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1. EXECUTIVE SUMMARY

This manual has been designed to provide guidance for grant beneficiaries on visibility for the projects that are financed through CBC Programme Serbia – Montenegro for the financial perspective 2014-2020.
The grant beneficiaries (Coordinator, Co-applicant(s) and affiliates) must take necessary measures to ensure the visibility of the EU financing or contribution to the financing. Such measures must be in accordance with the applicable rules on the visibility of external actions presented in Communication and Visibility Manual for EU External Actions, available from the following Internet address: https://ec.europa.eu/europeaid/sites/devco/files/communication-visibility-requirements-2018_en.pdf 
The content of the manual is foreseen to be practical. It is consisted of best available practice in the implementation of visibility for the EU funded projects in the region.

The grant beneficiaries may find useful information on how to improve their writing, how to deal with media as well as how to prepare the communication plan with proper communication tools.

1.1 Background information
IPA II Cross-border Programme Serbia - Montenegro 2014-2020 (the Programme) has been elaborated in accordance with the following regulations:

•
Council Regulation (EC) No 231/2014 of the 11th of March 2014 establishing an Instrument for Pre-Accession Assistance

•
Council Regulation (EC) No 236/2014 of the 11th of March 2014

•
Commission Implementing Regulation (EU) No 447/2014 of 2 May 2014

The information and publicity measures for the interventions of the IPA II Funds are aimed at publicizing the actions of the European Union, increasing transparency and creating a uniform image of the interventions throughout participating countries.
2. COORDINATION OF THE VISIBILITY

Since the CFCU will be Contracting Authority, relevant project manager and Visibility Officer in the CFCU must be consulted about all issues regarding visibility activities of the project). The activities regarding the visibility will be responsibility of the relevant Grant Beneficiary. The CFCU (appointed project manager) should be informed about the visibility activities. The person in charge to monitor implementation of the activities, on behalf of the CFCU, should look at the Appendix 1 Communication and Visibility Plan (Appendix 1 of this Manual), prepared by grant beneficiaries, a make comments on what needs to be changed/modified. He/She will also endorse the visibility activities for each grant scheme project.

•
Grant Beneficiary prepares the visibility material in electronic form and sends it to responsible person. This should be sent not later than 14 calendar days prior the distribution

•
The person responsible for visibility has 7 calendar days to look at the visibility material and in case there is no positive/negative reply within 7 days it is considered approved. The visibility officer is just looking at the content of the visibility material and does not verify/approve the procurement process of verification of visibility costs.

3. HOW TO DEVELOP THE COMMUNICATION AND VISIBILITY PLAN/STRATEGY
The grant beneficiary(ies) MUST communicate the project and project results to the citizens of the Programme area. It is therefore required to prepare a communication and visibility plan/ strategy at stage of the project and to present it to person responsible for visibility.

In case you failed to initially plan in the budget, please do plan some other financial resources and/or communications PR experts to implement the endorsed communication and visibility plan/strategy.

Once the communication and visibility plan/strategy is endorsed by the responsible person, it is expected that grant beneficiary coordinates major steps of this plan with the CFCU to ensure greater impact.

Grant Beneficiaries should take Visibility Activities very seriously and develop the Communication and Visibility Plan/Strategy in collaboration with all project beneficiaries. The contents of such a Plan are likely to include:

	COMMUNICATION AND VISIBILITY PLAN

	Objectives 

	1. Overall communication objectives 

2. Target groups (determine your audience – For whom your information is intended?) 

- Within the country where the action is implemented, within EU(if applicable) 

3. Specific objectives for each target group, related to the Action's objectives and the phases of the project cycle 

Examples of communication objectives; 

- Ensure that the beneficiary population is aware of the roles of the Grant Beneficiary, its partner(s) and of the EU in the activity, 

- Raise awareness of how the Grant Beneficiary and its partner(s), work together with the EU funds to support education, health, environment, fighting poverty, increase in employment etc. 

