
Communication & 
capitalisation
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Capitalisation creates visibility for 

your project and its partners

Stories of capitalisation empower 

you to pitch and achieve funding for 

new ideas

Your project will have a wider and 

more lasting impact

Working together to reach your 

impact goal will build stronger 

bonds and strengthen your 

partnership

CAP
COM

By taking active steps to capitalise 

on our work, you will build useful 

skills within communication, 

networking and persuasion

Addressing capitalisation enables 

you to develop new networks



CAP COM 2025

Removing barriers and 
rethinking communication 
strategies
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Practical example

Interreg Aurora or Central Europe have 

strong capitalisation sections that go 

beyond listing, offering real insight into 

results.

Barrier

Many programmes believe that simply 

listing projects or having a basic page 

means they are capitalising results.

How to overcome it

• Create a dedicated section for 

capitalisation that showcases 

transferable practices, lessons 

learned, and real-life impact stories.

• Add narrative value: why the results 

matter and how they can be reused.

“We list 
projects on 
the website” - 
isn’t that 
capitalisation?
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What we do now

Projects are listed online with titles, 

budgets, partners - and that’s 

considered “done.”

What we should do

Turn that list into a proper 

capitalisation section that shows real 

impact, transferable results, and added 

value stories.
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Good example
Interreg Aurora

Projects Archive - Interreg Aurora

- Eye-catching photos

- Direct link to project explanations

- Categorised by theme

https://www.interregaurora.eu/approved-projects/
https://www.interregaurora.eu/approved-projects/
https://www.interregaurora.eu/approved-projects/
https://www.interregaurora.eu/approved-projects/
https://www.interregaurora.eu/approved-projects/
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Good example
Central Europe

Project Gateway

- Clear explanation

- Easy to find

- Total number of projects: 

shows scale and potential for 

future beneficiaries

https://www.interreg-central.eu/project-gateway/
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→ Use when your project doesn’t have genuine visuals

Unsplash / 

Pexels

→ Use this to include a short intro + “read more” with 

project highlights and outcomes.

Accordion 

Blocks / Toggle 

Elements 

(WordPress, 

Webflow, Wix)

→ Make a template for all projects and embed on your 

website.

Canva + Embed 

code

Tools & Resources to enhance
project presentation
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Result

An engaging 

capitalisation section 

in your website that 

tells the story, not 

just the numbers, 

making project results 

visible and reusable.
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Practical example

Interreg North Sea has built capitalisation 

into communication strategy and make it 

a tool for policy impact.

Barrier

• Capitalisation is often treated as an 

afterthought, done at the end of the 

project or programming period.

• Communication and capitalisation 

strategies are seen as separate tracks.

How to overcome it

• Embed capitalisation actions from the 

start into the communication strategy.

• Align capitalisation with work packages 

from the beginning of the project.

"Capitalisation 
happens at the end" 
Late & 
disconnected from 
communication
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What you do now

Capitalisation is seen as a 

final report deliverable - not a 

part of strategic planning.

What we should do

Include capitalisation actions 

from day one, aligned with 

communication and work 

packages.
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Achievements 

by topic

North Sea Legacy 

stories

Long-term visibility of project work
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Result

Capitalisation isn’t an 

afterthought but part of 

the project’s DNA 

from day one.
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Barrier

• A final summary or a few social 

media posts are often seen as 

enough.

• Outputs are not transformed into 

usable, shareable, or stakeholder-

friendly content.

How to overcome it

• Turn outputs into real stories and 

tailored content for specific 

audiences.

• Use storytelling formats: short 

videos, case studies, infographics, 

blog-style stories, etc.

"We have a project 
summary - that’s 
visibility" 
Confusing visibility 
with capitalisation
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What you do now

Outputs are published as final 

summaries or dry reports, 

often unreadable or 

inaccessible.

