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Dear friends,

Nearly 200 communications experts from civil society organisations, EU and national 
public administrations, and the worlds of academia and the media met in Brussels for 
the 7th annual civil society media seminar organised by the EESC in partnership with 
the European Parliament.  

For two days they discussed, disagreed, concurred and shared experiences and best 
practices across a range of public communications issues. 

The seminar took place less than 180 days before the next European elections and 
there was a palpable sense of urgency in the room about the need to fi nd new ways 
and strategies of informing people about Europe and reaching out to citizens. There 
was a lot of soul-searching about declining turnout in European elections.    

In spite of surveys showing that people trust European institutions more than they do 
national ones and despite the fact that many Europeans seem to know vaguely that Europe somehow makes their lives better, 
they often prefer to stay in than to speak out. Why?   

My guess is that the EU hasn’t always been good at communicating the benefi ts it brings to ordinary people or at staying 
alert to grass-roots concerns. 

Despite improvements, we have often been unable to give clear and understandable information, focusing too much on 
who we are rather than what we do. All too often we hide behind the complexities of policy-making or platitudes and fail 
to show why the EU matters and makes people’s lives better. 

All these issues were thrashed out at the seminar and we concluded that we have until May to rethink the way we communi-
cate. We recognised that we need to genuinely engage with citizens, that we need to be on the ground talking with and not 
to people, listening to their concerns and defending their rights, showing them that the EU does indeed have a human face. 

None of this is rocket science. It’s simply a way of bringing our real values to the fore in order to overcome prejudices. 

Some commentators are forecasting that anti-EU and protest parties will take as much as 30 % of the vote in 2014 and they 
may well do so if we leave the initiative in their hands and fail to take the lead ourselves. The clock is ticking. We have less 
than 200 days to go.       

Jane Morrice, vice-president, EESC
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Towards the EP elections
Communicating the added value of Europe

7th Civil Society Media Seminar
 EESC, Brussels

25-26 November 2013

Structure of the seminar
Monday, 25 November 2013
09:00 – 09:30 Registration of participants

09:30 – 10:45 Opening session

10:45 – 11:00 Coff ee break

11:00 – 13:00 European image building

13:00 – 14:30 Buff et lunch

14:30 – 16:30 Communicating the cost of non-Europe

17:00 – 18:00 Visit of the Parlamentarium 

20:00 – 22:00  Networking dinner 
Brasserie Leopold – Rue du Luxembourg, 35, B-1050 Brussels

Tuesday, 26 November 2013
09:00 – 11:00 Impact of the changing media landscape on public communication

11:00 – 11:15 Coff ee break

11:15 – 12:45  2014 European elections: This time it’s diff erent! The communication challenges of the European elections’ 
campaign 

12:45 – 13:00 Concluding remarks

13:00 Take away lunch 

1. Welcome and opening interventions
 25 November 9:30-10:45

Jane Morrice, vice-president, EESC

Emily O’Reilly, European Ombudsman

2.  European image building: 
Lessons from public diplomacy and corporate branding

 25 November 11:00-13:00

Keynote speech:

Simon Anholt, founder and editor emeritus of the quarterly journal, Place Branding & Public Diplomacy, and publisher of the 
Anholt Nation Brands Index and City Brands Index
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Discussion panel:

Anthony Gooch Galvez, director of public aff airs and communications, OECD 

Luca Visentini, confederal secretary European Trade Union Confederation 

Kristel Vanderlinden, head of strategy and managing partner Ogilvy Brussels

Moderator: Cveto Stantič, EESC member, entrepreneur

1. Communicating the cost of non-Europe
 25 November 14:30-16:30

Keynote speech: 

Rapporteurs for the EESC opinion ‘Towards an updated study of the cost of non-Europe’:

Giorgios Dassis, president of the EESC Workers’ Group (II), and 

Luca Jahier, president of the EESC Various Interests’ Group

Discussion panel:

Tamás Király, head of EU Communications Unit, Ministry of Foreign Aff airs of Hungary

Joseph Dunne, acting director Directorate for Impact Assessment and European Added Value, European Parliament

Jacek Krawczyk, president of the EESC Employers’ Group

Moderator: Béatrice Ouin, EESC member, journalist and head of mission, International and European Department of the 
French Democratic Confederation of Labour (CFDT) 

2. Impact of the changing media landscape on public communication
 26 November 09:00-11:00

Keynote speech:

Jon Worth, political blogger, EU aff airs expert and co-founder of Bloggingportal.eu, an EU aff airs blogging aggregator. He is 
also a partner of techPolitics LLP, a small agency dedicated to social media strategy and training for politics 

Discussion panel:

Marjory van den Broeke, head of the European Parliament’s Press Unit 

Igor Schwarzmann, co-founder of Third Wave, a Berlin-based digital think-tank and strategy consultancy

Moderator: Thierry Libaert, EESC member, professor Paris Institute of Political Studies (Sciences Po)

3.  2014 European elections: This time it’s different! 
The communication challenges of the European elections’ campaign 

 26 November 11:15-12:45

Introduction: 

Stephen Clark, director for relations with citizens, European Parliament

Discussion panel:

Reijo Kemppinen, director-general, Press, Communications, Transparency, Council of the EU 

Ylva Tivéus, director of citizens Directorate-General Communication, European Commission 

Christophe Leclercq, Founder and Publisher of EurActiv.com

Moderator: Stephen Clark, director for relations with citizens, European Parliament

4. Concluding remarks 
Jane Morrice, vice-president, European Economic and Social Committee

Othmar Karas, vice-president, European Parliament
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Speakers’ bios

Simon Anholt
Simon Anholt is founder and editor 
emeritus of the quarterly journal, 
Place Branding & Public Diplomacy, 
and publisher of the Anholt Nation 
Brands Index and City Brands Index. 
Prof. Anholt is acknowledged as the 
creator of the concept of ‘nation 
branding’ and has advised the lead-
ers of more than 50 countries, cities 
and regions on their inter national 
engagement strategies.

