretariat, communications
managers & officers, head of the Joint
Secretariat...

1E)
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Strategic
objectives

Not only important for
website but also for
social medial

Clearly establi st
v |l nt er bgand

Why, what and how

Rel evance and | mp

Showcase societal | mpact
territories

Overview of the programme

v Easy understanding of programme and access
to applicants to funding information.
Y Engage through storytelling

People and impact before numbers and stats.
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What IS
0storytelli ngo?

Memorable and impactful campaigns by shifting
the focus from projects features to narratives
that evoke , capture the imagination and

reflect the programme and projects’



Digital storytelling trends

Use of interactive &
Immersive elements

Use of data &
visuals

Per sonal i
cust omi z a

Collaboration & co-
creation

The audience can participate and experience our story.
Tools: quizzes, polls, opinion, surveys, games, call-to action sentences...

Data & figures are very powerful when it comes to supporting our story. They make it
more believable, relevant, compelling. However, data alone can be boring & abstract.
Tip: use nice visuals (infographics, charts, maps...) Don’t forget that data supports the
story, so we need a nice story that people can relate to ©

Tailor your storv to the needs, preferences and interests of your audience.
Include facts or info that are meaningful to this specific audience.
Adapt the content to their behavior, language and demographics.

Involve other actors in the process of making your stories: stakeholders,
beneficiaries, experts in the field, programmes with similar challenges...
Tips: interviews, real people stories, guest posts.



let'snot f or get é

Retention rate Is

the key indicator

Al gr owin
| mpr oving

Include the
dexperien
content

Video and podcasts

Retention rate is the new engagement rate.

Attention is now the world’s most valuable commodity so we don’t fight now to attract /
engage our audience; we fight to KEEP it, to make them stay.

Tip: Entertain your audience through education - Edutainment

Al has been there for a long time but now it can improve by itself exponentially.
Howsaver, it sucks at soft skills and reasoning skills.

Therefere: let’s focus on those aspects and co-create content with Al (collaboration).
Quality content that’s worth reading & sharing. Also, good videos.

Google searches are based on: EAT (expertise, authority and trustworthiness).

Now - EEAT: inclusion of an extra E (experience).

Al cannot generate real-word experience like people can. This gives human content
and advantage (testimonials, first-hand stories...)

Video is still the king. Shorter and shorter.
Edutainment videos, with sense of humor.
Engaging podcasts are exploring the possibility of being filmed.



Quick exercise! J

Lb Dwh' t {

Who do you think is

Pol i cy maker
Deci si on maker
Potenti al appl i cant

Beneficiary
Staff 1 n JS and MA

or b v e
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European Commission launches
call for local climate actions:
Interreg projects welcome

THE NEWS AT INTERREG.EU

26 March 2024
The European Commission has launched the call "Communities for Climate". It

aims to support local citizens' actions to respond to climate change. Interreg

project partners are encouraged to seize this opportunity for additional support.

1.Policy maker
2.Decision maker

| | | . | 3.Potential applicant
Climate change is no longer a distant threat but a pressing reality. Floods, fires, droughts, and the L
loss of biodiversity are impacting people worldwide. In response to these climate, ecological and 4 . B en ef| Cl ary

related socio-economic challenges, the European Commission has launched Communities for c
Climate (C4C), a call that aims at supporting local citizens’ actions to respond to climate change. 5 . Staff N J S an d MA

16 m Objectives and details of the call
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European Week of Regions and Cities
Home | Partners v | EURegionsWeek closetoyou v | Media v | About v

‘

Y 58

Home > Interreg, an example of cooperation beyond EU that can make regions thriving and Europe stronger

Interreg, an example of cooperation beyond EU that can
make regions thriving and Europe stronger

Regions and cities play a fundamental part in how the EU works. That's why cohesion amongst each
other is essential and why the EU Cohesion Policy is vital in promoting such bonds.

The European Week of Regions and Cities is an annual four-day event promoting regional and local
development. The core focus of this week is the EU Cohesion Policy that we mentioned above, and

the impact this has on regions and towns across the member states.
Interreg Europe is a series of programmes aimed at stimulating international regional cooperation

and growth.

