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Executive Summary and Recommendations

The disinformation campaigns led by Russia and the Islamic State (IS) in the EU’s 
neighbourhood have made the bloc rethink its response to such threats. Both of these actors aim 
to challenge and discredit Western values and turn the EU neighbours’ societies to their own 
purposes, either recruitment of new regime supporters, as in the case of IS, or for Russia, to draw 
these countries into its sphere of economic and political influence. The EU has already undertaken 
steps to counter the Russian propaganda and will address that of IS in the near future as part of its 
strategy on countering hybrid threats. So far, the Member States have agreed to enhance strategic 
communication and the European External Action Service (EEAS) has created a task force, the 
so-called Eastern Strategic Communications (East StratCom), responsible for mythbusting false 
stories and propaganda disseminated by Moscow. These are positive steps as they put the EU on 
a permanent basis of researching and countering Russian disinformation campaigns. Nevertheless, 
the scope of the new task force’s actions is severely limited by the lack of a sufficient budget 
and the service’s advisory role for other EU units responsible for communication. This hampers 
dissemination of its work. 

The creation of the task force is the tip of the iceberg in terms of what the EU might do 
to strengthen its capacities to build a positive image of itself and counter stereotypes of it found 
in the propaganda. At the EU level, the strategic communication in its neighbourhood is limited 
by several institutional gaps. First, no strong coordination is provided by EU institutions over 
communication and there is no clear division of labour between various units of the European 
Commission (EC) and the EEAS. This has resulted in part in the dispersion of communication 
related to EU financial assistance. Second, no specific strategy of communication with the region 
has been elaborated, although local country strategies have been worked out by some EU 
delegations. Third, the resources available are limited in terms of additional staffing and funding 
available to some delegations (the scarce budget has to be shared among 15 delegations) to assist 
with delivering a full spectrum of communication activities in partner countries.

The other challenge to countering this third-party propaganda is scarce EU support for 
free access to information. In recent years, limited funding has been disbursed for freedom of 
media initiatives in the neighbourhood at the EU level. In relation to programmes available to 
these countries and other than small-scale projects funded through the European Endowment for 
Democracy (EED), the EU in the last four years has financed a total of €4.8 million in projects 
related to free media through its biggest democracy support tool—the European Instrument for 
Democracy and Human Rights (EIDHR). It is worth mentioning, however, that in the southern 
neighbourhood, a separate programme, “Media and culture for development in the Southern 
Mediterranean region,” with a budget of €20 million, is planned to run for the next five years. The 
issue of boosting support for free media throughout the eastern neighbourhood was addressed by 
the European Council, but no steps towards that have yet been undertaken by the EEAS. Facing 
this constraint, a group of interested Member States under the leadership of Poland and the 
Netherlands are cooperating in an effort to raise funding for alternative sources of information in 
Russian and other local languages.

Even with the numerous gaps in EU communication and media support in the neighbourhood 
the Union’s institutions do not have to start from scratch and have a good foundation from which 
to build up communication. Some EU delegations already have worked out best practices for 
communicating EU messages, but they are implemented on an ad hoc basis and are not part of 
a comprehensive EU approach towards the entire region covered by the European Neighbourhood 
Policy (ENP). The challenge lies also in the performance of the EU’s digital diplomacy, as the 
bloc’s communication remains mostly highly technocratic. Its “one-way lane” of information 
with no room for dialogue dominates and many improvements are needed, especially in the 
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use of social media. Based on best practices from the local experience of some EU delegations, 
recommendations to improve overall EU communication might be formulated to counter the 
disinformation campaigns of third-party actors.

EU institutions’ communication work methods should be improved: 

−− A long-term communication strategy unique to the neighbourhood should be elaborated, 
involving the obligation of developing local communication strategies in each partner 
country.

−− At central headquarters in Brussels, the division of labour between various units at the EC 
and EEAS should be clarified, with the actual, strong coordinating role commissioned to 
the latter.

−− The number of communication personnel in delegations with a small staff must increase 
to cover all avenues of communication (internet and social media activities, public 
campaigns, etc.). In communication about EU aid, special units might be established and 
made responsible for particular sectors.

−− EU delegations and East StratCom should receive an increase in their budgets for financing 
local communication projects and comprehensive annual opinion polls. Websites should 
be fully managed by the delegations.

−− More frequent exchange of practices between various delegations should be organised in 
order to learn from their successes and failures.

The EU’s approach to communication with ordinary people in its neighbourhood should 
primarily involve:

−− Emphasising balanced and fact-checked information about EU-related developments 
in politics and relations with the neighbourhood, as well as avoiding the use of white 
propaganda. 

−− Responding to critics by involving the public in proactive discussions about EU actions, 
e.g., by launching debates on social media on controversial topics involving a head of 
a delegation (through chats, etc.).

−− More frequent visits of EU high officials to neighbourhood countries to give journalists 
worthwhile content on which to report and to add credibility and visibility to EU policies.

−− The results of reform and cooperation should be explained primarily by national governments 
in partner countries. For instance, if a country wants to receive budget support, the EU 
should require promotion of the reform results by the government.

−− Communication about EU aid programmes should show concrete benefits through 
individual and personal stories, not simply by stating the amount of money given or dry 
facts. The level and effects of budget support, an EU aid modality that is very difficult to 
explain to people who do not work with the Union day to day, should be communicated 
along with information about projects financed by the EU in the same sector.  

−− Better disseminating information about EU funding options to potential beneficiaries 
of Union funds, namely businesses, youth, researchers, etc. An easily searchable and 
navigable internet platform should be created to help people find funding and it should be 
widely promoted on social media and in regular news releases on funding options sent out 
through various networks.



EU Communication Policy in Its Neighbourhood 7

EU communication tools should prioritise:

−− Boosting the budget of programmes related to free access of information and targeting the 
neighbourhood, i.e., the European Endowment for Democracy, enabling rapid support in an 
urgent situation. In the Eastern Partnership (EaP) region, a separate programme related to media 
should be launched, drawing on the best practices observed in the southern neighbourhood.

−− Supporting media programmes (TV, radio, internet) related to EU politics and how it 
impacts the daily lives of people. The European Parliament might consider opening its 
communication grant scheme to neighbouring countries with the aim of explaining EU 
policy to ordinary citizens.1

−− Educating local journalists by organising frequent, informal briefings, study visits to 
Brussels and the Member States, and improving networking opportunities within partner 
countries. Independent local language media outlets should be supported by encouraging 
cooperation with national and EU-wide broadcasters for sharing content and reporting.

−− Acting in non-political fields, i.e., culture, science and social events, and participating 
in events in various fields that are not funded by the EU. The Union might negotiate 
relevant agreements and open fully its “MEDIA” sub-programme (which it opened partially 
to Georgia and Moldova) to increase films, festivals and events produced in cooperation 
with neighbouring countries.2

−− Developing programs that can educate students about the EU, i.e., summer schools, EU 
youth clubs, and teaching modules.

EU digital diplomacy should improve by means of:

−− Enhancing the use of visual representations of information on delegation websites to make 
the content more user-friendly. The language and user experience of delegation websites 
should be upgraded to make it easier for an ordinary person not familiar with how the EU 
operates to navigate them. Official documents should remain accessible, but should be 
summarised, simplified and presented in an appealing manner. 

−− Creating websites for specific issues such as grants or small-business funding (linked to 
official delegation websites), which could generate more interest than through the current, 
cumbersome form.

−− Improving the compatibility and user-friendliness of delegation websites and their social 
media profiles with mobile devices. 

−− Regularly updating Facebook accounts and involving users through interactive activities 
that facilitate online discussion. 

−− Establishing a Twitter presence for all delegations and using it as a means for the public to 
reach opinion makers. This may include issue-specific Twitter accounts targeting groups of 
interest, such as how to help small businesses export their products to the EU.

1 “Revised Multi-annual Programme of Grants 2012–2015 European Parliament–DG Communication,” 
European Parliament, http://bitly.pl/0dVO5.

2 For a description of the “MEDIA sub-programme” priorities, see the European Commission website:  
http://bitly.pl/FIJ26. For a list of eligible countries, see: http://bitly.pl/E7vsF.
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Introduction 

The EU’s European Neighbourhood Policy (ENP) has been in place for more than 10 years, 
but only recently has the propaganda launched by third-party actors, namely Russia in the Eastern 
Partnership region and the Islamic State in the EU’s southern neighbourhood, fuelled a debate 
on the effectiveness of EU communication efforts. Inside the Union, communication on Europe-
related matters is well developed and media support is abundant. In comparison, the tools and 
strategy of communication in the bloc’s nearest neighbourhood are very modest.

In September 2015, the East StratCom Team, a dedicated communication cell of the EEAS, 
was created in order to counteract Russian misinformation efforts in the neighbourhood. This 
was a follow up to an action plan on enhancing strategic communication presented by High 
Representative Federica Mogherini3 at the request of the Member States. At the same time, some 
EU members have been developing cooperation at the intergovernmental level to strengthen 
support for free media that operate in Russian and other local languages. In all of these actions, 
the EU has prioritised improving its strategic communication by promoting materials correcting 
myths disseminated by propaganda, showing the benefits of EU cooperation, and supporting free 
access to information.

In this light, it is important to investigate if the EU’s answer to the disinformation 
campaigns of third-party actors has exploited all available opportunities. The goals seem to be 
correctly identified. Efficient communication highlighting what the EU brings to ordinary people 
is essential when external propaganda aims to undermine the EU’s image. The EU might invent 
the smartest policies to attract its neighbours to its point of view, but without attractive methods 
of communication directed at those societies, the impact of the policies will be minimal. Even 
in repressed countries, the population can shape their politics, as evidenced by the Arab Spring 
and the Euromaidan protests in Ukraine. The obvious requirement for the EU’s dissemination of 
information is a relatively free media landscape in its partner countries because it increases the 
availability of impartial information.

The aim of this report is to contribute to the discussion over implementing Mogherini’s 
action plan by revising the EU’s current communication tools and support for freedom of media 
used in the neighbourhood. As the EU’s approach is uniform for both its eastern and southern 
neighbourhoods, the report focuses on analysis of EU instruments across the ENP. The main 
research questions it poses are to what extent the Union is employing well-coordinated tools to 
achieve its goals in its communication policy towards partner countries and what changes might 
help enhance knowledge about the EU within neighbourhood societies. The report argues that so 
far, the EU’s response to third-party propaganda has been incomplete and has not exploited all 
available means. Consequently, the report suggests various ways to strengthen EU communication.

Its argument is based on a review of the major limits and best practices of EU communication 
through desk research of EU documents, communication materials, a review of EU delegation 
websites and their presence on the two major social media platforms (Facebook, Twitter). This 
research was enriched with interviews collected between June and September 2015 and received 
in written form or by phone from representatives of communications teams from EU central 
headquarters and EU delegations to Armenia, Egypt, Georgia, Israel, Jordan, Lebanon, Moldova, 
and Ukraine, and their press services (so, eight of 13 EU delegations that were asked to fill out 
the questionnaire).4 The ultimate conclusions reached do not reflect the official position of the 
EU. In terms of scope, the research relates to EU strategic communication involving its objectives, 

3 “Action Plan on Strategic Communication,” EEAS, 22 June 2015, Brussels, http://bitly.pl/x0wxG.
4 The EU delegations to Syria and Libya were not addressed in this report as no press and information services 

are mentioned on official websites. Moreover, the countries are unstable internally and communication is difficult.
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channels, tools and organisational structures, while its time framework relates to the period after 
introduction of the Lisbon Treaty, meaning since 2011.

The current state of research on this topic is relatively limited. Several reports were launched 
on EU public diplomacy after the creation of union diplomacy in 2011, by think-tanks such as the 
Netherlands Institute of International Relations and USC Centre for Public Diplomacy, as well as 
academic circles. The Estonian Centre of Eastern Partnership (ECEAP) in May 2015 delivered an 
extensive analysis of the communication activities of Eastern Partnership delegations, aimed at 
discussing the possible content to be communicated in each country. Besides this, several think-
tank policy papers have highlighted the problem of weak EU communication in the neighbourhood 
by looking at societies’ understanding of the EU.

This report is therefore the first study investigating EU communication in ENP countries that 
also considers the EU perspective, including institutional factors and available tools. However, this 
research does not avoid several limitations. First, it does not aim to be a comprehensive evaluation 
of programmes and tools due to limited access to information about the EU’s performance in this 
field. Only in cases in which the EU has made these public does this evaluation make sense. Second, 
the study does not claim to give the complete overall picture of the limits of EU communication in 
partner countries, as only some delegations answered the call for interviews.5 Third, due to limited 
capacities, the analysis of digital diplomacy focuses on public websites, Facebook and Twitter, 
while omitting other platforms, such as Flickr, Instagram, YouTube, etc. Nevertheless, the material 
collected allows general lessons learnt regarding EU communication to be extrapolated and forms 
a solid basis for future, more in-depth research of various angles of EU actions in this field.

