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Why communicate?

• To achieve the objectives of your project

• To encourage transfer & replication of the results

• To inform policy-makers at local, regional and EU 
level of best practices



Obligatory requirements

• Website

• Noticeboards

• LIFE & Natura 2000 logos

• Networking

• Layman’s report & after-LIFE plan

https://ec.europa.eu/easme/en/section/life/life-communication


Agenda

1. Identifying and connecting with target audiences
Clean Sea LIFE

2. Integrated social media communication 
LIFE Lynx

3. Networking
WZROST

4. Questions



Identifying and connecting with target 
audiences

• Map them

• Get to know them

• Go where they are

• Tailor content to them



Clean Sea LIFE
Eleonora de Sabata





• marine litter awareness project in Italy 
• co-funded by LIFE programme 

partners: P.N. Asinara (Nat. Park)

CoNISMa (research)
Fondazione Cetacea (NGO)

Legambiente (NGO)

MedSharks (NGO)

MPNetwork (marinas)

LIFE15 GIE/IT/000999

clean sea life (2016-2020)



objectives

• raise awareness + inspire change

• prevent littering + increase recycling 

• create a network of volunteers for cleanups

• support governance and management of ML
(promoting fishing for litter, produce reports 
based on research and monitoring, map of 
areas of ML accumulation, guidelines)



3 years of Clean Sea LIFE

Over 16,000 people, 2,000 students, 220 clubs and 120 tourism operators took the Clean Sea 
LIFE pledge



4,000 people in our clean-ups,  removing 36+ tons of litter

3 years of Clean Sea LIFE



CSL shaping policy

3 Italian towns
forbade balloon 
release

Italy banned
microplastics after
our report

Shaping the fishing for litter draft regulation



3 years of CSL - media

• International media: 20 news items (incl CBS, AFP)

• National media: 100 news on press, TV, radio

• Social media: FB (10,000+), Twitter (1,000+), Instagram (2,000+)



In the Mediterranean Sea 1/3 beached litter stems from recreational touristic activities

• Divers

• Boaters

• Recreational fishermen

• Professional fishermen

• Beach goers

• Kids

• General public

• journalists

• Authorities

1. Map your target audience



testimonials

Instructors + training agencies40 clubs

media partners

1. Map your target audience

…people they trust



divers

105



dive training agencies



dive show organizers



dive travel operators

Littering reduction abroad:
• Maldives
• PNG
• Sudan (+schools!)



2. Get to know them

• gain their trust, make them feel part of the solution
• Listen: we may have the big picture, they have experience
• help them, always reply

engage
inform

motivate



2. Get to know them

They must see you as one of them



2. Get to know them

• Nudge them towards solutions (even in steps)
• Show and celebrate their success (emulation / competition)

7,000 bottles in 2019



2. Get to know them

• Show and celebrate their success (emulation / competition)



2. Get to know them

• Show and celebrate their success (emulation / competition)



• Show and celebrate their success (emulation / competition)

2. Get to know them



2. Get to know them

• Build capacity



2. Get to know them

• Build capacity



3. Go where they are

• Meetings: always be available to join their events



3. Go where they are



3. Go where they are

Jump in whenever you can



3. Go where they are



3. Go where they are



3. Go where they are

But let them come to you too!



3. Go where they are

Social media (CSL: Twitter in ENG, FB in ITA)



3. Go where they are

Social media (CSL: Twitter in ENG, FB in ITA)



4. tailor content

Messages:
• MUST be tailored to different targets

• ready made content – they are hungry
• Use lots of visuals – and tell stories, not just your news

• Use LIFE logo – it helps esp at the beginning

inform
motivate



• Divers: only divers can clean up the seafloor

4. tailor content



• boaters: only boaters can collect floating litter

4. tailor content



• Only professional fishermen can collect large 
quantities from the seafloor

4. tailor content



4. ready made content

Help stakeholders with content



4. ready made content

Help stakeholders with content



4. ready made content

Help stakeholders with ideas and content



4. ready made content

Help stakeholders with content



4. ready made content

Provide high quality photos and videos and 
media will love you

PS – iphone is fine!



