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H Evpwmnaikn Evwon w¢ xpnuatoddtng meptailovtl-
KWV TTPoYpapdTwy, Sivel peydAn onuacia otic Spdoelg
EVNUEPWONG KAl ETTIKOIVWVIAG TWV £PywV Ta OTOid UAO-
molovvTal O0TO TAAICIO TNG TEPIBAANOVTIKAG TTOMTIKAG
™G Aev Ba pmopoloe va gival S1agopeTIKd, Kabwe Ta
Xpnuatodotolueva mpoypdupata SV 0ToXeLOUV PUOVO
oTNV €vioxuon TngG €MOTNHUOVIKAG €PEVUVAG Kal TNV Ta-
pPAywYyn YVWOoNG Kal KAlVOTOMIAG TTOU apopd OTO PUOLKO
nepIBAariov TG EE, aAAd kat Tn Sidxuon kat alomoinon
TOUG aTTO TNV KOIVWVIa KAl TNV OLKOVOM{a TWV KPATWYV UE-
AWv.

H moAtik] autr) cUVASEL TOOO JE TA KEKTNUEVA TNG CLUV-
Bnkn¢ tou Aarhus 600 Kal Je TNV avaykn euaiodntomnoi-
NONG Kal EVEPYOTTOINONG TWV EVPWTIAIWY TTOMTWY OTN
pAxN EVAVTIA: 0) OTIG EMMTTWOELG TNG KAIMATIKAG aAAa-
yne, B) otnv anwAela Tng PromoikiAdtntag otnv EE, kat
y) TNV unof3daBuion Kal oTadIaKr ATTWAELN TWV PUCIKWV
TOPWV TNG EVPWTIAIKNG NTIEIPOUL.

AlaBéTovTag TNV amapaitnTn yvwon yupw amo éva @al-
vOUEVO 1} TTPOBANUA, OAOL Ol EUTTAEKOEVOL UTTOPOUV VA
a&loAoyrioouV Toug KIvEUVOUC Kal TIG TIIOAVEG EMIMTWOEIG
TTOU TTPOKUTITOLV amd auTO, TOCO TNV KABNUEPIVOTNTA
TOUG 00O KAl OTO AUECO N Kal HAKPOTIPOOECHO EANOV.
Kat’ eméktaon Umopouv va amopacicouv GUANOYIKA TOV
TPOCPOPOTEPO TPOTO €MiAuCoNC Tou TTPOoPARUATOC, va
emAé€ouv ta MAéov KataAAnAa gpyaleia Kal va CUMHE-
TEXOUV VEPYA KAl UE EvouvaioBnon otnv avTIUETWTTION
Tou.

To LIFE Natura Themis, épyo xpnuatodotoupevo amd 1o
XPNHaTtodoTikO epyaleio LIFE pe avtikeipevo Tnv Kata-
ypa®n Kat afloAdynon tou ePIBAANOVTIKOU EYKAAUATOC
otnv Kpnn, gixe wg faocikd otdX0 Kal TNV Kowvormoinon
TWV ATTOTEAECUATWY TNG €PEVVAC AUTAC OTOUC KOWVWVI-
KOUG €TAIPOUC, TNV KPNTIKN KOWWVIA, TIC EUTTAEKOUEVES
KPOATIKEG UTINPECIEC AANA Kal TA KPATIKA KEVTPA amopd-
ocwv. Na tnv emitevén ToU OTOXOUL AUTOU KATAPTIOE Kal
vAoroinoe pia eVENIKTN OTPATNYIKY EMIKOIVWVIAS, TTPO-
OOPHOCUEVN OTIG AVAYKEG TOU £€PYOU KAl TWV KOWVWVIKWY
€Taipwy, n omoia mepleAdpPave pia moikidia and dpa-
oTNPIOTNTEC TMPOPOANG, EMIKOIVWVIAG KAl EVNUEPWONG
TOU OTOXEUOEVOU KOIVOU OTIWG EVNUEPWTIKEG NUEPIOEC,
eKTTAIOEVTIKA OgUIvdpla, Tapaywyr Kal Slavoun TexVI-

KWV EVTUTIWV, CUVEPYAOIa Kal a&lommoinon Twv TOTTIKWY
Kat €Bvikwv MME, xprion OAwv Twv TPOCPOPWY NAe-
KTPOVIKWV KAVAMWV ETMKOIVWVIAC, TTapouasiag Kal Cul-
pEeTOXNC o€ €BVIKA Kat 1BV ouvESpla kat SikTua KA.

Tnv gumelpia amoé Tnv VAOTIOINCN TNG TTPOAVAPEPOEVNG
ETKOIVWVIAKNG EKOTPATEIAG KATADETOUUE OTOV TIAPO-
vta O8nyo Emikovwviag, pe tnv memoibnon o1t 1000 ta
BeTIKA Kal T apvNTIKA YeyovoTa TIOU AVTIUETWTTICAUE
600 Kal ol AUoelG Tou emAé€ape TeNKA yia va ta Eeme-
pdacoupe, Ba @avouv XPNolua O POPEIC, UTTNPETIEG Kal
MKO mou ulomololv eupwmaikd mpoypdupata r emou-
HOUV va BEATIWOOUV TNV ETIKOIVWVIOKE TOUG TTONITIKN
Kal va TpoAAouV amoTEAECUATIKOTEPA Ta Béuata mou
TipaypatevovIal.

