* X %
* ¥
* *
*

e K

European

Commission
e —

EUROPEAN
SOLIDARITY
CORPS

COMMUNICATION
STRATEGY

February 2021
DG EAC

S
S .
. $ g

: European wil k i?
| Solidarity ¥ S 3 ~

Corps



EUROPEAN SOLIDARITY CORPS | COMMUNICATION STRATEGY

10.

11.

EXECUTIVE SUMIMAIY.....iiiiieieieeieseeete et ete st e stesteste e te st e sbe e seese e st esseessesssesseassesssesasesaeansesnsesseansesnsesseensennsesneans 3
I OO UCT 0Nttt s b et st b s b e st s e et s bt e e et et eb et ese st ese b enesbeseenesbenesbenessensens 4
2.0 CONTEXT ittt ettt ettt st e b e st st sa et et e s a et e st e e Rt e e ae et e et e s ae e be et e s aa e be e beetesaeenreeanes 4
2.2, STrategy deVEIOPMENT......coiiieiieiet ettt sttt ettt b et b ettt e et beae e 4
2.3, Methodological @QPPrOaCh........ccoiriiirieeree ettt ettt ettt be e 5
2SI == Tol o T 174 1 T~ i3 6
I R I 1T S =Y ol o SRRSO 6
3.2, INEO VI BWS .ttt ettt sttt b e st b e b sttt ettt R e Rt e a b et et e b et et et e bebeteteshesaeereerees 6
I TR €V 19 Yo [T g =TRSO 7
(CTo =1 I g Te Ie] o =T 1177 9
4.1. General aimand overall ambitioN.......ccccviiiiiiiii e e 9
4.2.  Specific commMUNIiCAtIoN OBJECTVES ....o.eeuivieiiieirieiriee ettt sttt s 9
LY@ 0 - 15 L TSR 11
T R €A ot =1 =T o= LSRR 11
LI L=< A= 10 o (1= ol U 13
KBY IMESSAEES ...ttt st a e bbbt b e s b aa e st e b s aesae e 16
7.0, POSTTONING..cutiiiiieeieieete ettt ettt ettt st s et st s b e st e s st st e s st esseeabesatesat e se et e satesbaeatesabesseenseensenanas 16
7.2, MESSAGING MATTIXutertirieiteriierienieeieseeste st ete st esteste st e be et ebe st esseessesatessasssesatesasessessesasesseensesasensens 17
CoOMMUNI CAtION APPIOACN ......ueticiiiecierecte ettt e e e et e e e e e b e s e s e s e s essessensessestestessensensensensensans 20
<0 O e Y=l o) Yo ol PSSRSO 20
30 2 V[ Yor= Y o U1 - | TR 20
8.3, DOS ANU DONTS...uceeuiereeieesieesteeesestesesteessessssestesessesessessesessasessessssensesesenessensesesseneesensesensesessesessanes 21
CrEatiVE APPIOACKH. ... ettt ettt st sttt s h et bttt ettt ae b et eneten 22
0.1, CrEatiVE CONCEPT ittt ettt ettt et st e s bt e s bt et e st e s st e be e st esatesaeeabesasesae e beensesanenbennsesans 22
9.2, KEY VISUAIS ..ttt sttt ettt st s a et be bbb bt e et et et et e be e ebenes 23
(O TUN 1 =T Tola 1Y o] o] (oY= Yol o VOSSPSR 25
10.1. Europeanand national COMMUNICAtON.......ccceeeieeerireeeetete ettt re s e et testesbesre e s 25
0 7 oo LT o I - ot 11 ol 3E OO SRRSO 26
MONITOFNG AN EVAIUGTI ON.....ocviiiiiieciecec ettt sa et et sa e e et et e s besbestesbesbestestensenes 30

Page | 2



NOILVDINNWINOD | SdH0D ALIMVAITIOS Nv3dodn3

The European Solidarity Corps programme (2021—2027) must rely on a strong communication strategy to
raise awareness of the programme and its priorities among potential beneficiaries (youngpeopleand
organisations) and to disseminate its messages with the support of stakeholders and multipliers.

This strategy was devel oped throughresearch, interviews with experts, stakeholders and beneficiaries and
focus groups with stakeholders. Itincludes a creative concept and will be implemented through an 18-
month communication plan.

The communication strategy addresses the different target groups of the European Solidarity Corps,
namely: potential applicants, direct beneficiaries, stakeholders, multipliers and decision makers.

This communication strategy aims to position the EuropeanSolidarity Corps as a one-stop shopfor
volunteering —a unique programme connecting young people with organisations offering solidarity
projects.

Ithighlights programme novelties —the main one being theintroduction of a humanitarianaid strand —, its
key priorities (inclusion, sustainability and digital) and showcases the benefits of joining the Corps for
differentaudiences.

This strategy has been translated into the creative concept ‘The power of together’ —a strongideathat
reinforces the brand of the European Solidarity Corps to tell authenticstories aboutitandenhanceits
overall communication.

The communication strategy will serve as a basis for the communication plan with thefirst set of
communicationtactics proposed inthis document.
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2. Introduction

2.1. Context

2021-2027 marks the new Multiannual Financial Framework forthe European Solidarity Corps, whichis a
programmethataims to foster solidarityin Europeansociety, engaging young people and organisationsin
accessible, high-qualityactivities. It offers young people together with participatingorganisations awide
variety of opportunities to participatein solidarityactivities introducing positive societal change.

The European Solidarity Corps (ESC) programme for2021-2027 has two mainstrands ():.

Volunteering: abroador inyourown countryfor between 2 and 12 months (in some cases 2 weeks), with
opportunitiesina wide range of fields —culture, environment, social inclusion and more —for peopleaged
18-30.

Humanitarian aid: building on the previous EU Aid Volunteers, the programme will alsoenable young
peopleaged 18—35to volunteer in the humanitarian aidfield far beyond Europe. The humanitarian aid
strand will not start before 2022.

In addition to those strands, the Corps offers the opportunity to take partinsolidarity projectsinwhicha
group of atleast five young people cansubmit a request for EU funding for a project that would positively
impacttheirlocal community.

With a budget of over EUR 1 billion, the Corps will offer even more opportunities for young peopleto
involve themselves inprojects and activities within the EUand beyond.

The upcoming programme will have an even bigger emphasis on inclusion by encouraging andfacilitating
the participation of young people withfewer opportunities. Italso aims to be more sustainableand more
digital thanbefore.

Anew quality label application process willalso be introduced for organisations. National Agencies will needto be
well informed and empowered to explainit to potentialand current beneficiaries.