What we should do

Repurpose outputs into 

compelling, audience-friendly 

stories and formats.
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Unlock the power of quantum computing with

NeQ Project. Harness the synergy of neural 

networks for unmatched computational agility. 

Seamlessly integrate with your existing tech 

stack for quantum supremacy. Embrace the 

future of IT innovation! 
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https://www.wordclouds.com

We assume others understand, 
but often they don´t

https://www.wordclouds.com/
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But we can do better

Storytelling and plain language
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Catchy style 
on website 
description &
Social Media
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Website description Social Media publications
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Tips for writing like a journalist.

→  Use it to craft engaging, story-driven content for 

broader audiences

Journalism

mini guide

Short, impactful project summary

→ Use it to spark interest and clearly convey your 

project's purpose in any setting

The elevator 

pitch

Clear, accessible communication.

→ Use it to make complex information easy to understand 

for everyone

Plain language

Tools & Resources
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ABCs 

A  B   C

The ‘Elevator pitch’
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The client always tunes into 
WIIFM (What’s In It For Me?). 
Everything else is noise.

Steve Woodruff, President

Impactiviti/ClarityFuel
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PROBLEM SOLUTION RESULT
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PROBLEM SOLUTION RESULT
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PROBLEM SOLUTION RESULT BRANDING
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Presenting your 
project 
effectively
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The first 90 seconds are 
crucial

Talk Like TED
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Mehrabian's 7-38-55 
Communication 
Model

Researcher Albert Mehrabian 

broke down the impact of a 

message into percentages:

7% is verbal, 38% is vocal 

(tone, nuances, and other 

characteristics), and 55% is 

signals and gestures.

 

55% is signals 

and gestures

7% is verbal

38% is vocal
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Tips for writing like a journalist.

→  Use it to craft engaging, story-driven content for 

broader audiences

The elevator
pitch

Short, impactful project summary

→ Use it to spark interest and clearly convey your 

project's purpose in any setting

Clear, accessible communication.

→ Use it to make complex information easy to understand 

for everyone

Plain language

Journalism 

mini guide

Tools & Resources
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Main features
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Main contents
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Tips for writing like a journalist.

→  Use it to craft engaging, story-driven content for 

broader audiences

The elevator
pitch

Short, impactful project summary

→ Use it to spark interest and clearly convey your 

project's purpose in any setting

Clear, accessible communication.

→ Use it to make complex information easy to understand 

for everyone

Journalism

mini guide

Plain language

Tools & Resources
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Bureaucratic 

language

Excessive  

information

Solution oversell 

or mismatch

Common 
Mistakes
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Bureaucratic 
language
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“Utilized” –

“Facilitated” 

“Improved competences” 

“Improved knowledge levels” 

“Held public awareness campaign about the project by…” 

“Fostered”

“Procured” 

“Target area”

“Target audience”

try “used” 

– try helped

– try “trained”

– try “taught” or “learned”

– try we promoted the project by…

– try “helped” or “supported”

– try “bought”

– just name the city/region

– people

Practical exercise
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Excessive 
information
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What can we try instead?

Overselling the solution

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Mismatch specific 
problem and solution

https://newseu.cgtn.com/news/2020-04-29/The-pandemic-playbook-4-communicate-the-risks-PI8fPLhxwQ/index.html
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Result

Your results are now 

visible and 

memorable.
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Result

Your results are now 

visible and 

memorable.
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Practical example

Interact campaigns on 

communication and Interact 

network services

Barrier

Small teams, tight budgets, no 

dedicated staff for capitalisation or 

communication.

How to overcome it

• Use AI tools to summarise, 

translate, create visuals, and 

draft text faster.

"We don’t have 
the resources" 
Time, money, or 
staff constraints
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What you do now

Skip capitalisation because 

"we don’t have time or staff"

What we should do

Connect with the existing 

support system
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The official Interreg website

→  Use it to share your project and discover others across 

the Interreg community

Interreg.eu

Storytelling contest for Interreg projects

→ Use it to showcase your project through creative 

formats and reach wider audiences

Interreg Slam

Annual celebration of cooperation.

