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LEARN - DISCUSS - CONNECT - SEEK ADVICE



1. Overview

Ma tTn 6pouoAdynon pLag emtuyxnuévne Evpwnaikic MpwTtoBouvAiag MoAlTwy dev apkel
pLa orovdaia oéa — amatteiTal Kat pLa KaAd oxedlaopévn ekotpatela. To mapdv
KaBobnynTiko onuelwua elvat o KOPLog MOPOG 1oL Ba MPETEL va EXETE LTTOYLY 0AC Yla TN
dnulovpyia Kot TNV bAOTOINON MLOG ETLTLUXNMEVNG OTPATNYIKAC Yl TNV EKOTPaTE(Q oQc,
n omnola Ba €xeL anrixnon o€ oAdkAnpn tnv EE.

MNati To mapoév KkabodnynTiké onueiwpa ocag apopa

Q¢ 6LopyavwTAC, 0TdX0C 00C (VL VO OUYKEVTPWOETE MAVW aTd €va EKATOUMOPLO
LTIOYPAPEC AT TOVAGXLOTOV eNTA KPA&TN WEAN TNG EE €vTdC 12 unvwv. To mapdv
onuelwpa mapExel BaolkEC oLUPBOLAEC yia TN dnuovpyia vOC LoxLPOoL dlkTOOL
vmooTAPLENG, TN oOVTAEN TTELOTIKWY UNVUUATWY KoL TN XPAON TWV KATAAANAWY dLadAwWVY
EMKowviag yla Tn peyltatonoinon tng epBEAELAC oac. AveEdpTnTa amnd to av elval n
MPWTN POPA TMOL HLOPYAVWVETE PLa EKoTpaTeia j av avalnTtdte TPOMOLE YA v
BEATIWOETE TNV MIPOCEyyLon oag, N kabodrynon avtr Ba cag BonBroeL va dnulovpyrioeTe
ML LOYLPNA KL CLVTOVIOUEVN ekoTpaTEela N onola Ba MPowBAoeL TNV MPWTOROVAla gag
Kal 6a TPOoOKaAEoEL TIOAITEG g€ OAGKANPN TNV ELPWTN V& CUPUETATYOLVY.

TIP

Efficient communication within your transnational campaign team can help you to share ideas, methods and
materials (texts, designs, etc.), and to avoid repeating mistakes. The central coordinators can support and
guide the national teams, but national teams can also talk easily to one another using different channels,
such as WhatsApp groups, Slack, or Discord.
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Tip from organisers

Stop Destroying Videogames initiative managed thousands of volunteers by using platforms like Discord and
giving small, clear tasks to keep engagement manageable and productive. Read more about how they went
viral here!

Creating a communications plan in three main phases:

e Pre-launch —in this phase, communication is focused on establishing your ecosystem of
stakeholders, and developing and testing campaign messages and materials. Keep in mind that
you can choose the start date of signature collection up to 6 months after the initiative
registration.

e Public campaign — this is the intense 12-month period in which you collect statements of
support, and everything will be focused on the objective of 1 million signatures.

e Follow-up — whatever the result of your initiative, you will probably want to continue to
communicate with your network of stakeholders and supporters. Start by defining your key
target audiences. These may be different in each of the countries where you are going to
campaign.



https://citizens-initiative-forum.europa.eu/citizens-experiences/blogs/how-stop-destroying-videogames-eci-went-viral-and-what-you-can-learn-it_en

Tips from organisers

Preparation was highlighted as a key factor by several successful initiatives, including Save Cruelty-Free
Cosmetics, Save Bees and Farmers! and End the Cage Age. These EClIs used the preparation phase to
build networks of partners and establish an online presence for their campaigns. Experience from previous
EClIs, either from their own earlier campaigns or by learning from others, helped organisers navigate the
process more effectively.

2. Creating an EU-wide support infrastructure

The most successful ECIs are usually built on groundwork that starts long before the proposal is
even written. If you are not already part of a strong Europe-wide network, first focus on finding a
core group of organisers that can support you. Ideally you should have an existing network before
launching your initiative but as organisers you can also work on it (or consolidate it) between the
registration and the start of the collection period. Try to forge links with organised and active
citizens and organisations in other Member States that share your interests and concerns. If you
do already have such a network in place, here are some preliminary steps that you should consider
taking with your European partners (see also the guidance note on How to look for partners):

Understand each partner’s goals — their missions are unlikely to be identical. Define core
campaign objectives that all partners can sign up to.

Carefully select a few Member States (suggestion: 8-10) where the topic is already well
known and widely supported, and you have a strong partner, in order to focus the campaign
where it has the greatest chances of success.