2.2. Strategydevelopment

In order to develop the strategic positioning of the new European Solidarity Corps programme, the
following analysis has been carried out:

1. Research

+ Deskresearch
+ In-depth interviews with programme experts, key stakeholders and beneficiaries
+ Focus groups with key stakeholders andbeneficiaries

2. Stakeholder mapping andanalysis
3. Development of the communication strategy

1 EC: https://ec.europa.eu/commission/presscorner/detail/en/IP 20 2385.
EP https://www.europarl.europa.eu/news/fr/press-room/20201207IPR93216/accord-sur-u n-programme-de-vo lonta ria t-pour-les-
jeunes-en-europe-et-au-dela.
Council: https://www. consilium.europa.eu/en/press/press-releases/2020/12/11/european-solidarity-corps-2021-2027-the-
council-and-the-european-parliament-strike-a-provisional-agreement/?utm source=dsms-
auto&utm medium=email&utm campaign=European+Solidarity+Corps+2021+-
+2027%3a+the+Council+and+the+European+Parliament+strike+a+pro visio nal+agreement.
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2.3.

Development of creative concept (3 different routes for telling the story of the new European
Solidarity Corps)

Methodologicalapproach

The key steps are summarised below.

STEP 1 STEP 2 STEP 3 STEP 4
Researchand Creative Communication Creative assets
analysis concepts strategy and guidelines

development

development

Understanding | Developinga Highlighting Providing ready-
policy, context, | long-term strategic to-use materials
novelties, creative recommendations andinspiring

g audiences, storytelling for the content to allow

e [ challenges. approach for communication creators to

3 | Defineinspiring | the new approachand develop thgir
insights and European actions inthe years | own materials.
strategic Solidarity Corps | tocome.
direction. programme.
Deskresearch— | Creative team’s | Based onresearch Definition of
social media ideation findings, selected specificassets
listening, process. creative approach based on
review of Creation of and had ongoing immediate

ﬁ relevant Manifesto, and | feedbacksessions needs.

8 | documents. lookand with DG EAC and Guidance for

& | In-depth feel/graphic selected experts. other
interview. approachto appropriate
Focus groups. convey the communication

story. tools and
actions.

@ | Creative brief. | 3 different Communication Key creative

4 creative routes. | strategy document. | assets and

aQ Research S

= guidelines

% | report. Selected route

S . document.

5 to be decided

w

o on.
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3.1. Deskresearch

The desk research consisted of three parts:

Review and analysis of key documents:

Inclusionanddiversityin the future Erasmus+and European Solidarity Corps programmes
Erasmus+and European Solidarity Corps sustainability strategy

Digital Erasmus+and European Solidarity Corps

European Solidarity Corps guide 2020

SALTO youth participation strategy

Various SALTO research documents

Background document: National Agencies and dissemination of projects

What's new —messages

Study on removing obstacles to cross-border solidarity activities

Study on theimpact of transnational volunteering through the European Voluntary Service
Researchfor CULT Committee —EuropeanSolidarity Corps and volunteering

Documents on previous strategiccommunication plans and recommendations

EuroDesk survey 2019.

+ + F o+

Social media monitoring and research:

+ The social media monitoring activity covered the period from 1 September to 15 November 2020
and aimed to identify insights suchas: users’ feelings towards the programme, key topics, events
and communicationhooks, top influencers.

+ The social mediaresearchalso provided anoverview of the main social media channels for the
European Solidarity Corps at both European and national level, top organic posts, types of content
targeting different audiences and the type of post likely to ensure high | evels of engagement.

+ Theinsights gathered served as a basis fordiscussion with DG EAC social mediaand web teams.

Secondary research conducted in different areas:

policy, history of the programme and novelties
contentand messages
communicationandoutreach

stakeholders.

+ + + +

3.2. Interviews

In-depth interviews with DG EAC programme experts, key stakeholders and relevant beneficiaries of various
opportunities within the European Solidarity Corps.

The interviews were conducted via Teams, lasted for approximatelyone hourandwere recorded for
reporting purposes if prior permission was given by the respondent.

The respondents for the European Solidarity Corps interviews are:

DG EAC - Director of Youth

DG EAC — Head of Unit, ‘Youth, volunteer solidarityandtrainees hips’
European Solidarity Corps beneficiary

European Solidarity Corps participant

DG EAC — ESC programme officer

Austrian National Agency

Eurodesk.
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3.3. Key findings

The key findings were clustered into three mainareas: policy, people (including organisations) and
communication. The key findings were shared with the larger project teams to inspire the devel opment of
creative concepts andstorytelling lines, as well as a strategic directionfor the creative and communication
approach. Aresearch report with detailed findings from the interviews will be made available as a separate
document.

The European Solidarity Corps aims to become a one-stop shopfor volunteering and offers a wide range
of solidarityactivities for young people —both short and long-term. The addition of a humanitarian strand
will further increase the diversity of the opportunities offered under the programme and will reinforce
the idea of the European Solidarity Corps as a destination for young people and organisations who want
to get involved in European solidarityactivities.

The focus on inclusion and diversity should be taken into account at all stages of the programme’s
management: itis notjust about the final participants (young people), but also about increasing the
diversity of offers from participating organisations. Furthermore, the new programme will place more
emphasis on sustainability (through greener mobility and the promotion of green projects) and digital
(e.g. onlinetraining).

The EU Youth Strategy 2018 focuses on three core areas of action: engage, connect and empower (2) . The
European Solidarity Corps contributes to these three areas of action. The programme encourages the partidpation
and civic engagement of young people who are increasingly involved in ‘alternative forms’ of
participation, including youth activism, community volunteering, online activismand youthsocial movenents, such
as the climate activismmovement (3).

The European Solidarity Corps offers young people a unique opportunity to experience volunteering:itis
not just a ‘mission’, but a way to really live a new and enjoyable experience.

As confirmed by a Eurodesk study (*), young people who opt for mobility opportunities primarily do so to
have fun and live a new experience (94.5 %) and to do something meaningful and useful (90.5 %).

Organisations also benefit from participating in the European Solidarity Corps: they are connected to
motivated volunteers who offer them a fresh perspective on their work, they exchange knowledge and
best practices with other organisations and receive formal recognition from the EU.

The European Solidarity Corps not only offers a diverse range of project topics that give participants more
choice,itisalso open to diverse organisations. This diversity is reflected not onlyinthe project topics, but
alsoin their length, geographical scope and type (volunteering, solidarity projects or humanitarian aid
beyond EU borders).

Moreand moreyoung peopleareinvolved in volunteering: according to Eurobarometer, 34 % of young
adults have been involved inan organised voluntaryactivity overthe past 12 months (°). However, there
remain big differences in the levels of participation by young people and organisations in the European
Solidarity Corps across European countries. Some young people may already recogniseitas a programme
with clear added value, an obvious choice when it comes to hel ping othersandan experience thatthey

(2) https://ec.europa.eu/youth/policy/youth-strategy_en.

(3) https://www. salto-youth. net/rc/participation/yps tra tegyy/.