Right and Liability : §
for the Environment
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Foreword

In financing environmental programmes, the European
Union places great emphasis on the information and
communication activities of the projects carried out in
the context of its environmental policy. It could hard-
ly be otherwise, as the funded programmes are aimed
not only at boosting scientific research and generating
knowledge and innovation regarding the natural envi-
ronment of the European Union, but also at disseminat-
ing and putting them to use in Member State societies
and economies.

This policy is in line both with the acquis of the Aarhus
convention and the need to activate European citizens
and raise their awareness in the battle against: a) the re-
percussions of climate change; b) biodiversity loss in the
EU; ¢) the degradation and loss of natural resources on
the European continent.

Armed with the requisite knowledge relating to a phe-
nomenon or problem, all stakeholders are able to as-
sess the risks and potential consequences arising from
it, both in their everyday lives and in the immediate or
long-term future. They can thus make collective deci-
sions on the best way of solving the problem, select the
most suitable means and play a conscious, active part in
tackling it.

One of the basic aims of LIFE Natura Themis, a LIFE fund-
ing instrument financed project on recording and eval-
uating environmental crime on Crete, was to make its
research findings known to social partners, Cretan soci-
ety, the state agencies involved and state decision-mak-
ing bodies. To that end, it drew up and implemented a
flexible communications strategy adapted to the needs
of the project and social partners, including a variety of
promotion, communication and information activities
for the target audience, such as: information days and
training seminars; production and distribution of techni-
cal publications; co-operation with and use of local and
national media; use of all appropriate electronic commu-
nication channels; presentation and participation in na-
tional and international conferences and networks etc.

6 : AwaiwparkalEvBovn
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This Communication Guide sets out our experience in
implementing the aforesaid communication campaign,
in the belief that both the positives and the negatives we
encountered and the solutions we ultimately selected in
overcoming them will be of use to bodies, agencies and
NGOs that implement European programmes or wish to
improve their communications policies and promote the
issues of concern to them more effectively.



Eicaywyn

Introduction

5 I@
FE/NATHRA

O 0énydé¢ Emkolvwviag tou LIFE Natura Themis amotehei
nmapadotéo Tou épyou «Mpowbnon tng evalobntomoinong
ylatnv doknon diwéng yla eykAnpata katd tng dyptag (wng
Kat tnv avadeién tng mepBAAAOVTIKIG EuBUVNG yla TNV amo-
Katdotaon {niwv tng BLOMOIKINGTNTAG O€ TTEPLOXES ToU Al-
kTuou NATURA 2000 otnv Kpntn» (LIFE14 GIE/GR/000026)
10 omoio xpnuatodoTtrHBnKe amod To XPNUatodoTikd epya-
Aeio LIFE AwokuBépvnon kat Emikovwvia tng Eupwmnaikig
Emtpormng.

EkTOC Twv Bacikwv §pAcewv TTOU apopoucav 0Tov TopEA
«AlokuBépvnon» (UENETN Tou @atvopévou Tng mepIBaiio-
VTIKNG TTapafatikotntag, aglohdynon tne epappoyng tTng
0Obényiag yta tnv MepiBarlovtikr) EuBuvn kai tng Siwéng Twv
TEPIBOAANOVTIKWV EYKANUATWY 0TnVv KprTn) Heyalo pépog
TNG EVEPYELAC TWV CUVSIKAIOUXWV TOU €PYOU ETTIKEVTPWON-
K& 0TNV MTPOROAN TwV AMOTEAECUATWY TNG MEAETNG QUTHG,
OTNV EVNUEPWON Kal EKTTAIGEVOT TWV EUTTAEKOUEVWV PO-
PEWV Kal UTINPECIWV Kal 0TNV EuatoBntomoinon Tou Kovou
OXETIKA HE TO pEYEDOC Kal TIC EMITTWOELS TNG TEPIBAAOVTI-
KNG uToABuIoNG Kal TwV TIEPIBANAOVTIKWY EYKANUATWV.

MNa Tov okomd autd ouvtdxBnke otV apXr TOU €pYou n
Ztpatnylkn Emkotvwviag tnv omoia akoholBnoav ol etai-
PO, EUMAOUTIOPEVN avANoya HE TIG AVAYKEG Kal TTpooap-
MOGUEVN OTIC CUVORKEC TTOU TTPOEKUTTTAV KATA TN SIdpKELa
vlomoinong tou €pyou. H otpatnylkr autr mapakohouOei-
TO O€ TAKTIKA Bdon amd tnv opdada €pyou, pe Tn xprion mo-
OOTIKWV AN KAl TIOIOTIKWY SEIKTWY, TIPOKEIUEVOUL va aflo-
Moyeital n amoTeAEGUATIKOTNTA TNG.