Understand the different financial, staff, network and volunteer resources of each partner and,
where necessary, reinforce weaker partners by adding additional partners in the same
country.

Reach an agreement on financial aspects — will the campaign be funded locally in each
country, or will resources be pooled and allocated as needed?

Decide how the campaign will be coordinated — what internal communication tools will they
use, and what languages?

Designate national and coordinating teams and if possible, create an opportunity for them all
to meet in person.

As early as possible, start working together regularly (using the agreed tools and languages)

to develop campaign plans. Quickly identify and solve any internal communication issues. Read
more about how to structure your ECI team here.



https://citizens-initiative-forum.europa.eu/document/how-look-partners-practical-tips_en
https://citizens-initiative-forum.europa.eu/document/how-structure-your-eci-team_en

Tip from organisers

For Fur Free Europe, collaborating with organisations like FOUR PAWS and Eurogroup for Animals was
essential. Their strong networks and active supporters helped spread the message to a much wider
audience.

What are your key target audiences?

e Identify in what groups you will most easily find people willing to sign your initiative. Do not rely
on intuition — try to get hold of proper research to support your analysis.

e Consult your partners in your focus group of countries on identifying key groups as they are
most familiar with the local context.

e Try to define four or five target type of supporters in the form of ‘personas’ — with name,
gender, age, profession, interests, affiliations, etc. Paint a picture of each persona. Understand
how to approach each persona regarding your initiative and draft a strategy accordingly. This
blog explains more about how to create personas for a campaign.

e Find out where these groups gather, online and offline, including on social platforms.

e Research what kind of language they use, what appeals to them and what turns them off.
These elements are not always the same for every persona so make sure you identify the
important differences.

A key part of your campaign is the plan itself. For every major action (during the yearlong public
campaign) define as clearly as possible:

e The target group(s)

e The channel(s) to be used — this could be a social platforms like Instagram, TikTok, LinkedIn,
X, Facebook and/or a media campaign

e Key messages

e Media formats

e Time/resources needed to create the communication assets — are these realistic?

e Start and finish dates for the action

e Targets — how many signatures should each action deliver

A smart communication strategy has a cumulative impact. Try to schedule actions in such a way
that they build on one another. For example:

e Identify celebrities popular among the first wave of signatories in a country.

e Ask them to post content that will appeal to their followers, or, use Instagram’s collaboration
feature so that your post is shown to the collaborator’s followers too.

e Use the story of their endorsement to attract media interest.



https://www.thestorytellingnonprofit.com/blog/how-to-build-an-audience-persona-for-nonprofit-communications/

TIP

Timing is critical. Do not plan major campaign actions during summer or Christmas holidays, when people
may have other things on their minds. On the other hand, seize local political momentum. Use relevant
national and regional events and debates when people are already thinking about the subject of your
initiative, as opportunities for the campaign to achieve a bigger impact. Read here how strategic timing
turned the final ten days of Ban on Conversion Practices into a record-breaking finish.

Tips from organisers

Campaigning for an ECI is challenging, and at times you might find yourself facing an emergency. Plan for
the unexpected — ‘My Voice, My Choice’ underlines backup plans for key roles to help campaign stay agile
even when personnel changes strike. Read more about ECI crisis tactics that work from the perspective of
their organisers.

3. Marketing strategies

Social media

Not all European Citizens’ Initiatives that have succeeded in collecting 1 million signatures have
campaigned exclusively on social media. But all have acknowledged that social media is a very
powerful way to gather support. Other strategies may be spectacularly successful because of specific
national circumstances. However, every initiative should develop a strong social media marketing
strategy using the following steps:

e Identify target communities.

e Select social platforms (Facebook, LinkedIn, Instagram, TikTok, YouTube, X, Reddit, Discord
etc.) widely used by the target community — ideally, those where you or your partners already
have a well-established presence. Decide if you will use partners’ existing Facebook pages, for
example, or create a dedicated campaign page — just one central one (with content in several
languages), or one in each campaign country.