	Communication Activities 

	1. Main activities that will take place during the period covered by the communication and visibility plan 

Include details of: 

- the nature of the activities, 

- the responsibilities for delivering the activities. 

2. Communication tools chosen(press releases, press conferences, leaflets, brochures, booklets, newsletter, posters, web pages, Social Media (Facebook, Twiter…), Public Events, Research publication, Display panels, Plagues, Banners, Reports, Photographs, Audio Visual products, Information Campaigns…) 

(Include details of advantages of particular tools (local media, advertising, events, etc.) in the local context.) 

	Success indicators 

	Include some indicators that can be measured to see whether the communication and promotional activities are having any impact or not. 

	Resources

	Ensure that the appropriate project resources are available (human resources and financial) to support the communication activities.

	Action Plan of communication and visibility events/activities

	DATE/TIME

LOCATION

(city + venue)

EVENT/ACTIVITY

(description)

VIP GUESTS TO BE INVITED

(EUD, National or Local Officials...)

INTREPRETATION PROVIDED BY CONTRACTOR?

TOOLS (Speech, Power Point, Press, Visibility materials...)

PERSON IN CHARGE ON BEHALF OF BENEFICIARIES




Template of the Visibility and Communication Plan is annexed to this Manual (Appendix 1).
4. COOMUNICATION TOOLS

Before elaborating more on the Communication Tools here you can see some useful tips on creative writing and dealing with media. The tips for creative writing are applicable to both creative writing in English or local languages.

The clear writing tips shared here are based on a presentation by the Plain English Campaign. One can find more information and resources on their website: www.plainenglish.co.uk
Sentence length

•
Use an average sentence length of 15 - 20 words (never go longer than 30);
•
Mix sentence length - short sentences can be very effective;
•
Say only one thing per sentence. When in doubt, use a full-stop.

Vocabulary

•
Use everyday words that you would use at home - vocabulary that your grandparents, neighbours, and friends would understand;
•
Avoid jargon and acronyms whenever possible! If you can't, include a glossary at the beginning of your document.

Tone

•
Use a conversational tone rather than an academic or overly formal one;
•
This does not mean you should use slang or dialect - your writing should still be professional and correct - but your tone should engage your reader and not put them to sleep;
•
Use first and second personal pronouns to refer to your organization and reader (we, us, and you).

Structure

•
Put the most important fact at the beginning of your text so that readers can find it easily - don't bury it in the middle;
•
Use bullet points rather than long paragraphs.

Content

•
Think like a journalist. Make sure you answer the 5Ws: Who? What? When? Where? Why? Use active sentences, not passive ones;
•
Active: The European Commission published the document in January. Passive: The document was published in January by the European Commission.

Before you start writing there are a couple of things you should know:

The Inverted Pyramid

The "Inverted pyramid" is the model for news writing. It simply means that the most important information should be at the top - the beginning - of your story, and the least important information should go at the bottom. That way, even if a person doesn't read the whole article, he/she gets the main idea, the message you are trying to highlight overall. Consequently, as the reader moves from top to bottom, the information presented should gradually become less important.

The lead (or opening paragraph) is the first paragraph of any article. It's also the most important. The lead must accomplish several things:

•
give readers the main points of the story

•
get readers interested in reading the story

•
summarize the entire article

Typically, leads should not be longer than 50-60 words since readers want to know in a glimpse what the piece of news is all about. What should you include in the lead? Journalists use the five "W's and the H": who, what, where, when, why and how.

•
Who - who is the story about?

•
What - what is the story about?

•
Where - where did the event you're writing about occur?

•
When - when did it occur?

•
Why - why did this happen?

•
How - how did this happen?

It is not always easy to deal with media There are no written rules to deal with journalists. Every organization and program has its own strategy and social skills. However, experience shows that some factors are helpful when contacting the media and "selling" our information. Journalists have little time. They strive to gather all the key elements of a story (picture, testimonials and confirmed source) and jump from one topic to another depending on the daily issues they have to cover.