4 Source: Eurodesk Survey 2019, Mobility and the Role of Youth Information.

> Source: Flash Eurobarometer 478, How do we build a stronger, more united Europe? The views of young people.
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9.

can proudly liston their CV. For others, volunteering might still be considered a waste of time that could
be better invested in getting started with their career. For others, their motivation to join the European
Solidarity  Corps might be for philanthropic reasons: to help others.

The COVID-19 crisis has demonstrated that a lot of young people want to get involved and like
organisations, want to find diverse ways to help in such a challenging time. According to the Youth and
COVID-19 survey report (°), globally European Solidarity Corps participants shared their stories when
experienced the COVID crisis during their projects, showing how young people can make a difference and
contributeto a better society.

On communication

10.The rebranding of the well-established European Voluntary Service (EVS) to the European Solidarity

Corps causedsome confusionandtraces of communication on the former EVS can stillbe found online.
The European Solidarity Corpsis notyeta strongbrand and is quite often presented nextto Erasmus+, a
widely recognised Europeanbrand and this might cause the Corpsto remaininits shadow.

11.European Solidarity Corps opportunities are not yet well known and this lack of awarenessis cited as

oneof the key obstacles for the programme (7):

85 % of organisations claim that thereis a lack of awareness of the opportunities offered by the Corps;
66 % of survey respondents say thatinformation on cross-border volunteering is not adequately
disseminated.

This is confirmed by a Eurodesk study: 56 % of young people feel lostandstruggle to findinformation
they need about mobility programmes.

12.Communication needs alsoto be bottom-up andto take into account the different needs of National

Agencies andother stakeholders in terms of size, funding and experience. Thereis a clear need for
flexible toolkits that can be adaptedfor different target audiences.

National Agency

Source: SALTO, Exploring theimplementation ofthe European Solidarity Corps during its first year.

6

7

Source: European Youth Forum, Youth and COVID-19 survey report.
Source: study on removing obstacles to cross-border solidarity activities.
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4. Goalsandobjectives

4.1. General aim and overall ambition

The overall communicationgoal is to developa storytelling approach to the new European Solidarity Corps
programmethatcanpower communication campaignsand actionsintheyearsto come (2021-2027).
Simplegraphic design elements andcreative tools can inspire all contributors to European Solidarity Corps
communicationto create their own materials, ensuring a more consistent approach at the Europeanand

national levels.

4.2. Specificcommunicationobjectives

The table below highlights the target audience(s) for whichthe specific objectiveis relevant andthe key
moments that could be used forcommunicationin theyearsto come (2021-2027).

Stakeholders and
multipliers

Ultimate beneficiaries
(individuals/organisations)

Decision makers

Communication moments

Communicate the novelties and lesser-known
opportunities of the new European Solidarity Corps.

Startingin 2021 (first 18
months).

Reach out to underrepresented targetaudiences
and people with fewer opportunities.

Before each application
round.

1. Attract more organisations: need to create offer for
the European Solidarity Corps.

Attract more participants: more focus in later phase, once
the offer is reinforced.

Startingin 2021 (first 18
months).

Influence decision makers
to ensure continued
support.

Yearly, when positive
results are available.

Empower them to make
the programme more
visible within their
networks.

Before bigger campaign
launches and/or each
application round.

Make the programme’s strands clearer and better known.

Starting 2021
(first 18 months).

Celebrate the programme’s achievements
and sparka feeling of pride among EU citizens.

Programme anniversary/
milestones.

Clarify communication about COVID-19, how it is affecting
the programme and the solutions.

Ongoing while the
pandemic lasts.

Itis importantto stressthat certain organisations can play a double role as both beneficiaries and
multipliers. For example, a youth organisation canorganise projects for European Solidarity Corps
volunteers, while also co-creating and multiplying European Solidarity Corps messages to their own

audiences.

Today, almost 30 % of registrants come from just three countries: Italy, Spainand France (8).
The new programme should achieve a wider geographical spread. Male participants arealso

8 Source: European Solidarity Corps, daily update for 18 October 2020, by DG EAC.
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underrepresented, atonly38 % (°). Itis important to show that solidarity activities areanattractive
opportunity forall young people. Reaching out to people with fewer opportunities (e.g. due to disabilities,
economicor geographicobstacles)can further show that everyoneis welcometo contribute to European
solidarity. With 67 % of organisations surveyed (1°) —assessingtheir capacity and willingness to include
young people with fewer opportunities in solidarity activities —, thereis certainlythe potential to increase
the programme’s inclusiveness.

9 Source: European Solidarity Corps, daily update for 18 October 2020, by DG EAC.
0 Source: Removing obstacles to cross-border solidarity activities, European Commission.
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A SWOTanalysis was conducted to identifythe strengths, weaknesses, opportunities and threats related to
the European Solidarity Corps. ASWOT analysis was used instead of a PEST analysis, because PEST is limited
to externalfactors and does not consider theinternal situation. Thoseinternal factors (strengths and
weaknesses) arevery relevant for a programme like the European Solidarity Corps.

Moreover, when reflecting on opportunities and threatsina SWOT analysis, we also take into account the
factorsthatwouldbeincluded ina PEST analysis (e.g. COVID-19 with its social and economicimpacts,
political factors, suchas theimportance of diverse EU policies, etc.).

Strengths

Weaknesses

+

Positive emotions and experiences of
participantsand organisations: thereare many
positive storiesaboutthe European Solidarity
Corps.

Wide diversity of opportunities offered
(volunteering and work opportunities, different
fields, length, place,etc.).

Fully organised experience (costs covered,
insurance, training), accessible to young people.
Personal development.

Formal recognition (Youthpass for participants,
quality label for organisations).

+ Lowlevels ofawarenessofthe programme and
its opportunities.

+ Application processrequires a lotof knowledge
and resources that some smaller organisations
might not have.

+ Itis difficult to find relevant and appealing
information about the programme.

+ Potential disappointmentofregisteredyoung
people:less than 40 % of registered young
people were contacted at least once by an
organisation (11).

+ Very uneven distribution of registration: around
30 % are from just three countries (Spain, Italy,
France).

Opportunities

Threats

+

+

Over 93 % of non-mobile young respondents are
eager to experience a mobility opportunity (12).
Increase the level ofinformation aboutthe
programme among young people and
organisations.

Reachingout to new types of organisationsand
to disadvantaged young people.

Potential risein European solidarity: 63 % of
Europeans agree that the current COVID-19
crisis shows the need for greater European
cooperation (13).

+ Rebranding of EU-Aid and addinga humanitarian
strand under the Corps could create confusion
around the programme.

+ Mobility, a core feature ofthe European
Solidarity Corps, is massively affected by COVID-
19.

+ Mobility may attract negative commentsin the
context of ‘a greener Europe’.

+ Criticism of certain EU solidarity activities
(e.g. helping refugees).

5.1.