Stephen Clark
Director for relations with citizens, 
Stephen Clark is responsible for 
communicating the activities of the 
European Parliament to citizens, 
for example through its visitors’ 
programme, its ‘Parlamentarium’ 
visitors’ centre, the future House 
of European History, as well as vari-
ous events and information cam-
paigns. Prior to this, he was head 
of the web communications unit of the European Parliament. 
He is currently co ordinating the Parliament’s communication 
campaign on the 2014 European elections.

Giorgios Dassis
Giorgios Dassis first joined the 
European Economic and  Social 
Committee in 1981; he was 
elected president of the Workers’ 
Group in 2008. Prior to that, he 
was president of the Section for 
Economic and Monetary Union 
and Economic and Social Co-
hesion of the EESC. In 1982, he 
became a member of the Execu-

tive Committee of the European Trade Union Confederation 
(ETUC). Since 1981, he has represented the Greek General 
Confederation of Labour (GSEE) at the ETUC, the International 
Trade Union Confederation and the International Labour 
Office. He is a founding member of the Labour Institute of 
the GSEE and Secretary for International Relations. 

Joseph Dunne
Joseph Dunne is currently acting 
director for ‘Impact Assessment and 
European Added Value’ in the new 
Directorate-General for European 
Parliamentary Research Services 
(EPRS). He is also head of unit in the 
European Parliament (EP) for ‘Euro-
pean Added Value’, focusing on bet-
ter regulation, forward assessment 
and planning, and supporting the 
Parliament’s legislative work. Previous career highlights include: 
head of the secretariat for the Internal Market and Consumer 
Protection Committee, deputy chef de cabinet for President Pat 
Cox, and head of service in the secretariat of the Conference of 
Committee Chairmen. Before joining the EP in 1987, he spent 
nine years in the Irish Department of Foreign Aff airs, including 
a period as secretary of the embassy in Madrid. 

Anthony Gooch Galvez
In 2008, Anthony Gooch Galvez 
became director of public aff airs 
and communications at the OECD. 
In the ongoing crisis he has worked 
to enhance the OECD’s relevance 
by combining its reputation for 
rigour and expertise with the latest 
communications and technologic-
al developments. Prior to this, he 

headed the European Commission’s media and public diplo-
macy operations in the UK and worked in a similar capacity in 
Washington on EU-US trade relations, EU global environmental 
and energy initiatives, and other major global policy issues. He 
was the EU’s trade spokesman and special adviser to Pascal Lamy, 
then chief trade negotiator, participating in WTO ministerial 
meetings in Seattle and launching the Doha Round, negotiating 
China’s WTO entry, trade agreements with Latin American and 
African countries, and working to improve access to life-saving 
medicines for the world’s poorest countries. 

Patrick Itschert 
Patrick Itschert was elected Deputy 
General Secretary of the Europe-
an Trade Union Confederation in 
May 2011. The ETUC represents 
85 national trade union organ-
isations in 36 European countries. 
He is responsible for European 
Social Dialogue and relations with 
employers’ organisations. Before 
joining the ETUC, Mr Itschert was 
General Secretary of the International Textile, Garment and 
Leather Workers’ Federation, and for 20 years he held the post 
of General Secretary of the European Trade Union Federation: 
Textiles, Clothing and Leather. 

Luca Jahier
Luca Jahier has a background in 
journalism and joined the European 
Economic and Social Committee in 
2002. He is currently president of 
the EESC’s Various Interests’ Group, 
and a member of the Employment, 
Social Aff airs and Citizenship and 
Economic and Monetary Union 
and Economic and Social Cohesion 
sections. As a rapporteur, he has 

recently drafted opinions on the perspectives for Africa’s social 
economy; cooperation between the EU, Africa and China; the 
statute for European political parties; implementation of Article 
11 of the Treaty on European Union relating to participatory 
democracy; and the social dimension of EMU. Previously, he 
was president of the Federation of Development Cooperation 
NGOs (FOCSIV) and he was among the founders of the Italian 
Third Sector Forum.                                                                                  x
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Reijo Kemppinen
Reijo Kemppinen is director- 
general of communications, 
information policy and transparency 
at the Council of the European 
Union. Mr Kemppinen joined 
the European Commission in 
2000 as a spokesman in external 
relations for Commissioners Pascal 
Lamy and Chris Patten. In 2004, 
he was appointed the principal 
spokesperson of the Commission and for President Romano 
Prodi. Before joining the Commission, he worked for Finland’s 
Ministry of Foreign Aff airs in several senior positions. He draws on 
his past experience as a journalist for the likes of MTV, Uusi Suomi 
and as a BBC correspondent. He has published several books 
about the EU, Economic and Monetary Union and Belgium.

Tamás Király
Graduating in economics (1995) 
and then media studies (1999) 
in Budapest, Tamás Király worked 
as a freelance journalist in Hungary 
in the mid-1990s. He joined the 
Hungarian Ministry of Foreign 
Affairs in 1998, and has been 
dealing with different aspects 
of EU policies for most of the past 
15 years. He was a member of 

the team that coordinated Hungary’s EU accession and served 
as EU attaché in Sweden between 2001 and 2005. He was the 
deputy head of mission at the Hungarian Embassy in Ottawa, 
Canada between 2008 and 2012. Mr Király has been leading 
the EU Communications Unit within the press department 
of the Hungarian MFA since July 2012.

Jacek Krawczyk
Jacek Krawczyk is president of the 
Employers’ Group of the European 
Economic and Social Committee. 
Between 2010 and 2013, he served 
as vice-president of the EESC 
responsible for the budget. He has 
also served as vice-president of PKPP 
Lewiatan, the largest confederation 
of private employers in Poland. He is 
a former chairman of the super visory 
board of LOT Polish Airlines and a professional pilot. Mr Krawczyk 
is an entrepreneur with many years of experience. In the past, he 
has been on the board and held the post of CEO in several banks 
and companies from various sectors of the economy.

Thierry Libaert
Thierry Libaert is a member of the 
European Economic and Social 
Committee and AFNOR, the French 
standardisation agency. As a lecturer 
and thought leader in enterprise 
communications, information and 
communication systems, and com-
munications and languages, he has 
published around 20 books and 
a variety of articles. He has held 

senior posts in France focusing on environmental and ecologic-
al vigilance. He has advised the ARPP – the French advertising 
self-regulatory organisation – and worked in public relations for 
the Department of Industry and as PR director for one of France’s 
leading companies. 

