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“Social media is the 
ultimate equalizer. It gives 
a voice and a platform to 
anyone willing to engage.”
Amy Jo Martin



http://vincos.it/social-media-statistics/

http://vincos.it/social-media-statistics/






Facebook and Twitter in EU28 (2017)
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Overview of Interreg channels

Websites: 82

Facebook: 44

Twitter: 38

LinkedIn: 23
YouTube: 20

Instagram: 2 Flickr: 2

88 Active programmes



interreg.eu is where you find them



...and lists on our Twitter account(s)



Why are we on social media?

• Low-cost 

• Interactive

• Fast, real time information and interaction

• Can increase of traffic to websites

• Added value in branding

• Added visibility of contents shared by other accounts

• Good possibility of linking and networking with relevant actors

• Knowledge increase in your field(s) of expertise

• Reach more people



Who are we talking to on 
social media?
Main characteristics of most common channels



Facebook

• Most users around the globe, including in Europe.

• Often used for private purposes but people follow corporate pages.

• Provides an opportunity to reach out to private individuals.

• Compared to other social media channels, the average of users’ 
age is higher.

• Interreg audiences have been more reachable via Facebook.

Follow harmonised channels:

• By Interact: keep.eu, CooperationDay

• By DG Regio: Europe in my region, Interreg CBC (currently inactive)

https://www.facebook.com/keep.eu/
https://www.facebook.com/europeancooperationday/
https://www.facebook.com/EUinmyregion/
https://www.facebook.com/InterregA/


Twitter

• Primarily used for following news updates

• Has half a million users including a massive amount of journalists, 
both from mainstream media outlets and freelancers. 

• Average user age is younger than Facebook, but older than 
SnapChat.

• Interreg programmes make use it by posting news, programme 
announcements such as calls, jobs and events, highlighting 
successful projects and carrying out awareness campaigns.

Follow harmonised channels:

• By Interact: @Interreg_eu, @keep_eu, @CooperationDay

• By DG Regio: @RegioInterreg, @EUinmyRegion

https://twitter.com/Interreg_eu
https://twitter.com/keep_eu
https://twitter.com/CooperationDay
https://twitter.com/RegioInterreg
https://twitter.com/EUinmyRegion


LinkedIN

• Allows you connect with professionals and is mostly used in a 
professional capacity.

• On LinkedIN you will find people interested in job opportunities 
and technical knowledge.

• Posting very specific information on your programme or technical 
guidance may be the ideal post content for LinkedIN.

• The network grouping features of LinkedIN also allows you to 
cluster your target audiences.



YouTube is usually 
categorised as social media. 
But more than that, it is a 
video search engine.

Check our video guide “Interreg in motion” for Interreg specific tips on Youtube

http://www.interact-eu.net/library?title=&field_fields_of_expertise_tid=19#1599-handbook-interreg-motion-guide-video-production


Post contents
Examples of programme posts



Programme news



Highlighting best projects



Contents from project channels



Important project news



Live posts from events



‘Non programme’ but relevant news



Livestreaming from events



Making use of
special days



Even more special days



Not necessarily ‘new’ news



Photography/video contests

• Facebook is the ideal platform to organise it.

• Competition for the most ‘likes’, creates a win-win situation in 
which you get good photographs and a lot of traffic to your page.

• A competition will also provide you with a large photo library, given 
you have taken the consent of the contesters for storage and use 
of the photographs.

• Most ‘liked’ photograph is usually the one supported by the best 
networking campaign, rather than due to its artistic merit. 
Combining the popular vote with an independent selection board’s 
opinion can help you make a more balanced decision.



Community management

• Build your community: follow and get 
followed by your projects’ accounts, 
partner organisations, people that 
work(ed) with programme and
programme bodies.

• Create lists and groups: to follow 
what’s going on e.g. with your project, 
also to coordinate your community in 
specific cases (e.g. campaigns) or 
events (e.g. partnership 
matchmaking)

• Make sure to stick to one tool for 
management of your project 
communit.



