
Webinar

Beyond the  headlines:
Shaping Interregôs stories 
together.
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We do this 
together
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Almost 75% of the worldôs 
population over the age of 13+ 
uses social media in some form

Search Logistics (searchlogistics.com)
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Agenda

03

What makes a 
story
newsworthy: 
Deep down 
into examples

01

Why your

stories matter

04

Editorial 

process

02

Types of

stories in 

Interreg.eu

Break
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Agenda

05

Group 

challenge

06

Wrap up
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Overview of programmes

Easy understanding of programmes 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
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Target Audience
Archetypes

The Decision maker The Potential applicantThe Beneficiary
Staff working in Programme 
Joint Secretariats

Represents (examples) Represents (examples) Represents (examples) Represents (examples) Represents (examples)

- Local, regional & national policy makers

- Committee of the Regions

- EU Parliament members

- Ministries, national agencies, civil 

servants etc.

- Regional & national authorities

- Regions

- Business support organisations

- Trade/industry associations

- Universities / Knowledge institutions

- Municipalities (Local authorities)

- NGOs

- Regions

- Business support organisations

- Trade/industry associations

- Universities / Knowledge institutions

- Municipalities (Local authorities)

- NGOs

Joint Technical Secretariat

- Communication Managers

- Communication Officers

- Head of Joint Secretariat

The Policymaker
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Most 
visited
pages

1. Home

2. Programme pages

3. Jobs

4. Calls for projects

5. News&Stories
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Why your
stories matter



11

Author?

We envision a future where individuals 
from diverse backgrounds collaborate 
harmoniously, working together towards 
shared objectives and mutual 
understanding.
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Author?

I have a dream that one day on the red hills 
of Georgia, the sons of former slaves and the 
sons of former slave owners will be able to 
sit down together at the table of 
brotherhood.
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Martin Luther King

I have a dream that one day on the red hills 
of Georgia, the sons of former slaves and the 
sons of former slave owners will be able to 
sit down together at the table of 
brotherhood.
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Types of stories
in Interreg.eu 
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Keep the message clear

Align the personal story with Interregôs 

larger mission. Avoid too much jargon and 

focus on the human element.

Call to action 

Focus on timeless messaging rather than 

time-sensitive actions. Link to further 

details, reports, or upcoming events.

Choose the right character

Pick someone directly impacted by the 

project. Ensure they are engaging on 

camera and can communicate their 

experience authentically.

Show, donôt just tell

Capture the before-and-after impact of the 

project. Use visual storytellingðscenes of 

the person working, engaging in the 

community, or benefiting from the initiative.

Documentary
videos

Definition

Character-driven or topic-based 

storytelling in a video format.

Can be short (2-5 minutes) or 

long-form (10+ minutes).
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News
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Key details (how, where, when) 

Provide more context and specifics. 

Call to action 

Link to further details, reports, or upcoming 

events.

Headline

Clear, informative, engaging and to the 

point.

Lead paragraph (what, who, why)

Summarize the key information in 2-3 

sentences.

News

Definition

A concise, informative update 

about a significant event, 

milestone, or development that is 

relevant to the Interreg 

community, policymakers, and 

stakeholders.
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Feature
Story

https://interreg.eu/news-stories/transforming-elderly-care-in-rural-italy-with-digital-solutions/
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Background & context 

Explain the broader issue or challenge. Why 

is this important for European cooperation, 

and how does Interreg fit into the picture? 

Provide more context and specifics. 

Main story (human element & 

impact) 

Bring in personal stories, interviews, and 

real-life examples to illustrate the projectôs 

impact. 

Headline

Engaging and informative, highlighting the 

key theme.

Lead paragraph (hook and context)

Start with a strong opening: a personal 

story, striking fact, or thought-provoking 

question. Briefly introduce the topic and why 

it matters.

Feature 
stories

Definition

A deeply researched, narrative-

driven piece that explores a topic 

with rich storytelling, context, and 

human interest. 

It provides depth, analysis, and 

emotional engagement, often 

using real-life examples, interviews, 

and visuals to illustrate its impact. 
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Results & future outlook

Show measurable impacts and future 

potential.

Call to action (make it evergreen and 

engaging)

Encourage policymakers, stakeholders, or 

the community to explore related 

information. 

Feature 
stories

Definition

A deeply researched, narrative-

driven piece that explores a topic 

with rich storytelling, context, and 

human interest. 