Ta amoteAéopata TNG EKOTPATEING evNpépwong TTou Sie€n-
yaye 1o LIFE Natura Themis, Ta eumodia kat ol TpOToL avTi-
METWMONG TwV TPORANUATWY TTou TIPoéKuPay, N aviamo-
KPION TWV KOWVWVIKWVY ETAIPWY KAl TWV OPASWV OTOXOU OTIG
EVEPYELEC ETTIKOIVWVIAG TTOU TipayaTomoliBnkav Kal ta ou-
pmepaocpata tng aloAdynong ocuvoyiovtal otov mapovta
06nyo Emkowvwviag,.

2€ autév mephapBdvovTal YevikéG KateuBuvaoelC yla Tn oU-
VTaéN OTPATNYIKAG EMIKOIVWVIAC KAl EKTENEONC EVNUEPWTIKAG
ekoTpateiag, eI0IKOTEPEC CUUPBOUAEC AVTILETWTTIONG EUMOBI-
wv mou mBavd mpokuouy, opbr¢ xpriong Twv Slabéoiuwy
EMKOWVWVIAKWY EPYANEiwV Kal cuvepyaaiag e ta MME.

EvehmoTtoUpe 611 Ba amoTeAEoEl Eva EUXPNOTO Kal XPHOIUO
EYXEPISIO yIa TOUC popeic Tou UAoToloUV 1} eMBUPOLY va
ulomolirjoouv épya LIFE ta omoia mephappdvouv Spdoeig
ETMKOIVWVIAC, EVNUEPWONG Kal EualoBnTomoinong.

The LIFE Natura Themis Communication Guide is a pro-
ject deliverable of “Promoting awareness of wildlife
crime prosecution and liability for biodiversity damage
in NATURA 2000 areas in Crete” (LIFE14 GIE/GR/000026),
financed by the European Commission LIFE Governance
and Information funding instrument.

Apart from the key activities relating to “Governance”
(researching environmental offending, assessing imple-
mentation of the Environmental Liability Directive and
the prosecution of environmental crimes on Crete), a
considerable portion of the project co-beneficiaries’ en-
ergy was focused on publicising their research results,
informing and educating bodies and agencies involved,
and raising public awareness on the scale and conse-
quences of environmental degradation and environ-
mental crimes.

To that end, a Communication Strategy was drawn up at
the project’s inception. This was followed by the part-
ners, supplemented according to needs and adapted to
the conditions arising over the course of project imple-
mentation. The strategy was monitored by the working
group on a regular basis, using both quantitative and
qualitative indicators to assess its effectiveness.

This Communication Guide summarizes the results of the
LIFE Themis Natura information campaign, the obstacles
and ways of dealing with the problems that arose, how
social partners and target groups responded to the com-
munication activities implemented, and the conclusions
arising from overall evaluation.

The guide includes general guidelines for drawing up a
communication strategy and implementing an informa-
tion campaign, plus more specific advice on potential
obstacles, proper use of the available communication
tools and working with the mass media.

We trust that it will serve as a handy, useful manual for
bodies implementing or wishing to implement LIFE
projects that include communication, information and
awareness raising activities.

Right and Liability : 7
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Lostin... translation

H emrtuxia evog épyou mou OTOXEVEL OTNV TIPOoTACIA
™G puong, €aptdral Katd éva Peydlo PéEpoC amd tnv
amodoxn kat umooTHPIER Tou TOCOo amd avBpwToug Tov
EUTAEKOVTAL ETTAYYEAUATIKA PE auThV (UTTAAANAOL UTIN-
PECIWV/POPEWV/IOPUUATWY K.ATL) GO0 Kal JE TO €UPU-
TEPO KOWVO, TOU OTIOIOU N EVEPYOTIOINON KAl CUMMETOXNA
Bewpeital kpiolpog mapdayovtag emitevéng TnG MEPIBAA-
AOVTIKAG agpopiag kat fiwoipdtnrac.

Av Kal n gupwraikn kowvétnTa Bewpeital blaitepa gu-
aloOntomoinuévn oe Béuata mepIBANNOVTOC, EVTOUTOICG
TIOANEC POPEC Ol EVPWTTATKEC TIEPIBAANOVTIKEC TTONITIKES
amotuyxdvouv va Slac@alicouv Tnv ouclaoTikh Oé-
OWEVON TOU KOWVOU, KABWE O€ YEVIKEG YPAUMUES Ol TIOAITI-
KEC auTéC 0dnyolV og GUYKPOUGOT CUUPEPOVTWY UETAED
TWV SPWVTWV KOWWVIKWY KAl OIKOVOUIKWY OUAdwVY, O
EMPUAAEN TOU KOIVOU WC TTPOC TNV WPEAEIA TOUC OTNV
KaBNuEPIVOTNTA TOU 1) AKOUA Kal Evepyr avTtidpaon oe
QUTEC, TIPOKEIPEVOU va Slao@ANoTOUV Ta €B1IKA Kat
KOIWVWVIKA KEKTNUEVA YOG KOWVOTNTAG.