Christophe Leclercq
Christophe Leclercq launched 
EurActiv in 1999 and managed 
it for 10 years. He now focuses 
predominantly on its overall strat-
egy, deepening its Europe-wide 
network, as well as its external 
relations. Previously, he worked 
at the European Commission and 
was a management consultant 
with McKinsey. 

Jane Morrice
Jane Morrice is vice-president of the 
EESC in charge of communications. 
She joined the EESC in 2006 and is 
a member of the Transport, En-
ergy, Infrastructure and Information 
Society (TEN) and Employment, 
Social Aff airs and Citizenship (SOC) 
sections. She has drafted a number 
of opinions, including on the role of 

the EU in peace-building in Northern Ireland and beyond. In 2008, 
she was appointed to the Northern Ireland Equality Commission 
and is currently serving her second term. She became a member 
of the Delors Task Force which established the fi rst EU Peace 
Programme in Northern Ireland. It was this work on peace-build-
ing that eventually led her into politics. Other career highlights: 
deputy speaker of the fi rst Northern Ireland Assembly set up 
after the Peace Agreement, head of the European Commission 
offi  ce in Northern Ireland, and reporter for BBC Belfast.  

Emily O’Reilly
Emily O’Reilly became European 
Ombudsman on 1 October 2013 after 
serving as National Ombudsman and 
National Information Commissioner of 
Ireland for ten years. A former political 
editor, broadcaster and author, her 
work is recognised both nationally and 
internationally. For example, her re-
porting in Northern Ireland and South 
Africa was awarded with a Harvard 
University Fellowship at the Nieman Foundation (1988), on whose 
international advisory board she serves as a member.

Béatrice Ouin
Béatrice Ouin has been head of 
mission at the International and 
European Department of the 
French Democratic Confederation 
of Labour (CFDT) since 2008. She 
joined the European Economic and 
Social Committee in 2006. With a 
background in journalism, her career 
interests include audio-visual and 
media developments, human rights, 

employment and social aff airs, external relations, and gender equal-
ity. She drafted a Committee opinion on European and national 
dimensions of communications, among many others, including 
on eradication of traffi  cking in human beings or family policy and 
demographic change. From 1995 to 2000, she was editor of the 
CFDT’s weekly publication and, from 2001 to 2008, communications 
director for a regional authority.
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Othmar Karas
Elected to the European Parliament 
in 1999, and vice-president since 
2012, Othmar Karas was previously a 
member of Parliament in his native 
Austria. He has been spokesman for 
the cross-party Citizens’ Forum on 
Europe 2020: a body set up to allow 
open and independent debate on is-
sues important to European citizens. 

One of Othmar Karas’ priorities is to make the European Parlia-
ment more transparent, so that citizens can fully understand its 
role and procedures, and become more aware of the benefi ts of 
a united Europe for people, society and business. 

He holds a Master’s degree in business law, and worked as a manag-
er in the banking and insurance sector before launching his political 
career. He sits on the bureau of the European People’s Party.

Igor Schwarzmann
Igor Schwarzmann likes to connect 
the dots, to see the big picture. 
As a strategic consultant in an 
increasingly complex world, he 
favours broad knowledge over 
specialisation. In the last fi ve years, 
he has helped shape strategic 
decisions at large corporations 
like Deutsche Postbank AG and 
Deutsche Telekom AG as well as 

at start-ups, such as Amen and refund.me. In his work, he focus-
es on finding the appropriate solutions as well as the people 
who will be acting on or implementing his advice. Besides the 
consulting work, he speaks at international conferences – South 
by Southwest (SXSW), PICNIC innovation and creativity platform, 
re:publica conferences, etc. – on a variety of topics.

Cveto Stantič
Cveto Stantič graduated in eco no m-
ics from Ljubljana University, 
Slovenia with an MBA from Clemson 
University, USA. He spent most of 
his career in business, holding top 
management positions in industry 
and in the service sector in Slovenia 
and abroad. He was vice-president 
of the Slovenian Chamber of 
Industry and Commerce, and 
responsible for foreign economic relations. During Slovenia’s 
accession to the EU he was appointed to the Core Negotiation 
Team, directly responsible for negotiating chapters related to 
the business sector. He has been a member of the European 
Economic and Social Committee since 2004. He is currently 
vice-president of the Employers’ Group and co-chairman 
of the Joint Consultative Committee EU-Turkey.

Ylva Tivéus
Ylva Tivéus studied journalism and 
communication and is currently 
director of citizens at the Directorate- 
General (DG) for Communication. 
She was head of information at the 
Swedish Work Environment Fund and 
editor-in-chief of various magazines. 
She spent seven years in Copenhagen 
as head of communication for the 
Nordic Council of Ministers before 
joining the European Commission in 1995. Previous positions 
in the Commission include: head of the citizens’ and media centre 
in Information Communication, Culture and Media Policies’ DG; 
head of the communication and civil society unit in DG Environment; 
and director of communication tools and multimedia communica-
tion in DG Press and Communication. 

Marjory van den Broeke
Marjory van den Broeke graduated 
in English literature at the University 
of Amsterdam and later followed 
a course at the UK’s Open University 
in political sciences. She worked as 
a journalist for the AP in Amsterdam, 
for Dutch radio and, briefly, for 
Dutch television. She joined the 
European Parliament press service 
in 1995 and has been head of the 
press unit since February 2007.

Kristel Vanderlinden
Kristel Vanderlinden is head of 
strategy and managing partner 
at Ogilvy Brussels, a full-view 
creative and strategic agency. The 
Ogilvy Group is the most awarded 
creative and ‘effective’ agency in 
the world. Mrs Vanderlinden has 
more than 20 years’ experience 
in creating brands, brand story-
telling and effective behavioural 
change communications. She is also the strategic force behind 
the European Parliament’s election campaign 2014.