Key challenges

Based on the SWOT analysis and research findings, key challenges and potential ways of tackling them were
identified.

Position the European Solidarity Corps as a one-stop shop for solidarity activities.

The programme offers unique opportunities for young people and for organisations involved, butis not
yet a strong brand. Besides graphical guidelines, the European Solidarity Corps needs a clear
communication positioning translated intoa powerful creative conceptthat wouldberelevantfor all

' DG EACdata, as of 18 October 2020: out of 265 420 registrations, 101 768 were in contact at least once.
2 Source: Eurodesk 2019.

Source: https:

‘ecfr.eu/publication/europes pandemic _politics_how_the virus has changed the publics_worldview/.
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targetaudiences.

Storytelling needs to be simple and inspiring:itis about promoting the Corps as a destinationfor all
people (individuals and organisations) who want to devel op theirsocieties and themselves.

This storytellingshouldalsoallow us to promote the ambition of the Eur opean Solidarity Corps as more
inclusive, green and digital.

Reach out beyond the programme’s ‘usual’ target audiences (for both participants and organisations).

Itis crucialfor the European Solidarity Corps to attractmore diverse organisations to the programme inorder to
diversify the offer and increasethe chance of matchmaking potential participants. The new quality-label
application rules therefore need to be explained to inform organisations about new requirements for partnering
with theCorps and hosting volunteers.

Itis alsoimportant to convey the message that solidarity activities are open to youngpeoplefromall
different backgrounds. This canbe achieved with an inclusive brandstory and by looking for new ways
of reaching outto morediverse audiences.

Bring more consistency while inspiring more diverse storytelling.

Createstrongbrand guidelines for the European Solidarity Corps, allowing more consistency while still
inspiringvarious stakeholders to create their own communication materials.

Introduce the humanitarian strand as the main programme’s novelty.

The introduction of the humanitarianstrand will open up more possibilities foryoungpeopleand
organisations to engage with the programme.

The targetaudience for this strand will be broaderthan fortoday’s activities under the Corps: reaching
outto young peopleupto 35 yearsold.

Broaden the European Solidarity Corps community.

Solidarity activities areallabout people. Itis about connecting young people with organisations and
communities to which they want to contribute. Beneficiaries of the programme all have theirindividual
stories to share andface-to-face communicationis the best way to find out more about the programme.
Communication should facilitate the sharingof such stories and the creation of connections between
different people engaged in the EuropeanSolidarity Corps, for example by leveraging the power of
alumni communities (*%), suchas Euro-peers or the European Solidarity Network.

14

https://europa.eu/youth/solidarity/young-people/commun ity/networks is
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6. Target audience

Belowis a snapshot of the segmentation of target audiences and the s pecific objectives for different

segments.

A. Potential
participants

Individual registrants and participants:

+ Young people (18-30).

+ 18-35 for humanitarian aid (15). As these actions pose specificchallenges, the age
of volunteers is extended, withthe possibility of hiring experts and coaches outside
of the age limit.

+ Mostlyindividuals (groups for solidarity projects).

+ Specific focus on those with fewer opportunities (people with disabilities, special
needs or health problems, learning difficulties, economic obstacles, social or
geographical obstacles, immigrants and refugees).

Organisations:

+ Small and large governmental organisations, municipalities, non-governmental
organisations (in EU and non-EU MS) and companies.

+ Coveringdifferent solidarity areas (e.g. citizenshipand democratic participation,
community development, culture, environment, equality and non-discrimination).

Key objectives for
potential applicants

Make the programme’s strands clearer and better known.

+ The communication needs to raise awareness of the European Solidarity Corps and
its role in European solidarity.

+ For individuals: focus on diverse opportunities and benefits offered by the Corps.

+ For organisations: focus on benefits for organisations and on a quality label (the
necessary requirements to take partin the programme).

Reach out to underrepresented target audiences.

+ Inordertoaddress more diverse audiences, new ways of reaching out beyond the
EU/Erasmus+ bubble need to be encouraged.

Attract more applicants.

+ Knowingthatonly a limited percentage of young people are contacted by
organisations, the first recommendationis to focus on attracting more
organisationsin order to increasethe number and diversity of projects offered
under the European Solidarity Corps.

B. Direct
beneficiaries
(already registered /
participating in the
programme)

Individuals:

+ Those who are alreadyregistered and are waiting to be contacted by an
organisation.
+ Those who are already participatingin the programme.

Organisations:

+ Quality-labelledorganisations of the European Solidarity Corps.

Key objectives for
direct beneficiaries

Communicate the novelties and lesser-known opportunities of the European Solidarity
Corps.

+ They are already aware of some of the opportunities offered by the European
Solidarity Corps, but the communication should enable them to discover whatelse
the new programme can offer them (e.g. humanitarian strand).

(**) https://www.europarl.europa.eu/news/en/press-room/20201207IPR93216/new -volunteering- programme-f or-y oung-pe ople-in-

europe-and-beyond-agreed.
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Clear communication around COVID-19, how it is affecting the programme and the
solutions proposed by the EU.

+ The beneficiaries of the programme arethe ones directly interested in how COVID -
19 affects European Solidarity Corps mobility and what solutions are being
introduced to tackle this challenge.

Celebrate the programme’s achievements and spark a feeling of pride among EU citizens.

+ Your beneficiariesare the best ambassadors for the programme. Their engagement
is crucial in spreading the news about the achievements of the European Solidarity
Corps and attracting more individuals and organisations to the programme.

C. Stakeholders Organisations and institutions who influence the way in which the European Solidarity
and multipliers* Corps is implemented in participating countries, as well asthose who influence the
perception of the programme through their own communication actions (EACEA, SALTO,
National Agencies, EuroDesks, etc.).

Key objectives for Empower them to make the programme more visible within their networks.
stakeholders and . . L L N L
multipliers + Theirroleis essentialin achieving allcommunication objectives for other target

audiences.

+ Clearinformation on programme novelties (quality label, humanitarian strand) and
ambition (inclusion, green, digital).

+ Communication shouldinspirethem and give them relevant tools to disseminate
communication on the European Solidarity Corps.

D. Decision makers Those who can enhance future financialand political support for the programme at
European (European Parliament, European Commission), nationaland local levels.

Key objective for Influence decision makers to ensure continued support.

decision makers
+ Communicatingon the ambition of the programme, its priorities and how they are

aligned with European/national policies.

Celebrate the achievements of the programme and spark a feeling of pride among EU
citizens.

+ Itisimportant to show how different solidarity activities come together for bigger,
internationalimpact.

*A detailed stakeholder mapping exercise isin progress and will be available as a separate document.

At this point, itisimportantto mentionthat certain entities can play a doublerole under the European
Solidarity Corps as both beneficiaries and multipliers. Forexample, an NGO can coordinate volunteering
projects, while also co-creating and multiplying the European Solidarity Corps messages for their own
audiences.