 
Elżbieta Kaca

5 Communication services from EU delegations in Ukraine, Armenia, Moldova, Georgia, Israel, Jordan and 
Egypt answered the questionnaire. The EU delegations in Azerbaijan, Belarus, Morocco, Tunisia and Algeria did not 
respond.
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Justyna Arendarska

Theoretical Framework of the Research

This report examines the theoretical framework of international political communication. It 
involves the exchange of messages between political actors; however, the senders and recipients 
in this process are not only nation-states but also non-states, which include the rapidly growing 
number of sub-state actors, intergovernmental organisations, non-governmental organisations 
(NGOs), transnational corporations, violent political and criminal groups, etc. In trying to achieve 
their goals in international politics, all these actors may engage with each other in a psychological 
dimension that involves communication of information, ideas, perceptions and values. The 
essence of this process is to influence the perceptions and attitudes of other actors in order to 
create a positive (or desired) image and to gain reputation. 

The processes of political communication may be analysed on different social levels, 
starting from basic forms of non-mediated interpersonal communication, through small group 
communication, public and organisational communication to mass-media communication, mainly 
press and broadcast. The more institutionalised and formalised the process of communication 
between the actors, the less symmetric the flow of information, and the weaker the position of the 
recipients in the exchange. This might indicate, for example, that in the case of mass communication 
the recipients have little or no possibility to give feedback to the sender and as a result react to 
the message with which they are being confronted. However, this constraint has been reduced by 
the introduction of new communication platforms available on the internet and which diminish 
the clear distinction between mass and interpersonal communication and create a sphere of mass 
self-communication. Many internet-based applications allow users to communicate on a mass 
scale and the messages can potentially reach a global audience. On the other hand, it is also self-
communication because the production of the message is self-generated and highly personalised. 
This report highlights the role of internet-based communication with international audiences as 
a relatively effective alternative for one-way asymmetric communication based on traditional media.

In terms of actors, in this new communication environment, an important role is being 
played not only by the senders and recipients themselves but also by opinion leaders (gatekeepers), 
who may be perceived as important nodes in social networks. They not only provide connections 
between media and citizens but also facilitate the communication process and may have influence 
on how messages are framed. Opinion leaders are considered to be highly concerned about 
public matters and tend to express their opinions on it. Such leaders provide an essential link in 
the model of social communication (called “two-step flow of information”). What’s more, opinion 
leaders tend to rely less on interpersonal sources of information than the average member of 
public. Instead, they use media as a primary source of information and pass it along to non-
leaders, who rely more on interpersonal networks than on media. Taking into consideration their 
role in the process of social communication, the opinion leaders may have influence on the 
formation of attitudes, public knowledge and, of course, opinions. These leaders are also taken 
into account in the EU’s communication strategy, which addresses its communication not only to 
decision-makers and broad audiences but also specifically to opinion leaders, whose role is then 
to amplify the core message and transfer it to local audiences.

In terms of tools, international political communication may rely on mass media as 
a channel of communication with foreign audiences, but non-media interpersonal communication 
also may be used. The dissemination of messages to foreign audiences takes place in a context 
that is defined not only by dramatically changing international relations but also international 
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communication. The traditional channels of international communication include printed press, 
radio and television, books, films and posters. Nowadays, the most influential TV media outlets, 
such as CNN, BBC World and Al Jazeera, which broadcast live on the most significant global 
events almost worldwide, still play an important role in global communication. However, it is 
so-called new media, or those based on digital technologies, that have revolutionised most of the 
process of communication among people, communities and organisations around the world. 

New information and communication technologies, which include personal computers, 
mobile devices and internet platforms, have changed the way information is generated and 
distributed. In contrast to traditional media, new media usually involve recipients in the process 
of creation, selection and dissemination of content that best suits their needs. Social media play 
a particular role in international political communication by creating environment in which 
the world’s networked population shares content, engages in discussion and uses it as a tool of 
advocacy and criticism. As new media allow non-linear, symmetric and interactive communication 
between users, they prove a useful tool for international communication. In this report, we stress 
that the EU should put more emphasis on social media as an instrument to build its image and 
reputation. They provide their users with the possibility to express an immediate reaction to hostile 
messages from such actors as the Russian Federation or Islamic State and means to deal with the 
manipulation and disinformation.

Within the scope of the theoretical framework of international political communication, this 
report sets out definitions of propaganda, public diplomacy and strategic communication (strategy 
of communication). All of these are types of communication and rely on influencing the public 
through persuasion. Although close in meaning, these notions cannot be used interchangeably.

What differs propaganda from public diplomacy and other forms of political communication 
is its focus on linear, asymmetric, one-way communication with audiences. The form and content 
of propaganda depends on the context of the communication, in this case, on the mutual relations 
between the main actors, whether these actors are neutral, allies or adversaries. In regard to 
this, three different forms of propaganda are distinguished: white propaganda, which relies on 
open distribution of information regarded as truth, grey propaganda, which disseminates doubtful 
content, and whose source of information is obscured, and black propaganda, which consists of 
lies, a source that is concealed, and which aims at the deception of the receiver. According to one 
theory of propaganda, the black version uses one of two channels to manipulate its recipients and 
spread its message: one created or owned by the propagandist, or another existing channel. In both 
cases, the real source of the propaganda is concealed, but in the latter case the propagandist actively 
tries to legitimise its own practices by hiding behind an external, reliable source of information. 
Black propaganda used by states and non-states as an instrument of ideological conflict may take 
the form of a media war or psychological warfare. Media may be then treated as “weapons of mass 
persuasion.” This was the case in the ideological war between East and West during the Cold War. 
Nowadays, this propaganda form is used to support Russian foreign policy with respect to the 
crisis in Ukraine or to promote the Islamic State’s ideas among western societies. 

Public diplomacy may be defined as a dialogic form of communication in international 
relations. It aims at creating or improving the image of a country and/or its society by means 
of influencing foreign public opinion. Public diplomacy’s ultimate goal is to facilitate and to 
strengthen the process of achieving the objectives of foreign policy. This applies to three spheres 
of influence—political/military, economic and cultural/social. In opposition to propaganda, which 
prioritises communication towards governments, public diplomacy puts more emphasis on other 
social actors, such as media outlets, NGOs, lobbyists, citizens and social movements. 

Public diplomacy may be perceived as propaganda (and often is, as in cases of American 
public diplomacy during the Cold War, which was perceived by the USSR as “propaganda”), but 
it differs substantially in terms of how strong the position of the government is in the process of 
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communication, how the influence is being exerted and how the recipient is being perceived by the 
source. From the perspective of public diplomacy, the government does not have to play a dominant 
role in the process of communication. According to modern approaches, the state usually coordinates 
the process of decision-making (including relevant political, economic elites and opinion leaders) 
and establishes the basic framework for the exchange of opinions and ideas. Whereas propaganda 
prefers disinformation, uses manipulation of the recipient and resorts to coercion, public diplomacy 
focuses on mutual trust and relationship-building. In this respect, it is considered to be a two-way 
type of communication with foreign audiences, one which takes into consideration not only the 
interests of the sender but also the attitudes of international public opinion and general audiences. 
The notion of public diplomacy has been so far closely related to a state’s foreign policy, but more 
recent theoretical approaches stretch the concept so that it can include non-state actors’ actions. 
Thus, it is possible to relate it also to the EU’s foreign policy, as analysed in this report. 

By engaging in a process of deliberate and purposive communication aimed at building 
a positive international reputation or gaining support for their policy, political actors implement 
strategies of communication that include long-term activities (usually coordinated by ministries of 
foreign affairs in the case of nation-states). Strategic communication is planned and proactive and 
the role of the political actor is to replicate this process, with the focus on how communication 
can be used strategically to support the national goals.

The essence of strategic communication is constant activity, which may be described as 
research, action, communication and evaluation. Strategic communication typically starts with 
an analysis of the political actor’s internal strengths and weaknesses and external opportunities 
and threats (SWOT analysis). The starting phase also includes an element of country profiling and 
audience targeting. It is necessary to conduct this analysis because only communication targeted 
at selected recipients is considered effective. The targeting must be followed by a careful choice 
of the channels of communication that will carry the key message. As a result of this identification 
process (research), a plan of communication activities is conceptualised (action), and then 
implemented (communication). In the last phase of the process (evaluation), the appropriateness 
of the goals and methods (in this case, means of communication) are examined. As a result of this 
review, strategic objectives might be revised, if necessary.

In this light, this report provides an institutional analysis of the EU’s efforts aimed at image 
improvement and puts those activities within the framework of strategic communication. Thus, it 
concentrates on the objectives and channels of communication, as well as on the content and 
target audiences. The report does not, however, assess the effectiveness of the background of 
the communication processes, as this would require an extended evaluation of all tools used in 
communication with third-party actors. A complex evaluation of such communication activities 
would also require a long-term perspective that cannot be taken into account within the limited 
scope of this paper. 

Summing up, through the prism of international political communication, this report 
presents an analysis of the EU’s strategic communication on its foreign policies as a part of its 
public diplomacy. The report highlights that such efforts are confronted by black propaganda 
used by third-party actors such as Russia and the Islamic State. In the analysis, recent efforts to 
upgrade the EU’s strategic communication to answer the challenges presented are detailed. They 
are considered on the whole to be a crucial objective of European foreign policy, as nowadays, 
image and reputation, persuasion and the ability to attract international audiences helps determine 
the status and influence of states, leaders, and non-state actors and are equally important to 
military and economic strength. The report emphasises that media and communication might be 
considered instruments of foreign policy in an attempt to counter propaganda from the hostile 
third-party actors, to empower citizens in non-democratic regimes and regions of the world, and 
thus, should be treated as powerful tools of political and social change.
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Elżbieta Kaca, Carsten Schmiedl

EU Communication under Debate: Factors and Political Discussion

Even the most well thought-out EU communication strategy will not work without 
considering external threats to these efforts. This is because in the neighbourhood’s current 
political climate, Russian and Islamic State propaganda pose aggravating threats that, if ignored, 
will limit the effectiveness of these efforts. Thus, improving EU communication requires these 
external factors to be identified in-depth and answered. This section presents an analysis of these 
threats and the EU’s most recent responses to them.

The Threat of Disinformation from Third-Party Actors

Russian aggression in Ukraine, the annexation of Crimea and its military involvement in 
the war in Donbas, as well as the rising threat of the Islamic State to the EU’s south are factors 
that have caused the Union to reconsider its neighbourhood public diplomacy.6 Both actors 
use enhanced propaganda, which, although differing in nature and the tools involved, are both 
challenging to answer.

Nature of Russia’s Disinformation Campaigns

Russia’s propaganda in the EaP region is attempting to challenge and discredit Western 
ideas, beliefs and values.7 While Russian propaganda flourished during Soviet times, the new 
approach, including usage of new media, was approved in the year 2000 in the country’s 
Information Security Doctrine, followed by numerous programmes and investments in building 
propaganda tools, which aim to rebuild Russia’s spheres of influence, mobilise the public, and 
reinforce the civil identity of the multi-ethnic population of the Russian Federation and those 
outside it.8 Since that time, Russia’s actions have only increased in the EaP region. The most 
visible were undertaken in 2008, when Russia justified the occupation of the Georgian regions 
of Abkhazia and South Ossetia by blaming the Georgian side for the conflict. Russia Today (RT) 
ran a nonstop news ticker saying: “Georgia commits genocide in Ossetia,”9 while the Russian 
government employed GPlus, a professional PR consulting agency, to strengthen its message.10 In 
the case of Ukraine, Russia has been incessantly engaged for years. During the Orange Revolution, 
it was widely disseminating propaganda about the “orange plague,” ensured support for the team 
of Viktor Yanukovych in 2003/2004, and helped him win the presidential election in 2010.11

Following its intervention in Ukraine in 2014, Russia’s use of propaganda has rapidly 
increased in an attempt to strengthen its territorial claims to Crimea, weaken Ukraine and 
legitimise aggressive Russian foreign policy in the eyes of its domestic audience, actions that 
have been perceived as a threat not only to Ukraine but also to Georgia, other Eastern Partnership 

6 “A food-for-thought paper ‘Countering Hybrid Threats’,” EEAS, 13 May 2015,  Brussels.
7 I. Vareikytė, “Information report of the Section for External Relations on how media is used to influence 

social and political processes in the EU and Eastern neighbouring countries,” Brussels, 8 May 2015.
8 J. Darczewska, “The anatomy of Russian information warfare: the Crimean operation, a case study,” CES, 