→ Use it to engage citizens and partners with local events 

highlighting your project’s impact

Interreg Day

Networks around shared challenges

→  Use them to connect with peers, share knowledge, and 

amplify thematic visibility

Thematic

Communities

Tools & Resources



P
R

E
S

E
N

T
A

T
IO

N

47

With
storytelling

Interreg Slam reach

• 1.5 million in 2022

• 3 million in 2023

• 6 million in 2024-2025
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Video stories with thousands of organic  
views and interactions
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The official Interreg website

→  Use it to share your project and discover others across 

the Interreg community

Interreg.eu

Storytelling contest for Interreg projects

→ Use it to showcase your project through creative 

formats and reach wider audiences

Interreg Day

Annual celebration of cooperation.

→ Use it to engage citizens and partners with local events 

highlighting your project’s impact

Interreg Slam

Networks around shared challenges

→  Use them to connect with peers, share knowledge, and 

amplify thematic visibility

Thematic

Communities

Tools & Resources
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Interreg
Cooperation Day
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Citizens’ 
commitment to the 
EU project
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Events

281

2013

454

2014

574

2015

706

2016

793

2017

872

2018

992

41 880

2019

1 099

84 706

1 175

2020

111 230

2021

1 276

214 437

2022

1 363

232 912

2023

242 411

1 497

1 422

266 706

2024

Participants

750

500

250

0

1 250

1 000

0

50 000

250 000

200 000

100 000

150 000

1 497

Events

266 706

Participants

People
engagement 
since the 
beginning
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962 929

2019

3 795 225

2020

9 133 742

2021

19 301 486

2022

30 077 956

2023

47 399 781

2024

47 million
reach by 

social media

0

5,0 

M

50,0 

M

45,0 

M

40,0 

M

35,0 

M

30,0 

M

25,0 

M

20,0 

M

15,0 

M

10,0 

M

Million people 
reachedThe power of collective action
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Official Identity 

and Branding

Logos, banners 
and theme

Paid promotional 

campaign

Of programmes 
publications

Promo video

Promotional 
video 
customized with 
your event

Website &

social media 
visibility

Featured on 
Interreg.eu 
portal and 
social media 
channels

Guidance

Official guide 
and factsheet

Services offered
by Interact

http://interreg.eu/
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Involving projects for 
successful Interreg 
events
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The official Interreg website

→  Use it to share your project and discover others across 

the Interreg community

Interreg Slam

Storytelling contest for Interreg projects

→ Use it to showcase your project through creative 

formats and reach wider audiences

Interreg.eu

Annual celebration of cooperation.

→ Use it to engage citizens and partners with local events 

highlighting your project’s impact

Interreg Day

Networks around shared challenges

→  Use them to connect with peers, share knowledge, and 

amplify thematic visibility

Thematic

Communities

Tools & Resources
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We do this 
together
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Integrated
approach
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One single entry point

for everything Interreg

Increased visibility

Across Europe

Unified branding

and stronger recognition

Benefits
of integration
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One of the key challenges we face is that 
communication within Interreg is 
fragmented. The interreg.eu helps 
ensure that our Interreg programmes 
and projects are perceived by the public 
as coherent and meaningful actions, 
rather than as fragmented or opaque 
initiatives.

DG REGIO – European Commission
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You can send 
us anytime

• Success stories

• News

• Jobs

• Calls for projects
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Send
your content to:

interregonline@interact.eu
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The official Interreg website

→  Use it to share your project and discover others across 

the Interreg community

Interreg Slam

Storytelling contest for Interreg projects

→ Use it to showcase your project through creative 

formats and reach wider audiences

Thematic 

Communities

Annual celebration of cooperation.