Community management



Community management



Style and language



Giving context in event announcement



Giving context in ‘any’ announcement



Details in event hall can give the message



EU context: We all are EU programmes



Testimonies for 
authenticity



Language: Using questions



Language: Being friendly



Language: Using local language



Channel design
Make it look like your programme



Need a good avatar and header



Need a well written bio



Need to pin the most important post



Tips

• ‘Within the framework of Operational Programme Interreg X-Y 
2014 – 2020’ is not a social language. ‘Our programme’ or ‘we’, 
is.

• Always show the tip of iceberg in the post, lure people in (e.g. to 
your programme website), then hit them with details. Use the story 
telling techniques and give the heart of your information instead of 
writing down every detail.

• #Using #too #many #hasthags #doesn’t #make #your #text 
#trendy, #but #illegible. 

• Use hashtags to distinguish a particular post from others, make 
use of trending topics and to be discoverable.



Tips

• Posts with visuals are more attractive and get higher engagement 
rates. They also compress more information into one post and are 
more prominently featured in the timelines. Use videos, photos,
gifs, vines, emojis, etc.

• If you have too much data to show, use infographics.

• Timing of social media posts: afternoons and late in the week has 
proven to be more engaging.

• Make use of killer facts to sell a project. E.g: A 7% reduction in air 
pollution in the border region...

• Post real time info but “new story” is not an essential. You can 
always highlight a good, still relevant story. 



Tips

• Posting relevant interesting topics from other projects can keep 
your audience engaged in quiet times. You can also use ‘#ICYMI’ 
on Twitter (In Case You Missed It) to share important news from 
earlier in the week.

• Social media is interactive: Interact with followers – do not avoid it, 
you are exposed publicly. Respond to the comments and 
messages even if they are negative. Engage with accounts who 
engage with you.

• Create photo albums (FB) to have a better organised photo 
archive. Include a caption to clarify what is on the photos.

• Make use of ‘Moments’ on Twitter, which allows you visually 
cluster tweets on particular topics, not only from your account but 
any public account.



Tips

• Closely cooperate with Twitter accounts managed by Interact and 
DG Regio: @Interreg_eu, @RegioInterreg, @EUinmyRegion. Tag 
them to your important posts to multiply the information that is of 
interest to the wider audiences.

• Use insights and analytics features to measure your performance. 
Numbers will help you evaluate how well you did, and also help 
with evaluation of your communication strategy.

• Check which posts performed better and try replicating effective 
styles in your future posts. Pay attention to timing as well, 
understand when your followers are likely to be active.

https://twitter.com/Interreg_eu
https://twitter.com/RegioInterreg
https://twitter.com/EUinmyRegion


Bonus tips: Social videos



Social video: 6 S’s

• Start: Because native videos (videos hosted by the social media 
platform and not a third party) often autoplay, the video should 
grab the viewer’s attention from the start, immediately.

• Silent: Make sure the video still makes sense when you turn the 
sound off. Videos on mobile devices play silent by default, until the 
user chooses to turn on the sound.

• Short: Social video has to be short to make sure the viewer 
watches the whole video and gets the message before starting to 
browse something else.

• Story: To keep people’s attention, the videos should have a story 
structure with an attention-grabbing beginning, an informative 
middle section, and a clear call to action at the end. The stories 
focused with the video have to be authentic.



6 S’s of social video

• Style: The video style should match the style of the platform it is 
shared on, in aspects such as orientation and video length. 
Square style works better on most mobile apps, without having to 
flip the smartphone.

• Shareable: The content needs to be shareable so that it is 
watched and then shared, making sure the message is delivered 
to more even more people. To be successful beyond paid and 
organic reach, the videos must have contagious traits such as 
social currency and practical value that encourage people to share 
them.

Example 1

Example 2

Example 3

https://twitter.com/vicenews/status/894912857418088449
https://twitter.com/StylianidesEU/status/1051056340515328000
https://twitter.com/EU_Commission/status/1051788273259966464


Cooperation works
All materials will be available on:
www.interact-eu.net
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