1E)

1.Policy maker
2.Decision maker
3.Potential applicant
4.Beneficiary

5.Staff in JS and MA
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Cooperation can be complex; Co-funded by
L . . I nte ra Ct the European Union
our job is to make it easier. :

Interreg

About Programme Project life Communication Finance Synergies
Interact management cycle & visibility & & Q
& our service and more control cooperation

Join our team, we are hiring!

Jobs and tenders
09 February 23 3 minread
We currently have four open positions.

Are you experienced and professionally interested in budgeting, cash flows, management verifications,
simplified cost options, decommitment and eligibility of costs? Then one of the positions as Specialist
in Interreg financial management in our Turku or Viborg office might be interesting for you.

Is Interreg programme & project management more your field of work? Then apply for one of the two
open positions for specialists in this field in our Viborg office.

You can find more information about these four positions and how to apply here

The deadline for applying for the positions in Viborg is 19 February 2023 at 13.00 CET. The deadline for
applying for the position in Turku is 28 February 2023 at 16.15 EET

1.Policy maker
2.Decision maker
3.Potential applicant
4.Beneficiary

5.Staff in JS and MA
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Cooperation can be complex; Co-funded by
L . . I nte ra Ct the European Union
our job is to make it easier. :
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REGIONS

Fifteen major Interreg hubs, by number of projects (2000-

Are there Interreg 2023)
cooperation hubs in
Europe?
. No. of % of all
NUTS2 region : :
projects projects

For more than thirty years, Interreg has been
enabling regions to work with each other Latvia 1110 4.1
across borders. Some have been cooperating
more intensely than others. What makes Central and Western Lithuania 1101 4.1
them special and how can we see the effects
of cooperation in the long run? We will be Southwest Czechia 1075 4.0
exploring these questions in a series of
articles. Estonia 1040 3.9

Measuring the intensity of cooperation Northern and Eastern Finland 1037 3-9

What would an Interreg cooperation hub look like? In this series, :

) ) ' ' Western Slovenia 1023 3.8
will consider as Interreg cooperation hubs the regions that have
articipating in more Interreg projects over the years. The more :
participaling n MOTe TIETTEE projects oer The years. Policy mak
projects the organisations of a given region take part in, the more i -
Decl sl on n

project partners from other regions they need to cooperate with, and
the more their region moves to connect many different networks
whose touching points might otherwise not even exist or exist
elsewhere.

Ta

Potenti al
Benefil cl ar
St af f |l n J

O & Gy =



REGIONS

Fifteen major Interreg hubs, by number of projects (2000-

Are there Interreg 2023)
cooperation hubs in
Europe?
. No. of % of all
NUTS2 region : :
projects projects
For more than thirty years, Interreg has been
enabling regions to work with each other Latvia 1110 4.1
across borders. Some have been cooperating
more intensely than others. What makes Central and Western Lithuania 1101 4.1
them special and how can we see the effects
of cooperation in the long run? We will be Southwest Czechia 1075 4.0
exploring these questions in a series of
articles. Estonia 1040 3.9
Measuring the intensity of cooperation Northern and Eastern Finland 1037 39
What would an Interreg cooperation hub look like? In this series, :
Western Slovenia 1023 3.8

will consider as Interreg cooperation hubs the regions that have
participating in more Interreg projects over the years. The more
projects the organisations of a given region take part in, the more
project partners from other regions they need to cooperate with, and
the more their region moves to connect many different networks
whose touching points might otherwise not even exist or exist

elsewhere.

4.Beneficiary



Soclal media  trends
and tips

We are 7 billion humans. No one cares about what

we do.

Our job is to make people care.




Social media trends

Threads landed in Europe. A rival and alternative to X.
OThr eads©o6 Focus: debates, real discussions ar«! public conversations.
Ask questions, make people reflect on something... but don’t promote yourself!

It has hit a billion members worldwide.
The platform which provides the biggest organic (not paid) opportunities.
Not purely professional CVs / posts; now: life sKkills, talent advice, leadership, tips...