Jon Worth
Jon Worth is one of the best-known 
bloggers on EU aff airs and commu-
nications (www.jonworth.eu) and 
a founder of BloggingPortal.eu, 
an aggregator of European blogs. 
He is a UK national resident in 
Berlin and working EU-wide on 
online communications projects 
for governments, international 
organisations and NGOs. His 

best-known campaign – the Atheist Bus Campaign – raised 
£154 000 (EUR 182 500) in online donations and changed the 
public debate about atheism in the UK. He has also previously 
run online campaigns for Harriet Harman and Ken Living-
stone, and worked for the UK’s civil service.
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 SELECTION OF LIVE TWEETS

 More, better & clearer communication is vital for
restoring citizens’ trust in government.

Communication is not about spinning something boring
– it should support policy-making in becoming more creative.

An organisation should use social media for ‘reaching out to’ 
rather than ‘drawing in’ an audience.

Wîth branding, transparency goes out of the window. If you spend
taxpayers’ money, you need to be accountable.

Communication is best with honesty, clarity and passion.

When communicating, organisations often make the mistake of thinking
that a tool can provide the solution.

Session 1: Welcome and opening 
interventions

Jane Morrice
Jane Morrice introduced the EESC and the aims of the seminar: 
“We want advice, guidance and ideas from you, as grass-roots 
communicators. We want to know what your readers and listeners 
want to know about the EU.”

She pointed out that the eighth direct European Parliament elec-
tions will take place in less than 200 days. But Europeans – especially 
young people – no longer trust or relate to pol-
iticians. Voter turnout has fallen each time, and 
the EU has not been good at communicating 
the benefi ts it brings to citizens. They see Brus-
sels as “faceless, foreign, and far too far away”. 

“We have got until May to rethink the way we 
communicate, and we should spare no eff ort 
to get closer to people. We want you to help us 
make Europe matter to the folks back home – 
because it does matter.”

Emily O’Reilly
“My life’s work has been 
about fi nding ways to 
connect with people,” said 
Emily O’Reilly. As former 
Irish and now European 
Ombudsman, she believed 
that failure to communicate lies at the heart of more and more 
public complaints. 

EU discourse has been invaded by the “alienating language of the 
geek and the expert”, she warned. New legislation is often “poorly 

drafted and hideously complex”, leading 
people to suspect that it is designed delib-
erately to conceal and confuse. Trust in the EU 
has fallen dramatically, and poor communica-
tion is a signifi cant factor, she argued. “We need 
to ensure the law is clear and comprehensible. 
We don’t need lumps of jargon-laden text.” 

She recalled that when Ireland joined the EU, 
it opened unparalleled new opportunities 

for women: “My generation of Irish women certainly knows what 
Europe has done for us.” Now the EU needs once again to fi nd a “sim-
ple, redemptive narrative” to appeal to a generation for whom the 
Second World War is ancient history. Her advice to communicators: 
“Believe in your message, and convey it with clarity, honesty and 
passion. It’s not rocket science. But be humble and listen to what 
people want and need. They are not fools.”

“We may work for 
institutions, but we also 
work for human beings.”  

Emily O’Reilly

“Think like a wise man, 
but communicate in the 
language of the people.”

William Butler Yeats
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Swedish law makes it mandatory for public offi cials to use plain
language in their written communication to the Swedes. 

Trade unions have an important role in translating the ‘EU’ language 
to citizens.

Commercial logic has contaminated public communication 
practices.

Communication is about developing stories, but storytelling 
should not forget history telling.

One of the tools helping EU decision-making to become 
transparent is @VoteWatchEurope.

Session 2: European image building: 
Lessons from public diplomacy 
and corporate branding
Cveto Stantič
Cveto Stantič posed a challenging ques-
tion: If marketing communications and 
brand-building concepts work for products, 
services and companies, why shouldn’t they 
work for countries, or even for the EU?  Can we 
learn any lessons from corporate marketing 
concepts, and how can these tools be used?

Putting the debate in context, he referred to 
the euro crisis, growing Euroscepticism and 
talk of a democratic defi cit.  “We are facing a loss of trust among 
European citizens.”   

The idea of ‘branding’ unions of countries can be controversial, he 
admitted. “Countries, cities and regions are not for sale.” And yet 
states continue to spend public money on campaigns designed to 
improve their image.

“We can’t change the image of the EU with graphic design and 
communication campaigns. It’s much more about delivering right 
policies,” he concluded.  

Simon Anholt
“Perception is more important than reality,” insisted Simon Anholt. 
“The reputation of our place is our most valuable asset. It is funda-
mentally important.” People’s perceptions are built up over long 
periods, and seldom alter – like “fi xed capital”. Logos and slogans 
have little impact because 
they are generally viewed as 
state propaganda.

Rejecting the concept of 
‘branding’, he urged the 
audience not to be taken 
in by the commercial logic 
of vast corporations. “Voters are not consumers, and there are 
more diff erences than similarities between a place and a running 
shoe.”  Nonetheless, the founder of the Anholt Nation Brands Index 
recognised that seeing the EU drop from “the world’s favourite 
country” in 2006 to eighth place in 2010 showed that “something 
very serious is happening”. 

“Images only move when people feel that country is relevant to 
them. People don’t see the relevance of the EU.”

The Union was set up to create peace and security, and has 
achieved this so well that it has done itself out of a job. “Europe’s 
Act II”, according to Simon Anholt, is developing the only suc-
cessful experiment in transnational government in the context 
of globalisation – and “it works”. “We have to work out how to run 

ourselves as a planet. That’s 
our destiny and our job, 
and that’s why it’s inspiring.” 

Anthony Gooch Galvez
Anthony Gooch Galvez outlined the evolution of the OECD’s 
branding strategy, as the 34-nation organisation underwent a 
“17-year identity crisis” after the end of the Cold War. In 2003, a 
BBC journalist dismissed it as “an irritating set of initials”, while 

90 % of staff  believed the public failed to 
understand its relevance. The organisation 
took up the challenge.

The fi nancial crisis, the G20 in 2009, and the 
OECD’s 50th anniversary in 2011 off ered 
opportunities to raise the profi le. The or-
ganisation went back to its roots, drawing 
on its 1961 Founding Convention. Mapping 
its audience gave it a clearer idea of its role, 
leading to a new mission statement: “Better 

policies for better lives”; a new vision: “A stronger, cleaner, fairer 
world”; and a new set of values. The current logo epitomises 
a shift in focus from governments to people.   