May 2014, Warsaw. 
9 “Fake Truth: Recommendations for Combatting Russian Propaganda”: http://bitly.pl/IzURN.
10 “Worst EU lobbying award 2008 nominees,” Russia beyond the headlines, 15 December 2008,  

http://bitly.pl/ybJnM.
11 J. Darczewska, op. cit.
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countries, and the EU. According to monitoring of the main Russian TV channels,12 they attempted 
to show the failure of Ukraine as an independent state, to expose “the aggressive plans of the 
West, particularly of the USA,” and tried to justify the struggle of Russians in Ukraine as one for 
“ancestral Russian lands” and to portray Russia as a protector of Russian citizens in the conflict 
zone. In south-eastern Ukraine, Russian propaganda played a crucial role in initiating anti-Kyiv 
uprisings with messages such as those presenting Euromaidan protestors as “neo-Nazi Banderites” 
cold-bloodedly massacring unarmed opponents in an “Odessa Katyn,” or their government as an 
anti-Semitic “junta,” perpetrating pogroms on Russians and Jews.13

Tools of Russian Propaganda

The Russian government treats media as a “weapon of mass persuasion” to counter 
the West, asserting publicly that information wars have become a main type of warfare.14 Its 
propaganda policy mostly relies on transmitting information via Russian-language television 
channels, which is the most efficient way of influencing public opinion. For example, RT, which 
is Russia’s main international media tool, attracts over 700 million viewers, reportedly had an 
annual budget of over $400 million in 2015, and has recently gained the support of the new state-
funded international multimedia structure Sputnik, which has a website, newswire, social media 
presence, and multimedia news hubs, and operates in 30 languages and in 34 countries.15 Sputnik 
together with the news agency Rossiya Segodnya have gathered numerous existing stations or 
websites to centralise the information flow and make it easier to manage. Notably, RT’s YouTube 
channel has 1.5 million subscribers.16

In the EaP region, Russian channels (e.g., Channel One, Russia-1, and NTV) are active 
but their availability on television varies country to country. For example, in Armenia, Belarus 
and Moldova, the channels are freely available on all television platforms, while in Azerbaijan, 
Georgia and Ukraine, Russian channels are limited in terms of access (i.e., only available via 
satellite or cable TV) or explicitly banned by government regulation (for example, in Ukraine).17 
It is noteworthy that Russian channels are dominant in south-eastern Ukraine. Even Russian-
speaking TV channels, such as TV Dozhd and TRVI, can provide an alternative source of news, 
but their usage is limited in some countries, such as Belarus, Armenia and Azerbaijan, because 
they are only available by internet.18 Another challenge is that the well-funded Russian channels 
have higher-quality content than channels in EaP countries that have financial constraints, and that 
translates into more viewers. It is noteworthy that Russian TV stations are widely popular in some 
EU countries for this reason, for instance in the Baltic States.

Beside TV and news hubs, Russia’s strategy involves financing various other outlets, 
activities and people: other media, cultural activities, PR consultants, opinion leaders (including 
business representatives, lobbyists, think-tanks, and NGOs), training and financing of online 
bloggers and online “trolls.”19 For instance over 400 online bloggers and “trolls” are employed 
to spread the Kremlin’s messages in the comments sections of top news websites and across 
social networks.20 In EaP countries, numerous examples of Russia using these various tools exist. 

12 “Messages of Russian TV: Monitoring Report 2015,” May 2015, http://bitly.pl/fEIGb.
13 “Russia’s manipulation of information on Ukraine and the EU’s response,” European Parliament briefing, 

May 2015, Brussels.
14 Ibidem.
15 I. Vareikytė, op. cit.
16 “Russia’s manipulation …,” op. cit.
17 “Messages of Russian TV …,” op. cit.
18 Ibidem.
19 I. Vareikytė, op. cit.
20 “The Trolls Who Came In from the Cold,” Radio Svoboda, 14 March 2015, http://bitly.pl/e025I.
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A well-developed network of pro-Kremlin think-tanks and NGOs that advocate for the Russian 
perspective and operate in political, cultural and social fields, is present in Georgia, with the best 
known examples being the Eurasian Institute and Eurasian Choice.21

Propaganda of the Islamic State: Nature and Tools

A second threat that has caused the EU to reconsider its neighbourhood strategic 
communication policy stems from areas to the south and the Islamic State,22 which is spreading its 
ideology in order to recruit foreign fighters and inspire terrorist attacks. It also engages in espionage 
and initiates cyberattacks against Western targets, such as the French TV station TV5 Monde.23 
IS propaganda depicts a looming apocalypse by frequently prophesying the end times and 
emphasising the urgency of the period of transformation. It tries to attract to its millenarian project, 
the so-called caliphate, an idealised society foretold by prophecy and destined to take part in 
a historically final war against non-Muslims.24 Such apocalyptic beliefs as held by IS are notably 
contagious and have a tendency to spread swiftly through social networks, and its supporters tend 
be extremely fanatical, with a high tolerance for violence and a heightened willingness to act 
violently. Also, IS is flexible in terms of shaping its propaganda content. First, it tailors messages to 
a wide variety of goals and creates propaganda intended for specific viewers: violent videos attract 
recruits and intimidate local armies, and videos of markets and nursing homes appease local 
residents.25 Second, it uses various religious perspectives in order to explain its actions, operating 
in the mode of jihadi-Salafism based on an extremist reading of Islamic scripture.26 Last but not 
least, in relation to the West, it promotes the idea that the Shia sect of Islam conspires with the 
United States and secular Arab rulers to limit Sunni power in the Middle East.27

IS spreads its ideology and pursues its recruitment goals through the internet, for instance 
Twitter, Facebook, YouTube or alternative social media and new startups.28 Precise data might be 
given in relation to Twitter, where it is relatively easy to analyse the content and frequency of posts. 
According to a study on IS Twitter accounts,29 in the period from September to December 2014, at 
least 46,000 Twitter accounts were used by IS supporters, with an average of about 1,000 followers 
each, including a relatively small group of hyperactive users (500 to 2,000 accounts) acting as 
centres of gravity of a system in which tweets were delivered in concentrated bursts at high 
volume. Twitter’s suspension campaign that began in September 2014 led to fewer re-created 
accounts, but IS still opens new ones. This requires regular suspension efforts, but at the same time 
risks that supporters who cannot enter the social network turn to working underground, making 
it harder to track them. As the study concludes, concentrated cooperation between governments 

21 N. Dzvelishvili, T. Kupreishvili, “Russian Influence on Georgian NGOs and Media,” June 2015, Tbilisi.
22 In 2014, the terrorist group Islamic State (also known as IS, ISIS, ISIL or Da’esh) secured control over part of 

the territory of Iraq and Syria, proclaimed the creation of a “caliphate,” and established a capital in Mosul. It pursues an 
expansionist policy in the region by fighting against Iraqi and Syrian forces, other adversaries and civilians, in particular 
on ethnic and religious grounds. More information at http://bitly.pl/kmqyZ.

23 M. Drent, R. Hendriks, D. Zandee, “New threats. New EU and NATO responses,” Clingendael, the 
Netherlands Institute of International Relations, July 2015.

24 J.M Berger, “The Metronome of Apocalyptic Time: Social Media as Carrier Wave for Millenarian Contagion,” 
Perspectives on Terrorism, vol. 9, August 2015.

25 E. Pearce, “Islamic State propaganda and how to counter it,” The Brookings Institute, March 2015,  
http://bitly.pl/nPdVP.

26 C. Bunzel, “From Paper State to  Caliphate: The Ideology  of the Islamic State,” The Brookings Project on U.S. 
Relations with the Islamic World, Analysis Paper No. 19, March 2015.

27 Ibidem.
28 M. Drent, R. Hendriks, D. Zandee, op. cit.
29 J.M. Berger, J. Morgan, “The ISIS Twitter Census–Defining and describing the population of ISIS supporters 

on Twitter,” The Brookings Project on U.S. Relations with the Islamic World, Analysis Paper No. 20, March 2015.
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and social media corporations is required, as the latter regulate speech on their platforms without 
oversight or disclosures about how the suspensions are applied.

From the EU perspective, the threat from IS is particularly noteworthy after the 13 November 
Paris attacks and because much of these recruiting efforts have taken place in the southern 
neighbourhood and within the EU, threatening not only tighter EU-neighbourhood integration 
but also inter-EU security. According to an estimate from the International Centre for the Study 
of Radicalisation and Political Violence (ICRS), at the end of 2014 around 21,000 foreign fighters 
in Syria and Iraq had been recruited, including around 6,500–8,000 fighters from the southern 
neighbourhood and almost 4,000 from EU countries.30 This is concerning because recruitment in 
the southern neighbourhood will only continue, threatening the mandate under neighbourhood 
policy of closer integration in the future.

EU Responses to the New Threats

In response to the new challenges, the EU debate on upgrading its communication 
policy focused mainly on the eastern neighbourhood. While the EEAS presented a paper to 
motivate discussion on improving strategic communication in light of Russian and Islamic State 
propaganda,31 the latter was eventually de-linked from this debate. The question of countering 
Islamic propaganda was to some extent reflected in the EU’s adopted regional strategy for Syria 
and Iraq as well as on countering the IS threat.32 The document mentioned the development of 
expert networks to address IS propaganda, support for communication campaigns to discredit 
it, as well as enhancing communication about EU humanitarian and development assistance. 
However, the document has not been followed by any new initiatives. Instead, the Islamic State 
was included into a discussion on countering hybrid threats. According to a May Council decision, 
the EEAS will present by the end of 2015 a actionable proposals to help counter hybrid threats 
(namely stemming from IS and Russia) and taking into account strategic communication and other 
tools.33 Most likely, the reasoning for this approach was that the EU itself cannot do much to 
counter Islamic State propaganda on the internet as it will require cooperation with the U.S. on 
intelligence and with other governments as well as international corporations.

The Political Debate on EU Involvement in EaP Countries

The EU has undertaken several steps to improve its communication policy in the EaP 
due mainly to requests from several Member States. In a “Strategic Communication”34 issued to 
High Representative Mogherini, the countries of Denmark, Estonia, Lithuania and the United 
Kingdom called on the EU to counter Russian propaganda and disinformation, and suggested 
simplifying the Union’s message in order to connect more with local populations, mainly by 
raising awareness of the consequences of disinformation, being assertive in relaying the effects 
of propaganda, providing credible and competitive alternatives, and demanding accountability 
when rules on broadcasting and public information are violated. This proposal was backed by 
other Member States during the Foreign Affairs Council in January 2015. Its conclusions obliged 
the High Representative to improve EU strategic communication and to create a dedicated team to 

30 P.R. Neumann, “Foreign fighters in Syria and Iraq,” 26 January 2015, http://bitly.pl/QTrlj.
31 “A food-for-thought paper: Countering Hybrid Threats,” EEAS, Brussels, 13 May 2015.  
32 “Joint communication to the European parliament and the  Council. Elements for an EU regional strategy for 

Syria and Iraq as well as the Da’esh threat,” JOIN(2015) 2 final, Brussels, 6 February 2015. 
33 “Council Conclusions on CSDP,” Council of the European Union, 18 May 2015. See also: “A food-for-

thought paper …,” op. cit.
34 “EU Strategic Communication responding to Propaganda Non Paper,” 8 January 2015, Brussels,  

http://bitly.pl/1egcy.
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provide for proactive communication of EU policies, correcting misinformation when it appears, 
and supporting further development of independent media throughout the region.35

The discussion at the Member State level centred on establishing an alternative pan-regional 
TV channel in Russian, to be broadcast into Russia, across the EaP region and made available to 
Russian minorities in the Baltic States. Even at the start of January, the Latvian EU presidency 
strongly supported creating an independent, quality media source in Russian with partial financial 
support from EU funding.36 Moreover, a coalition of Baltic and Nordic states advocated countering 
Russian propaganda by strengthening independent media in Russian and other local languages to 
create alternative sources of information.37

As a follow up to this discussion, the European Endowment for Democracy (EED), an EU 
co-financed foundation, was commissioned to provide recommendations about the best ways to 
counter Russian propaganda. In this respect, the EED launched the “Feasibility Study on Russian 
Language Media Initiatives” (funded by the Dutch government with a contribution from Latvia)38 
in the Eastern Partnership countries, the Baltic States and Russia. The study concluded that a one-
size-fits-all solution is not feasible as Russian-speaking audiences in the region are very diverse in 
terms of their cultural, social and political environments. At the same time, these audiences lack 
trust in most media outlets regardless of genre or affiliation because the media sector is not high 
quality and suffers from financial constraints. In light of the debate on creating a pan-regional TV 
station, the study instead recommended creating a regional hub for news in Russian that would be 
a source of fact-checked news, a multimedia platform with a non-news character, and increased 
support for training journalists through the creation of a centre for media excellence. 