This bustling and stressful professional routine requires an extra effort from the entity that sends out the information. Here are few tips:

•
"Simple" is your word. Journalists appreciate clear and understandable information. Don't overload an article with complex jargon and acronyms that only EU actors understand.

•
In line with the aforementioned rule, try to use plain local language. Words such as "eligibility", "ETC", "decommitment" and "thematic objective 11" are unlikely to be known by average people

•
Explain the technical concepts in an easy way.

•
Present a story that the media and society can identify with. Abstract profound concepts are good for background articles, features and other formats. However, if you'd like to attract the attention of local media, present a local story, e.g. a project that helps the city be more environmentally friendly.

•
Professional courtesy: both sides (information sender and recipient) have to demonstrate mutual respect. This is only possible if each party truly takes into account the routines associated with the other's role.

•
Build a win-win partnership with the journalist. The institution is not the only party seeking the accomplishment of an objective (to have the information published) but also the journalist gets benefits from this partnership: an interesting story, attractive or powerful images and the possibility to include sources that are valuable for their media.

•
Say you are available, be truly available and remain available! This means you will be available not only until the publication of your article but also if the journalist contacts you again for further information (maybe about other topics).

4.1 Logo
It is important that all material have reference to EU funding and to the Programme within the project is being implemented and the EU/Programme logos are clearly visible.

•
EU and Programme logos should always be at the top of the promotional materials to be visible to the public and cameras. Logos of other institutions cannot be placed in the same line as the EU/Programme logos.

•
For templates and letterheads EU and Programme logos should always be at the top with clear EU funding indication "This project is co-funded by EU". Logos of other institutions should be at the bottom with a clear indication "This project is implemented by...".

EU and Programme logos are annexed to this Manual in both versions – bitmap (.jpg) and vector (.cdr) – Appendix 2.

4.2 Messages
In order to rich to your audience it is necessary to design a short and clear message appealing to your audience. Please look at messages and decide which one is the most appropriate for your project. In case that your project requires small correction of the message please do correct it but refrain from using highly technical language, jargon and acronyms. Do not simply copy-paste information from contracts, terms of references and internal project documents. When there is a need to use technical language or refer to EU regulations, please explain in simple wording and avoid acronyms. For example, instead of IPA you can refer to EU donations, pre-accession funds, EU funds.

Do stress the overall objectives that your project contributes to and how it makes a difference for Programme area citizens (e.g. economic benefits, better life quality through cleaner water, public health, empowering disadvantaged groups, ensuring fundamental freedoms, security, consumer protection etc.).

In order to maximize the effects of your communication and visibility activities, in line with EU requirements, please refer to the Appendix 3 of this Manual - 10 Golden Rules to ensure visibility of EU funding.

4.3 Press release
Press release is very fast and accurate communication tool. It can be a very useful contribution to the communication activities around a project. As a rule of thumb, a press release should be issued at the start of all actions. Grant beneficiaries should liaise with the relevant Visibility officer before sending out a Press Release (if necessary).

The release should incorporate the EU and Programme logos, mention that co-funding was provided by the EU and mention the amount of EU funding in Euro. If a press conference is planned, the press release should include the name of an EU, Operating structure or JTS personality who will be present at the press conference, if appropriate.

After 'End', the press release should provide the name of at least one person whom the journalist can contact for further information. Where possible, both a work and a home telephone number should be provided.

The release should be dated at the top and should also indicate when the information may be released. Generally, journalists prefer to be able to use the release immediately; in this case 'For immediate release' should be written at the top of the document. However, it is sometimes appropriate to stop the release until, for example, the publication of financial figures. In this case, a simple expression such as 'Not to be used before 10:00 hrs, 15 October' should be included at the top of the document.

The template of the Press Release can be agreed upon with the Visibility Officer prior to publishing. Once the template of the press release has been agreed, please use the same template until the end of your contract.