SOCiaI Iistening Everyday, our stakeholders are discussing about us or themes that affect / matter to
becomes key us. We must listen to know what their sentiments/interests are.

Ta
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What can you

Articles and news
Bigvent s
Engaagviindge o s
Studies, reports, pollsé
Podcasts

Call for projects

Open positions

as a programme
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Tips for optimal posting

‘ Bebr laemfdl eflankgiyn!f o

‘I ncor marnetrBicgur e s

‘ Use symbols like 6 & 6

‘ Substitute words with emojis

‘ Include hyperlinks 1 if they are too long, shorten them

‘ Use pertinent hashtags to facilitate content reseach, enhance
exposure and create hashtag-driven campaigns

‘ Call to action to read all the info

1a



TIi psofpon mal posting

‘Usanengagtiirtg e
‘ Include bullet points to:

Use symbols like 6 & 0
Substitute words with emojis
Include your web links 1 If they are too long, shorten them

‘ Tag relevant profiles
‘ Use good audiovisual content (gifs, videos, picturese )
‘Letthteetxrt eddtihf fpaeagranmpsages

Ta



Some examples

Engaging title
Hashtags

Emo

S

“ interreg Baltic Sea Region

an the #mentalwellbeing of individuals be

po
Our #MadeWithinterreg project #Art

OnDrcscrlptlon s partners beli

tep into the challenges public authorities face and the innovative solutions

ered by this project thanks to Marta Ciesielska, project partner from the

tarshal’s Office of the #WestPomeranian Region

5 & https://Inkd.in/dWREJS2f

S hOI’t hyperl | n k ABSR EUSBSR Policy Area Culture #PolicyAreaHealth Interreg Pomorze

Tag mention

High quality picture

Zachodnie

Ver traduccion

vely affected by the power of

-«‘

W




Some examples

e R ® Emojis

Engaging title intereg makes s ifference Hashtags

#sustainabletransport =

DCive into a range of projects focused on making transportation more eco-friendly
and efficient, with initiatives in:

Multimodal urban mobility
Freight transport
€02 reduction

Bullet points

Ca” to aCtion, You can download the compilation of example in the media section of our website
. hitps.//interreg.eu/media/
short link

Whether it's strategic regional planning or completing the puzzle of transport
cornidors, Interreg is working towards a connected and greener Europe

Projects from Interreg North-West Europe (MWE), Interreg IPA ADRION
Programme, , Interreg Baltic 5ea Region, Interreg IPA CBC Greece - Albania, ——— Tag relevant
Interreg CENTRAL EUROPE Programme, Central Baltic Programme, Interreg people

30 Alpine Space Interreg ﬁresund-l{attegat-ﬂkagerrak and Interreg ltaly Croatia




Le&practd ce

IN GROUPS

Write faomposd wall t hmetdhee 1 nf or m

Have you heard of This Is Eurcyibe Interreg Podcast? |t
explores how the Interreg community collaborates with a w
range of people, from fishermen to entrepreneurs,
strengthening cross®order ties and addressing issues like
climate change and youth in Europe. You can now listen to
episodes like 'What now for Europe?', "'The Next Generatio
Europeans', or 'The Power of Social Inclusion'. Explore the
stories herenttps://interreg.eu/podcast/

It's also accessible on Spotify.



https://interreg.eu/podcast/

Possible solution é

y I @3S ez2d iU EAENR IS S NNS 3
SELJX 2 NB DRMNESzy A1é O2ffl o

f
NI y3IS 2F LIS2LI ST FTNRY FAa
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€ UCKS t209SN 2® {20A1f LyOfdzaA2y
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https://interreg.eu/podcast/

The 10 elements that
make a web story
worth -reading

The era of the digital over-information. We need our
readers to be interested in our story. So interested
that they want to stay.




""To wWehom
Factor s

of

QReIevance. Cont ent m
target audi ence

rel evart



How do people
choose

what to engage with?
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Factors
of relevance

From the study “What do News
Readers Really Want to Read

about?”, by Kim Christian Schrgder.