After presentation of the study results in May at the political level, the debate continued 
within the group of interested Member States at the intergovernmental level and focused on 
further implementation of the EED’s recommendations. The idea of the creation of a pan-regional 
TV channel was abandoned due to a lack of sufficient funding to create something that would be 
attractive enough to the targeted audiences. Under the leadership of Poland and the Netherlands,39 
a conference of donors was organised in September in Warsaw. As a result, the news hub will 
be created with the financial support of the Netherlands (€1,5 million), and Poland will fund 
EED-supported projects related to increasing the number of Russian language media outlets and 
monitoring propaganda developments (amounting to €1 million). In addition, Latvia will create 
a centre for media excellence that will be active in the Baltic States but has the possibility to 
expand to the EaP region. The meetings of donors will be continued at the expert level, and several 
countries, such as Romania and Norway, are also considering financial contributions. So far, the 
recommendation that has not been addressed is the creation of a multimedia platform through 
which states could share existing materials, translated into Russian and other local languages. For 
instance, Polish aid has been financing a Russian language version of its radio news (Polish Radio 
Programme 1) and could share that content with others. 

35 “Council Conclusion on Ukraine,” Council of the European Union, Foreign Affairs Council meeting, Brussels, 
29 January 2015, http://bitly.pl/Kl4XQ. From it: “The Council tasks the High Representative / Vice President to step up 
efforts, in cooperation with Member States and EU institutions, to further improve strategic communication in support 
of EU policies and to explore options for the establishment of a dedicated communication team to lead these actions. 
Such efforts should include proactive communication of EU policies, correcting misinformation when it appears, and 
support for the further development of independent media throughout the region.”

36 “Latvia proposes ‘alternative’ to Russian TV propaganda,” Euractiv, 8 January 2015, http://bitly.pl/FktP0.
37 “Statement from Nordic-Baltic Foreign Minister’s meeting 6 May 2015,” http://bitly.pl/jpif2.
38 “Bringing Plurality and Balance to the Russian Language Media Space,” Feasibility Study on Russian 

Language Media Initiatives (RLMIs) in the Eastern Partnership and Beyond by the European Endowment for Democracy 
(EED), http://bitly.pl/mQIIy.

39 “W Warszawie konferencja o wsparciu rosyjskojęzycznych mediów,” PAP, 10 September 2015,  
http://bitly.pl/mzvyA.
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Actions at the EU Level to Counter Russian Propaganda

In parallel, EU institutions have been working on upgrading EU communication in the 
neighbourhood. Following a European Council decision in March40 reconfirming Foreign Affairs 
Council (FAC) conclusions from January, Federica Mogherini was asked to further improve the 
quality of the EU’s strategic communication to counter Russian disinformation campaigns and 
prepare an action plan. The follow up was the creation of the East StratCom Team in April, 
a dedicated communication cell of the EEAS that was made fully operational in September 2015. 
The immediate task of the unit was correcting and fact-checking misinformation and developing 
an EU narrative through key messages, articles, op-eds, factsheets, and infographics—including 
material in Russian41 that is sent out to press services, EU delegations and EU Member States. The 
action plan presented by EEAS in June that is a reference point for the task force’s work enumerated 
numerous areas in which the new team will be active.42 Three major aims were highlighted: the 
promotion of EU policies and values, support of media freedom and strengthening the overall 
media environment, and increased public awareness of disinformation policies by external actors. 
The guiding principle is to show the benefits of closer partnership with the EU in clear language 
and based on real-life success stories in order to build up a positive image of the EU, along with 
enhanced use of various networks.

The effects of this practical engagement undertaken by the task force might be tracked 
starting in September 2015. The new unit is composed of 10 officials, mainly consisting of national 
experts selected by and funded by Member States, such as the UK, Estonia, Latvia, and Denmark. 
Each is an expert fluent in Russian, has a communication background, is assigned a country, 
and cooperates with respective EEAS and EU delegation staff. The panel focuses on three issues: 
monitoring Russian disinformation, correcting false stories by developing fact-checked materials 
that can be promoted mainly on the internet though social media, and developing networks to 
spread its work. The task force is not aimed at enhancing freedom of media, as this is being 
undertaken by the European Commission. In terms of its duties, no additional funds were allocated 
for its work43 and the task force will need to fit into the existing strategic communication budget 
for the EaP region. It has, however, access to EEAS audiovisual services, for instance, creating 
video interviews or professional infographics.

The task force works to network with similar divisions in the Member States, third countries 
such as the U.S. and Canada, and other institutions, such as NATO and OSCE, in order not to 
duplicate the work of others and to map out actions to be taken. This is important, as there 
already are numerous similar initiatives. For instance, in April the UK created a unit of the British 
army staffed by 1,500 personnel to engage in psychological operations and to focus on social 
media, targeting Russian and Islamic State propaganda.44 The United States has launched the 
“UnitedForUkraine” campaign on Facebook and Twitter, and U.S.-funded Radio Free Europe/Radio 
Liberty is recruiting social media specialists to produce Russian-language content.45 At the NATO 
level, a Strategic Communications Centre of Excellence (StratCom COE) was established in Riga in 
July 2014 to strengthen information security, protect the public space of NATO countries against 

40 “European Council conclusions,” European Council, 20 March 2015, Brussels, pp. 5–6, http://bitly.pl/
hUelH. From it: “The European Council stressed the need to challenge Russia’s ongoing disinformation campaigns and 
invited the High Representative, in cooperation with Member States and EU institutions, to prepare by June an action 
plan on strategic communication. The establishment of a communication team is a first step in this regard.,” p. 6.

41 G. Gotev, “Tiny EU task force set up to counter Russian propaganda,” Euractiv, 28 August http://bitly.pl/
YIGf3 and http://bitly.pl/tR3bh.

42 “Action Plan on Strategic Communication,” EEAS, 22 June 2015, Brussels, http://bitly.pl/x0wxG.
43 G. Gotev, “Tiny EU task force …,” op. cit.
44 A. Rettman, “EU drafts plan on Russia’s media ‘misuse’,” EUObserver, 23 June 2015, Brussels, http://bitly.pl/

GK5v5.
45 “Russia’s manipulation …,” op. cit.
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disinformation and lies, be engaged in the formation of the Alliance’s strategic communication 
doctrine, and to prepare and establish best practices on how to expose hostile propaganda, and 
counter information attacks.46

So far, a major challenge for the EU task force is the lack of sufficient budgetary resources 
to fulfil such ambitious goals. It will be difficult to launch larger public campaigns or polls with no 
specific assigned funding. Moreover, bearing in mind the task force plays only an advisory role, it 
will be difficult to demonstrate added value in areas where other European Commission units have 
established competences in relation to communication in the neighbourhood. As an example, 
although one of the aims of the action plan is to solve the problem of coordinating communication 
activities related to EU-funded programmes, projects and activities in the eastern neighbourhood, 
it will be extremely difficult to achieve without a coordinating role over Directorate General 
International Cooperation and Development (DG DEVCO), responsible for aid implementation.  

46 For more information about this centre, see the NATO StratCom Centre of Excellence website: www.
stratcomcoe.org/about-us.
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Elżbieta Kaca, Carsten Schmiedl

Challenges and Opportunities for the EU  
in Countering the Propaganda of Third-Party Actors

In order to reflect upon the adequate EU answer to the propaganda of third-party actors, 
the Union’s existing strategic communication should be reviewed, including the objectives, 
organisational schemes, channels and tools. It is important to see to what extent the EU is utilising 
well-coordinated tools to achieve its goals in its communication policy towards partner countries 
and what changes might help enhance knowledge about the EU within neighbourhood societies. 
This section presents the mapping of strengths and weaknesses that might be worked out to 
strengthen EU capacities to counter the propaganda of third-party actors. Of note is that both 
Russia and the Islamic State have efficient organisational structures tasked with the dissemination 
of propaganda and both are increasingly active on social media (with the difference that Moscow 
also utilises various traditional communications channels).

The Institutional and Structural Limits of EU Communication

EU neighbourhood strategic communication is shaped in the context of a very complex 
institutional system47 (Tab.1). By and large, EU central headquarters, meaning the European 
External Action Service in cooperation with the European Commission, are indispensable in 
working out the strategic premises and coordinating all actions, while the EU delegations maintain 
direct contacts with local stakeholders and refine messages from central headquarters for local use 
by employing a variety of tools.

Central headquarters determines general policy guidelines on communication policy. 
The EEAS (Strategic Communication Division of the EEAS, Spokespersons’ Service) is key as it is 
responsible for coordinating all communication and answering political and strategic questions 
related to communication in the neighbourhood. For instance, it has been leading discussions 
about communication strategy in the neighbourhood with Member States and potential ways to 
counter Russian propaganda. On a daily basis it prepares and disseminates political materials to 
delegations worldwide. The Delegations and Missions receive daily Lines To Take (LTT) on the 
most pertinent issues of the day, along with background information and press material, e-bulletins 
summarising the main foreign policy events of the week and a CSDP e-newsletter that provides 
updates on developments on EU security. The Foreign Policy Instruments division (a service of 
the European Commission that reports directly to the High Representative) supports this work 
and manages the information and communication budgets of EU delegations and communication 
about several EU foreign policy instruments, such as Common Security and Defence Policy 
missions or election observations.

The EU delegations, consisting both of EEAS officials working in political sections and EC 
officials working in Operations sections, are responsible for communication in partner countries 
according to guidelines worked out by central headquarters. The delegations are obliged to 
present to central headquarters an annual action plan that includes activities related to websites, 
relations with media (press conferences, seminars, radio programmes, etc.), information products 
(publications, graphic materials), organisation of events (including cultural activities), newsletters 

47 Description of competences derived from “Information and communication handbook for EU delegations in 
third countries and to international organisations,” Brussels, 2012, http://bitly.pl/gQxcb.



EU Communication Policy in Its Neighbourhood 21

and information campaigns. Therefore, the major burden of EU communication is on the side of 
the delegations.

Graph 1. Coordination of EU communication activities directed to ENP countries

Source: Authors’ representation, 2015.

Limited Coordination

Coordinating and managing all communication delivered at the European Commission 
level is a challenge left to the Strategic Communication Division. The EC manages the EU’s 
budget, implements financial assistance, has exclusive competences in trade and numerous 
responsibilities in policies with an external dimension, such as the EU divisions of energy and 
justice and home affairs. The EC communicates the results of cooperation in all of these areas, 
but what is of utmost importance is that these messages demonstrate concrete results visible to 
citizens. The spokesperson’s office at EEAS has limited capacity to coordinate the numerous 
Commission Directorates-General, as the office is primarily responsible for supporting the High 
Representative and other senior EEAS posts and producing content for media and the general 
public, such as statements, speeches, material and events for the press, as well as managing the 
EEAS website and its social media. Therefore, the External Relations Information Committee, or 
“ERIC,” (representatives of Commission communications units, such as DG NEAR, DG DEVCO, 
DG EEACA and also the other DGs not mentioned in Table 1) ensures basic coordination of 
information and communications activities between these units and delegations, but no strong 
coordination on behalf of EEAS is delivered.
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Lack of a Strategy

EU neighbourhood communication lacks a strategy targeted only at this region and which 
would link EU-specific goals with the complex machinery of EU tools. The current ENP revision48 
published on 18 November 2015, mentions only a need for improving EU communication, 
but it still is not a comprehensive strategy. So far, EU communication in the neighbourhood is 
implemented as part of a non-public strategy related to all third (non-EU) countries and worked 
out by DG Development and Cooperation (DEVCO) and EEAS. To some extent, the handbook for 
EU delegations in third countries sheds light on the EU’s strategic communication goals, which 
involves enhancing public awareness of the EU as a global actor by focusing on promoting the EU’s 
role in democratic transition, as a development donor, economic power, human-rights defender 
and security provider.49 Communication efforts should focus on explaining and illustrating how 
EU action is improving the lives of people, but the guidelines are formulated in a general manner 
for the entire world and do not contain concrete best practices from the neighbourhood that might 
be useful for shaping the content of communication in partner countries. 

Even more important are strategies worked out at the level of delegations, as they are 
related to concrete situations in partner countries. Central headquarters tries to have delegations 
set up local communication strategies defining target audiences, key priorities and messages, 
a timeline and main activities on an annual basis. However, this is a voluntary exercise that, due 
to staff limitations, only some delegations can deliver. For instance, the EU Delegation to Moldova 
started to develop a strategy once the communication post was created in 2014. The creation of 
a local strategy is perceived as a positive development because it ensures coherent policy in the 
partner country.

Limited Resources

The EU delegations in the neighbourhood that are most responsible for implementing 
communications activities are not well equipped in terms of staffing and budget, hampering their 
ability to act.

Their budget depends somewhat on the size of the country and amounts annually to around 
tens to hundreds of thousands of euros: for example, in Georgia, the budget is €800,000; in Ukraine, 
more than €500,000; in Armenia, €250,000; in Jordan, €140,000; and in Egypt, just €50,000. 
Thus, the communications budget is relatively small. To compare, the annual EU communications 
budget for the seven countries under enlargement schemes amounts to €10 million, with the biggest 
amount allotted for Turkey (€4 million) and the smallest for Montenegro (€700,000). This enables 
more advanced communications consisting of information campaigns, creating EU information 
centres and numerous cultural events. Besides the communications budget, additional funding 
for visibility activities is included in the financing of entire aid projects. For instance, a significant 
part (about 5–10%) of the entire project budget for Ukraine—including about 250 projects and 
€150 million in grant money—is devoted to communications activities.

