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4 out of 5 readers donôt read an article if the headline has not 

been interesting for them 

If you are not online, you donôt exist! More than 60% of 
the population use Internet on a daily basis 

The average time spent on a website is only 15 seconds 

(and if you donôt spark interest in that time, then you 

probably arenôt going to).
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Printed newspapers and publications are struggling to 
compete with digital channels, blogs and social media

Digital websites are preferred to be informed about the 

world. New generations only consume social media 

platforms, such as TikTok.

{ƻǳǊŎŜΥ wŜǳǘŜǊǎ LƴǎǘƛǘǳǘŜ 

Almost 75% of the population over the age of 13+ uses 
social media in some form
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Boosting  the digital 
presence  of Interreg
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Consultation
with the Interreg community

CƻŎǳǎ DǊƻǳǇǎSurveys

мнл 
{ǘŀƪŜƘƻƭŘŜǊ 
wŜǎǇƻƴŘŜƴǘǎ 

1 

Stakeholder Focus Group
(7 participants)

7 

Stakeholder 
Interviews

9 

Sonar Stakeholder 
Interviews

1 

Interact Focus Group
(5 participants)

30 

InteractRespondents

р 
{ǘŀƪŜƘƻƭŘŜǊ 
wŜǎǇƻƴŘŜƴǘǎ

2 

Interact 
Respondents

CƻƭƭƻǿπǳǇ 
ƛƴǘŜǊǾƛŜǿǎ

Interviews + Sonar

www.interreg.eu
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Our target audience
archetypes

The Decision 
maker

The Policy
maker

The potential 
applicant

The beneficiary
Staff working in 
programme JS 
or MA

1 2 3 4 р 
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Our target audience
archetypes

The Decision maker

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

The Policy maker

Represents local, regional & national policy 
makers, CoR, EU Parliament members...
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Our target audience
archetypes

The beneficiaryThe potential applicant

Represents regions, trade/industry 
associations, universities, knowledge 
institutions, municipalities, NGOs... 

Represents regions, trade/industry 
associations, universities, knowledge 
institutions, municipalities, NGOs... 



10

Our target audience
archetypes

Staff working in programme Joint Secretariats or Managing Authorities

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

Easy understanding of programme and access 

to applicants to funding information.

Engage through storytelling

People and impact before numbers and stats.

Clearly establish 

Interregôs brand

Why, what and how

Relevance and impact

Showcase societal impact of Interreg in the 

territories

Strategic
objectives

Not only important for 

website but also for 

social media!
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shifting 

the focus 

 emotion

What is
óstorytellingô?
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Use of interactive & 
immersive elements

Use of data & 
visuals

Personalization & 
customization

Collaboration & co-
creation

Digital storytelling trends
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Retention rate is 
the key indicator

Let ´ s not forgeté

AI growing & 
improving fast

Include the 
óexperienceô in your 
content

Video and podcasts
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Quick exercise! J

Who do you think is the target audience for these 
articles? 

Lb Dwh¦t{ 

1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary

5.Staff in JS and MA
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Social media trends 
and  tips
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óThreadsô on the rise

LinkedIn

Social listening 
becomes key

Social media trends
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What can you publish as a programme ?

Articles and news

Big events

Engagingvideos

Studies, reports, pollsé

Podcasts

Call for projects

Open positions
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Tips for optimal posting

Be briefand clearïonlykeyinfo!

Incorporatenumericalfigures

Use symbols like ó&ô

Substitute words with emojis

Include hyperlinks ïif 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
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Tips for optimal posting

Use anengagingtitle

Include bullet points to:

Use symbols like ó&ô

Substitute words with emojis

Include your web links ïif they are too long, shorten them

Tag relevant profiles

Use good audiovisual content (gifs, videos, picturesé)

Letthetextbreath(differentparagraphsand spaces)
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Some examples
Engaging title

Hashtags

Tag mention

Short hyperlink

High quality picture

Emojis
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Some examples

Engaging title

Bullet points

Call to action, 

short link

Emojis

Hashtags

Tag relevant

people
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Letôspractice! J

Write a post for social media with the information below:

IN GROUPS 

Have you heard of This is Europe - the Interreg Podcast? It 
explores how the Interreg community collaborates with a wide 
range of people, from fishermen to entrepreneurs, 
strengthening cross-border ties and addressing issues like 
climate change and youth in Europe. You can now listen to 
episodes like 'What now for Europe?', 'The Next Generation of 
Europeans', or 'The Power of Social Inclusion'. Explore the 
stories here: https://interreg.eu/podcast/
It's also accessible on Spotify.

