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ABSTRACT
TalktoEU is a year-long EU communications project currently being delivered in Ireland on behalf of
the European Commission Representation in Ireland. The core element is listening to the views of
Irish citizens and increasing general awareness about the contribution which the EU makes to the
everyday lives of Irish people. This is done at events organised with project partners; on the project’s
web site www.taktoEU.ie; via social networking; by press and media advertising; by cinema
advertising; by a schools’ essay competition; and by providing facts about the EU’s contribution at
local and community level. While TalktoEU is still work in progress, initial findings are positive, with
significant numbers of the national population being made aware of the TalktoEU project. The
approach and methodology of the TalktoEU project could be replicated, suitably adapted, in other
Member States, at regional level, and indeed in candidate countries.
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Background
On 20 January 2009, the European Commission Representation in Ireland (ECR) published an
Invitation to Tender (ITT) for the provision of services for public information on the European Union
(EU).1 Specifically, the service provider, within an indicative budget of €1.6m, was asked to develop
and implement a number of information and communication initiatives in Ireland in relation to the
EU, its policies and its Institutions. The successful contractor was required to develop a detailed
communication plan. The target groups identified were younger people, women of all ages, and
lower income families and individuals.
The contract was subsequently awarded for one year (to 19th May 2010) in April 2009 following a
competitive tender.
The consortium that won the tender was branded TalktoEU, and comprises:
Edelman (www.edelman.com) – a PR company with 58 offices world-wide – is the lead
contractor. Edelman is a global player with in depth and considerable experience in the
fields of PR/Communications.
EPS Consulting (www.epsconsult.ie) brings unparalleled EU expertise and expert knowledge
of EU policy as well as practical experience in relation to stakeholder consultations and
communications.
Zoo Digital (www.zoodigital.ie) is responsible for the web site (www.talkto.ie) and social
networking, and has a solid track record in these areas. In addition, they look after the digital
content and advertising.
PHD Media (www.phd.co.uk) is responsible for media planning and buying.
This paper sets out the project’s key aims, approach and methodology, and provides the
performance metrics derived to date. The lessons learned from TalktoEU, one of the Commission’s
largest and most ambitious communications initiatives, are also described.

Introduction
TalktoEU is an exciting, yet challenging project for several reasons.
Firstly, the project is being delivered at a time when the public mood in Ireland is quite negative as a
consequence of the economic recession.
Secondly, there is a high level of disinterest in European affairs within the target groups identified in
the ITT. Indeed, there is a chronic and deeply rooted lack of knowledge about Europe in Ireland.
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Finally, and in contrast, Irish citizens are among the most supportive of the EU and the
communication plan was designed to build on this.
Survey findings and the events programme organised by the ECR in 2009 pointed to key learning
lessons about the style and tone of communications on EU issues prior to the launch of the project.
These key lessons could be summarised as follows:


The main challenges are a chronic and deeply rooted lack of knowledge about European
affairs and the fact that a quarter of the groups to be targeted have no interest at all in
Europe.



Improving awareness of matters European can best be done by making ‘Europe’ relevant at
the level of the individual with reference to issues that strike a particular chord in terms of a
person’s daily life.



Improving people’s knowledge of the EU involves a significant effort to convince them that
‘their view counts.’ In turn, one needs to be careful in selecting the policy issues that are
used to demonstrate this empowerment.



Not only must there be a genuine commitment to listening, but there must also be open
communication of this commitment.



Each of the three target groups has its own distinct agenda; the elements of the
communications campaign have therefore been differentiated and the consortium must be
conscious that, for example, what interests women may be quite different to what will
engage manual workers.



Selecting the topics around which the communication campaign concentrates is a critical
success factor. The debate must be on meaningful topics that resonate.



While the main communications medium is the internet, outreach sessions with relevant
information multipliers are also an important feature.



The campaign also strives to take advantage of the generally positive attitude that Irish
people have towards Europe; therefore the ‘benefits of Europe’ at personal, local and
national level, subliminally communicated as required, are an element of the campaign.



The style, tone and manner of communications is to be clear, accessible, and avoid being
high brow. For example, the younger audience will expect messaging pitched at their level.



Encouraging debates on matters European within the family, at work or socialising with
friends is a high focus. Getting discussions going on EU issues in an informal and nonthreatening setting is therefore a top priority.



Some socio-economic groups are not at all inclined to participate in events such as lectures.
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Another positive identified at the outset was the high interest in politics in Ireland and the
willingness of Irish people to engage and seek to influence when issues impact on them or on their
family.
The starting point was that as this is clearly a ‘listening’ programme, the project partners needed to
listen - and be seen to listen - from the very outset. We therefore set everyone’s expectations at a
realistic level, while recognising it is unlikely that this programme will completely reverse the general
Irish population’s disinterest in European affairs.

Project Aims
TalktoEU aims to:
1. Listen to the views of citizens;
2. Engage with citizens to determine their concerns;
3. Explain how the EU may play a role in addressing those concerns (and to explain when the
EU isn’t the appropriate outlet);
4. Seek feedback as to whether citizens are aware of the EU’s effort in specific areas;
5. Obtain views on the future direction of EU policy; and
6. Facilitate citizens to articulate their views directly with decision-makers (and making better
use of media in the process).
The project seeks to demonstrate in the clearest manner possible that we are listening; that our
unambiguous aim is to engage in the most meaningful manner possible; and that we will not be at all
directional about the opinions that citizens might wish to express: they set the agenda.
The TalktoEU project is, in tone and style, intended to sit at the centre of citizens’ needs; on issues
that will be seen as affecting their daily lives.
TalktoEU engages with citizens and groups, irrespective of their background or opinions on Europe,
in an open and discursive manner, endeavouring to prove that the EU has nothing to hide or fear by
such a debate.
The TalktoEU project falls broadly under four sections
1) Listening and events programme
2) Enhanced web presence and social networking
3) Advertising – including cinema, print and radio
4) Alternative Promotions
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