H e€avTtAnTikn evnuépwon OAWV TwV EUMAEKOUEVWY Be-
wpPEiTal oNUAVTIKOG TApAyovTag avatpoTiG autou Tou
€idoug Twv avTIdPACEWV/AVTIOTACEWY TOU KOIVOU O€
nepiBalAovTikd Bépata. Evnuépwon mou mpémnel va &i-
Val TTPOCAPHOCUEVN OTO HOPPWTIKO, YVWOLAKO, KOIVW-
VIKO, TTOMTIOMIKS KAl ouvaloBNUaTIKG eMimedo OAwWV TwvV
EUTTAEKOUEVWV OMAdwWY, Kal Baciopévn OTn HETAPOPA
NG e€e1SIKELPUEVNG YVWONG UE ATTAG KAl KATAVONTO TPO-
TTO 0€ OAOUC TOUG SPWVTEC.

EMIKOINQNIA EINAL...

H téxvn TN amoTteAecUATIKAG avTaAAaynG TTANPO-
POoplWY, OKEPewWVY, 16wV, avTINAUEWY, YVWOEWY,
EUTTEIPIWY, AICONUATWY, TTOU OAOKANPWVETAL IE
Vv edpaiwon apoifaiag katavonong avapeca o

U0 1| meploodTEPA ATOUA, AVAPESA O éva TIPO-
OowTTOo Kal pia opada p avaueoa og SU0 1) TEPLOCO-
TEPEC OMADEG.

H emkowvwvia gival cuveldntn emAoyn Hag Kal Oxe-
Slacpévn evépyela.

8§ i AwaiwpakalEvBovn
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The success of a project aimed at nature conservation
greatly depends on it gaining the acceptance and sup-
port both of those professionally involved (staff at agen-
cies/bodies/foundations etc.) and of the general public,
whose activation and involvement is considered a cru-
cial factor in achieving environmental sustainability and
renewability.

Although the European Union is regarded as being high-
ly aware of environmental issues, European environmen-
tal policies often fail to secure substantial public com-
mitment. Generally speaking, this is because the policies
lead to conflicts between acting social and economic
groups, public reservations over their benefit in every-
day life or even direct reaction against them in the name
of safeguarding a community’s traditional and social in-
terests.

Fully informing all stakeholders is considered a key fac-
tor in overturning such public reactions or resistance to
environmental issues. Information must be tailored to
the educational, cognitive, social, cultural and emotion-
al level of all stakeholder groups, based on transferring
specialist knowledge in a plain, comprehensible manner
to all actors.

Simply conveying information will not suffice on its
own to act as a catalyst for the sociocultural changes
and alteration in stances we wish to achieve via envi-
ronmental programmes. What is called for is substan-
tial, constant and honest communication, i.e. not simply

COMMUNICATIONIIS ...

the art of effectively exchanging information,
thoughts, ideas, beliefs, knowledge, experiences
and feelings that leads to the establishment of mu-
tual understanding between two or more individu-

als, between a person and a group or between two
or more groups.

Communication is a conscious choice we make and
a planned act.




H petagopd tng minpo@opiag -pe anmid Adyla n evnpué-
pwon- 6ev gival ApKETH amd HOVN TNG VA AEITOUPYNOEL WG
KATOAUTNG TWV KOIVWVIKOTIOMTIOTIKWV AAANYWV Kal TwV
METABOAWV OTIC OTACEIC Kal AVTIARYPEIC TOU KOIVWVIKOU
ouVONoU, TIG OTTo(EC EMBUPOUE VA EMTUXOUUE HECW TWV
TEPIBANOVTIKWVY TTPOYPAUUATWY. ATTAITEITAL OUCIACTI-
K1}, OUVEXAC Kal EINKPIVAE TTPOOWTIIKH 1 ATTOUAKPUOUEVN
EMMAPNA HE TO KOO pag. Emagn mou amaitei evepyntikA
emKovwvia, dnAadr oxt povo mabntikn petafifaon Tou
MNVUPATOG pag aAAd kat {wvtavr avddpaon PE CUVEXH
avatpo@oddTnon amd OAd Ta EUMMAEKOUEVA LEPD.

Av Kal akoUyeTal am\o, 0TNV TTPAYMATIKOTNTA OAOL £XOU-
UE TTAPATNPENOEL OTI OTNV TTPOCTIABEIA HAG VA ETTIKOIVW-
VAOOUE Hia drmoyn, pia 16€a, pia okéPn, Sev ta Katapép-
VOUE TTAvVTA e emtuyia. Aéue éva mpaypa, To AAAo dto-
Mo akKoUel 1) KataAafaivel KATL AANO PE amOoTENECUA vVa
TIPOKUTITOUV TTAPEENYAOELG, ATTOYOTEUON KAl GUYKPOU-
o€lC. Na TNV MAelovoTNTA TWV AvOPWTWY, N EMKOIVWVIA
ME HEYOAUTEPN CAPrVELD KAl ATTOTEAECUATIKOTNTA €ival
{NToUUEVO Kal aTaITE EKUAONON OPIOUEVWY ONUAVTIKWV
Se€loTATwV.