Two types of countries areeligible to take partin the European Solidarity Corps.

Participating countries: EU countries, Iceland, North Macedonia, Turkey, Liechtensteinand Norway (16).
Partner countries (EU neighbours): Albania, Algeria, Armenia, Azerbaijan, Belarus, Bosnia and
Herzegovina, Egypt, Georgia, Israel, Jordan, Kosovo, Lebanon, Libya, Moldova, Montenegro, Morocco,
Palestine, Russia, Serbia, Syria, Tunisia and Ukraine.

The future participation of the UK depends on the outcome of ongoing Brexit negotiations.

6 Source: https://europa.eu/youth/solidarity/countries-covered_en

Page | 14


https://europa.eu/youth/solidarity/countries-covered_en

NOILVDINNWINOD | SdH0D ALIMVAITIOS Nv3dodn3

Duringthe strategic process, common traits among the beneficiaries —both individualsand organisations
alike—wereidentified.

+

They are opento andinterested in a European experience.

They want to make a difference and engage in actions with a real, positive impact.

They are very positive about their European solidarity experience: it is a ‘before -and-after' moment that has
a lastingimpact on their lives.

They are ready to share their experienceand they want as many people as possible to get the most from this
opportunity.

They learn from each other: the European Solidarity Corpsis a learning experience for both participantsand
organisations.

The European Solidarity Corps creates new connections on many levels: between participantsand
organisations, between volunteers from different countriesand between various organisations.

These connections reinforce participants’ Europeanidentity.
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7.1. Positioning

In order to positionthe new EuropeanSolidarity Corps, SimonSinek’s ‘golden circle’ model (’) was used to
definethe programme’s mission, values and ultimate offer for theiraudiences concisely. The model is

explained below.

WHAT

WHY?

The very reason the programme exists.
Itis the cause, the core belief.

HOW?

How is the programme special, different or relevant?
What are the key values or aspects of the programme?

WHAT?

What exactly does the programme offer, today and tomorrow?

WHAT

WHY?

The European Solidarity Corps empowers young peopleand organisations to
connect with others to actin common solidarity because togetherwe can make
a difference to improve society and ourselves.

HOW?

Diverse: connecting young people to alltypes of solidarity activities.
Accessible: opentoallyoung people and to diverse organisations.
Greener: all connectedfor greener actions.

Digital: get connected with what matters to you.

+ + + +

WHAT?

One-stop shop for volunteering, bringing together young people and
organisationsto offer them solidarity opportunities.

Based on this positioning, we have devel oped a strategic direction to guide the creative developmentand

the ‘bigidea’ behind it:

The solidarity experience that connects us for a bigger impact on societies andon ourselves

Itis aboutthe corenotion of solidarity as ‘afeeling or an action of unity, togetherness or oneness between
peoplewho havethe sameinterests and goals’ (8).

Itis about the power of solidarity, about how together (young people and organisations) wecan havea
greater impact. This difference happens on two levels: societal engagement and personal development. Itis
a learning experience for participants, organisations and local communities.

7" ‘Start with why’: https://www. youtube.com/watch?v=qpOHIF3Sfl4

8 Source: SALTO, Use Your Hands 2.0.
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This concept of “togetherness” differentiates the programme from other solidarityinitiatives.

Through the European Solidarity Corps, a participantis connected:

+ + + + +

to thechosen organisation, to the cause that matters to you;

to like-minded people with whom you have a goodtime;

to your mentor/trainer, supporting and guiding you through the whol e experience;
to other organisations fromwhichyou can learnmore;

to local anddisadvantaged communities, bringing support where needed.

‘Through taking and giving, asindividuals, as groups, as a society —thereis a need to connect to others,
thereis a need for common understandinganda need for common acts of solidarity for society to grow’

(19)'

7.2. Messaging matrix

A snapshot of the messaging matrixis visualised below (details are included as sub-sections):

HORIZONTAL MESSAGES ABOUT THE 2021-2027 PROGRAMME

Brand tag line

THE POWER OF TOGETHER

Potential applicants
Direct beneficiaries
Stakeholders/multipliers
Decision makers

Bringing European solidarity together.
The European Solidarity Corps isa one-stop shop for volunteering,
connecting people and organisations active in solidarity activities.

Reasons to believe

+ The European Solidarity Corps connects young people and organisations active
in solidarity activities.

+ Diverse choice of solidarity projects (different fields, in country or abroad,
various durations, etc.).

+ 100 % focus on volunteering activities (occupational strand is stopped).

Potential applicants
Direct beneficiaries
Stakeholders/multipliers
Decision makers

We’'re better together.

European Solidarity Corps impact is about building better (inclusive, sustainable,
participative) communities, whether close to your home or abroad. It’s about
growing all together and enjoying the journey.

Reasons to believe

+ Inclusive: open to all, enabling all kinds of people and organisations to grow,
encouraging participationfor allyoung people.

+ Greener programme: encouraging participants, organisations and partnersto
opt for greener choices and promote sustainable practices.

+ Ongoing projects even under COVID-19: proving that solidarity keeps on
improving European communities.

Potential applicants
Direct beneficiaries
Stakeholders/multipliers
Decision makers

Connecting European solidarity to the world.
It’s about opening European Solidarity Corps to the world: asof 2022, the
humanitarian aid strand willadd even more opportunitiesto the programme.

Reasons to believe

+ More opportunities for broader audiences (young people up to 35).

+ Opening European Solidarity Corps to new types of organisationsactive in
humanitarian aid fields.

¥ Source: 4Thoughts for Solidarity, SALTO, European Solidarity Corps.
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Messages for individuals (young people/potential applicants)

Volunteering can helpyou to develop your skills, acquire newones and gain valuable experience of the world of
work. The programme can give you an opportunity to learn more about a chosen field, gaining rapid hands-on
experience orto tryouta newdirectionin a different field or sector. Either way, you will return home with new
competences and new perspectives for future employment.

Volunteeringis a way of supporting communities —whether your own, another in Europe, or by takingpart
in humanitarian activities outside the continent. During the COVID-19 pandemic, many people have turned
to volunteering as a way of showingsolidarity to others. As werebuildacross theworld, itisimportant to
carry on supporting eachother, giving ourtime andskills to othersin need.

Experience another culture thanks to the programme. Spending time livingandworkingina new
community canbe enriching and eye-opening, providing new experiences and connections thatcan
broaden yourhorizons and open up new opportunities.

You cantake partinthe programme whatever your backgroundandregardless of your financial situation
(travel,accommodationandinsurance are covered). Training and supportarealso availableto tackleany
other obstacles you might need to overcome to make the most of your volunteering experience.

Whether you arealready a passionate environmentalist or simply keen to learn more, volunteeringwith an
organisationthatis workingin thefield of sustainability orisinthe process of greeningits practices can
prove a worthwhile experience. Gainingskills and experienceinsustainability can give you anadvantage
with future employers as the EU moves towards becoming the first climate-neutral continent by 2050.