**Reuters Institute for the study of
Journalism.

Figure 3 The factors that drive and define news relevance

BRAND
(dis)like

PREVIOUS
KNOWLEDGE
(from the
cross-media
environment)

NEWS STORY
TOPIC
(headline and
subheading)

PROXIMITY
GUILGELELT
geographical)

SOCIABILITY
(assumed
interest of
others)




a Hot / breaking news

Novelty
Unknown facts



« See all news articles

I mi:erreg - fh:'fé‘:;*;:: _— About Calls for Projects Interreg Highlights

Group of High Level Experts calls
for a stronger Cohesion Policy post
2027

THE NEWS AT INTERREG.EU

21 February 2024
The Group of High-Level Specialists on the Future of Cohesion Policy has

published its final report yesterday. The document emphasizes the key role of
Cohesion Policy to redress the EU's structural economic problems. For that, "it
must enable all its people to use their full potential, wherever they live", they

write.

..,;gxa:_fﬁ:-'o;“b! Sa-&m,}
E Report of the High-Level 5,
N Group on the Future

of Cohesion Policy = 43




Not only geographical
Also, emotional



Human
pr oxi mi

A Something that affects
your life, your family,
your work

t

#InterregAndMe

W

“I couldn’t see my grandchildren
in the water anymore and realised
| need to get this seen to”

By Cathy McGarry, Interreg VA
Programme

anet Cairns, aged 62, from Portadown in Northern Ireland, was
diagnosed with wet age-related macular degeneration in

September 2021, a condition which can cause rapid
deterioration in central vision.

Janet sought support from the Need To Talk project. Funded through




Geographic
proximity

ALocaI | S

r el




° Curiosity / peculiar fact

Something rare, unusual facts
Difficult to see or encounter



PACAM

Project overview

The Amazonian - Caribbean basin is a rich area

in cultural and artistic terms in the sphere of live
performance, which is made up of as many numerous
micro-markets as territories located in this large
area. Mevertheless, the limited exchanges among
artists, among the diverse artistic teams and cultural
structures hinder the transmission capacities of
skills and innovation, along with the production of

live performances. Emerging young artists also find

it difficult to access high-quality art trainings in the
territory of the Amazonian - Caribbean region whereas
established artists are often forced to immigrate to
other territories (Europe, Canada, United States...)
since the chances of employment at home are low.

During the healthcare
crisis, we have
proposed a “Circus in
all its phases”. The
idea is to promote
exchanges allowing
completely different
audiences to come
together in order

to create living
postcards.”




Al so 1 n
struggl e

t

h e

Sense



Evegwyodt ory
h a sonflict

A Is there an element of
struggle in your story?

A Is what you're
describing helping a
stakeholder to address
a real challenge that
significantly impacts
their lives or
jobs/businesses?

“We are sorry,
we are unable to proceed
with your hiring.

We wish you the best
in your next search.”

AKETTTANYIOTHIY, r)»;,f,;,r:_]!‘}r}r, i ;:_(b;qr{;“r SO AL ereconomic

Men Y008

= 1E)



eEmotion / human |

Stories that somehow touch
our heart or move us

nt e



Would you go on stage and perform in a
comedy show or an acting sketch, having
never done so before? Would you scale UK's
highest mountain, Ben Nevis, just to prove
to yourself that you can? Would you have
the courage to take yourself out of your
comfort zone and go gliding? These are the
stories of everyday people who live with
sensory loss and with the support of SEP
have successfully overcome these challenges.

ith

Sensory loss

On 10 September 2012, seven blind and eight
partially sighted people, accompanied by their
guides, climbed to the summit of Ben Nevis,
a peak over 3,000 feet above sea level. This
feat was realised thanks to the Sensory
Engagement Programme (SEP), an innovative
cross-border project that has bettered the
lives of hundreds of people with auditory and
visual loss.

WHEN THE GOING GETS TOUGH, THE TOUGH GET GOING

managed by the Special EU Programmes Body,
has brought together four of Northern Ireland
and Republic of Ireland's largest organisations=
RNIB NI, Action on Hearing Loss, NCBI and
DeafHear-providing support and advocacy
services to those with sight and hearing loss.