TuvnOiopéva umodia otnv amoteAecpati-
KN EMKOIVWVia MPOKUTTOUV AOYyw:

Ayxoug kat poptiouévou ouvvaicOriuatog. Otav eipaote
AYXWHEVOL i} OPTIoUEVOL ouUVAIOONUATIKA, gival mOavov
va mape€nynooupe o eUKOAA Toug AANoUC avBpwTToug,
va oteiloupe ol idlol pumepdepéva unvopata (AeKTIKA 1
MN-AEKTIKA) 1 va TTPORBOUE O€ N EMTPENMTEC CUUTIEPLPO-
péc. Na va amo@euyOei pa ouykpouon kai mape€rynon o’
QUTHA TNV TTEPIMTWON, UMTOPOUE VA LIOBETHOOUUE OTTola
amd TG Sl1a0€o1pEG TEXVIKEG OUVAIOONUATIKNAG ATTOCUU-
@POpPNONG Mag Talptadel, Yl va NEEUHOCOVUE AUETA TIPIV
ouvexiooupe Tn oulATnoN.

EAAaipnc eotiaong. Aev emruyXAveTal TPAYUATIKN €T
Kowvwvia otav otn didpkela pag oulAtnong KoItdue To
NAéPWVO pag, ovelpomoloUpE 1 KAvoupe okitoa. Eival
olyoupo 0TI Ba «XAoOUUE» ONUAVTIKA OTOIXEIO Ao TOV
S1dAoyo. OmoéTE AMOPEVYOUUE TOUC TIEPIOTIACHUOUC Kal
MEVOUE CUYKEVTPWHEVOL.

Aouvemoug 1 apvntik¢ yAwooag owparog. H y\wooa
TOU OWMATOC TTOANEG POPEC, EKTOC TNG CUVAICONMATIKAS
pag kataotaong, mpodidel kal TIC OKEYELC Jag. Eav n ota-

the passive transfer of our message, but live interaction
with constant feedback from all interested parties.

Although that sounds simple, in reality all of us have
observed that we don’t always succeed in our attempts
to communicate a view, an idea or a thought. We say
one thing, but the other person hears or understands
another, resulting in misunderstandings, disappoint-
ment and conflicts. For the majority of people, commu-
nicating more clearly and effectively is a desideratum
that requires us to learn certain key skills.

Common obstacles to effective communica-
tion arise due to:

Anxiety and being emotionally charged. When we
are anxious or emotionally charged, we are more likely
to misunderstand other people, send mixed (verbal or
non-verbal) messages or engage in unacceptable be-
haviour. To avoid conflict or misunderstanding in such
cases, we can adopt whichever of the available emo-
tional release techniques suits us, so as to rapidly regain
calm before continuing the conversation.

Lack of focus. True communication is not achieved
when we check our phone in the middle of a conversa-
tion, daydream or draw doodles. That way we are guar-
anteed to miss important information in the dialogue
- so avoid distractions and stay concentrated.

Inconsistent or negative body language. In addition
to our emotional state, our body language often re-

Right and Liability : ¢
for the Environment
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on pag 6ev talplalel pe autod mou AéUE, To mOavoTEPO
gival 61 o akpoatri¢ Ba aiobavOei 611 eipacTte avévTiyol.
A&V UTTOPOUUE VA AEUE «Val» EVW KOUVALE TO KEPAAL pag
apvnTika, mapadeiypatog xapn. Av Stagwvoupe r dgv
HOG OPECEL AUTO TIOU OKOUE, {0WG XPNOIHOTTOIO0UUE
KATIOla APVNTIKA 0TACN CWHATOG (M.X. OTAUPWHA XEPLWY,
XTUTTN A Tou TToS100, amo@uyr OTITIKAG EMAPC) N omoia
MTTOPE( va Yyivel avTIANTITH ammd TOV GUVOUIANTH Hag Kal va
Tov Béoel og €MOETIKNA 1} AUUVTIKY 0TAON KATA TN S1dp-
KEla TNG ouvouiAiag. Eivat onuavTtikéd va amo@uyouE va
oTeiNOUE TETOIA APVNTIKA ORpATA.

Nw¢ pmopolpe va BEATIWOOUME TIG EMKOL-
VWVIOKEG pag de§16otnteg

Evepyntiky akpdaon onuaivel 0Tl Ba TPEMEl va CUYKe-
VTIPWVOMAOTE O AUTO TIou B€AEL va TiEl 0 AANO¢ avTi va
€oTidloupe 0To TI BENOUE VA TTOUE EUEIC. Oa TTPETTEL, OXL
MOVO va KATAVOOUUE TIG AEEEIC Kal TIG TTANPOQOPIES TTOU
petadidovtal, aAld Kal Ta cuvaleOrpaTa mou TTPOGCTIa-
B¢l va peta@épel o oANTAC. ‘OTav €iNAcTE APOCIwHEVOL
OKPOATEG, OXl HOVO Katalafaivoupe kaAUTeEpa To AANO
AaTopo, aAAdG Ba to kKavoupe va aloBavBei OTL akovyeTal
Kal YiVETAI KATAVONTO, KATL TTOU UTTopPE( va pag Bonbrioet
va SNUIOUPYAOOULE [Ia loXUpOoTePN, Babutepn cuvdeon
METAL pag.