The lessons are:

• Defi ne yourself, or someone else will;

• “Ride the wave” of opportunity (e.g. crisis, 50th anniversary);

• Don’t accept anything as impossible;

Look for creativity from within, rather than paying for it externally.

Patrick Itschert
Speaking on behalf of the 85 trade union organisations in 
36 countries that make up the ETUC, Patrick Itschert queried 
what remains of the EU’s founding vision of unity and social pro-
gress. As the 100th anniversary of the start of the First World War 
approaches, the Union is becoming just a large free-trade zone. 

The ETUC has always supported the European project, even when 
it became more diffi  cult because of the crisis: leaving millions 
more unemployed, 5.7 million young people without work, and 
120 million Europeans at risk of poverty or social exclusion. The 
problem is not the EU, but its leaders, he said. They must respond 
to the concerns about unemployment, poverty and insecure jobs 
that are generating disillusionment.

The ETUC changed its own logo, which was static and old-
fashioned. “We have become more dynamic,” explained 
Mr Itschert. Trade unions are calling for a round-table debate 
on the crisis, and a recovery investment plan. 

“We have to change the narrative and appeal to voters. We need 
a vision based on solidarity. We have to get beyond words like ‘smart 
growth’ and ‘smart regulation’, which are just words. We have to 
get beyond logos and brands. We have to change the project.”

“Governments inherit 
a sacred responsibility for 
the good name of their 
country.” 

Simon Anholt

“Anybody who believes that 
the image of a country can 
be changed simply because 
it designs a logo … frankly, 
they should be in prison.”  

Simon Anholt

“We have to be a little bit 
more honest about the im-
pact of globalisation. It’s not 
something we can control.” 

Anthony Gooch Galvez

x
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Kristel Vanderlinden 
Kristel Vanderlinden described how Ogilvy is approaching the 
European Parliament’s 2014 election campaign. She agreed on the 
importance of perceptions. “You cannot change people’s minds, 
but you can make them feel engaged and show them that it’s 
relevant. It’s a big job.” If Americans can have an American dream, 
why can’t Europe have a dream of its own?

“We have been asked to do a non-political campaign. It is not up to 
us to tell people how to vote. Our job is to make sure people under-
stand what is at stake.” She defi ned a ‘brand’ as “a set of expectations, 
memories, experiences, stories and relationships that account for 
a consumer’s decision”. Trust is an important element, based partly 
on emotions. “How can we create a strong emotional brand for an 
institution?”, she asked.

Ogilvy tries to identify ‘The Big Ideal’ – a brand ideology or world 
view, she explained. Brands take years to get established and 
should not be changed every six months. The Big Ideal could be 
“The EP believes the world would be a better place if citizens 
realised they could be the agents of change and shape the 
Europe they want.”

Session 3: Communicating the cost 
of non-Europe

Béatrice Ouin
Béatrice Ouin introduced a diff erent approach to winning 
support for Europe: by focusing on what citizens would lose if 
the EU did not exist: often referred to as “the cost of non-Europe”. 

The EU has brought benefi ts like peace, social progress, mobility, 
consumer protection, and Structural Funding, but the project 
is not complete. Europe is not suffi  ciently visible to its citizens, 

despite its achievements. She queried why 
the Union currently arouses so much hostility, 
with many media blaming it for a range of 
problems. It is impossible to communicate 
the truth to the whole of Europe from Brus-
sels, and so it is important for national and 
local media to be involved.

If, instead of asking people what they think 
about Europe, we queried their attitude to globalisation, they 
would oppose it, she affi  rmed. “Isn’t being against Europe just 
a way of expressing their concern about rapid changes to the 
world they live in?” We need to see developments in a long-term 
context, and she referred to three phases of human communi-
cation: the spoken word, printing, and now the internet. “This 
has changed the world: changing relations between countries, 
between cultures, and between young and old. In this long-term 
context, Europe is more necessary than ever. But how can we 
communicate this to next year’s voters?”

Giorgios Dassis, Rapporteur of the EESC opinion 
on the cost of non-Europe

Giorgios Dassis stressed that the EU has brought peace in 
Europe. “Some people think peace is a given, but it’s not true. 
Look at what’s happening on our planet every day.” He added 
that it has also generated social and economic benefi ts. A study 
by Swiss bank UBS found that a weak country would suff er a 
40-50 % drop in GDP if it left the Union, while a strong one would 
lose 20-25 %. Even large Member States like Germany would be 
more fragile alone, and unable to compete with the US or emerg-
ing economies. 

But over the last six years, progress has stalled or even slipped 
backwards. Instead of acting according to the basic founding 
principle of solidarity, countries are pursuing their own interests. 
This puts the Union itself at risk and brings other grave conse-
quences, such as the growth of the far-right in countries like 
Greece.

From six countries, the EU has grown to 28. “It’s the fi rst time in 
human history that a group of countries have chosen a common 
destiny and to organise their lives together. Our decision-makers 
must send this concrete message to citizens.”

“In 1950, Robert Shuman 
said: ‘It’s no longer a 
question of words but 
of concrete acts’.”

Giorgios Dassis

 SELECTION OF LIVE TWEETS

 I think the EP’s mass of Twitter accounts is fi ne. You get what
you need from each.

Challenge for organisations engaging online: how can they use the
feedback they get from the online community?

Journalists like to see themselves as outsiders to the political process.

The problem for the EU’s poor image is not EU integration but bad
leadership.

The problem with politicians is that they’re boring. Somehow we
must make governments more inspiring.

It’s not about what you say about yourself, but about how 
relevant you are to the audience. People no longer see the 
relevance of the EU to their lives.

Facebook & other platforms do not ensure freedom of 
information, but monetise the data users voluntarily give them.

Peace in Europe is not a given. Take a look at confl icts ongoing
globally. This is something that should be appreciated.

No more logos, storytelling but focus on what the EU does & how
this affects its citizens. Becoming relevant is key.

Rethink the way EU communicates instead of hiding behind 
complexities of policy-making.