Already a host of inspiring stories can be told
after just three years of this cross-border
cooperation. One such case is that of Eileen
Clarke, a registered blind woman in her 60s,
and Tony McFadden, a young man in his late
twenties, who is profoundly deaf. Both were
forced to confront the trauma of losing one
of their senses. Nevertheless, they decided
to overcome their pain and frustration and
come to terms with their new situation. They
are the living proof of human strength and
perseverance and also of the saying ‘when the
going gets tough, the tough get going'.

1 had hearing for most of my life, so when |
lost it, as a result of neurofibromatosis, | had
a very difficult time', explains Tony. 1 can
honestly say that | took my hearing for granted.
To go from hearing birds singing, water running
and listening to TV and music, to losing the
ability to hear those things, was world
changing. | withdrew from society and this
had a very negative impact on my mental
health, as | became a very angry person.

It felt verv lanelv.'



InclusiveArt - Access to Culture
for Disadvantaged Children and Youth

AS an artist,
| turned my life
into a work of art.

Wierrey - iFA Lou -

Romania- Serbia

Arthur Rusznak

RORS - 22

Interreg-IPA Romania-Serbia Programme fo-
cuses on youth with the help of projects de-
veloped in cross-border region



G Consequences / impact

Does the subject of the story you are
tell i ng have an 1 m



~
WORLD BANK:+-BLOGS HOME ALLBLOGS TOPICS CONTACT ﬁ
N

Published on Data Blog

The impact of COVID-19 on global health

FLORINA PIRLEA & EMI SUZUKI | JULY 26, 2023

This page in: English

ATLAS Of *@ecceecose

Sustainable Development Goals

..
[11‘;‘,‘ WORLD BANK GROUP

SDG 3 aims to ensure healthy lives and promote well-being for all. COVID-19 took a catastrophic toll
on global health with many excessive deaths resulting in lower global life expectancy at birth by over

1.5 years. A reversal of global life expectancies at this scale was unprecedented since the early
1960s.

But COVID-19 vaccines were developed in record time. How did they impact the trajectory of the
global pandemic?

High and upper-middle income countries have much higher rates of vaccination against COVID-
19 than lower-income countries



Q Interesting, well  -crafted narrative

The way we write
Fouretips

.
I (
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1) The inverted pyramid (most important message first!)

, Most Newsworthy Info

Important Details BODY

Other General Info

(Background

i rtant |I'Ifﬂ]
~ importan TAIL




2) The 1 mportance of a c¢cl ear

a! DL/ Chwa; [!

‘ Witty: original, creative, different

‘ 2ithy: short (70-80 characters), simple sentence (who & what)
‘ S eflat ¥ r aecng avgel ng

‘ Hitty: focus on the readersobenefit

‘ Self-explanatory (I can extract it from the article). Who and what

‘Recommended structure: subjec



Man has bacon and eggs for breakfast
but the bacon Is made from human flesh

CK2Y Il aQRLMNA N v20Sta |0
| FyyAolf [ SOUOSNJI



3) Accuracy, Brevity and Clarity (ABC of effective
communication)

ccuracy: language must be
precise in order to express only what
Is intended to be sald and not leave
room for misinterpretation.
For instance, we must avoid,
whenever possible, vague
expressions regarding quantity, such
as: several, some...

evlty, shortness: the most

effective way to convey an idea is
short and direct sentences in an
active voice.

For instance: ‘'many good ideas were
presented in the seminar.. can be
replaced by "the speakers presented
many good ideas during the seminar.

larity, simplicity: simplicity in
the message. What we say must be
understood by anybody, also outside
the Interreg world, so we should use
easy, simple sentences, no jargon,
not too much technical language.
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4)

=

aln |l anguage principl

Avoid jargon and technical terminology. Use everyday words

hor , di rect sent eamMoe snoirre an acti v
h dre ONOI’dS

No fluffl Say only what has real added value. Remove
unnecessary things
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°Good mul t1 medi a mat e

5 reasons to include images In
your digital content






They quickly attract
attention

. Thegyonvacyonc e
SI mpl vy

They make the content
more memorable

. Thearmor kil kel
t meshar ed

Most people are visual
learners
Readers are |1 kel

6 5% oo f t he cont ent
|l mages.