Megpikd@ puotika mouv Oa pag fonbrcouv
oTNV EVEPYNTIKN aKkpoaon

® Eotidloupe mMARpwe otov olAnTr. Edv pag sivat du-
OKOMO VA GUYKEVTPWOOUE O€ KATIOIOUC OIANTEC, g
npoomnabriooupe va emavaldBoupe TIC AéEEIC TOug
070 KEPAN pag. H mpaktikr autr Ba evduvapwoel to
privupud toug kat Ba pag Bonbrioel va peivoupe cuyke-
VTIPWUEVOL.

® To aploTEPO TUNIO TOU EYKEPANOU TTEPIEXEL TA KUPLA
KEVTPa eme€epyaciag yla TNV Katavonon tou Adyou
600 Kal yla Ta cuvaiodbriuata. Aedopévou éti n apt-
oTEPN TMAEUPA TOU EYKEPANOL cuvdéeTal e T Se€1d
TAEUPA TOU OWHATOG, TeiveTe To Oei oag auti otov
OMIANTH, UMOpPEl va oag BonBroel va eVToTicETE Ka-
AUTEPA TIG CUVAICONUATIKEG ATIOXPWOELG AUTOU TTOU
Aéel KATTOL0C.

© Ano@elyoue va SIOKOTITOULE TOV CUVOMIANTH LG 1
va mpoomaBoupe va avakateuBuvoupe Tn culntnon
pag. To va akoUg Sev gival To 810 L€ TO va TIEPIUEVELG
TN O€IPA 00U VA MIANOELC. Agv TTPOKEITAL VO OKOUGOU-
UE TL HaG A€l 0 AANOG av OKe@TOMAoTE TL Ba movuEe
€JEIC OTN OUVEYELD.
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veals our thoughts. If our posture does not match what
we are saying, listeners are most likely to sense we are
being dishonest. We can’t say “yes” while shaking our
head in disagreement, for instance. If we don’t like what
we are hearing or disagree with it, we may adopt nega-
tive body language (e.g. crossing our arms, tapping our
foot, avoiding eye contact) that may be noticed by our
interlocutor and lead them to adopt an aggressive or
defensive stance during the conversation. It is impor-
tant to avoid sending negative signals of this type.

How to improve our communication skills

Active listening means concentrating on what the other
person wants to say rather than focusing on what we
want to say. More than just the words and information
being conveyed, we ought to understand the emotions
that the speaker is attempting to convey. As dedicated
listeners we not only understand other people better,
but also make them feel they are being listened to and
comprehended, which may assist in creating a stronger,
deeper connection between us.

A few secrets to aid active listening

® Focus fully on the speaker. If it is difficult for you
to concentrate on some speakers, you can try re-
peating their words in your head. This technique
will amplify their message and help you stay con-
centrated.

® The left hemisphere of the brain contains the pri-
mary processing centres for both speech compre-
hension and emotions. Since the left side of the
brain is connected to the right side of the brain,
turning your right ear to the speaker may help in
better detecting the emotional nuances of what
someone is saying.

® Avoid interrupting interlocutors or trying to redi-
rect the conversation. Listening is not the same as
waiting your turn to speak. You won't hear what the
other person is saying to you if you are thinking of
what you are going to say next.

® Show interest in what is being said by nodding
occasionally or smiling at the person speaking, en-
couraging them to continue with short comments
like “yes”, “oh, right” etc.

® Set judgement aside. Being able to listen to what
someone wants to say doesn't mean you need to
like them or agree with them.



® AgiXVOUUE TO EVOIOQEPOV AC OE AUTA TTOU Aéyo-
VTal, UE TO VA YVEPOUUE TTIEPICTACIAKA, 1 va XauOo-
YeNAPE 0To MpdowTo Tov [IAdEl, va evBappuvou-
M€ TOV OIANTH VA CLVEXIOEL UE MIKPA OXOAIa TUTIOU
«vaty, «d, MANoTa» K.ATT.

® A@rivoupe oTnVv AKpn TNV KPITIKA. Agv xpetddetal
va CUPTABOUUE KATIOIOV 1 VA CUP@PWVOUNE Hadi
TOU YIO VA UTTOPECOUUE VA OKOUOOUUE aUTO TTOU
BéNel va TeL

® Avatpo@odoTtoUpe Tn culrtnon. Kavoupe epwh-
oelg, {nTdaue SleUKPIVAOEL, EKPPACOUUE TI onuai-
VOUV YO HagG 600 AKOUOAE.