¢ |dentify intermediaries and influencers with large followings among the target audience.
Partner with trusted voices who already have credibility with large audiences — musicians,
journalists, YouTubers, etc. For example, organisers of Ban Conversion Practices’ reached out
to the famous Belgian singer Angele, as they needed help gathering more signatures in this



https://citizens-initiative-forum.europa.eu/citizens-experiences/blogs/one-million-signatures-ten-days-how-eci-ban-conversion-practices-did-it_en
https://citizens-initiative-forum.europa.eu/citizens-experiences/blogs/when-campaigns-crash-eci-crisis-tactics-work_en
https://citizens-initiative-forum.europa.eu/citizens-experiences/blogs/why-influencers-and-opinion-leaders-can-make-or-break-your-eci_en

country. Organisers of Stop Destroying Videogames partnered with star gamer content creators
and YouTubers, increasing the number from some 400.000 to over 1 milion signatures in one
month.

e Be creative and select for your initiative a short, punchy and easily understandable title
such as My Voice My Choice, Fur Free Europe, Stop glyphosate, or Housing for all. The title
can be translated into other languages or left in English, with translation in brackets. Create
catchy and attractive graphics and visuals.

e Develop (and test) appropriate material and messaging — each piece of content should have a
strong appeal for the target audience and therefore should be clearly and concisely written to
be used across all media channels.

¢ Roll out the campaign in waves — if you can afford it, use small amounts of money to promote
posts that worked well organically.

e Monitor results very carefully, if possible, tracking the user path. Where do people drop out on
the way to the online collection system? What is the blockage? Can you fix it? Collecting
feedback and results will help to improve the messages and the campaigns.

TIPS

Respond to comments and questions — if you get trolled, be polite, but firm. Your community will protect you;
block persistent haters.

Be patient — the ultimate goal is to drive people to your initiative’s online collection system, but the most
effective way may not be to ask them to do that straight away.

Encourage intermediaries and influencers to share your key posts. Influencer partnerships can turn

supporting an initiative into a personal cause — driving real engagement and measurable results for your
ECI.

Use national events, or relevant conferences or TV programmes, for example, and their associated hashtags
— to get your message out to new groups

Tips from organisers

My Voice My Choice used pop stars and journalists to drive credibility and visibility, while Ban on Conversion
Practices combined pop icons with political figures for a final push. Stop Destroying Videogames partnered
with gaming YouTubers, and Stop Finning — Stop the Trade leveraged YouTubers, scientists, and Hollywood
actors to succeed in the last 20 days of campaign.



https://citizens-initiative-forum.europa.eu/citizens-experiences/blogs/why-influencers-and-opinion-leaders-can-make-or-break-your-eci_en
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If you are going to create one or more dedicated campaign accounts, do so as soon as possible,
long before you launch the campaign, and make sure you build a core following of intermediaries and
influencers. As your following grows, start to talk about the initiative, build extensive publicity and
hype around the initiative, give people news about the drafting and registration process and ask for
reactions and/or for help. The feedback will help you to fine tune and localise your messages.
Respond to as many comments as you can in a positive way. When an important influencer shares
your content, re-share their post. Make a lot of noise, and then be ready to talk directly to each
person who comments. Be ready with answers to the questions they could ask. Make it easy for
them to sign your initiative.

Prepare multimedia content especially for social media — infographics, animated GIFs, photos,
short videos. Design these as multilingual assets so that they can be used in all target countries — a
strong wordless video can be accompanied by a short text in the appropriate language in each target
country. Such assets are also longer-lived — you can distribute them on different occasions with
different calls to action.

Preferably use a single international campaign hashtag and drive traffic to your website.



Tip from organisers

Encourage varied, authentic posts across different platforms, which can lead to an explosive increase in
engagement, as in the case of HouseEurope! initiative. Their LinkedIn traffic rose by 350% simply because
every team member began posting freely.

4. Formulating key messages

Answer the following questions in order to develop or test your core campaign messages:

e Think about how you would explain the purpose of your initiative to your grandmother or your
next-door neighbour in two or three sentences.

e Think about how you explain it to a 10-year-old.

e Aim to simplify your explanation to around five words. (Be practical — don'’t try to be clever.)

e Make sure your messages are positive.

e Develop a clear and simple explanation of the ECI process — e.g. Why should they fill in a
signature form? How will changing EU law improve the situation? Do not hesitate to make use
of the communication material available in all EU official languages on the European citizens’
initiative website.

e Localise your messages for any of the countries where you will be campaigning — they should
be available in the local language(s) of the countries you are targeting and adapted to the
cultural background of these countries.

e Test your messages on members of your target audience. Do they react the way you hoped?

Tip from organisers

Cohesion policy organisers advise tailoring the message: aim at using authentic content which resonates
with local audience and is delivered by respected voices, rather than relying on generic messaging.