Another factor is that the majority of delegations have a limited number of personnel 
working on communications, ranging from one to four officials. For example, despite similar 
budgets, Georgia has a larger communications staff (four people) than Moldova (one or two 
people), so a uniform policy should not be expected to have equal impact in both countries, 
much less the entire neighbourhood. In several delegations, communication falls to the Head of 

48 “Review of the European Neighbourhood Policy,” the European Commission, the High Representative of the 
Union for foreign affairs and security policy, 18 November 2015, Brussels.

49 “Information and communication handbook...”, op. cit.
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the Political and Economics Section, meaning this person does not have the capacity to create 
separate press and information sections (i.e., in Azerbaijan, Armenia, Belarus, Lebanon). 

A Centralised Communication Programme

A major EU programme aimed at improving Union communication in the ENP region, the 
so-called Regional Communication Programme (to be followed in the years 2015-2019 by the 
OPEN Neighbourhood programme with a similar structure), has failed to generate a more cohesive 
or high-profile system of EU messaging. A case in point is that the programme is structured around 
three very different goals that are difficult to consolidate50—journalist training, an opinion polling 
and media monitoring project, and a website about EU aid (see Table 2). It had a budget of 
€14 million in the period 2011–2014 (increased to €20 million in 2015–2019). 

Table 1. EU Regional Communication Programme 2011–2014

Programme Description

EU Neighbourhood Info 
Centre

Online platform dedicated to EU cooperation programmes and relations with 
neighbourhood countries that publishes numerous success stories, organises 
training workshops on communication about cooperation programmes; supports EU 
delegations in communications activities.

Media Neighbourhood 
Journalist Training and 
Networking

Organises training sessions for journalists from partner countries on EU relations, 
cooperation and policy; networking opportunities to strengthen dialogue between 
journalists.

EU Neighbourhood 
Barometer

Opinion polling and media monitoring of EU cooperation activities; measures 
perceptions of the EU in the neighbourhood.

Source: Authors’ compilation, 2015.

Moreover, as an EC evaluation51 explains, the EU has difficulty in selling its concepts due 
to the diversity of EU projects, bureaucratic language and low interest of people in knowledge of 
the EU-and related issues. Even though the website ENPI-Info through cooperation projects has 
managed to attract three million page views in two and a half years, its content is formulated in 
Brussels jargon and it is hard to assess whether the website visitors originate from EaP countries or 
within the EU, or are EaP citizens living in the EU.52 One useful part of the programme is regular 
opinion polling for the entire neighbourhood, but an even more helpful aspect would be to launch 
separate in-depth opinion polls for particular countries to research information needs. A positive 
note is  the programme that aims to train 1,200 journalists from 17 countries,53 which is important, 
bearing in mind the huge needs in this field.

50 “OPEN Neighbourhood: Opportunities, Participation, Engagement and Networking with people from the 
Neighbourhood area (Regional Communication Programme Phase II),” http://bitly.pl/EAVg0.

51 Ibidem.
52 European Neighbourhood Info Centre website: http://bitly.pl/O0Rc5; data on the project (p. 85):  

http://bitly.pl/0eDxw. 
53 MEDIA Neighbourhood project website: http://bitly.pl/GN6x8.
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Low Coordination and Visibility of EU Aid Communication

The volume of EU aid in many partner countries is significant (Annex 1 shows European 
Neighbourhood Instrument disbursements to ENP countries in 2014) and assistance in the form 
of projects ensures tangible results, but the EU has no coherent system to inform the public about 
this added value, which results in low understanding of the EU and ENP in the eyes of people from 
partner countries, as well as little knowledge about EU funding options.54  

In most cases, the communication is made through individual projects in a fragmented 
manner, leading to a dispersion of results. Each EU funded project is supposed to have its own 
communications plan and it should be implemented according EU guidelines that focus namely on 
rules about visibility and not on how to better explain the content of the aid.55 The major problem 
with this is that there is no mechanism to communicate an overall message about all of the EU 
aid delivered in specific sectors in respective countries and there are few examples of coordinated 
campaigns to promote all of the EU funded projects held on an ad hoc basis by EU delegations. 
The other reason EU aid is not recognised fully is the fact that it provides some assistance through 
major international organisations with established names, such as the European Investment Bank, 
European Bank for Reconstruction and Development, UN Development Programme, UNICEF, 
World Bank, etc., which often makes EU involvement more difficult to follow, even though the 
general EU visibility rules are followed by the project implementation parties.

The limited recognition of the EU as a donor also results from the unattractive nature of 
the content the EU provides. A dry method of presenting project results using data, such as the 
amount of money disbursed to a country, and assisted by a set of photos does not attract enough 
attention. High quality communication is hard to sustain, as the EU has many implementation 
partners, meaning various projects are communicated with varying levels of quality.56 An additional 
challenge for the delegations is to communicate information about budget support operations, 
a type of funding that goes directly to national accounts to support various reforms. They usually 
result in legislative changes57, which is hard to communicate in a non-abstract manner to ordinary 
citizens. 

Little Support for Freedom of Media

Freedom of media is crucial to enabling dissemination of fact-checked information about 
the EU among the public. While this has been recently recognised by the EEAS as a priority in 
shaping EU communication, very limited financial resources have been spent in recent years on 
supporting freedom of media in ENP countries in the scope of EU democracy support instruments 
(see Table 3). 

In this respect, the most important are two instruments complimenting each other: the 
European Instrument for Democracy and Human Rights (EIDHR), which finances huge democracy 
projects worldwide, and the European Endowment for Democracy (EED), established in 2013 and 
supporting smaller projects targeted for neighbourhood. Annexes 1 and 2 to this report include 
a list of projects financed from these sources. The total support for freedom of media initiatives 
through both instruments is scant, as they finance numerous other priorities and therefore have 
limited remaining funds for such efforts. For the ENP countries, from 2011–2014, EIDHR has 

54 “OPEN Neighbourhood …,” op. cit.
55 More information available at http://bitly.pl/AOAH0.
56 Ibidem.
57  Kaca (ed.), A. Sobják, K. Zasztowt, “Learning from Past Experiences: Ways to Improve EU Aid on Reforms 

in the Eastern Partnership,” PISM Report, Warsaw, 2014.
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financed only 16 projects in seven countries (Armenia, Azerbaijan, Moldova, Ukraine, Israel, 
Occupied Territory of Palestine, Tunisia) with a total of €4.8 million (see Annex 1). EED is more 
active in terms of the number of projects, and in the last three years (2013–2015) it has contracted 
26 projects (each amounting to less than €60,000) in nine neighbourhood countries (the project’s 
budgets are not publicised, but see Annex 2 for a list of the projects financed). Support was 
given to media projects at critical moments, such as during the protests in Armenia or Ukraine’s 
Revolution of Dignity (Euromaidan). 

Table 2. EU programmes supporting freedom of media

Programme Location Description

European Instrument for 
Democracy and Human 

Rights

Global Promotes democracy and human rights (including freedom of 
media and internet) in non-EU countries.

European Endowment for 
Democracy

Global 
(priority for EU 
neighbourhood)

Supports journalists and bloggers who lack access to funding 
and operate in uncertain political contexts; reinforces media 

and culture as means of freedom of expression.

Media and Culture for 
Development in the 

Southern Mediterranean 
(launched 2014-2018)

Southern ENP A flagship project for media-sector reform in the southern 
Mediterranean, focusing on media legislation, regulation, 

programming, strategy and leadership; networking to help state 
media fulfil public service obligations and compete with the 

commercial sector.

Media for Dialogue—the 
Anna Lindh Foundation

Southern ENP Media legislation, regulation, programming, strategy and 
leadership.

Eastern Partnership Media 
Freedom Watch

Eastern 
Partnership

Networking to help state media fulfil public service 
obligations.

Source: Authors’ compilation, 2015.

Additional financial resources for media are spent mainly in the southern ENP: the biggest 
is a programme called MEDIA, which aims to strengthen the media sector and has a budget of 
€20 million. The EU also supports media projects of the Anna Lindh Foundation. In the Eastern 
Partnership region, no similar programmes exist on a large scale. The European Commission 
finances only small-scale projects under the Eastern Partnership Civil Society media subgroup, 
related to monitoring the media landscape in the EaP region.

Experience of EU Delegations: Lessons Learnt 

A review of delegation practices is the best indication of what works and what does 
not work in EU neighbourhood communication. This section presents lessons learnt and best 
practices in terms of shaping the content of EU messaging using communications tools and which 
were gathered from the communications staff of several delegations in the neighbourhood. The 
review presents remarks common to a majority of them and the examples of practices perceived 
by interviewees as those that were successful. Of note, is that the environment in which the 
delegations operate is challenging:  neighbourhood communication faces numerous constraints 
that are difficult to overcome.

First of all, interest in EU issues is low and it is hard to attract people’s attention. In 
extraordinary cases, the EU is spotlighted domestically, as in case of Euromaidan, after the 
Yanukovich government refused to sign the Association Agreement with the EU initiated massive 
protests, or in Jordan, where EU answers to the refugee crisis are closely followed because of the 
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influx of refugees to the kingdom. This is not normally the case, and to a limited extent, some 
interest is generated when top EU diplomats visit neighbourhood countries. It ultimately creates 
a situation in which passive communication does not work and a proactive attitude is required.

Second, in some countries, citizens might reject the EU messages. If the society is more 
Eurosceptic or the local government does not cooperate with the EU, the options for communication 
are limited. The EU message might be treated as Brussels white propaganda. For instance, Israeli 
TV rejects audiovisual materials produced by EU central headquarters for this reason. Coverage 
of EU issues is low as there is little Israeli media present in Brussels, and in case of major events, 
Israel television outlets use footage from satellite feeds. Indeed, opinions of the EU vary across the 
neighbourhood. According to the EU Neighbourhood Barometer,58 the highest positive perception 
of the EU in Autumn 2014 among those surveyed was in the Maghreb (Tunisia, Morocco and 
Algeria), coming it at 62% of the population, followed by the Eastern Partnership countries (41%) 
and the combined area of Egypt and Mashrek countries, including Lebanon, the Palestinian 
Authority, Jordan, and Israel (40%). The lowest percentages were seen in Jordan (15%) and Egypt 
(19%) when looked at separately, as well as Belarus (28%) and Azerbaijan (34%).

Third, even in the countries where the population tends to view the EU positively, numerous 
stereotypes exist that the delegations must counter. These stereotypes feed disinformation campaigns 
targeting the EU. For instance, Russia warns Georgians, who are generally very conservative, that 
integration with the EU would mean obligatory liberalisation of LGBT rights.

In this context, the general goal of the delegations is to minimise negative perceptions 
and maximise the positive image of the EU. With this aim, they highlight the significance of 
relations with the EU by showing the benefits that such relations bring to those countries.  For 
instance, in the case of Ukraine, Moldova and Georgia, the benefits from Association Agreements, 
including Deep and Comprehensive Free Trade Agreements (DCFTAs), are communicated to 
local stakeholders. The usual topic communicated in almost every neighbouring country is the 
result of development and humanitarian aid efforts. In the case of countries that do not yet have 
such major achievements from cooperation, the delegations aim to provide information about 
current developments in relations with each respective country (trade, aid, political issues) and 
use non-political fields such as culture to inform locals about the EU. If democracy is constrained 
in a country, then EU communication focuses on human rights abuses, for example, in Belarus 
the EU has called for the release of political prisoners, and in Egypt it demands the state abolish 
the death penalty.

Adjusting the Communication to Target Groups

EU communication needs to account for internal social differences in each country, 
including the expectations of specific target groups, and attitudes towards the EU. In even one 
country, various groups might have different perceptions of the EU. For instance, in Moldova, there 
are several ethnic groups (including many Russian speakers and those who live in the autonomous 
area of Transdnistria) and their preferences are not obvious, as many Russian-speakers are also 
pro-EU, while many Moldovans are anti-EU. Depending on the country, EU delegations try to 
differentiate the audience by accounting for various perspectives among the general public (e.g., 
young people, families, elderly), intermediate target groups (e.g., mass media journalists, civil 
society), or special target groups (e.g., autonomous regions where different language or ethnic 
aspects are considered). Another example is Ukraine, where due to the implementation of the 
DCFTA, businesses, particularly small and medium-size enterprises (SMEs), are prioritised. 