Tips for creating a good press release:

•
Choose a clear, short headline in which you clearly state what the reader is going to learn if he/she dives into the article.

•
Identify your audience and choose the right style accordingly (serious or funny, specific or general) If the press release has to be sent to different targets, change your style/angle (and even the content) to make it useful.

•
One catchy tip is to include a question in the opening line to get the reader's interest. For example: „Have you ever wondered how to recycle fiberglass? The project So and So does it for you!"
•
Use correct grammar and proofread for errors and typos before sending out the information.

•
Add powerful high resolution photographs or drawings that depict your press release.

4.4 Press conferences
In case of press conferences, on the invitation cards EU and Programme logos have to be used in line with above mentioned rules. It would be good to have appropriate flags (EU, SRB, MNE).

4.5 Leaflets, brochures and booklets
The language used in publications should be simple, clear and void of EU jargon. Please refrain from producing leaflets which are a copy-paste of your Project Terms of Reference.

It is advised to use your own visual identity in your publications, use photos and illustrations to make publications more appealing to readers. Do use the language that your end user prefers. Print materials in English only if necessary.

Leaflets are simple communication tools used for informing the public about the purpose of an EU project, the proceedings and findings. For example, they are usually A4 format; colour printed on both sides and folded in three parts.

Project brochures are among one of the most essential pieces in the communication tools package to be used during the implementation of a project. Project brochures should contain key information with high quality visuals/photographic illustrations, focusing on objectives, achievements, activities and outputs of the project, along with the correctly placed logos. They can be different in size, usually printed in colour.

On the booklets, cooperation flag, logo of the programme and logo of the project if any, should be present on the cover sheet of the booklet. The details defined for the leaflets should be covered also for the booklets.

Before any printing it is necessary to coordinate with responsible person for visibility if the design and text is appropriate. Before investing time and money in printing please consider the cost benefit effect. For smaller scale project the printing costs should not be excessive.

4.6 Newsletters
Newsletters have a key importance and they are used for informing the target group about the progress of a project. Newsletters require a mailing capacity together with an appropriate mailing list. Newsletters can be sent to the target group via internet or they can be broadcasted on the web page. Newsletter formats can be various but on the cover sheet it should be clearly stated that your project is financed by the EU or it is a part of an EU Program.

Newsletters should only be produced for very specific audience. Do refrain from producing heavy files. Instead, focus on success stories and important news. IT is recommended to use email with short news stories directing the reader to the website where more information can be found. Save trees, don't print your newsletters!
4.7 Web pages
Since the internet entered in all pores of one society, the websites are becoming to be a basic requirement for communication, but separate websites are not always required for all actions since information can simply be made available via the website of the Grant Beneficiary. It is recommended that websites should only be created if the lifespan of the project is 2 years or longer and has a strong communication component. One should always consider the sustainability of a website, and may prefer to integrate it into the website of the project beneficiary institution.

In case the grant beneficiary to opt for a project the EU flag should be clearly displayed together with the acknowledgement of EU funding and must be hyperlinked to the OSs/EUD website.

4.8 Public events (including press conferences)
Organizing a public event may offer excellent opportunities for generating interest in a project's achievements. Such events can include conferences, workshops, seminars, fairs, and exhibitions. Those attending to these training courses, conferences, seminars, fairs, exhibitions and workshops should be made aware that the EU is co-financing the event.

Depending on the circumstances, the opportunity should be taken to display the European and partner countries flags and/or banners in the event rooms.

In order to easily plan any of the events here is the checklist that should be used to facilitate the event planning. The above presented checklist helps organizing the big events but it can easily be adjusted to fit any need.

4.9 Display panels
Display panels can be used during events for introducing a project or placed at the main entrance of a training centre/Grant Beneficiary and/or its partner(s) project office etc. The size of panels varies depending on its contents or whether it is to be portable or not. It is usually made of aluminium and is retractable with the printed roll up.
4.10 Stickers
All purchased equipment must be marked with a sticker indicating the co-financing provided by the EU. The stickers should be made of durable materials. Any supplies or equipment delivered under the grant scheme must visibly carry the EU logo mentioning under "This project is co-financed by the European Union”. This should be provided in the operational language of the EU programme and in the local language.