→ Use it to engage citizens and partners with local events 

highlighting your project’s impact

Interreg Day

Networks around shared challenges

→  Use them to connect with peers, share knowledge, and 

amplify thematic visibility

Interreg.eu

Tools & Resources
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1. Thematic Community for a 

Smarter Europe

2. Thematic Community for a 

Greener Europe

3. Thematic Community for a 

More Social Europe

4. Thematic Community for a 

Better Cooperation

Governance
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Join forces on promotion

• Representation at external events

• Joint Social media campaign

• Articles

• Promo videos
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Gain and share knowledge

Publications
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Facilitate the exchange

• Network meetings             Project visits

• Webinars Trainings
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Recomendations

 Interreg Cooperation Day

•Always mark the date – plan in advance, every year (21 September)

•Leverage ongoing project events – align existing activities to boost visibility.

•Use the day strategically – to highlight results, stories, and connections.

•Involve your projects – let them take part in shaping or running the event.

 Interreg Slam

•Watch for the call – it’s usually thematic and announced early.

•Only apply if it fits – go for it when you have a compelling, relevant project.

•Think creatively – great for storytelling, video, and reaching broader audiences.

•Involve your projects – they’re the stars; let them present, narrate or feature.
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Recomendations
 Thematic Communities

Join the right groups – based on your topics or challenges.

Engage selectively – participate when something matches your interest or 

goals.

Look for simple contributions - e.g., EU Green Week.

 Interreg.eu

Send us your content – already-made stories, articles, or outcomes from your 

projects.

Use what’s already there – explore other projects, stories, or trends to connect or 

get inspired.

Don’t overthink – if it’s useful and done, just share it!
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Questions &
Answers



CAP COM 2025

Communicating with 
what we have 
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Practical example

• RO-HU programme: example of strong 

programme–project collaboration on 

storytelling and results use.

Barrier

• Projects expect the programme to handle 

capitalisation; no ownership at project 

level.

• Programmes don’t always give clear 

expectations or support.

How to overcome it

• Include capitalisation in project guidance 

and contracts from the start.

• Support projects with templates, trainings, 

and practical examples.

"Capitalisation is a 
programme task, 
not a project one" 
No collaboration 
across levels
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What you do now

Projects think capitalisation is 

“someone else’s job” - the 

programme’s.

What we should do

Make capitalisation a shared 

responsibility with clear roles and 

tools from day one.
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Project
Communication
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Orientation Function

Ensures that communication meets EU 
requirements. It goes beyond 
regulatory compliance.

• Improving communication skills
• Facilitates available tools

• Set clear expectations

Promotion Function

Uses project content strategically. 
Builds momentum for future initiatives.

• Highlights achievements at programme level

• Identifies flagship projects
• Amplify key messages

Two Complementary Dimensions



CAPITALISATION 
Livia V.E. Banu



W H AT

Capital is that part of wealth 
which is devoted to obtaining 
further wealth.
           
            Alfred Marshall



IT’s STORY TIME

Capitalisation(6) (1).mp4


IT’s STORY TIME



INTERREG
Re-use of knowledge, results, 
good practices, even experiences

WHAT



WHAT NOT Communication is the 

starting point of 

Capitalization, 

but is NOT IT.