58 See, EU Neighbourhood Barometer results at http://bitly.pl/lJ8aR.
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An identified good practice is to launch public campaigns (still rarely implemented by 
delegations) based on identifying target group expectations. This might involve various tools, such 
as programmes in local media, public debates, communication events, etc. Some examples exist 
of public campaigns reaching general audiences. In Israel, within the scope of the EU Partnership 
for Peace Programme, a public campaign was held in 2013 promoting EU support for common 
sport events and publicising photos with Palestinian and Israeli kids playing football together.59 
The EU delegation in Moldova launched in May 2015 a public campaign, “Moldova in step with 
Europe,” highlighting success stories of integration with the EU through the creation of a website 
in Romanian and Russian and by including social media and interactive meetings with target 
groups.60 Three subtopics have been addressed: “EU-Moldova: For a better state!,” providing an 
overview of relations; “EU-Moldova together for a better life!,” aimed at showing how EU policy 
affects the daily lives of Moldovan citizens in such areas as health, education and culture; and 
“EU-Moldova together for a better economy!,” highlighting the importance of the DCFTA for the 
economic situation of the country, infrastructure and business. 

Looking at the Local Media Landscape 

In order to disseminate the information successfully, the local media landscape must be 
taken into account. Every country has its own specificity in terms of predominant sources of 
information and, more importantly, it varies in terms of the political regimes, and therefore the level 
of media freedom, censorship and regulations of the media sector. The communication channels 
need to be prioritised by mapping which sources of information will reach the largest segment of 
the population. Israel, due to the high digitalisation of its society and young demographics, has 
moved away from paper products in favour of increasingly or exclusively electronic communication 
methods (a delegation website, an active Facebook page, a Twitter account with frequent tweets). 

Although online communication is popular in a majority of countries, traditional media should 
not be ignored whenever possible. In Jordan, the EU delegation finances radio and TV programmes61 
and recently launched comprehensive support for media-sector reform and strengthening local media 
capacities. In Georgia, the EU delegation has a good track record of working with the most popular 
TV station in the country and with regional broadcasters. For instance, the ENPARD campaign 
(providing agricultural and rural development aid) had planned for the years 2013 and 2014 25 TV 
programmes (plus 200 radio shows and 42 video podcasts) about agriculture.62 

Enticing Authorities and Opinion Leaders to Speak about the EU 

A way to attract people’s attention is to incrementally add EU issues into domestic politics. 
Societies are more likely to consider information coming from local channels such as national 
institutions. Also, the attention of the public might be captured by involving opinion makers that are 
known and trusted locally—so-called multipliers—such as youth and business leaders, civil society 
organisations (CSOs), etc. All this requires enticing partner countries’ government and opinion 
leaders to speak openly and regularly about the EU and explain the substance of the cooperation.

59 The EU delegation to Israel’s Facebook page and public website, respectively: http://bitly.pl/Urtmw and 
http://bitly.pl/c50vX. The EU supported it in its 2013–2014 programme “Neighbours united,” aimed at the organisation 
of tournaments of mixed Israeli-Palestinian football teams. More at http://bitly.pl/GY7GH.

60 “‘Moldova in step with Europe’ campaign—success stories built at home,” PARC Communications website  
at http://bitly.pl/Gotcd. The link to the information website is at http://bitly.pl/wYHIm.

61 “Project fiche,” European Commission, http://bitly.pl/lMqFJ. More information about the project at:  
http://bitly.pl/my19t.

62 “European Neighbourhood Programme for Agriculture and Rural Development in Ajara,” UNDP,  
http://bitly.pl/wGJBH.
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In terms of cooperating with governments, recent positive examples come from countries 
that have signed the new generation of Association Agreements with the EU, such as Ukraine, 
Moldova and Georgia, where to various extents the government is launching its own EU-related 
communication. EU delegations might support such efforts in a few ways. In Moldova, where 
the government is financing EU visibility events, technical assistance projects are delivered for 
specific ministries, (e.g., the minister of economy), common high-level events organised on 
political issues (e.g. at the prime minister level), and in other areas, such as culture. In Georgia, 
delegations support the work of the Strategic Communications Unit at the State Minister’s Office, 
implementing an “EU Integration Communication and Information Strategy for 2014–2017” by 
coordinating campaigns or providing materials for government activities.

To improve cooperation with opinion leaders, one option could be to collaborate with 
established networks in partner countries. In Ukraine, the EU delegation is trying to develop 
this tool and involve youth networks in communicating projects in certain regions. In Georgia, 
the EU delegation cooperated in recent years with the EU-Georgia Business Council (EUGBC) 
to illustrate the provisions of DCFTA, which has carried out information and communication 
activities specifically for enterprises, trade, business operators as well as chambers of commerce.63 
Activities included the creation of a pool of Georgian experts able to address the different facets 
and aspects of the DCFTA, holding thematic seminars across the country, publishing informational 
material and organising a business conference in Brussels involving Georgian and European 
business representatives.

Another option is targeting youth by launching specific programmes in schools and 
universities. A two-week programme on the EU through the College of Europe and ADA University 
in Azerbaijan was held for students in July-August 2015 (within the scope of the EU funded Centre 
of Excellence in EU studies).64 In Armenia, the Union has funded EU-related courses that have been 
implemented in several universities within the scope of the Jean Monnet programme—in 2011, 
a university course called “European Integration–Language, Culture and Identity” at Yerevan State 
Brusov University as well as teaching models for secondary schools teachers.65 Similarly, in Egypt 
EU-related courses at universities were supported, such as at Cairo University.66

Reaching People through Non-Political Topics and Controversy

As ordinary people are not keen on following EU-related political news, a better way to 
reach them is through involvement in apolitical events. The best platforms are cultural, social and 
people-to-people contact projects. As non-official communication, these avenues also have the 
advantage of bypassing indirectly the negative image of the EU in Eurosceptic societies.

In terms of culture and social events, good examples include regular, annual events such as 
Europe Days in Georgia, EU film festivals held in Jordan, Azerbaijan and Belarus, street theatre related 
to minority rights in Egypt, Israel, Palestine, Morocco, Tunisia, and Algeria, an EU-Egypt Annual Photo 
Competition on different themes.67 In Jordan, the delegation organised a series of family days in major 

63 For instance, on the organisation of conferences in Brussels, see EU-Georgia Business Council, 28 April 
2015, via the NewsDay Georgia website: http://bitly.pl/s4pJW.

64 Centre of Excellence in EU Studies at ADA University, ADA University Facebook page at http://bitly.pl/
ZAP3Z. 

65 Jean Monnet teaching modules at Brusov State University in Yerevan’s website at http://bitly.pl/Rbg2g. More 
about the programme at: http://erasmusplus.am/erasmus/jean-monnet.

66 Announcement of Jean Monnet module, Cairo University Facebook page at www.facebook.com/ASKDHR/
posts/562254500523151.

67 “EU Delegation to Georgia celebrates Europe Day in the regions,” ENPARD, http://bitly.pl/RiMre; “The 
Europe Day Film Festival opens on 11 May,” European Commission, 7 May 2015, http://bitly.pl/g2h11; “Press release 
on the 7th Annual Photography competition ‘Children of Egypt’,” EU Delegation to Egypt, http://bitly.pl/MBnfd.
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public parks in 2014 (with European shows and music and the participation of Jordanian and European 
residents and visitors).68 Another example comes from Israel, where the delegation sponsored “White 
Night Europa” at “White Night,” a large cultural event in Tel-Aviv in June 2015 attracting tens of 
thousands of visitors. It promoted a general message of friendship and partnership between the EU 
and Israel.69 The cultural aspect is equally important within EU-friendly societies, such as Moldova’s 
European Villages in May 2015, which was attended by 30,000 people.70

In mainly Eurosceptic societies, it is important that the EU delegation responds to critics 
by involving the public in discussions about EU actions. A perfect example comes from the EU 
delegation to Israel, where there is huge scepticism of the EU. The delegation has initiated numerous 
interactions on social media on controversial issues, sending the message that the EU is open to 
discussion. Its staff launched two unique initiatives: a chat with the head of delegation on its Facebook 
page, where the pre-chat promotion reached millions, and “Morning Coffee with the Ambassador” 
in May 2014, in which questions from online participants were answered on camera.71 The response 
has been greater when the questions were more difficult and the answers more controversial.

Communicating EU Aid Benefits 

Better communication of EU aid might be achieved through various methods. In relation 
to EU-financed projects, it is enough to focus on explaining and illustrating how EU action is 
improving the daily lives of people. In Ukraine, the EU Delegation is communicating EU 
humanitarian assistance efforts (for 1.5 million people) through postings describing EU aid to 
Internally Displaced Persons (IDPs) from the war in Donbass.72 Within the scope of the programme 
“Economic Stimulation in Rural Areas–ESRA” in Moldova in the years 2010-2014, EU shows that 
the assistance led to the opening of many SMEs.73 This initiative garnered citizen interest by 
showing the success of peers and providing concrete information on funding.

For more difficult budget support operations, a solution might be to shape the communication 
by emphasising sectors reached by the budget-support efforts or larger topics. There are several 
examples of this. The EU delegation in Moldova made budget support operations a part of a larger 
campaign—“EU-Moldova together for a better life!”—in 2015. It included projects for health, 
education, culture, political reform, and vocational education and training and showed how 
EU policy affects the daily lives of Moldova’s citizens.74 Similarly, in Georgia, budget-support 
activities have been promoted through the thematic ENPARD campaign about EU aid related to 
agriculture and rural development.75 In this case, the budget support was accompanied by grants 
for projects that delivered concrete results, making the larger-scale reforms implemented by the 
budget-support programme easier to showcase. Moreover, it was supported by the formation of 
dedicated communication units for each aid sector to publicise and coordinate the work of all EU-
funded projects in that sector and present them with unified branding. 

68 “EU Family Days,” EUNIC Jordan, http://bitly.pl/DsP05.
69 “White Night Europa 2015 press release,” European Commission, 24 June 2015, http://bitly.pl/1o9N6.
70 “Resident Twinning Adviser participates in the public debate during the European Village 2015,” State 

Chancellery, http://bitly.pl/13Yvd.
71 “Facebook chat with EU Ambassador to Israel—send your questions now,” EU Neighbourhood Info Centre,  

http://bitly.pl/VMgyX.
72 “Humanitarian aid and civil protection to Ukraine,” European Commission, http://bitly.pl/KobTd and  

http://bitly.pl/XCduv.
73 “Technical Assistance to Sector Budget Support on Economic Stimulation in Rural Areas,” http://bitly.pl/RhlsI.
74 “‘Moldova in step …,” op. cit. Information portal at http://europa-moldova.md. 
75 The promotion of the ENPARD programme involved TV interviews, dedicated and regularly updated 

website and Facebook pages, video productions, regular newsletters, information packages, media trips, coordination 
with relevant ministries on announcements, and establishing links and networks between stakeholder groups. More at 
www.enpard.ge.
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One way to better communicate knowledge and familiarity about EU funding is to organise 
events aimed at informing local populations about funding opportunities: a successful tool in 
this regard was the local effort in Jordan called “European Development Days,” held by the EU 
delegation in Jordan in November 2014.76 The delegation in Georgia also held several thematic 
media workshops for each specific sector in which the EU provides assistance. However, a more 
sustainable solution is creating permanent EU centres to proactively communicate information 
about new funding options. These centres can be found in Armenia, Moldova, and Georgia, 
where the government launched a network of EU centres across the country.

Review of EU Delegation Online Activities

The main channel of information used by EU delegations to reach their part of the Union 
neighbourhood is online communications, including official websites and a social media presence. 
The EEAS is recognising this digital diplomacy and increasing its activities in this respect.77 
The internet has several comparative advantages over traditional media or channels: it enables 
immediate and shared transmission of information at a low cost and facilitates access to local 
communities more so than mass media channels, which often have little interest in EU affairs or 
lack the ability to effectively report on them.

Graph 2. Graph 2. Internet users (per 100  people) in ENP countries in 2000–2013

Source: Authors’ compilation based on World Bank data (2015). Data was unavailable for Morocco, Palestine and Syria.

76 “Economic development ‘at the heart of the EU support to Jordan’—EU Ambassador,” PETRA,  http://bitly.pl/
rQTfK.

77 “Blogpost: The European External Action Service and Digital Diplomacy,” EEAS, 27 April 2015,  
http://eeas.europa.eu/ top_stories/2015/280415_digital_diplomacy_en.htm.
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Moreover, the internet is a relatively free source of information that is increasing in popularity. 
Since 2000, internet use has more than doubled in all countries in the EU’s neighbourhood: 
by 2013, the average percentage of the population of this area using the internet amounted to 
49.3% (compared to the EU average of 75.5%), with the highest in Israel (70.8%) and the lowest 
in Algeria (16.5%) (see Table 4). However, the limiting factors in this area are discrepancies in 
internet access within and among the countries, including variances between urban and rural 
populations and even countries. Nonetheless, the upward trend of internet use will only continue. 

Websites

Delegation websites are an essential and excellent resource for research and for experts 
already familiar with the EU and its policies, but not for ordinary users. All similar in layout 
and structure, the information they provide is comprehensive and falls into two categories: EU 
matters or EU relations with the neighbourhood country in question. The information includes 
an overview of the relationship, recent news, policies and objectives, historical background, 
official documents, and goals of further integration, as well as successful past projects and more. 
Depending on the country, a delegation website may also include information from CSOs on how 
to increase involvement, ongoing EU projects in the country, and available grants and tenders for 
specific projects in the future. 