It provides depth, analysis, and 

emotional engagement, often 

using real-life examples, interviews, 

and visuals to illustrate its impact. 
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Any
questions ?
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What makes
a story
newsworthy ?
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Impact

Timeliness

Currency

ConflictHuman interest

The bizarre

Prominence Proximity

Newsworthy

content
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1. Impact

How will this affect my 
readersô lives?
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The impact of a project is the only thing
that matters .

Sigrid Melchior, correspondentin Brussels
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https://interreg.eu/news-stories/transforming-elderly-care-in-rural-italy-with-digital-solutions/
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Impact
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We also share that impact 
on our social media channels
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2. Timeliness

How new is what you are 
telling me?
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https://interreg.eu/news-stories/how-interreg-strengthens-eastern-eu-regions-after-russia-s-invasion-of-ukraine/
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ÅEngagingtitle

ÅEmphasises key info

ÅEmojis

ÅEmploy bullet points for clarity

ÅIncorporate numerical figures

ÅCall to action to readall the info

On social media we emphasise  
that  key info and make it 
understandable
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Live event broadcasting World Days celebrationsQuick reaction to
relevant happenings
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3. Currency

Is this trending?
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Hashtags

Benefits

ÅEnhanceexposure
ÅIncreasediscovery
ÅFacilitate content research
ÅHelp hashtag-driven campaignsand contests
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#Interregandme #InterregSlam
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#ClimateNeutralEU #EuropeDay
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4. Prominence/
authority

Why are you telling me this?
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https://interreg.eu/news-stories/disasters-do-not-recognise-administrative-boundaries-dr-nicola-tollin/
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Third party advocate
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5. Proximity

Does this story matter to my 
audience?
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https://interreg.eu/news-stories/improving-maternity-care-across-borders-we-were-proud-of-what-we-had-learned-dr-alenka-zavrtanik-celan/
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https://interreg.eu/news-stories/transnational-cooperation-brings-new-opportunities-for-women-in-forestry-and-migrant-entrepreneurs-in-germany/
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Map and tag the pertinent accounts
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6. The unexpected

Is there anything 
unexpected about this 
story?

but the bacon is made from human flesh

Man has bacon and eggs for breakfast
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https://interreg.eu/news-stories/divers-fishermen-and-drones-in-the-frontline-to-protect-coastal-areas/
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7. Conflict

What are the different sides 
of this issue?
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https://interreg.eu/news-stories/how-regions-are-removing-obstacles-to-cooperation/
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8. Human interest

Are there compelling 
characters impacted by this 
story?
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Snackable content

Subtitle / Intro
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Recycle the 

videos into bite -

sized pieces!
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Break



57

Editorial 
process

What is the story 

about?

Word document & 

horizontal images: 

1920x1080px

In dialogue with you, 

we edit the text for 

clarity, flow and overall 

readability 

We edit together We publish

Send your idea 

On the website and 

Social Media.

Send your draft 

and visuals



58

Send 
your stories to :

interregonline@interact.eu

Pixabay, photo by Djedj

mailto:interregonline@interact.eu
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Group challenge

ÅYou will work in small groups for 15 minutes

ÅEach group agrees on an idea for a story 

   and writes a 4-sentence pitch together.

ÅEach group selects one person to present the pitch

   to the whole group.
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Elementstoincludein thepitch

The hook:

Start with an engagingfact, challenge, or emotionalstatement.

The problem:

Briefly explainthe issue.

The solution:

Describethe Interregprojectôs/programmeôsroleand actions to 

addressthe issue.

The impact:

Highlight the real-worldchangeit created.
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Example pitch (not a real project )

Story Idea: AI-powered irrigation saves water for farmers across 

borders

What if AI could save millions of liters of water and help farmers 

adapt to climate change? Interregôs AquaSmart project is doing just 

that, with AI-driven irrigation systems cutting water waste by 30% 

in Spain and Portugal.

With 500+ farms benefiting, this cross-border project is boosting 

crop yields and offering a sustainable solution to water shortages. 

Could this be the future of farming in Europe?

This story ties into climate change, agriculture, and EU 

cooperationðperfect for Interreg.euôs audience.
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The person you designated per 

group writes the

4-sentence pitch in the chat.

Pixabay, photo by Djedj

Share your pitch 
in the chat :
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Time to vote:

Use reactions (, ) to vote 

for the most engaging pitch.
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