Increase expertise in specific fields

Allow results to be shared and knowledge 
exchanged

Improve quality content of operations

Promote evidence of Interreg contribution

Create synergies with other EU initiatives

Influence the decision-makers

WHY



WHICH

COHERENT

RE-USABLE

INNOVATIVE
DOCUMENTED

RESOURCEFUL WILLING



WHO 

&HOW

EVERYBODY FACILITATES A 

DEMAND-DRIVEN APPROACH



HOW



HOW

MANY

DETAILED SPECIFICATION OF GOOD PRACTICE: PROJECT’S 

LIBRARY, PROJECT’S RESULT DATABASE 

THEMATIC ANALYSIS OF PROJECTS RESULTS OBTAINED

IDENTIFICATION AND CLASSIFICATION OF PROJECT’S 

CAPITALISATION AND KNOWLEDGE TRANSFER POTENTIAL  



HOW

SOME

• THEMATIC SEMINARS

• COMMON EVENTS

• NETWORKS

• CLUSTERS OF PROJECTS



HOW
DECISION MAKERS ON-SITE VISITS

COMMUNITIES OF PRACTICE -
           GIVERS AND TAKERS

DIRECT INTERACTION
           WITH BENEFICIARIES/STAKEHOLDERS

A FEW



HR + BUDGET 

Tools
• THEMATIC OR PROFESSIONAL 

NETWORKS

• ANALYSIS AND  STUDIES

• THEMATIC EVENTS AND TRAININGS

•  PLATFORMS FOR EXCHANGE

• STRATEGY FOR CAPITALIZATION
          
            



TAKE HOME

• RE-USED RESULTS

• STRATEGY AND 
RESOURCES ARE 
NEEDED



THANK YOU FOR YOUR ATTENTION! 

www.interreg-rohu.eu
Partenership for a better future

GOVERNMENT OF 
ROMANIA



Questions &
Answers



CAP COM 2025

Making the most out of 
your project results & 
within your resources
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Barrier

• Lack of stakeholder mapping or 

knowledge of potential "takers" of 

the results.

• Messages are generic, not 

adapted to different audiences.

How to overcome it

• Map and prioritise stakeholders 

early in the project.

• Tailor content formats and 

channels to each group (e.g., 

policymakers vs service providers).

"We don’t know who 
we’re talking to”
Unclear stakeholders 
and poor targeting
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What you do now

Messages are generic and not 

aligned with audience needs 

or language.

What we should do

Map stakeholders and create 

segmented, tailored messages 

using simple tools.
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Obstacle 1

Wrong 

audience

Obstacle 2

Dry, formal 

language

Obstacle 3

Information 

overload

Step 4

Story not 

inspiring

Target audience

Plain language 

and emotional 

storytelling 

The Elevator

Pitch

Obstacles
& how to overcome 
them
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So, who should I 
appeal to?

We think about the audience 

first

Photo by sangminhtran1710, CC, 

Pixabay
Photo by Ryoji Iwata, Unsplash, CC
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How do we make our 
story relatable?

We write for that ONE audience representative

Photo by Andrea Piacquadio, Pexels, CC
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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 5 
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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... 
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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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Quick exercise! ☺

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

1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary

5.Staff in JS and MA
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1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary

5.Staff in JS and MA
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1.Policy maker

2.Decision maker

3.Potential applicant
4.Beneficiary

5.Staff in JS and MA
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1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary

5.Staff in JS and MA
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1.Policy maker

2.Decision maker
3.Potential applicant

4.Beneficiary

5.Staff in JS and MA
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1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary

5.Staff in JS and MA



P
R

E
S

E
N

T
A

T
IO

N

111

1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary

5.Staff in JS and MA
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1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary

5.Staff in JS and MA
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1.Policy maker

2.Decision maker

3.Potential applicant

4.Beneficiary
5.Staff in JS and MA
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Result

You’re speaking their 

language, not yours, 

and they’re more likely 

to engage with your 

results.
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Barrier

• Lack of awareness of existing 

tools that support capitalisation.

• Limited training or guidance on 

how to use specific resources.

How to overcome it

• KEEP

• Interreg.eu portal and social 

media

• Interact Academy

• Interreg Match

"We don’t know the 
tools out there" 
Limited awareness 
of capitalisation 
resources
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What you do now

Many teams aren’t aware of the 

tools that already exist to help 

them communicate and 

capitalise. They often start from 

scratch or reinvent the wheel.

What we should do

Use curated platforms, 

templates, and learning 

resources that already exist - no 

need to build from zero.



P
R

E
S

E
N

T
A

T
IO

N

117

Interact platform with short online training courses.