30 years ago, Ukraine & Poland were at the same dvlpmt level. 
The difference between the 2 countries now is the cost 
of non-Europe.
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Luca Jahier, Rapporteur of the EESC 
opinion on the cost of non-Europe

Luca Jahier urged the 
audience to recall a time 
when Europe was criss-
crossed by internal frontiers. 
Now citizens take the free 
movement of people and 
goods for granted. He 
reminded participants of  

the comments of Mr Van Rompuy, President of the European Council, 
when he accepted the Nobel Peace Prize to the EU in December 2012, 
that “War has become inconceivable. Yet ‘inconceivable’ does not 
mean impossible.”  Yet today, there is a tendency to blame the EU for 
everything that goes wrong in EU countries. 

Despite so much progress, enormous problems 
exist, such as a 10.9 % unemployment rate in 
the 28 Member States, millions of SMEs failing 
or unable to obtain funds, and a major lack of 
confi dence. On the other hand, how would food 
security have been possible in Europe  without 
the common agricultural policy? In the future, 
how can Europe establish  a new common 
industrial policy?

The First World War was meant to ‘end all wars’, but it led to an equally 
traumatic chapter in human history, largely because the winners 
imposed a punitive retribution on the losers. After the Second World 
War, Europe adopted a diff erent, cooperative model. The choice now, 
said Mr Jahier, is either to dismantle or to relaunch a fresh spirit of 
cooperation in Europe. 

Tamás Király
In February-April 2013, the Hungarian Ministry of Foreign Aff airs 
conducted a media campaign on the cost of non-Europe. Tamás 
Király said it was the fi rst government campaign on the EU since 
accession in 2004, with a budget of EUR 125 000. Eight companies 
responded to the call for tender.  Polls show support for the EU 
has fallen in Hungary, although it is not below the EU average, and 
knowledge is relatively low. The extreme right-wing party Jobbik 
denounced the initiative as ‘pro-EU brainwashing’.

It was quite a complicated campaign, centred on the message that 
Hungarian and European identities are not contradictory. It included 
TV and radio spots and soundbites, internet, social media and live 
events. Animated TV spots showed how typical features of Hungarian 
life are sustained by the Union: with the slogan ‘Hungary without 
the EU would not be the same’. An ‘EU calculator’ on the campaign 

website enabled people to measure the role of 
EU support in their own lives.

The TV spot reached 57 % of the population, 
and the radio spot 18 %. The call for tender set 
a target of 300 hits per day on the website: in 
the end there were far more (1 628 on average). 

Joseph Dunne
Joseph Dunne explained that the Directorate for Impact Assess-
ment and Added Value is a new directorate in the EP, set up to 
scrutinise the policy cycle and, where possible, to quantify the 
added value of specifi c initiatives and the cost of non-Europe. 

The EU is in the midst of a crisis, aff ecting both the economy and le-
gitimacy. The peace dividend has faded, and Europe’s ‘magnetic pull’ 
weakened, forcing policy-makers to justify their actions, he pointed 
out. A recent update of the original1988 Cecchini report on the cost 
of non-Europe estimates that greater cooperation could generate 
benefi ts and enhanced effi  ciencies, including, for example, savings 

“I believe fundamentally 
that cooperation produces 
much better results than 
trying to compete.”

Luca Jahier

“It’s a question of 
institutional architecture. 
Europe has no single 
voice.”

Carlo Gnetti, CGIL, Italy

 
No social media platform is free, if you’re not paying, then you
are the product. Open source anyone?

Is it realistic to aim for an EU-wide strategy which encompasses
all institutions? x
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of between EUR 800 
million and EUR 8 billion 
in development policy, 
more than EUR 13 billion 
in the defence sector, and 
EUR 140 million a year 
through smaller-scale ini-
tiatives such as codifying 
private international law. 

The directorate is also producing a series of briefi ngs on the added 
value of existing policies such as aviation, roaming charges, Erasmus 
and consumer policy, which will be available on the EP website. 

“These fi gures could be an important part of the election cam-
paign, but we have to be realistic,” cautioned Mr Dunne. In some 
countries, such as the UK, any evidence of the benefi ts of the EU 
is derided by the media as whitewashing. “Sometimes you cannot 
win. So we are providing information to the elected policy-makers 
and we hope they can deliver the message.”

Jacek Krawczyk
From outside the EU, there is still a fi erce de-
sire to belong, and an appreciation of Europe’s 
strengths, pointed out Jacek Krawczyk. 
Why do perspectives change once countries 
become members? The complaints are over-
exaggerated, he claimed, contrasting Europe’s 
eastern neighbours, where many citizens feel the “heavy force” 
of the “old ways of doing politics”, as well as the fl ow of immigrants 
and refugees trying to reach Europe. 

“The EU is an unfi nished project, which started with many opportun-
ities that have not been realised,” he noted. “It is not the EU that is 
responsible for the crisis, but the lack of implementation in Member 
States. We do not have enough political commitment.” The cost of 
non-Europe arises from a lack of integration, because individual coun-
tries and political lobbies prioritise their own short-term interests. 

He highlighted the single market and the Single European Sky 
(harmonising aviation systems) as examples. “If we implemented 
the Single European Sky, we could save EUR 20 billion. We need no 
investment, just commitment. We could also create jobs for young 
people.” Conveying these messages is “absolutely crucial”, and 
should not be diffi  cult, believed Mr Krawczyk.

“We have to be pragmatic, because what people need are solutions, 
and those solutions exist. I don’t mean to say that Europe doesn’t 

have problems. But it has 
a lot more positive mes-
sages, and we can benefi t 
from them together.”

Session 4: Impact of the changing 
media landscape on public 
communication

Thierry Libaert 
Thierry Libaert picked out some of the major evolutions in the 
media landscape, aff ecting the EU institutions. Public loss of confi -
dence is accompanied by a need to evaluate impacts: if they cannot 
be measured it is not good communication. 

Digital media are a new way for organisations to communicate and 
diff use their messages directly to the public. This kind of contact 
is taking the place of formal advertising. Communications are 
increasingly recognised as a strategic factor, requiring professional 
communication managers with specifi c skills, integrated into the 

core structure. But organisations focus on 
short-term impact (the ‘zapping’ mentality) 
rather than building up a long-term reputation. 