5. Communication channels


https://citizens-initiative.europa.eu/spread-word/communication-material_en

A promotional website (for example, see My Voice My Choice) can be a great campaign tool as far
asitis:

e Easy to find — register a domain name that is short, relevant and memorable.
e Multilingual — in the languages of each of your campaign countries.

e A call to action — display a prominent button leading to the online collection system
e Explanatory — people should be able to find a clear, short explanation of the problem your

initiative addresses, the solution you hope for, and the European citizens’ initiative process and
timeline.

e Captivating — attractive and catchy visuals, such as graphics or videos, can also get your
message across and appeal to your targets.

e Motivating — report in close-to-real time the number of signatures gathered in each country,
and the running total to encourage other potential signatories and motivate coordinators and
volunteers.

e Useful — provide links to other relevant information.

TIP

The built-in mailing functionality in the Organiser Account lets campaigns re-engage supporters who
consented to be contacted when they signed your initiative. For example, you can use this function to invite
them to additional call to actions, to donate, follow social media pages, or subscribe to your campaign’s
internal newsletter. Emails can be sent in all official EU languages!

For the use of social media, see Chapter 3 — Marketing Strategies.
Promotional events

You need to focus limited resources where they are likely to have the biggest impact. The fact that a
lot of people will be at an event does not guarantee that you will be able to get a lot of signatures. But
if most of the people at a small event are likely to be interested in the initiative, it is probably worth

going.
Promotional materials which may be useful include:

e Postcards or business cards (in each language) with campaign slogan, URL, hashtag and
QR code for volunteers and supporters to distribute to potential signatories.

e Simple photocopied sheets to accompany the statement of support forms (in each language),
explaining difficult terms and why the personal data is necessary.



https://www.myvoice-mychoice.org/

e Digital materials showcasing your campaign to a wider audience — HouseEurope! made a

series of documentary films available on their YouTube channel.

e Newsletter — PsychedeliCare created a newsletter for their supporters, providing the latest

information and ways to support the initiative to those subscribed.

e Merchandise: from T-shirt, hoodies, tote bags to mugs — My Voice My Choice created an
online shop, with profits going directly to their ECI. Find out more in this blog.

MY VOICE MY CHOICE Black
Unisex Pullover Hoodie

€49.00

ADD TO CART

MY VOICE MY CHOICE White
Enamel Mug

€20.00

ADD TO CART

GIRLS
SUPPORTING
. GIRIS

-
? N

GIRLS SUPPORTING GIRLS White
Ceramic Mug

€17.00

ADD TO CART

Check-list

1. Build up followers by bringing value to conversations and communities relevant to the topic of your

initiative.

2. Be visible, be original, be true.

3. Be timely and post regularly to be as interactive as possible. Make use of hashtags, tag other large key
accounts, and utilise interactive features such as polls, live functions, or Q&As. Make your website fun,

entertaining, and visually appealing.

4. Encourage supporters, volunteers, intermediaries and influencers to share your campaign content. Monitor

the results.

5. Repeat and replicate what works best in each country and refine or drop what does not work so well.



https://www.youtube.com/@houseeurope.eu_ECI
https://www.psychedelicare.eu/
https://citizens-initiative-forum.europa.eu/citizens-experiences/blogs/building-momentum-funding-and-strategy-behind-my-voice-my-choice_en

TIP

Work hard to get opportunities to speak at the events you attend. Use a powerful, well-honed pitch, so even
a five-minute slot can generate many signatures.

Press relations

Unless you and/or your partners have well-established (and well-resourced) PR teams, do not waste
too much time on press releases. Instead, try to cultivate direct, personal links with individual
journalists who have already written about topics close to the subject of your initiative. Each
campaign team, central and national, should have one member who is articulate and relaxed on air
(TV or radio). Do not only go for the journalists of the big national newspapers or the mainstream
broadcasters. Media interest is often cumulative. A prominent piece in a local paper may well attract
the attention of the regional press, and so on. Never turn down an opportunity to talk to a journalist.
Bloggers, vloggers, podcasters and other social influencers often have great reach into specific
iIssue-oriented communities.

TIP: Reputation and risk management

Campaigns must prepare for misinformation, trolling, and political framing.

For example, My Voice My Choice was attacked by far-right politicians in different countries; this generated
visibility but required careful narrative control.

Recommendation: prepare pre-approved responses, identify “red flags,” and set up a rapid response
mechanism.

For further details on how successful initiatives campaigned, please refer to the success stories on
the ECI Forum.

Need expert tips for your campaign? Head over to the Ask an expert section of the European
Citizens’ Initiative Forum and send us your question. You will receive personalised advice in just
eight working days! (https://citizens-initiative-forum.europa.eu/ask-expert_en)



https://citizens-initiative-forum.europa.eu/practical-guidance/success-stories_en
https://citizens-initiative-forum.europa.eu/ask-expert_en