Tips to work with images

‘ Position images to break up text
‘Ensutrhdeema'gaccur,eancer opanmaeagmeeal I n
‘ Ensure the link between the image and the text is clear

‘I nclahdeghualpitcyt ur e
‘ Use people and faces

‘Uséemhi ma gfedrn s ti anpta c t

‘ Use charts, infographics to summarize the key points (social
media)

Ta
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Tips to work with images

‘Ched:lmagpcermi SSI ons

Free resour ces:
https:/ / pil xabay. com

https://unsplash.com

TypeoCr eati ve commonGeaglel mages

Openverse: https://search.creativecommons.org/


https://search.creativecommons.org/
https://pixabay.com/
https://unsplash.com/

Quick practice! J

Lb Dwh' t {

Which tip are
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By Ester Laurell, Interreg Central Baltic
Programme

Central Baltic programme ; : ;
s @ need translation with this

page?

The landscape here was formed by
ice age 10 000 years ago (that's why
we don't have any alps. They were
all grinded away by up to 3-
kilometre thick and heavy ice). It is
a fascinating and challenging
environment: the open horizon,
thousands of small low islands, the
vast, unspoilt nature, exposed to
sea, wind, sun, and storms. People
have survived here by fishing,
sailing, farming, constructing,
transporting, - and nowadays also
by tourism, municipality services
and distance work. But often you
must be a “Jack of all trades”.
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Police use batons on crowd in
Barcelona

Europe
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Oct 31, 2022

8 Ways To Promote
Corporate Social
Responsibility On
Social Media

Articies = Digital Strategy «
Digital Management and Leadership

Written by Clodagh O'Brien

Main image from DMI blog post on Social Media CSR
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'.'. ABOUTUS ~ WHATWEDO - CAMPAIGNS - LATEST » CONTACTUS -

Leading Environment and Climate Organisations Score
European Parliament's 2019 - 2024 Performance

Brussels, 15/04/24 — New in-depth data research from five leading climate and environment organisations
reveals that only a minority of MEPs during the 2019 - 2024 mandate acted to protect Europe’s climate, nature
and air quality. The majority of MEPs acted instead as either procrastinators or prehistoric thinkers, delaying real
action with patchy and inconsistent voting records, or worse, completely failing to rise to the challenge of the
crises Europe is facing.

The potential benefits to citizens of a socially just transition to a climate-neutral, nature positive and zero
pollution Europe are enormous and over the past five years, the European Parliament has had the power and
the opportunity to act boldly to lead the European Union down this path. This June, citizens will be able to hold
their representatives accountable for their recent parliamentary performance and demand higher ambition from
the European Parliament in the years to come.

To support this, BirdLife Europe, Climate Action Network Europe, European Environmental Bureau,
Transport & Environment and WWF European Policy Office have analysed European Parliament voting
records of the last five years to provide citizens with an interactive overview that scores all the national political
parties and European Parliamentary Groups based on their voting performance.

1E)
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of

strengt h:

How embedded

Article on the COVID

r e S e

COVID-19: six months

on the frontline
®®6@®

By Ocbora Evanson nd oanms o (T sty o the st i gy of
the Shorthand Awards 202)



https://www.ahpsr.org/stories/pillars-of-strength-embedded-research-resilience-mozambique/
https://www.imperial.ac.uk/stories/covid-19-first-six-months/

iterrey Co-funded by
North Sea the European Union

Get in touch

Programme login

Project login

About us v Our impact v Funding v Explore projects Resources

Pushing change,
driving transitions

We help innovators get their game-changing ideas
off the ground.

FIND OUT MORE

- 15

News & events v
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8.Usehart s, gr aphs,
and I nfographics
to summari ze key po

This infographic is taken from issue 50 of Delayed Gratification
magazine.

This infographic is taken from issue 50 of Delayed Gratification magazine.