A wide range of new tools includes digital 
press packs and YouTube audio-visuals, and 
EU institutions have to master these facilities. 
New media also bring a greater demand and 
requirement for transparency. The EU must 
avoid the temptation to focus on quantita-

tive rather than qualitative results: having the largest number 
of followers is not necessarily a mark of success. “The tool itself 
will never create the solution.”

Jon Worth
Jon Worth focused on three issues:

1.  Which side are you on? New media have blurred the distinction 
between ‘insiders and outsiders’. Journalists traditionally regard 
themselves as critical outsiders, but Jon Worth gave examples of 
a “cosy relationship” developing between correspondents and 
EU offi  cials. On the other hand he, as a professional blogger, is 
sometimes included in press corps activities and sometimes not, 
and has attracted hostility from newspapers for publishing candid 
reports. As an ‘outsider’ he has nonetheless developed major 
campaigns such as the Atheist Bus Campaign in the UK.

2.  Nimble online networks change hierarchies. Jon Worth 
described direct online action such as internet petitions which, 
if delivered to the right party, can circumvent long-winded de-
cision-making procedures. This is a very effi  cient way of tackling 
single issues, but will not resolve complicated problems like 
poverty in Greece or climate change.

“Let’s make Europe matter, 
because it does.”

Jane Morrice

“In Europe over the last 10 
years we have been too 
involved in internal reform.”

Luca Jahier

“He who frames the 
argument wins the 
debate. ‘The cost on 
non-Europe’ is a defeatist 
approach.”                Jon Worth

I think the EP’s mass of Twitter accounts is fi ne. You get what
you need from each.

Challenge for organisations engaging online: how can they use the
feedback they get from the online community?

Journalists like to see themselves as outsiders to the political process.

Commercial approaches to brand a nation do not work. Yet nations still
spend millions of € on propaganda.

 SELECTION OF LIVE TWEETS 

Online community activities need to be well thought out,
otherwise might backfi re.

People on the receiving end of targeted online campaigning
should seriously think of what to do with the feedback: Act!
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3.  Pay attention to citizens’ reporting and credible commit-
ment. For example, provoked by illegal border controls within 
the Schengen area, Jon Worth built a website (Free Movement 
in the EU – www.freemovement.net) which allows individuals 
to record similar obstacles across Europe. “There are going to be 
more and more citizens reporting activities,” he predicted. Credible 
commitment means thinking through the possible outcomes of 
consulting people online. He gave examples, ranging from the 
US Government to the European Council, of 
ill-thought-out internet or Twitter campaigns 
that brought demands the organisations did 
not want (e.g. for the legalisation of cannabis). 
“It is important to think about how you frame 
the question, and what you will do with the 
information people give you,” he concluded.

Asked if the internet could change opinions 
about Europe, rather than just off ering infor-
mation, he said: “Yes, but it’s a gradual process. You can damage 
people’s opinion of Europe very easily, but there are few people 
setting a pro-EU agenda online.”

Marjory van den Broeke
The European Parliament started working with social media in 
2009, said Marjory van den Broeke, (before that it relied on 
a simple website), and has been quite successful in reaching 
people. It has 1 100 000 fans on Facebook, only 4 % of them in 
Brussels. Community managers are appointed in all Member 
States, and there is a clear policy on what is acceptable. 

Humour is a good way of engaging people, 
for instance linking James Bond and the Euro 
Bond. “We really try to understand what issues 
matter to people. The strategy is to be out 
there where the people are and really engage 
in a debate.”

The EP has 23 Twitter accounts in diff erent lan-
guages. The Press service Twitter account has 

16 000 followers, and accounts for each committee are less than one 
year old but already popular. Because newspaper coverage is inade-
quate, the EP tries to contact people directly on issues that concern 

“It’s not about the 
older generation or the 
younger generation, but 
the tablet generation.”

Anna Maria Darmanin, EESC member

x

ESC-13-034-BrochurePostSeminar-B.indd   13 31/01/14   09:57



14

them. Other new communication tools include Flickr, infographics, 
LinkedIn and livestreaming. From December, a new site is online for 
the run-up to the European elections. But despite all innovations, 
TV remains the most important source of information for citizens.

All EP communications need to be objective, impartial and 
non-political – to inform and engage. EU accreditation is limited 
to professional journalists, “because we don’t want corporate 
newsletter writers and lobbyists with press badges. The distinction 
is a valid one,” she insisted. 

Igor Schwarzmann
Dissatisfaction with the status quo in Germany was one factor 
that led Igor Schwarzmann to set up his Third Wave consultancy 
three years ago. “Germany is quite well off , but nobody is happy. 
I could not understand why the German public was responding 
so negatively.”

‘New’ media have become just media, he observed. They are owned 
by big companies with shareholders and business models. They limit 
the way people can use their platforms, in the interests of sponsors 
and advertisers. “If you are not paying for the 
product, you are the product,” he explained. 
“We operate in a framework created by Califor-
nian communication companies. It’s not about 
freedom of speech. It’s about monetarising 
the data that you give them.”

These days, companies, parties and political 
institutions all have community managers and 
are well prepared. “Everything is being man-
aged today, because people like me showed them how to do it.”

He urged communicators to “embrace complexity, don’t try to dumb 
down, and take the people you are trying to contact seriously”. 
Using social media properly is less about tools and platforms and 
more about what the organisation stands for.

Session 5: 2014 European elections: 
This time it’s different! 
The communication challenges of 
the European elections campaign

Stephen Clark 
Stephen Clark outlined the campaign and thinking behind it: 
‘This time it’s diff erent’ because the EP has more power, and the 
election of the next Commission president gives a stronger role 
to political parties. 

The fi rst phase of the campaign kicked off  in September. This is 
followed by a ‘themes’ phase about what the EP does, then ‘Go 
to Vote’, and fi nally the outcome – or what happens next. The tone 
has been set by the Humanifesto video, seen by 8.3 million people, 
with a generally positive reaction. It underlines that Europe is not 
all perfect. “It tries to make an emotional impact while relating 
to people’s real lives.”