https://interreg.eu/podcast/
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Possible solution é
γ  IŀǾŜ ȅƻǳ ƘŜŀǊŘ ƻŦ ІǘƘƛǎƛǎŜǳǊƻǇŜ π ǘƘŜ LƴǘŜǊǊŜƎ tƻŘŎŀǎǘΚ Lǘ 
ŜȄǇƭƻǊŜǎ Ƙƻǿ ǘƘŜ ІLƴǘŜǊǊŜƎ ŎƻƳƳǳƴƛǘȅ ŎƻƭƭŀōƻǊŀǘŜǎ ǿƛǘƘ ŀ ǿƛŘŜ 
ǊŀƴƎŜ ƻŦ ǇŜƻǇƭŜΣ ŦǊƻƳ ŦƛǎƘŜǊƳŜƴ ǘƻ ŜƴǘǊŜǇǊŜƴŜǳǊǎ  
ǎǘǊŜƴƎǘƘŜƴƛƴƎ ŎǊƻǎǎπōƻǊŘŜǊ ǘƛŜǎ ŀƴŘ ŀŘŘǊŜǎǎƛƴƎ ƛǎǎǳŜǎ ƭƛƪŜ 
ІŎƭƛƳŀǘŜŎƘŀƴƎŜ ϧ І¸ƻǳǘƘƛƴ9ǳǊƻǇŜ

¸ƻǳ Ŏŀƴ ƴƻǿ ƭƛǎǘŜƴ ǘƻ ŜǇƛǎƻŘŜǎ ƭƛƪŜΥ

€  ϥ²Ƙŀǘ ƴƻǿ ŦƻǊ 9ǳǊƻǇŜΚΩ
€ ϥ¢ƘŜ bŜȄǘ DŜƴŜǊŀǘƛƻƴ ƻŦ 9ǳǊƻǇŜŀƴǎΩ
€ ϥ¢ƘŜ tƻǿŜǊ ƻŦ {ƻŎƛŀƭ LƴŎƭǳǎƛƻƴΩΦ 

9ȄǇƭƻǊŜ ǘƘŜ ǎǘƻǊƛŜǎ ƘŜǊŜΥ ƘǘǘǇǎΥκκƛƴǘŜǊǊŜƎΦŜǳκǇƻŘŎŀǎǘκ

ο  Lǘϥǎ ŀƭǎƻ ŀŎŎŜǎǎƛōƭŜ ƻƴ Ϫ{ǇƻǘƛŦȅ

https://interreg.eu/podcast/
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The 10 elements that
make a web story 
worth -reading



34

Relevance. Content made for your 
target audience

1

'To whomô?

Factors of relevance
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How do people 
choose

what to engage with?
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Factors
of relevance
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Hot / breaking news

Novelty

Unknown facts

2



38
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Proximity3

Not only geographical

Also, emotional
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Human
proximity

ÅSomething that affects

your life, your family, 

your work
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Geographic
proximity

ÅLocal is relevant



42

Curiosity / peculiar fact

Something rare, unusual facts

Difficult to see or encounter

4



43
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Conflict

Also in the sense of challenge,

struggle

5
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Every goodstory
has

ÅIs there an element of

struggle in your story?

ÅIs what you're 

describing helping a 

stakeholder to address 

a real challenge that 

significantly impacts 

their lives or 

jobs/businesses?

conflict
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Emotion / human interest

Stories that somehow touch 

our heart or move us

6
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Consequences / impact7

Does the subject of the story you are 

telling have an impact on peopleôs lives?



50
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Interesting, well -crafted narrative

The way we write is key! 

Four tipsé

8
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1) The inverted pyramid (most important message first!)
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Pithy: short (70-80 characters), simple sentence (who & what)

Witty: original, creative, different

Pretty: attractive, engaging

Hitty: focus on the readersô benefit

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

2) The importance of a clear, concise, catchy headline

a!DL/ Chwa¦[! Ψ¢ƘŜ DǳŀǊŘƛŀƴΩ 

Recommended structure: subject, verb and predicate
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but the bacon is made from human flesh

¢ƘƻƳŀǎ IŀǊǊƛǎΩ ǇƻǇǳƭŀǊ ƴƻǾŜƭǎ ŀōƻǳǘ ǘƘŜ ǎŜǊƛŀƭ ƪƛƭƭŜǊ 
Iŀƴƴƛōŀƭ [ŜŎǘŜǊ

Man has bacon and eggs for breakfast
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3) Accuracy, Brevity and Clarity (ABC of effective 

communication)
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4) Plain language principles

Avoid jargon and technical terminology. Use everyday words

Short, direct sentences in an active voice ï No more 

than 15-20 words

No fluff! Say only what has real added value. Remove 

unnecessary things
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Good multimedia material

5 reasons to include images in 

your digital content

9
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vsdog
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1. They quickly attract
attention

2.Theyconveya concept
simply

3. They make the content
more memorable

4.Theyaremorelikely
tobeshared

5. Most people are visual
learners
Readers are likely to remember

65% of the content if it contains 

images. 
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Tips to work with images

Position images to break up text

Ensuretheimageisaccurate, appropriateand appealing

Ensure the link between the image and the text is clear

Includea high-qualitypicture

Use people and faces

Use textonimagesforinstantimpact

Use charts, infographics to summarize the key points (social 

media) 
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Tips to work with images

Checkimagepermissions

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

https://pixabay.com

https://unsplash.com

Free resources:

TypeòCreative commonsò images on Google

https://search.creativecommons.org/
https://pixabay.com/
https://unsplash.com/
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Quick practice! J

Which tip are these pictures (not) following?

Lb Dwh¦t{ 
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ñPillars of strength: How embedded research supports resilient health 

systemsò

Article on the COVID

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

and infographics 

to summarize key points

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

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


