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Part I:  EUPOPs service contracts in the world
Speakers: Team Leaders (TL)
The EU Public Diplomacy (PD) common approach is based on three main principles:
1) Demand-driven dialogue – themes and activities proposed by local partners
2) Medium/long-term engagement – not “one-off” initiatives
3) Link to EU Policy priorities, Project and Principles
EUPOP Guidelines, developed/coordinated by the Global TL, aim to consolidate a common EU PD approach and principles. The document introduces the political context, outlines a common approach and proposes a means to measure activities. EUPOPs – with the support of EUDs - will start collecting data for every EUPOP activity in the coming weeks. This will provide the EU with more in-depth information on target audiences and a better understanding on how to engage them in the future.
First analysis of EUPOP Team Leaders:
1) Quality vs. Quantity: it is better to organise less activities, but engage public more on substance. 
2) Public Diplomacy vs. Communications and Visibility: PD activities should not serve as mere additional EU visibility. Engaging on sensitive issues might require low EU visibility, yet have a strong impact. 
3) In-depth discussions and exchange (ideally with the same target audience) has greater impact than simple information dissemination activities.
4) Local partnerships are key. Messages are best received when from local influencer rather than EU “lecture”. 
5) Human resources: working with more long-term (vs. short-term) experts reduces management costs.
6) Extensive EU reporting demands increases the cost of projects/human resources/experts.
7) Less hierarchical approval processes would make EUPOP more effective. Many things can be approved by FPI or relevant officer - rather than HoD.
The following challenges were noted:
1) EUPOPs do not have access to intranet and “internal” documents that contain sometimes core elements of public diplomacy actions. Common platform for sharing material and communication items would facilitate joining up of the efforts.   
2) Lack of common EU MS PD strategy for each partner country  
3) A common PD approach should not lead to a “harmonised” approach. Each partner country has different needs and interests, and objectives should be tailored, e.g. Russia EUPOP targets supporters of EU values with a good understanding of the EU structure and policies, while Chinese EUPOP targets a broader public, with limited EU knowledge. PD activities must vary accordingly. 
Key takeaways on measuring PD impact through surveys: 
1) Live surveys encourage interaction during an event and raise response rates, but
2) Limited resources for monitoring and evaluation leads to limited measurements.
3) Information collected through surveys is not always reliable;  country cultural context may encourage wrongly positive – polite - responses.
4) All EUD officers should encourage and support EUPOP surveys. Local partners can often be reluctant to conduct surveys for various reasons (technical, cultural etc.). A gentle request by FPI officer/EUD can lead to success.
EUPOP GLOBAL Team Leader (TL) BIANCA BAUMLER presented the global activities and goals. In response to EUD requests for support, EUPOP Global is currently working in five countries/territories: New Zealand, Singapore, Indonesia, South Africa and Hong Kong. Bianca described EUPOP support to the EUD in South Africa to continue their EU-SA Inspiring Thinkers Series. The first “dialogues” took place in February 2017, attracting more than 128 participants, for 71% of whom it was first event on EU-SA relations. 
Apart from organising outreach activities, since December 2016, EUPOP Global is helping FPI coordinate all EUPOPs, aiming to work out a more coherent Public Diplomacy (PD) approach. The heart of each PD action is the target audience. Targeting “influencers and multipliers” should help build common trust among people and help increase positive perceptions of the EU in partner countries, with the aim to facilitate future cooperation with the EU. 
EUPOP Global is introducing an EU Public Diplomacy platform to share PD material that can be adapted for use in other countries. (Successful flagship initiatives could be replicated in other countries).
FPI Programme Manager in Indonesia ALEXANDRA LEHMANN commented on working with EUPOP-global, highlighting that it:
· Provides helpful and local human and financial resources 
· Proves very effective to team up with other projects, organisations and events. E.g. UNESCO Press Freedom Day, synergy with Media4Democracy (DEVCO project) 
· Opens doors and establishes media contacts, e.g. media lunch with editors-in-chief resulted in numerous requests for interviews with HoD, and new op-eds on Europe appeared. 
SOUTH AMERICA (Argentina, Brazil, Colombia and Peru) - TL ANTONELLA CERASINO
Brazil Journalist training 
· Low media interest in the EU - besides major flash news. Yet 1500 participants
· 70% had ‘very good’ impression of EU after training. Paper response rates much higher.  
· High demand to regularly repeat the workshops.
Columbia:
· (Young) Diplomat training: cooperation btw College of Europe and Columbian Diplomatic Academy
· Parliament & Ministry Executive workshop: topics based on current themes and interest (immigration, cyber). 
First conclusions:
· EU is little known among influencers and EU PD activities should start with EU basics 
· EU PD has greatest impact when EU challenges and weaknesses are openly discussed rather than hidden.
· EUPOP budgets should be flexible – to adapt to new political developments
· More resources are needed for meaningful monitoring and evaluation – incl. to process paper surveys
· Tailor messages and planning to the specific country/region/city 
CHINA - TL ROBERT MAGYAR 
Social media (WeChat&Weibo) campaign #ExperienceEurope targeting youth
· Logo is used only for campaign. EU flag continues to remain EUD and projects’ visual ID
· All 24 months have a theme, all planned and approved in advance:
· Every day: 1 WeChat & 2 Weibo posts  
· Every month: 2 - 3 expert podcasts, 1 infographic & 1 animated video 
· Traditional media briefing / month, including press release & fact sheet on topic of the month
· Contests will foster interaction engagement. Not yet open to comments.
· Playful language that differs from EUD social media and website style.