4.11 Outdoor plaques/tables
Outdoor plaques/table must be produced and installed at the entrance of the equipped room/laboratory, at the entrance or in a visible spot in the building/facility recipient of the EU donation.

The following wording can be used:

· Option 1 - "This institution was equipped with support by the European Union - Ovu ustanovu je opremila Evropska unija"

· Option 2 - "This laboratory was equipped through a donation of the European Union - Ova laboratorija je opremljena uz pomoć donacije Evropske unije"

· Option 3 - “This equipment was donated by the European union - Ovu opremu je donirala Evropska unija"

If any supplies or equipment are co-financed by the Grant Beneficiary, underneath all these options beside the EU logo should be the partner countries flags. This must visibly carry mentioning under "This equipment is co-financed by the European Union". This should be provided in the operational language of the EU programme and in the local language.

4.12 Place cards/banners
Plastic or canvas placards or banners are produced for using in opening ceremonies or organizations such as conferences, exhibitions, seminars etc.

4.13 Reports
The content, preparation frequency and submission formats are defined in Special Conditions and General Conditions to Grant Contract. At least a part of the reports should be reserved for detailed definition and evaluation of communication activities (with concrete examples) and their impacts (supported with references from press and where possible together with audio and visual documents).

4.14 Photographs
Grant Beneficiary and partners should take photographs to document the progress in the project and implementation of the project activities as well as visits of CFCU, Operating Structures, EUD and JTS. If it is possible, these photographs should be included in all communication tools. In this scope, film and video films can also be considered as options.

4.15 Audio-visual products
Depending on the size of the project and project activities the audiovisual material may be appropriate, but can be expensive to produce, so should only be prepared when there is a realistic chance of it being widely watched. Often there are more efficient ways to promote the project, for example by inviting a TV crew to make a story about the success of your project.

Audiovisual material should focus on the human aspect of your project and how the project has benefited citizens.

The audiovisual material should clearly make reference to EU funding. Unless otherwise agreed, EU funding should clearly be stated at the beginning of the video, in the speaker's off as well as on the final screenshot.

It would be beneficial that if all audiovisual material produced be sent to the CFCU/Operating Structures/EUD for uploading on websites/Youtube channel and further distribution as appropriate.

Interviews, media statements and TV appearances can be an effective way of informing a broad and diverse audience of your project activities and results. The project team, partners and stakeholders can also be spokespeople of the project and are encouraged to talk to the media but they must always clearly state in their interviews or media appearances that the project is funded by the EU, what the main objectives are related to the EU integration process and list concrete benefits for the Programme area citizens. You are encouraged to prepare a brief project fact sheet which you can always distribute to journalists, to make sure important information is not omitted.

4.16 Social media
Social networking, photo and video sharing applications, blogs and represent the power of social media in our time. The main reason why social media has emerged as an efficient communication tool lies on its interactivity. Users are able to generate content as they have become active online members. Now users not only read information but create their own by expressing their views and sharing information with a potentially large audience. The distribution of online information usually helps reach a wider audience, as posts may deepen on many levels and go viral. Information is disseminated on Facebook and Twitter, pictures are displayed on Instagram and Flickr, community groups created on LinkedIn, videos uploaded to Vimeo and YouTube.

Social media channels of the grant beneficiary institutions should be the first channels of communication. In specific cases, if the project has a longer-term awareness raising component, consider creating your own social media platforms.

In addition, you must be aware of the European Commission's guidelines on the use of social media platforms when using them in your personal capacity.
5. APPENDICES
· Appendix 1 - Template of the Visibility and Communication Plan

· Appendix 2 – EU and Programme logos

· Appendix 3 - 10 Golden Rules to ensure visibility of EU funding
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