→ Use it to learn more about Interreg capitalisatoin and 

communication 

Interact 

Academy

Some easy AI 

tools

Database of Interreg project results from all over Europe.

→ Use it to find success stories, identify transferable 

outputs, and link your own results to others

Keep.eu

Tools & Resources
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Interact platform with short online training courses.

→ Use it to learn more about Interreg capitalisatoin and 

communication 

Interact 

Academy

Keep.eu

Database of Interreg project results from all over Europe.

→ Use it to find success stories, identify transferable 

outputs, and link your own results to others

Some easy AI 

tools

Tools & Resources



Don’t KEEP your stories for yourself

Data visualization on
Social Media
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Visual elements such as charts and 
infographics enhance the interpretation 
of information and increases user 
engagement on social media platforms.

ResearchGate
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Infographics can improve 
engagement on Twitter by up to 
150%.

Sprout Social
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And what if we 
leverage our 
resources for that?
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Keep.eu - extraction of graphs

Let's go to keep.eu to the statistics section
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Keep.eu - extraction of graphs

Here we can extract the figures we need



P
R

E
S

E
N

T
A

T
IO

N

126

Keep.eu - extraction of graphs

We look for the filters. For example, we can go to the programmes filter 

and select ours (individual by programming period).
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Keep.eu - extraction of graphs

With the results at hand, you can 

download all the infographics

Explore the different sections 

and charts.
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Keep.eu - extraction of graphs
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Projects per theme... And how do we quickly 
translate this into a social media post?
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Magic Design
Canva
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A source of 
inspiration to 
create your final 
product
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A source of 
inspiration to 
create your final 
product
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Canva

Free version 

with limited options.

Visme

Datawrapper

And if you already have that data (or similar) 
at your disposal, make use of free AI tools
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Grouping the hubs
Intense cooperation in the Baltic Sea Region

Central and Western Lithuania

• Projects: 1,231

• Partnerships: 1,895

Northern and Eastern Finland

• Projects: 1,113

• Partnerships: 1,778

Estonia

• Projects: 1,176

• Partnerships: 2,088

Latvia

• Projects: 1,290

• Partnerships: 2,563

Cooperation summed
together

• Projects: 3,517

• Partnerships: 8,324

4 hubs of cooperation
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AI designer in  
Visme: 
flyers and one-
pagers
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Interact platform with short online training courses.

→ Use it to learn more about Interreg capitalisatoin and 

communication 

Keep.eu

Interact 

Academy

Database of Interreg project results from all over Europe.

→ Use it to find success stories, identify transferable 

outputs, and link your own results to others

Some easy AI 

tools

Tools & Resources
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Interact Academy Calendar 2025
Certified Trainings
Type Title September October November December

                   

Online 

Interreg programme introduction

Interreg management verifications

Storytelling in Interreg

Interreg project management

Interreg evaluation foundations 

Online+                

in-person
training 

SCOs for practitioners 

Get more information at academy.interact.eu 

02/09 - 26/09

22/09 - 20/10

15/09 - 28/11

01/10 - 31/10

13/11 - 12/12

07/11 - 05/12

26,27/11



Final reflections

How can you support from 
your  position in this 
process?
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"We don’t know who we’re talking 

to”. Unclear stakeholders and poor 

targeting

"We don’t know the tools out 

there" Limited awareness of 

capitalisation resources

"We have a project summary 

- that’s visibility" Confusing 

visibility with capitalisation

We don’t have the resources" 

Time, money, or staff 

constraints

"Capitalisation happens at 

the end" Late & disconnected 

from communication

“We list projects on the 

website” - isn’t that 

capitalisation?

CAP
COM
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Thanks, any doubts, contact me!

Rosa Escamilla

Communication Manager at Interact Valencia

rosa.escamilla@interact.eu

mailto:Rosa.escamilla@interact.eu


P
R

E
S

E
N

T
A

T
IO

N

142

Questions &
Answers
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Cooperation works

All materials will be available on:

Interact Website
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