Despite providing comprehensive information, the attractiveness of the websites for 
ordinary people is questionable. First, the content is mainly text, requires lots of research and is 
written in very bureaucratic language. The issue is that the uploading of information in various 
sections falls under the responsibility of various EEAS and EC units at central headquarters as well 
as the delegation level and therefore they follow EU official language. Annex 4 lists the division of 
labour in relation to management of website content. For example, on the EU Delegation to Jordan 
website under “Jordan and the EU,” a section that should elucidate the benefits of closer relations 
to casual readers, the EU is described as supporting “Jordan’s moderate and stabilizing role in the 
region, paving the way for further political and economic integration and liberalization;” a joint 
ENP Action Plan is described as setting a “political framework” for the EU-Jordan dialogue; and 
Jordan is described as the first Mediterranean country achieving “Advanced Status” within the 
ENP. This is difficult to understand for casual readers and to understand how closer relations with 
the EU will benefit them. In contrast, an example of more practical practice comes from Lebanon, 
where a page on the delegation website highlights testimonials from members of the public who 
have benefitted from EU funding. This approach of emphasising concrete benefits is a more user-
friendly way of effectively communicating complex policies.

Second, there are few examples of the websites experimenting with informative visuals on 
the homepage such as infographics or large photos illustrating the benefits of EU-neighbourhood 
cooperation. Most of the content is neither eye-catching nor persuasive in showing concrete 
examples of the benefits of the ENP. An exception is video content, which is present on most 
delegation websites, but it is relegated to a small area in the corner of the homepage. However, 
the videos themselves are rarely about the specific neighbourhood country and provide more 
general information about the EU. Thus, even visual media does little to draw the attention of 
visitors. Nonetheless, there are successful examples presented by some delegations, such as 
case studies of past projects in Tunisia and Morocco, the Ukraine Delegation website, which 
has a featured project on its homepage, and the Azerbaijan homepage, which has short videos 
emphasising EU-Azerbaijan relations. Another good practice is found also on the EU delegation 
website for Ukraine, which includes numerous videos and images on its homepage that are visible 
immediately. In Moldova, case studies on such topics as renewable energy include visuals and 
easily digestible information. Jordan’s homepage features a user-friendly report on expanding trade 
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opportunities by improving transport across the Mediterranean. These visuals garner attention and 
make text-heavy content easier for the reader to understand, as demonstrated by such examples 
so far. But currently, visuals are often hidden, meaning new users must exert unnecessary effort 
to extract relevant information. 

Third, another factor limiting accessibility is that the delegation websites are not compatible 
or user-friendly with mobile devices. There is no mobile-specific website, only the standard website 
as viewed on desktop computers. As a result, when viewed on a smartphone, the delegation 
website information is much more difficult to digest because the user sees a whole page and 
text is smaller, requiring greater effort to navigate to find what they want. As smartphones are 
increasingly being used to access the internet, this will further limit the effectiveness of delegation 
websites. Also, search engines such as Google specifically downgrade such websites in search 
results when a user looks up a term from a smartphone.

Finally, there is currently little possibility for engaging users on the website. Apart from 
digital forms to request information, there is no place for ordinary users to ask questions or interact 
with EU delegation staff for more information. Therefore, it is a one-way source of information 
with no room for dialogue. 

Social Media

As social media increasingly becomes a source of news, some EU delegations are 
recognising its significance, namely Facebook and Twitter. As shown below (see Table 5), the 
number of Facebook “likes” exceeds the number of Twitter followers by several factors in nearly 
all countries except Morocco (where Twitter is used more than Facebook). The Facebook pages of 
the Jordan and Ukraine delegations are two successful examples where regular postings highlight 
the positive work the EU is doing in an easily understandable manner: for instance, an August 
2015, a post described EU aid to Internally Displaced Persons in Ukraine, while the Jordan page 
recently promoted a photography contest depicting children and youth in Jordan. Posts generally 
include photos and infographics to enhance the content of the messages. Even Facebook pages 
with fewer likes, such as the one for Belarus, post regularly with visually appealing content. Of 
course, whether EU delegations use social media more when they have more followers or whether 
more content generates more followers is beyond the scope of this study. Nonetheless, presenting 
information with visuals on social media has proven to generate significant traffic. 

In contrast, Twitter remains underutilised almost uniformly. The number of Twitter 
followers for each delegation is generally lower than the number of Facebook likes, and tweets 
are less frequent than Facebook messages in most cases. In successful cases, such as the Libya, 
Morocco and Ukraine delegation Twitter accounts, tweets are sent several times per month and 
often include links or images. Other Twitter accounts, such as Lebanon’s, post regularly but have 
fewer followers.

Of course, a larger social media footprint brings inherent risks. As EU delegations become 
more popular, it gives trolls a platform to voice unjustified dissent with EU policies. The risk is that 
a larger social media presence requires more resources for monitoring. Another risk is that frequent 
messaging loses its impact. Therefore, the content should be carefully selected. Positive examples 
here include the Israel delegation, which  held a Q&A session with its Head of Delegation on 
Facebook in May 2015 that reached hundreds of people and initiated a lively debate.78 Moldova 
has held contests showcasing the best photos and stories about the effects of EU assistance. User 
participation increases when controversial topics are discussed or prominent individuals such 
as delegation heads are involved, but such strategies cannot be used for all messages and each 

78 The EU Delegation to Israel Facebook page and chat with the ambassador are at http://bitly.pl/pzspt.
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case requires an individual approach. To sum up, social media use will inevitably increase, and 
delegations should take advantage of this by creating accounts if none exists and then updating 
them regularly. They should also complete the Facebook or Twitter process for “verifying” their 
presence (blue checkmark) so the public knows when they are on the correct page. The potential 
benefit of widely disseminating information through social media outweighs the minimal risks 
discussed here. As recent studies about use of Twitter by heads of state proves, the platform 
is indispensable in diplomatic networking and communication, and governments that invest in 
digital communications are often those that are the most effective.79

Table 3. ENP delegation presence on social media

Country Facebook Likes Tweets Twitter Followers

Algeria 1,762 0 0

Armenia 12,498 2,293 1,628

Azerbaijan 6,107 0 0

Belarus 2,125 0 0

Egypt 20,825 109 104

Georgia 8,000* 244 546

Israel 10,884 722 1,338

Jordan 22,301 0 0

Lebanon 10,490 3,048 1,869

Libya 19,184 398 5,261

Moldova 3,221 0 0

Morocco 4,055 4,120 5,319

Palestine 101,993 679 327

Syria 60 0 0

Tunisia 14,991 0 0

Ukraine 10,868 8,619 4,874

*The Georgia delegation uses the Facebook page “Let’s meet Europe,” www.facebook.com/LetsMeetEurope?fref=ts. 
Source: Authors’ compilation, based on data gathered 28 July 2015. 

79 B. Marsteller, “Twiplomacy Study 2015,” http://twiplomacy.com/blog/twiplomacy-study-2015/#section-intro.
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Conclusion

Third-party actors such as Russia and the Islamic State are increasing propaganda in the 
EU’s closest neighbourhood in part to discredit Western values and its politics in the region. The 
common point between both actors’ disinformation campaigns is building up a black and white 
picture of the world, but also one full of uncertainty, where the existence of an enemy (the West) 
is central in order to blame it for all faults. Facts are easily manipulated and conspiracy theories are 
in wide use. For both IS and Russia, media are a weapon to use. While IS undertakes mainly low-
cost internet activities, Moscow has made massive investment in various channels to disseminate 
its propaganda. On the EU side it is difficult to counter such propaganda efforts due to their nature 
and because the Union based on democratic principles cannot enter this game with the same 
playground rules. It respects the value of freedom of media and general non-interference of the 
state. Another serious limit is resources. The EU cannot mobilise the same level of funding due to 
other priorities in its budget.

However, the lack of funds and the difficulty in answering the propaganda cannot be an 
excuse for the EU. It still has options it can employ. How to counter Islamic State propaganda 
will be addressed soon by a strategy related to hybrid threats. Dealing with internet activities 
conducted by IS requires a coherent and regular account suspension policy enforced by such 
companies as Twitter, Facebook, and YouTube. The EU might cooperate in this respect with 
other international organisations and social media corporations as well as with the U.S. and other 
key governments’ intelligence services. As IS aims to reach supporters with radicalised views, no 
single EU communication message will be helpful to change their views. 

Regarding Russian propaganda, which targets a general audience with more traditional 
methods, the EU has more options at its disposal. The creation of the task force East StratCom is 
aimed at monitoring Russian language media and producing fact-checked materials correcting 
the propaganda, though it might be treated as a preliminary step. It might contribute to better 
coordination between various actors involved in countering Russian propaganda. Moreover, if 
supplemented with its own budget, it might help develop an effective network to disseminate its 
informational products and therefore reach a wider audience. The work of the task force should go 
hand in hand with strengthening overall EU communication in closest neighbourhood. The EU has 
been doing much in the Eastern Partnership region as a donor, investor, trade partner and human 
rights promoter, but the EU’s communication policy towards its partners in this respect has been 
falling short for many years. Primarily, a more ambitious approach towards EU communication 
would mean improving institutional coordination, as well as increasing financing and staffing. 

In terms of substance, a better image of the EU should not be promoted by imposing 
an EU perspective of politics but rather emphasising fact-checked information about EU-related 
developments in politics, relations with neighbourhood and Member States and their current 
situations. Besides strengthening EU communication, an important issue to countering propaganda 
is increased support for free access to information and strengthening the quality of media outlets in 
order to increase options for impartial and high-quality information. The current EU financial aid 
disbursed on media projects is scant across the neighbourhood. Despite calls by Member States, 
no action has been taken yet to provide additional support in this respect.

Proactive EU communication in its neighbourhood is a must. The belief that appealing 
economic prospects will attract neighbours is no longer feasible. The EU cannot afford unsound 
communication in its near neighbourhood when some of these same neighbours are drifting away 
from the EU and third-party actors such as Russia or the Islamic State have managed to successfully 
develop information mechanisms that promote a negative image of Western countries.

 
Elżbieta Kaca
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Annexes

Annex Table 1. European neighbourhood instrument disbursements in 2014 in EUR milion (rounded), 
breakdown by country and regional/multi-country programmes

Country/Programme 2014

Algeria 33.0

Egypt 91.1

Israel 4.4

Jordan 56.3

Lebanon 78.2

Libya 11.0

Morocco 76.2

Palestine 303.7

Syria 2.0

Tunisia 178.5

Sub-total bilateral programmes 834.5

Regional and other multi-country programmes 92.8

TOTAL Mediterranean countries 927.3

Armenia 23.2

Azerbaijan 6.8

Belarus 22.3

Georgia 41.1

Moldova 93.7

Ukraine 314.1

Sub-Total bilateral programmes 501.1

Regional and other multi-country programmes 47.0

TOTAL Eastern Partnership 548.1

Cross-border  cooperation

ENI contribution 45.0

ERDF contribution 68.0

Sub-total CBC 113.0

Erasmus+

ENI contribution to Erasmus+ 1.6

Completion of Erasmus Mundus/ Tempus Actions funded from ENPI 98.3

GRAND TOTAL ENI 1,623.7

Source: Authors’ compilation, based on EEAS statistics, 2015.
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Annex Table 2. List of projects financed within the scope of the European Instrument for Democracy 
and Human Rights in ENP countries (2011–2014)80

Year Project Title Budget (in EUR)

Armenia

2014
Strengthening Freedom of Expression through Promotion of Young Citizen 

Journalism 210,464

Azerbaijan

2014 Media Freedom Support 665,166

Media Freedom Support 430,585

Empowered Online Media and Civil Society Efforts for Democratic Society 229,500

2011 New Media development and regional outreach 103,000

Energizing the Environmental Agenda in Azerbaijan through Empowered 
Media and Civil Society Efforts 148,000

Moldova

2014
Building bridges between NGOs, business associations and media from 

Moldova, Ukraine and Russia for conflict prevention in Transnistria 91,001

2012
Building bridges between NGOs, business associations and media from 

Moldova, Ukraine and Russia for conflict prevention in Transnistria 910,010

Ukraine

2014 Media Freedom Support 665,166

Media Freedom Support 430,585

Israel

2014
Freedom of Expression as a Basic Human Right Guiding Human Rights-

Sensitive Media Practice in Israel 13,062

Palestine

2014
A Turning Point: Defending Freedom of Expression and Opinion through 

a Healthy Legal Environment 116,617

2013
A Turning Point: Defending Freedom of Expression and Opinion through 

a Healthy Legal Environment 250,000

2011
Mobilising Media to Empower Citizens and Civil Society for Human Rights, 

Democratic Reform, and Intra-Palestinian Reconciliation 288,290

Tunisia

2014 Le Tunisie Bondy Blog: Une école de journalisme par les citoyens 23,699

2012 Le Tunisie Bondy Blog: Une école de journalisme par les citoyens 236,987

Total sum: 4,812,132

80 According to data available at the European Commission website: http://ec.europa.eu/budget/fts/index_en.htm, 
20 September 2015.
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Annex Table 3. Projects selected for financing by the European Endowment for Democracy in ENP 
countries (2013–2015)81

Year Project Title Beneficiary Description

Armenia

2015 iLur.am – News 
for everyone Start Media LTD

During the June-July public protests against electricity 
hikes, the camera and memory card of news website 
iLur.am were damaged. EED emergency support 
enabled Start Media Ltd, which runs the site, to 
quickly replace the camera and continue providing 
independent news and analysis of political, economic 
and social issues in Armenia and the region.