4. ready made content

Help journalists with stories and images



4. ready made content

Help journalists with stories and images



4. ready made content

Help authorities with data fit for policy



4. ready made content

Use the LIFE logo – it really helps



Keep in mind

engage

inform motivate



www.cleansealife.it 

info@cleansealife.it

@CleanSeaLife



Identifying and connecting with target 
audiences – 3 takeaways: 

• Be strategic

• Make it relevant to daily life

• Build your brand



Integrated social media communication 

- Communication mix

- Communicating for engagement

- Storytelling

- Visual identity



LIFE Lynx
Maja Sever



LIFE Lynx  - social media communication 

Maja Sever, Slovenia Forest Service
26.11.2019, LIFE Communications Webinar



• 7 year project (2017-2024)

• Save lynx from extinction -

reinforcement

• Work with stakeholders

• Classical communication

(PR, PC, articles,…) 

Where can you find us 
online?

www.lifelynx.eu/
@LIFELynx.eu

life.lynx

@LIFE Lynx

@LIFE Lynx



LIFE Lynx >2800 likes

• All posts published in EN +  

• Project activities ; all partners

• News from webpage

• Events: low reach (?) 

• Videos: highest reach

• Celebrity ambassadors

• FB groups ; internal, stakeholders

LIFE Lynx – hrvatski terenski blog >5000 likes

• Croatian field blog posts

• Videos!!!



>30.000 reach, >1200 likes, 

>100 shares, >150 comments

EASY:

• „Sexy“ species the lynx ;)

• Nice pics /videos; 

• Field activites

HARD:

• Meetings

• Reports 

• Conflicts with large carnivores

• Creative, „out of the box“ posts



• Anže Kopitar:

- world famous ice hockey player / LA Kings

- Slovenian ice hockey -„Risi“ (the lynx)

- video clips 

- webpage, FB , TV

- shares project FB posts

• Peter Prevc: 

- world champion ski jumper

- presented on project webpage

- present at press conference – Illegal killing

- he opposes any illegal killing of lynx and 

other animals

Celebrity ambassadors





566 followers; 23 posts

Croatian ambasadors : 
-

 HGSS (mountain rescue service),

 Nevena Rendelli (journalist),

 Ivan Šarić (stand up comedian, 

TV host), 

 Domagoj Sever (nature photographer, 
travell bloger)



www.lifelynx.eu/

@LIFELynx.eu @life.lynx

@LIFE Lynx @LIFE Lynx



Integrated social media communication –
3 takeaways:

- Be strategic

- Be creative

- Think global, act local



Networking

- Relationships

- Right place 

- Right time

- Right content  



WZROST
Tobiasz Adamczewski 





Networking – 3 takeaways: 

- Be strategic 

- Talk about issue

- Get into the media mindset



Keep in touch!



Questions?



Keep in touch!

EASME-LIFE-Communication@ec.europa.eu ec.europa.eu/life

mailto:EASME-LIFE-Communication@ec.europa.eu
https://ec.europa.eu/easme/en/section/life/life-communication


EASME Communication Team 
– who we are and what we do?



Use our hashtags

General

#LIFEprogramme
#LIFEproject
#LIFEprojects



Use our hashtags 

Nature and Biodiversity
#EUBiodiversity
#Natura2000

Climate Action
#OurPlanet
#ClimateNeutralEU
#CleanEnergyEU
#ClimateAction
#ClimateChange

Circular Economy and 
Green Growth
#PlasticsStrategy
#ResourceEfficiency
#CircularEconomy

Chemicals
#ChemicalsinOurLife
#EU_REACH 

Air
#CleanAirEU
#AirPollution

Marine and water topics
#OurOcean
#CleanSeas
#CleanWaterEU

Green Finance
#SustainableFinanceEU
#SustainableFinance
#NaturalCapital

Food
#FoodWasteEU
#FoodSafety



Thank you!