Messages for organisations

Key messages are designed to help attract organisations and to enable them to see the benefits ingetting
involved inthe European Solidarity Corps.

The European Solidarity Corpsisan opportunity for NGOs to build networks andengagein youth activities
atthe European level. Bringing people from different cultural backgrounds together broadens horizons and
enriches yourorganisationandthelocal community. Participating organisations can become recognised
actorslocallyandatthe European level.

Your organisation gains access to a pool of proactive/highly motivated young people who want to make a
difference. These young people bring fresh ideas, emerging skills and new ways of working that can help to
energiseyourorganisationandboostinnovationand creativity.

Taking partinthe programme canencourage your organisationto take steps to start (or continue) to green
its practicesin line withthe new focus on sustainability. This can help build or strengthen the organisation’s
imageas agreen actor.
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Take partina programme that provides opportunities foryoung people, includingthose who would not
otherwise have the meansto spend timein another country. Thanks to your organisation, a young person
can havea unique experience thatis enriching or even life-changing while you build new connections and
benefitfromanother new perspectives on your organisation and work.

Participating inthe European Solidarity Corpsis anopportunity for NGOs working in humanitarian aid in
devel oping countries to make new contacts and build their networks, helping to raise their profiles
internationally. Bringing people from different countries together around a common goal also broadens
horizons andenriches your organisationandthelocalcommunity.
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8.1. Tone of voice

The general communication approach and tone of voice are based on the following elements:

The European Solidarity Corpsis about authenticity reflected in photographicstyle, the type of stories we
wantto tell and thereal impactthatyoung people wantto make. We wantto avoidclichés andstereotypes
in portraying solidarity.

Think of the European Solidarity Corps as something that believesin you, that supports youso youcan
connectwith others and developyourself.

The European Solidarity Corpsis a positive concept thatleaves people and communities energised.

The European Solidarity Corps connects and brings various people together. Itis about portrayingthe
diverse connections they make.

This isabout experiences, about people and organisations who grow together throughthe programme.

Where communication onlytargets decisionmakers through official documents the tone of voice will be
slightly adapted to reflectinstitutional norms.

8.2. Vocabulary

When beneficiaries and stakeholders were asked to summarise the European Solidarity Corps experience,
someinspiring terminology emerged. Summarised below, these terms canhelpdraftrich, yet consistent
public-facing messages.

Opportunities Discovery
Meaningful experience Making a difference
Solidarity European
Connections Sharing

Growing Up Change
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8.3. DOs and DON’Ts

DOs — what to say/the approach to take

DON’Ts — best to avoid

Authentic storytelling: the creative approachexpresses
togetherness using real experiences of Corps
participants wherever possible.

Using stock imagery to tell the stories of the Corps.

Approach: positive, energising, empowering.

Institutionaland/or too technical.

Reflect the diverse possibilities to engage in solidarity
activities. Adapt messages, toolsand channels to the
audience and the context.

While key identity elements mustalways be present,
avoid a ‘one-size-fits-all’ approach to content.

People and their experiences (individuals or
organisations)are central. It’sabout providing enjoyable
and powerful experiences connecting peopleengagedin
the Corps.

The policies arethe enablers of creative experiences, not
the central point in communication

Callto action: tryto use an emotional tone (i.e:et’s’,
‘join European Solidarity Corps’.Acall to action must
always be easily visible.

Multiple or complex messages without a clear indication
where they can find out more about a certain topic.

Visuals/content: usediverse, vibrant visuals, reflecting
the variety of projects under the European Solidarity
Corps.

Avoid negative connotations and stereotypes potentially
linked with solidarity activities.

Showcase togetherness: it’'sabout meaningful
connections.

Focus only on individual experience.

Sharing: be proud in sharing communication actions or
tools that have worked.

Copy or imagery that may not be relevant locally. Make
sure it fits with the local culture and realities.
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9.1. Creative concept

The creative conceptis based on thestrategicdirectionas presented in the point 7.1 of this communication
strategy: ‘Solidarity experience that connects us fora greater impact on societies and onourselves’. This
has been translatedinto creative proposals andthe chosen one validated during focus groups with
programme stakeholders and potential beneficiaries is presented here.

This routeis about the power of solidarity, about how together (young people andorganisations) we can
havea greater impact.

Itis a messagethatisstraightforward about the benefits of the European Solidarity Corps:in a nutshell, itis
all aboutsharing—your time, your energy, your skills.

What makes EuropeanSolidarity uniqueisthatonceyoudecideto shareyou receive so muchinreturn: you
learnand you grow.

This isalsovery true for organisations who decide to join the Corps (learning from each other) andfor the
European solidarity in general. The more we are, the more of positive difference we can make. And thatis
the power of together.

The Manifesto expressing the creative conceptserves as aninspirationfor further communicationwork
European Solidarity Corps, a creative expression of the ‘power of together’ concept.

We don’t have superpowers.
But when we gettogether and help each other, we can have a bigimpact on other people’s lives.

Even by doing small things.
When we share ourenergy, ourenthusiasm andour skills, we really have the power to change the world.

Together, we move forward.
Together, we learn from each other.
Together, we grow.

Together, we feel empowered.

And together, we enjoy the feeling.
Atthe European Solidarity Corps, you can experience the power of together.

Whateverthe size of the project.
Whateverthe length of the mission.
Whereveryou are.

And whoeveryou are.

European Solidarity Corps. The power of together.
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9.2. Key visuals

EUROPEAN

EUROPEAN | EUROPEAN
SOLIDARITY | J SOLIDARITY
CORPS CORPS

THE POWER OF TOGETHER THE POWER OF TOGETHER.

#SolidarityGorne.

GENERICAPPROACH

ICF Next will developa series of visuals that will bring to life different aspects of European Solidarity Corps.

EXECUTION

S EUROPEAN
TAGLINE i SOLIDARITY
CORPS

THE POWER OF TOGETHER.

GRAPHIC ELEMENTS

GROWING STRONGER
TOGETHER.

5% if-d
lopment facility and community, pro-
moting an inclusive and sustainable
lifestyle, aware of climate issues. To

HEADLINE

PHOTO

help them carry out their plan, the Euro-
pean Solidarity Corps sent them 20
young volunteers from across Europe.
Together, they have transformed the
onsite cafe into an increasingly popular
community hub for the region. They help

T CONFE

MHNR

BODY COPY

prepare meals, work in the garden and
organise festivals and public events
They can learn a lot about sustainability
and develop their creativity, while offe-
ring the local community opportunities
for intercultural exchange

The European Solidarity Corps is the
living proof that together we can make
a difference. So why don't you join one
of our many projects?