Resources include a strong online presence, the Facebook page 
with more than 1 million fans, and the election website online at 
the beginning of December. Mr Clark spoke of a wide range of other 
tools, and a TV spot to be broadcast later on national channels, 
plus ‘TED’-style events and candidates’ debates. An inauguration 
ceremony for the Commission President is also planned. Above all, 
it is crucial to create ‘the buzz’ by magnifying and spreading the 
word online. 

The message is not “vote because you love 
the EU”, but “vote because you want to set the 
direction of Europe”, he concluded. “We have 
to talk both directly to citizens, and through 
the media.”

So see also the online game: 

www.myvote2014.eu and ‘Old continent’ 
video http://vimeo.com/78912097

“If anything, the German 
election proved that the 
medium is not the message.”

Igor Schwarzmann

“Journalists can say: 
‘you may sponsor me, but 
you don’t buy me’.” 

Una Murphy, Ireland

“We have to sustain the 
momentum after the 
elections by opening up 
two-way channels.”

Stephen Clark

Key takeaway from panel on EU image-building: What does the EU
do in order to make people’s lives better?

Cultural differences within EU matter & are part of our EU charm.

Logos and slogans are passive; they do not reach out to new
audiences.

Europe doesn’t need a new identity; it’s overloaded with brands
and identities.

 SELECTION OF LIVE TWEETS 

We have to ensure that we provide citizens with credible
information on the impact economic decisions.

If you think a Nazi is just a person who you just disagree with, 
in the process of democratic dialogue, think again!

Online engagement does not necessarily result in membership 
to an organisation.

Stick to your key message. Do not change every 6 months!

ESC-13-034-BrochurePostSeminar-B.indd   14 31/01/14   09:57



15

Reijo Kempinnen
Reijo Kemppinen welcomed “a very professionally planned cam-
paign” at a relatively modest cost. EP professionals have learned 
the lessons of past experiences. Europe does act, react and have 
an impact, but how can this be demonstrated to the electorate? 
He remained optimistic: “I am convinced we will get a good turn-
out, and the outcome will be the best for the future of Europe.”

However he was concerned that EU institutions may themselves 
contribute to the level of ignorance by often reacting individually 
and in those cases fail to coordinate communications initiatives. 
“No wonder people may get confused.” The Council itself has 
limited resources to communicate in any large scale, and the way 
institutions liaise with one another has basically not changed for 
15 to 20 years. “Once the elections are over we should look at how 
we can better communicate together. The things that people are 
interested in are not always what we are communicating to them.” 

Ylva Tivéus
Ylva Tivéus agreed that the campaign is well thought-out. The 
EU is working in a completely new media and political landscape. 
“With the economic crisis we have opened the door to far more 
critical voices, and more challenges to the European process,” 
she explained. The EU is more present in people’s daily lives, but 
as a result the debate in some Member States is turning to the 
repatriation of competences. 

“The EU is often seen as punishing, meddling and imposing,” 
noted Ms Tivéus. Maybe that is why only one-third of citizens 
feel they are suffi  ciently informed about European issues; only 
one-third feel their voices are heard at EU level; and one-third trust 
the EU. The Commission makes all eff orts possible to set the record 
straight and show with practical examples its impact to the benefi t 
of Member States and its citizens. As such the Commission is glad 
to support the EP in its European elections campaign. 

Showing the impact on people’s lives is the best way to persuade 
them to vote. It is no coincidence that the European Year of Citizens 
took place in 2013, because it has been a way to explain the benefi ts 
of Europe and its role in protecting citizens’ rights. In addition, 
50 citizens’ dialogues have taken place and helped to show people 
that they have choices. The economy, jobs and quality of life were 
the main issues raised, and some 80 % of participants said after-
wards that they plan to vote. “We have to be present, meeting 
with people,” she concluded. 

“The fragmentation of media 
means we need to work with 
a cross-media approach.”

Ylva Tivéus x
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Christophe Leclercq
The EU does more communicating when it has problems, sug-
gested Christophe Leclercq, who presented the media viewpoint. 
He pointed out that the media presence in Brussels is shrinking. 
EurActiv is a network operating in 12 languages and in 12 capitals. 
A recent survey found that together with the Financial Times it is 
one of the top news sources for Brussels-based journalists. 

Looking forward to the 2014-2019 EU mandate, he insisted that 
the pro/anti EU debate is healthy. The main topic will be emerg-
ing from the euro crisis, and voters will have a stake in electing 
a Commission president with a political programme. He believed 
that party and national campaigns – through existing channels – 
are more eff ective than institutional ones, and information should 
be decentralised to appeal to journalists in Member States. Good 
timing is crucial.

In a survey, eight out of 10 media organisations wanted to in-
crease their coverage of EU policies, but 55% said funding is the 
main barrier. When asked, 78 % of members of the Association of 
European Journalists said they would accept EU support to cover 
the elections. Mr Leclercq believed professional bloggers should 
defi nitely be involved. 

Session 6: Concluding remarks
European Parliament Vice-President Othmar Karas reminded 
the audience that the EP is the second-largest directly-elected 
citizens’ assembly in the world, representing 506 million people. 
It takes decisions on a wide range of issues aff ecting the largest 
and most successful economic space in the world. But the 
European public does not adequately understand its function. 
“I would urge you to help us to ensure that the message about 
the role of EU legislators gets through to citizens,” he declared. 
“We have to get European citizens with us in the European project.”

The Parliament works to strengthen European democracy. 
“Help us to get this message across,” he appealed. The upcoming 
European elections will be very diff erent as citizens will have 
much more power to decide what happens or doesn’t happen 
in Europe. It’s important for citizens to know that through and 
together with the Parliament they can act, react and make an 
impact in their daily lives.

 SELECTION OF LIVE TWEETS 

Too often we have to contend with this old habit of
nationalising good news and putting bad news under the EU label.

‘We need a bit of honesty’ – uncertainty is a fact of life, 
globalisation a tough reality.

EU is an unfi nished project because of lack of political 
commitment. Crisis takes place NOT because of integration, 
it’s the opposite.
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