® EiluaoTe LTTOYPIOOUEVOL PE TIC ATOMIKES ISlIaITEPS-
TNTEC TOU GUVOUIANTA Hag. AvBpwriol amoé Siago-
PETIKEG XWPEG KAl KOUATOUPEG XpNotpoTotouy dia-
(POPETIKA UN AEKTIKA €MIKOIVWVIAKA orjpata. Eival
oNUAvTIKG va Aappdvoupe uméyn tnv nAKia, TNV
KOUATOUpQ, TN Bpnokeia, To @UAO Kal Tn cuvaloon-
MATIKA KatdoTtaon Tou dAAovu.

® Aivoupe poooxn OTA PN AEKTIKA OHUATA ETTIKOL-
VWVIag, Xwpic OJWE va TEIVOURE 0TV UTTEPAVAAU-
on. O\ol kdmola oTiyur) pmopei va agalpeboleE, iy
VO OTOUPWOOUUE Ta ¥épla acuvaioBnta. A&lolo-
YOUUE T GUVOAIKH UN AEKTIKN MKOVWvia Kat oxl
NV KABE OTIYUN XWPLoTA.

® Mpooapudloupe TN YAWOOA TOU CWHATOC UAC OTIC
oULVONKeC UTTO TIG oTTolEC YiveTal N ouvopihia. O To-
VOG TNG PWVAG Mag yia mapdadetyua, Ba mpémel va
givat S1apopeTIKOC av anmevBuvopaote o€ éva audi
an’ 0Tl € HIa OpAda eVNAIKWV.

® Kpatdpe to ayxog kat Tov Bupo umd €leyxo xpn-
OIUOTTOLWVTAG KATEUVAOTIKEG TOKTIKEG T1.Y. Oivoupe
XPOVO OTOV €0UTO MAG va OKeTel {NTWVTAG TNV
emavaAnyn Hag epwtnong n tn SlEuKpivion iag
SNAwong TPV amavTACOUUE, KAVOUUE Hid TTau-
on yla Aiyo avti va BlacToUpE va anmavtrOoUE,
Sivoupe éva mapdadelyua yla va eVIOXUOOUUE TN
okéPn pag avti va mAaTIAlouPE OTNV ETTIKEPNUA-
ToMoyia pag, XPNOIMOTIOIOUME Aiyo XIOUHOpP Yia va
amo@opTtioovpe tn oulAitnon. Eipaote mpoetol-
pacpévol yia ocupPiBaoud alld kat yia anotuyia,
CUUQWVWOVTAC OTI UTTOPE( KAl VA S1APWVCOUE.

® AlekSIKOUME PE avolyTod Kal EINKPLIVE TPOTIO, UTIO-
otnpifovtag TNV Amoyn Hag Kal Tov EQuTd HAG, OE-
Bopevol Toug AANoUC Kal XwpiG va eipaoTe eXOpIKOI.
Ek@pAaloupe apvnTIKEC OKEPELC UE OETIKO TPOTIO Kal
paBaivoupe va AEpE <O L.

® Provide feedback. Ask questions, seek clarifica-
tions, express what the speaker’s words mean to
you.

® Be aware of your interlocuter’s personal traits. Peo-
ple from different countries and cultures use dif-
ferent non-verbal cues. It is important to take age,
culture, religion, gender and emotional state into
account.

® Pay attention to non-verbal cues, without tending
to overanalyse. All of us may get distracted or in-
advertently cross our arms at some point. Evalu-
ate overall non-verbal communication rather than
each distinct moment.

® Adapt your body language to the circumstances
of the conversation. For instance, the tone of your
voice should be different when addressing a child
than when addressing a group of adults.

® Keep anxiety and anger under control by using
calming techniques, e.g. give yourself time to think
by asking for a question to be repeated or a state-
ment to be clarified before answering; pause slight-
ly instead of hurrying to answer; give an example
to back up your thought instead of broadening
your argument; use a little humour to lighten up
the conversation. Be prepared for compromise and
even for failure, agreeing that you can disagree.

® Stake your claim openly and honestly, supporting
your view and yourself while respecting others and
not being hostile. Express negative thoughts posi-
tively and learn to say “no”.
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Emkowvwvia Kat xpnuatrodotoupeva
poypappata

B ¢ £ N2

Communication and funded
programmes

To olvolo oxedov Twv xpnuatodotolpuevwy amo tnv Eu-
pwraikn ‘Evwon mpoypappdtwy anaitel oTi¢ SUUPBATIKEG
UTTOXPEWOELG TWV TIPOTACEWV TTou uToBAdAAovTal, va Tepl-
AapPavovtal amapaitnta dpdoelc mpoBoAi kal dnuoaot-
OTNTAG TOU €PYOU Kal TOU XPNUatodoTn, Kal TOUAdXIoTOV
€va eEMAXI0TO TTOOOOTO TOU TIPOUTIOAOYIOUOU va KateuBu-
VETAL OTNV EVNUEPWON/EVAICONTOTIOINCN TWV KOIVWVIKWV
ETAIPWY, TWV OPASWVY GTOXOU 1} TOU EUPUTEPOU KOVOU TNG
TIEPLOXNG UAOTIOINONG TG TPATAONG.