“CLIMATE AWARENESS"
SWEDEN

#EUSolidarityCorps

Prik

2

HASHTAG
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More details on the execution of creative concept can be foundin the programme’s visual guidelines.

The key design elements for key visuals are:

PHOTOS OF EUROPEAN SOLIDARITY CORPSPROJECTS

The starting point when creating a key visualarereal photography of the Corps projects.

The choice of the pictures must reflect the values of Solidarity Corps. Pictures fromreal projects and
coloured imagery with people together to reinforce the coreidea of “The Power of Together” are
favoured. For some communications, for example a press release, blackand whiteimages canalsobe
used. Positive and modern imagery is recommended to avoid possible negative connotations.

GRAPHIC ELEMENTS

Thoseareillustrative shapes representing the values and actions of European Solidarity Corps. (e.g.
enthusiasm, joy, caring, inclusion, movement, etc.)

Graphic elements make the campaign more easilyidentifiable by giving a “familyresemblance” and a
positiveenergy to all thevisuals.

FONTS

When thelayout doesn’t follow the charter of European Commission, the use of Roboto fontis
obligatory. When the use of the chartisrequired, usingthe EC Square Sans Pro fontis obligatory.

The key copy elements are:

HEADLINE
Headlines will express different facets of the European Solidarity Corps focusing onits tangible results, e.g.
“Growingstrongertogether” or “Transformingshorelines, transforming your life”

TAGLINE

This sign-offis anelliptical tagline where ‘together’ is not used as an adverb, but as a noun which means
‘being together and doing things together’.

‘The Power of Together’ stands for ‘The Power of Being / Working / Creating / Hel ping / Thinking /
Building / Learning / Transforming / Moving / Growing... Together’.

BODY COPY

In somecases, an additional body copy is needed to explain the details of presented European Solidarity
Corps projects and to show how they prove that together we canmake a real difference. Name and
country of the project will be highlighted.

HASHTAG
H#EUSolidarityCorps willbe used as anadditional branding element.
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10. Outreach approach

10.1. European and national communication

The various actors involved in the European Solidarity Corps programme have differentroles and
responsibilities when it comes to the communication of the programme.

+ DGEAC develops European guidelines highlighting the programme’s novelties and an ‘inspirationbook’
to encourage consistent communication. Launches communication actions and campaigns at European
level mainly communicating the ‘bigger picture’.

+ Education, Audiovisual and Culture Executive Agency (EACEA) supports DG EAC and boosts thelaunch at
the European level. EACEAs responsible for certain programme actions. Itsroleis to inform potential
applicants about the funding opportunities, communicate with beneficiaries and to provide information
on successful projects within centrally-managed actions.

+ Key stakeholders and multipliers (National Agencies, EuroDesks, SALTO) adapt communication to
national contexts, runnational communication actions and share feedback with other countries and DG
EAC. They arealso responsible for the communication of more practicalinformation about the
application process, for promoting different information points where potential beneficiaries canfind
supportatthenational level (e.g. through WhatsApp groups) and for providing useful resources (e.g.
informal learning for youth workers and | eaders by SALTO).

+ Beneficiaries (individuals, as well as organisations) co-create valuable content inspired by their own
experiences and share them with their peers and networks becoming genuine ambassadors for the
programme.

For key communication campaigns or actions (such as the launch of the new European Solidarity Corps
programme), itisimportant to keep a strongerfocus on internal communication (i.e. communication with
EACEA and National Agencies) and stakeholder engagement to balance the communicationlaunch at the
European level. Regular, structuredsessions withthe internal teams, as well as withkey stakeholders and
multipliers, will leadto complementary communication efforts and avoid potential overlapsin outreach.

PHASE 1 ~ MENEEEp PHASE2  JEEEEN) PHASE3  JEEEEE)  PHASE 4

Internal launch

Key stakeholders and
multipliers engagement

EU launch and national
adaptation

Structured sharing of
information and assets

Align DG EAC and EACEA
teams on

Align key stakeholders
and multipliers on

European launch and
preparation for launch

Sharingintelligence
aimingtoinspire and

§ communication novelties and the at the Member State enhance the sense of

2 ambitions and European level. community among

z approach. communication those communication
approach. on the European

Solidarity Corps.
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Video briefing session Webinar/video briefing | DG EAC launches Sharing of best practices
and sharing of sessions and sharingof | communication onits and communication
guidelines/ guidelines/ own channels. Key materials through
‘inspiration book’. ‘inspiration book’ and stakeholders and stories via different
other relevant multipliers adaptand channels outlined in
% documentation. create national detail in the
E communication plans communication plan.
< and materials, which are
inline with the
European
guidelines/‘inspiration
book’ and respond to
their own needs.
- Regular exchanges.
=z Min. 2 weeks before Min. 1 week before . Ongoing via
= | Phase3. Phase 3. At the time oflaunch. latforms/monthlyli
= platforms/monthly live
catch-ups.

DG EAC has defineda strategy for the dissemination and exploitation of programme results covering the
Erasmus+, Creative Europe (CE) and EuropeanSolidarity Corps programmes for the period 2019-2020. This
new strategy builds on the2015oneandhas taken on board the recommendations from anexternal
evaluationcarried outin2017 —mostimportantly, by aligning it with the needs expressed by stakeholders
(including EACEA and European Solidarity Corps National Agencies). The strategy is organisedaround four

key objectives:

Objective 1: Produce project stories with policy relevance for communication purposes.
Objective 2: Provide support to beneficiaries on communication, disseminationand the utilisation of

projects.

Objective 3: Facilitate the exchange of experiences among National Agencies and EACEA.
Objective 4: Foster sharing and the re-use of projectinformation and results via the Erasmus+, Creative
Europeand ESC Project Results Platforms.

DG EAC, EACEA, National Agencies and project beneficiaries are instrumental in the selectionand
dissemination of stories and support-related communication efforts on programme results. Reinforced

supportforstakeholders intheir communication, for example by providing them with additional guidance
when needed (especially before big campaigns, communicationactions or when new tools or priorities are
announced) and more templates/models of further formats suchas videos, factsheets and stories. This

supportwill be particularly beneficial for stakeholders or multipliers with fewer communicationresources.

10.2. Tools and tactics

The tools and tactics proposedin this section will be further developed in the communication plan,
providing more details andshowinghow andwhen different tools canbe disseminated. The chosentactics
will also be furtheraligned withthe dissemination strategy andthe exploitation of results. Long-term
communicationproducts will also be highlighted inthe communicationplan.

Inspiring and easy-to-use guidelines created and disseminated by DG EAC to hel p improve consistency,
whileremaining flexible enoughto integrate national needs.

The inspiration bookwill include:

the manifesto

tone of voiceandcreative DOs and DON'Ts

brand guidelines

other ideas/inspirationfor how to communicate aroundthe new concept.
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With this tool, national agencies and other stakeholders can create their own communication materials
inspired by the new storytelling approach on the European Solidarity Corps and consistent with proposed
branding elements. This will enable the story of the Corps to be told by diverse voices, adding to its richness
and growing over time.