2015
Hetq.am - 

Multimedia 
coverage of protest

Investigative 
Journalists (NGO)

During the June-July public protests against electricity 
hikes, the camera of Hetq’s (to track/trace) investigative 
journalists was damaged. EED’s emergency support 
enabled them to replace it and continue their 
multimedia coverage of the protests.

2015
Epress.am – 

Human Rights 
Reporting

Independent 
Journalists’ 

Network (NGO)

During the June-July public protests against electricity 
hikes, Epress.am’s equipment was seized and damaged 
by police. An independent news website writing on 
human rights issues, Epress.am was launched by the 
Independent Journalists’ Network in July 2010. EED 
emergency support enabled Epress.am to quickly 
replace the equipment and continue its live coverage of 
the protests. Epress.am also reports on court hearings of 
police abuses during public demonstrations, as well as 
on debates on the constitutional amendments that will 
be put to referendum in late 2015/early 2016.

2014
An Eye on 
Freedom of 
Expression

Committee to 
Protect Freedom 

of Expression

The Committee to Protect Freedom of Expression 
continues to advance freedom of expression and media 
in Armenia. It increases solidarity among journalists and 
monitors, monitoring violations and providing tailored 
assistance and opportunities. EED offers bridge funding 
until other foreseen donor support comes in.

2014 Media Initiatives 
Centre

Media Initiatives 
Centre

The Media Initiatives Centre, a recognised organisation 
for media excellence in Armenia, is receiving short-
term bridge funding, to overcome a particularly 
difficult financial situation and contribute to democracy 
consolidation in Armenia.

2013/2014 Armenian Euro-
phone and radio

National Centre 
of Young 

Researchers

To raise public awareness and advance political 
and civic rights in Armenia, the Young Researchers 
NGO developed 55 four-minute radio programmes 
on European integration, political pluralism and 
human rights that were broadcast four times a day 
through the “Impulse” radio station, reaching nearly 
30,000 listeners every day in Yerevan and four regions 
in Armenia. A “Euro-phone” hotline was set up to allow 
Armenian citizens to ask questions about their rights 
and express their opinion on European integration.

81 According to data available at the European Endowment for Democracy website: www.democracyendowment.eu/ 
we-support.
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Azerbaijan

2013/2014

Meydan TV - 
Azerbaijan’s free 
and alternative 
Media Channel

Meydan TV 
(Azerbaijan)

Led by influential Azerbaijani writers, bloggers and 
musicians, Meydan TV works with Azerbaijanis from 
Baku and beyond to provide an alternate source of 
information on developments in the country. “Meydan” 
translates to “town square” in Azeri, symbolic of 
the collective struggle for freedom of speech in the 
region. EED support helped Meydan TV to start up and 
broadcast a series of reports and debates addressing 
political and social life in Azerbaijan.

2013/2015 Support for the 
Azadliq newspaper

Azadliq 
(newspaper)

EED support ensured the continued printing and 
development of one of the main independent 
newspapers in Azerbaijan.

Belarus

European Radio 
for Belarus

European Radio 
for Belarus

EED provided support for European Radio for Belarus 
(Euroradio) for dissemination of independent news for 
broadcast and internet.

Jordan

Hiber Online 
Investigation (with 

Ink)

The media organisation Hiber is developing 
“investigative storytelling,” an internet safety lab to 
protect internet users, and a political café for activists, 
intellectuals and academics. Hiber, active since 2007, 
is continuing to develop critical and investigative 
multimedia news and stories.

Lebanon

Women’s 
Empowerment 
through art and 
media in rural 

Bekaa

Association 
NABAD for 

Development

NABAD (Pulse) for Development works with four 
groups of 15 Lebanese and Syrian women to improve 
women’s rights in rural Bekaa. Building on the success 
of EED-supported USPeak, this offshoot initiative 
empowers women to run community projects with 
local governments. They will paint a mural, use social 
media and create a film to promote women’s rights 
in their communities. Many donors concentrate on 
humanitarian needs in the region, leaving a gap in good 
governance and human rights support.

Moldova

2014
Investigative 

Journalism in the 
SME sector

Business News 
Service SRL

Business Service SRL is fostering cooperation between 
media development experts and journalists to report 
on cases of corruption in small and medium-size 
enterprises. EED is supporting the start-up phase of 
an online platform for investigative journalists to 
examine and expose the links between government and 
business, corruption among SMEs, as well as the lack of 
transparency.

2015/
/2016

Media start-up in 
Gagauzia (in time 

for elections)
Gagauz Media

The Comrat-based news portal GagauzMedia.md 
provided independent news on the March governor and 
June 2015 local elections. This is the only media outlet 
that offers Gagauz communities balanced information 
on candidates in local elections, their political 
programmes and European integration. EED support 
has enabled them to reinforce the team of eight local 
media experts at short notice. Owned by private entity 
Studio Triumph, GagauzMedia.md also reports on the 
problems faced by Gagauz communities.
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2014
Chisinau School 

of Advanced 
Journalism

Chisinau School 
of Advanced 
Journalism

EED is providing bridge funding to the International 
Journalism Centre to ensure continued operations of 
its Chisinau School for Advanced Journalism (CSAJ). 
A reputable post-academic institute, CSAJ uses 
modern tools and standards to prepare young media 
professionals for their future work. The curriculum 
includes economic journalism, layout design and “live 
newsrooms.”

Tunisia

2014/2015
The Voice of 

Democracy in 
Tunisia

L’Audace

L’Audace, a prominent Tunisian bi-monthly newspaper, 
is producing a creative and visually attractive bi-
monthly supplement called “Democracy” in Tunisian 
and French. Known writers, artists and media figures 
will contribute to provide clear and simple information 
on basic democratic principles and the importance of 
electoral processes.

Ukraine

Institute of 
Post-Information 

Society

Institute of 
Post-Information 

Society

Dmitriy Zolotukhin, an information security expert, 
is establishing a hub to increase public awareness of 
information manipulation and promote media literacy 
in both Russian and Ukrainian. Named the Institute 
of Post-Information Society, the institute will train 
journalists, bloggers, active social media users and 
young entrepreneurs on information security and 
citizen journalism. Zolotukhin will hold meetings in 
12 Ukrainian cities and towns, addressing needs in 
the country’s most sensitive regions, such as Kharkiv, 
Odesa, Kyiv, Poltava, Kremenchuk, Kramatorsk, 
Kirovograd, Kherson or Mariupol, including near 
conflict zones. All online materials will be accessible, 
not only for Ukrainians but for all Russian speakers.

2014/2016
Donbas 

Hromadske 
(Public) TV

Donetsk Institute 
of Information

The online Russian-language Donbas Hromadske 
TV [previously known as Donetsk Hromadske TV] 
provides news from the Donbas region, parts of which 
are under control of separatist forces. It reaches over 
three million people. s. The television outlet is one of 
the most-quoted sources in the Donbas conflict and is 
used by Ukrainian and international journalists, as well 
as international organisations such as OSCE. Regular 
programmes include “Donetsk Dialogue,” “Donetsk 
Truth,” “Media Maidan” and “News of Donbas.” EED 
helped the Donetsk Institute for Information launch 
the television station in March 2014, and supports it 
institutionally to help its development.

European Pravda European Pravda 
(European Truth)

Leading journalists who had previously worked with 
Kommersant Ukraine partnered with the most popular 
news-site “Ukrainska Pravda” to launch a new online 
newspaper European Pravda (“European Truth”). The 
newspaper provides unbiased information about the 
country’s state of democracy and rule of law, and is 
monitoring Ukraine’s commitments to the EU-Ukraine 
Association Agreement.

Emergency support 
to Kyiv Post Kyiv Post

EED helped support the Kyiv Post, Ukraine’s leading 
English-language weekly, to continue uninterrupted 
work and coverage of the ongoing developments in 
Ukraine. EED funded equipment for journalists covering 
the protests, as well as an IT upgrade to protect its 
systems from cyberattacks and to support traffic surges.
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2014
Support to ATN 

television in 
Kharkiv

Kharkiv’s ATN TV 
channel

Kharkiv’s ATN TV channel received EED support to re-
equip its TV broadcasting studio after it was destroyed 
by a group of armed men in early April.

2014 Ukraine Crisis 
Media Centre

Ukraine Crisis 
Media Centre

The Centre Media Centre is a 24/7 press centre and 
hotline for local and international media. It packages 
messages and serves as a hub for monitoring and 
analysis. Core support from EED, together with support 
from Internews and the U.S. embassy in Ukraine, 
enabled the centre to continue operating during the 
25 May presidential elections.

2014 Hromadske Radio Hromadske Radio

EED helped independent journalists, including Kyrylo 
Loukerenko, launch the online Hromadske Radio 
network before the EuroMaidan protests to provide 
impartial information to Ukrainian citizens. Today, 
it also is part of efforts to establish truly independent 
public radio in Ukraine.

2014 Maidaners / 
European People

Christina 
Berdinskih

A young Ukrainian journalist, Christina Berdinskih, 
collected stories of people taking part in the 
Euromaidan protests on Facebook. With a little help 
from EED, she devoted all her time to this engaging 
project. She has spread the stories of inspiration 
through 16 different language pages, with over 
35,000 Facebook likes, and has recently published 
a book.

Syria

Independent 
Arabic Gender-

focused Magazine

Saiedet Souria 
(magazine)

The magazine Saiedet Souria (“The Lady of Syria”), 
promotes a greater role for and the involvement of 
women in the public sphere. In just its first year, it 
has reached an impressive number of readers despite 
limited resources. EED is providing core funding while 
waiting for new additional donors. The magazine is 
gradually becoming self-sustainable and financially 
viable.

2014

Emergency 
Support to 

Kafranbel Media 
Centre

Kafranbel Media 
Centre

On 21 February, days after the Kafranbel Media 
Centre was raided by a jihadist militia, six media 
workers seized and equipment confiscated or 
destroyed (including computers, cameras, radio and 
internet equipment and pro-uprising banners), the 
EED Executive Committee took an urgent decision 
to provide support for the centre to help it keep 
functioning and to upgrade its security. The Kafranbel 
Media Centre was established in the early days of 
the Syrian uprising and has been particularly vocal in 
denouncing violations committed both by regime and 
rebel forces. The banners and drawings produced in 
Kafranbel have become a powerful symbol of non-
violent resistance.

2014/2015
Support for Free 
Print Media in 

Syria

Association de 
Soutien aux 

Médias Libres

The Association de Soutien aux Médias Libres and 
a Syrian grassroots activist group are providing 
infrastructure support to a number of Syrian pro-
democracy print media outlets to increase their printing 
and distribution capacities.
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Annex Table 4. Division of competences in terms of updating EU websites82

First-level pages Second-level pages Manager

<country>& the EU

Political and Economic Relations The content of this section is 
managed by the Delegation
However, it is important to liaise with 
central headquarters, in particular 
to provide for constantly updated 
trade and investment information and 
statistics (MISSING or OUTDATED 
on a number of Delegation websites).

Trade

Technical and Financial Cooperation

Civil Society Dialogue

Chronology of Bilateral Relations

Projects

Overview
The content of this section is 
managed by the Delegation via the 
DEVCO back office.

List of projects

Case studies

Funding opportunities

Overview
The content of this section is 
managed by the Delegation via the 
DEVCO back office.

Grants

Contracts

Travel to the EU
Visa The content of this section is 

managed by the Delegation.Embassies

What’s the EU

What we do

The content of this section is 
managed by EEAS and FPI.

EU Member States

European Neighbourhood Policy

European symbols

Key EU policies The content of this section is 
managed by EEAS and FPI.

Press corner

Services for journalists
The content of this section is 
managed by the Delegation.All news

Photo library

About us

Welcome

The content of this section is 
managed by the Delegation.

The role of the EU delegation

Internal organisation

Vacancies

Contacts

More info The content of this section is 
managed by the Delegation.

82 Information and communication handbook for EU delegations in third countries and to international 
organisations, Brussels, 2012, http://bitly.pl/gQxcb.
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