· 
Cultural events:
· Design Competition (May-June 2017)
· 3 music camps, with the European Youth Orchestra and Chinese partners
· 3 literary festivals: November 2017, April & November 2018
First Conclusions: 
· Big challenge of coordination to manage coherent communications across various channels and actors (big EUD and MS Embassies) 
· Current basic info-sharing will create further demand and prepare more in-depth PD engagement. 

CENTRAL AMERICA (Mexico, Costa Rica and Panama) - TL HECTOR DADA 
Political context: favourable after new US president 
EUPOP Priorities:
· Strategic engagement with social media influencers: identification and split in five thematic areas-  launch in Sept
· Development of EUD´s Contacts Strategy & Database Systematisation 
· Communications Toolkit: videos, gifs, infographics
· Focus beyond Mexico-city and on partnerships with business schools and think-tanks. 
First Conclusions:
· Reporting needs should be clearly agreed with partners ex – ante (responsibilities, timing, etc.)
· Visibility requirements must be double checked ex - ante.

RUSSIA - TL JENS SIEGERT 
Project components: 1) Seminars - under Chatham House rules 2) Public events, officially hosted by Russian partners, - both including invited EU speakers and 3) EU study visits for Russian professionals.
Challenging context:
· Only EUPOP target country in which the majority has negative perception of the EU.  
· Ambiguous situation: the environment is hostile, but there is high demand for cooperation and exchange from the universities and NGOs. 
· Indirect EU PD via local partners - let the target group members speak themselves. Engage people who are already in favour of EU values. 
· Risk of endangering local partners  sensitive choice of experts (country knowledge, Russian-speaking, aware of political risks)
· Communication tool = special rubric in independent medium www.colta.ru. 
First conclusions:
· Opinion surveys are ineffective: high fluctuations in public opinion linked to Russian propaganda 
· Challenge: EU demands more PR and visibility, which is counter-productive
USA EUPOP Team Leader NEIL SIMON 
EUPOP priorities and highlights: 
· Thought partners - Chatham House and SCIS – produce policy papers on Visa waiver program, Worker mobility and EU-US agenda 
· Beyond Washington D.C. - “real America” - engage local partners to “listen” 
· Other activities: Study tours to Europe (Port & Water Management experts), Blog and social media content, Congress/Executive Receptions, Trade events, work with Farm Bureau etc.
First Conclusions:  
1. Longer term engagement must be more strategic. 
2. Integrate live polling into the programme (up to 80% response rate). 
3. Actively ensure follow-up through partners: encourage them to organise follow up events themselves. 
4. Leverage news: every major news flashpoint is an opportunity to engage. 
Insight from EUPOP in EUD: 
· PD fully integrated in work of ALL EUD sections:
· 1 of 4 meetings is dedicated to PD (EUPOP) 
· P&I team viewed as “support” to ALL sections
· Need for professional contact management tools to track audiences 
· SalesForce or similar, which allows integration with event management tools
· Currently Constant Contact in US, Access in Mexico.

EUPOP JAPAN was presented by FPI Programme Manager PABLO IGLESIAS RUMBO, who noted that it is/has: 
· In inception phase, baseline survey is being conducted to adapt messages and define future activities
· Modest budget (900.000, of which 150.000 is for anti-death penalty advocacy project - through grant contract), 40% of the budget dedicated to Geographic Indicators (GIs). 
Target Audiences:
· Geographic Indicators (GIs) target consumers, business organisations, SMEs, financial institutions. 
· Targeting MPs to have similar to GI legislation similar to the EU
· Teaming up with Member States on GI promotion, coordination with MS embassies 
· ‘Selling’ the “idea” of GIs: unique, high quality and artisanal products, jobs creation - not trade promotion.
· Climate Change: business organisations and industries are reluctant to pursue climate change goals. The government prefers to act not through legislation, but to encourage voluntary actions. 
· Public Procurement (within FTA): inspire local authorities to share European policies and approach. 
Part II: Joined-up public diplomacy outreach activities – working together with 		EEAS Strategic Communications team
Speakers: Julita BAS (Americas, Global Issues, Multilateral Fora, EFTA countries and Human Rights) and Nicolo GASPARINI (EU Global Strategy, Culture, Asia Pacific countries) 
Outreach:
· Increase reach through partnering, e.g. #YouthTakeOver with Plan International (8mln followers)
· Importance to reach out beyond the capital
· EU messages reach target best when local partners transmit them (‘Japanese talking to Japanese’, especially on sensitive issues)
EEAS Content support: 
· EEAS already provides content for specific EU Days, weeks and months, e.g. Climate Diplomacy Week (around 19 June)
· Further “packages” would be useful, e.g. EU Film Festivals, encourage making them available beyond P&I, i.e. to FPI officers, EUPOP Team Leaders
· EEAS invites FPI to participate in 1) regional annual Press & Info seminars 2) bi-weekly video calls with EUD P&I teams - per region 
· EU Global Strategy 1st year report complete – hard copy provided to all seminar participants
Common EUD strategy & cooperation:
· EUDs - particularly P&I - should better integrate PD work –invite FPI officers to their meetings
· PD activities should be integrated in EUD annual planning and communications strategy 
· Submission Deadline 30 December, advised to start discussions on it in September
· NEW!:  on-line (instead of word format) planning template
· PD activities are more successful with impetus from the Ambassador