Stakeholders, butalsoDG EAC expressed the need for more comprehensive communication materials, such
as:

printable digital infographic(s) illustrating the EuropeanSolidarity Corpsina very simple, visual way
(need for clearandsimple communication material to convey messages about the programme);
videos to explain the programmein the local language;

socialmedia materials suchas readymade posts, GIFs, etc.;

electronicbrochures foronline events;

website banners;

PowerPoint presentationtemplate;

recorded presentations, videos, tutorials, etc.

The European Solidarity Corpsis being promotedon DG EAC’s Twitter, Facebook and Instagram accounts,
butthe onlinecommunity is notyet very well devel oped andthereis not much engagement on the Corps’
socialmedia.

Werecommend a clearer targeting of audiences and tailoring of content for different channels.

Twitter would mainly target stakeholders and decisionmakers with content and updates relevant to
them.

Facebook and Instagram would mainly target final beneficiaries with shareable, engaging or interactive
contentthatis likely to resultin the community increasingin size.

For umbrella accounts like the EuropeanYouth Facebook or Instagram ones, extra attentionshouldbe given
to the European Solidarity Corps branding elements to ensure that the audience immediately recognises
the postas being about the Corps programmeingeneral or one of the opportunities it offers. Currently, the
various social media posts about the European Solidarity Corps comein all colours and withvery little
programme branding. Clear formats for different types of posts would help to create a stronger brandfor
the programmeand couldalso be shared with organisations and other multipliers.

The dedicated European Solidarity Corps group can be further devel oped to encourage more engagement
around the programme andto enable direct communication with beneficiaries. More detailed
recommendations forthe use of the group will be outlined inthe communication plan. In addition, other
communities, suchas Euro-peers or the European Solidarity Network, can be supported and/or used to
promote the communication messages.

Alongside ‘open’ digital channels, the EuropeanSolidarity Corps manages the online platform matching
participants with organisations. As explained in previous chapters, not all registered young people are
contacted by a potential host organisation. Existing (general online training) and upcoming initiatives aim to
increaseinteraction withregistrants.

Onceregistered, participants can access the European Solidarity Corps mobile application whichalso offers
the opportunity to reachout to the Corps community. Separate communication to existing registered
participantsis needed to keep their engagement highso thatthey update their profileand increase their
chances of being spotted by interested organisations.
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Specific approach for organisations

With simplified quality labelling, the sole focus on volunteering and the addition of humanitarianaid, the
new programme offers many opportunities to attract more diverse organisations to the European Solidarity
Corps.Thereisa need for communication materials that s pecifically target organisations (e.g. tutorials) and
an evaluation of the channels that offer opportunities to reach out to them directly.

Ideas foractivating organisations thatare alreadybeneficiaries of the Corps should also be consideredso
thatthey can beturnedinto programme ambassadors.

Facilitating personal connections

The best source of information for mobility programmes is face-to-face communication as confirmed by
Eurodesk studies and alsoby ourinterviewees.

i ) (&

o)
39.3% < 84.7% ,‘

39.3% found their opportunity abroad online.
84.7% found it through a face-to-face contact.

Source: Eurodesk 2019 survey on mobility and the role of youth information.

The suggested communicationtools should considertheimportance of those personal connections, of
matchmaking between participants and interested organisations and of connecting past participants with
potential participants or interested organisations with already engaged organisations. Thoseinteractions
can happeninreallife, but given the current COVID-19ssituationonline tools need to be considered. The
European Solidarityapp with its community journal functionality couldalso be used to reinforce
connections between participants. Specific moments such as European Youth Weeks could be used to
promote the programme during face-to-face and virtual events.

Real stories: personal storiesin a ‘connected’ context

Stories based on real-life experiences are more effective at having the desired impact on the target
audiences. EuropeanSolidarity Corps stories may reflectimportantaspects of the programme (inclusion,
sustainability, digital). As mentioned before, authenticity in tone of voiceis important to show that the
projects are making a real difference and to tell stories to which others caneasily relate.

Under the proposed creative concept, a script canbe developed showinghow these personal stories are
partof bigger collective stories. For example, telling the story of the European Solidarity Corps from
different perspectives: the volunteer, the hosting organisation, the localvolunteers who workedtogether,
etc. This typeof scriptcanbeincludedin the ‘inspiration book’ for guidance. These stories could betold in
different formats (e.g. podcasts), butas explained, we should always consider a video version.

With real stories we canshow thatthe European Solidarity Corps is about community —about meaningful
connections. Just like Erasmus+, the European Solidarity Corps has the potential to turn participants
(individuals as well as organisations) into ambassadors forthe programme.
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Therearea lot of things to communicate about the European Solidarity Corps programme and experiences.
Most of them could be portrayed ina more dynamicand engagingway and here we recommend increasing
efforts to create video contentthat would enhance storytelling opportunities. Based on Ciscoforecasts?,
video will represent 82 % of all consumer internet trafficby 2021 (8). Not adapting to media forms that
audiences frequently use may resultina loss of interestin the content we disseminate.

National agencies, SALTO, Eurodesks and others are powerful disseminators of information. They provide
first-hand guidance on different programmes to current and potential beneficiaries and areindirect contact
with other interest groups at national level. Leveraging the power of these networks will be crucial to
continuing communicationabout the EuropeanSolidarity Corps. They will be provided with enhanced
supportfor more coherent communication, as well as communication materials and guidance, best
practices, etc.

2 Source: https://www.cisco.com/c/dam/m/en_us/solutions/service -provider/vni-fo recast-
highlights/pdf/Global 2021 Forecast Highlights.pdf. The forecast was done before the COVID-19 crisis. Video consumption has
increased even more with the pandemic.
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This strategy shouldbe monitored and its success evaluated as follows:

Surveys sent to stakeholders and multipliers to assess satisfactionlevels withthe materials and guidance
received, as well asto gatherinsights on what can beimproved inthefuture. In orderto ensure broad
inclusion, the survey should cover representatives from all Member States, for example by using
EUSurvey or other online survey tools, such as Voxco.

Calls with key partners (i.e. National Agencies, EuroDesks) will enable a morein-depthassessment of
whatwentwell, the most useful materialsreceived, best practices and future needs and expectations. A
balanced representation of Member States (geographically, by size and by availability of internal
resources) can beidentified. Videocalls can take place using software such as Teams followinga pre-
defined agendafordiscussion.

Working groups with key partners andselected stakeholders/multipliers. Based on observations and
insights fromthe previous points, a working session oncommunication couldbe organised to discuss
the results and ways forward. This could be a live session, via videocall or inperson (when face-to-face
meetings are againpossible).

Page | 30