Me Tov Tpomo autd mpofdiieTal To €pyo TN Eupwmaikng
‘Evwong, evioxVeTal N ouvoyn TN EVPWITAIKAC TTONITIKNAG UE
TNV avtaAAayr YVWOEWVY Kal EUTTEIPIWOV LETAEY TWV EUTTAE-
KOHUEVWV UTTNPECIWV TWV KPATWVY HEAWY, EualoBntomolol-
VTAL KOl EVNUEPWVOVTAL Ol TIONTEC KAl EVOUVAUWVOVTAL Ol
UTTNPEOCIEC Kal ol appdSIoL POPEIC 0TV AoKNoN Twv Kadn-
KOVTWV TOUG.

‘OMa 8¢ 1a xpnuatodotika epyaleia, SlaBéTouv cuyKekpl-
pévoug 0dnyoug dnuocidTnTag mou o@eilouv va akohou-
Bouv Kal TNPOoUV TMOTA ol POopEic UAOTIOINONG TWV £PYWV.
Q¢ ek TOUTOU Bewpeital amapaitnTo OAA Ta EMKOIVWVIOKA
epyaheia (loTooeNSeC, EvTuma, SNUOCIEVOELC, ETTIKOVWVIO-
KO UANIKO K.ATL) TTOU XpnoIpomolouvTal, va TepAapBavouy
1600 TouG AoydTuTioug TG EE kat Twv gopéwv tng 600 Kat
pPNTA AEKTIK) ava@opd Tou XPnUaTodoTIKOU €pyaAeiou
OTIWG EMIONG KAl TOU TTOCOOTOU XPNUATodOTNONG. Z€ TIEPL-
TITWOELG OLYXPNUATOSOTACEWV amd AANOUG QOPEIC (KpaTl-
KEG UTINPEDIEC, 16PLUATA, IOINTEC, K.ATT.) TAPOUOLa avVaPOo-
pd Ba mpémel va undpxel kat yI' autoug.

SuvnBwg, 6Aa ta xpnuatodotouueva TPOYPAUpaTa TTE-
pIA\apBAavouV OTIG UTTOXPEWTIKEG SPACEIG TNV KATAPTION
Emikolvwviako Xxediov-Xtpatnyikng Emkovwviag. H mAn-
poéTNTa Kat Aemtouépela Tou kabe oxediou e€aptdtal amod
TO QVTIKEIMEVO TOU EKAOTOTE TPOYPAPMATOG. YuviOwC Ta
épya Emkowvwviac-Evnuépwong kal AlakuBépvnong mou
mepINaUBAvouV peyalo aplOud EMKOIVWVIOKWY SPACEWY,
amaTouV TEPLOOOTEPN £EEIOIKELON, AVAAUTIKNA TTPOBAEYN,
{KTEC OMOTENEOUATIKOTNTAG K.ATT.

0 mpotumo ouvtaéng Emkowvwviakou Txedi-
OIVWVIOG PE TIC BACIKEC TAPAUETPOUG
INapBAvel, mapouctaleTal cuVo-

Among their contractual obligations, almost all Euro-
pean Union funded programmes require that actions
promoting and publicising any project and its financier
be included in proposals submitted to them, and that at
least a minimum amount of the budget be devoted to
informing and raising the awareness of social partners,
target groups or the general public in the proposal im-
plementation area.

This ensures that the work of the European Union is
promoted, that the coherence of European policy is re-
inforced via information and experience exchange be-
tween the Member State bodies involved, that citizens
are informed and made aware, and that agencies and
competent bodies are further empowered to perform
their duties.

Furthermore, all financing instruments have specif-
ic publicity guides which project implementers are
obliged to follow and abide by. It is thus considered es-
sential that all communication tools (web pages, printed
matter, publications, communication material etc.) used
should include the logos of the EU and its agencies,
alongside explicit reference to the funding instrument
and funding percentage. Where co-funding from other
agencies applies (state agencies, foundations, private
individuals etc.), similar reference should also be made
to them.

Financed programmes generally include preparation of
a Communication Plan/Strategy as a mandatory action.
The completeness and detail of each plan depends on
each programme’s remit. Communication / Information
and Governance projects that include a large number
of communication actions require greater specification,
detailed timetabling, efficiency indicators etc.

By way of illustration, below is a summary presentation
of a model for a Communication Plan/Strategy with the
fundamental parameters to be included:



ITOXOZX:

Amnoca@nvi{oupe Tov OTOXO TNG OTPATNYIKAG pag. Eav
gival mapamdvw and €vag, TTPOTEPAIOTIOIOUUE AUTOV
OV BEWPOUPE ONUAVTIKOTEPO KAl ETMIKEVTPWVOUAOTE
o€ autov. Eival onuavTtiko o otdxoc va gival Eekdbapog,
METPNAOIUOC, KATAAANAOG, PEAMOTIKOC Kal EMTEVEIUNOC
€vTOG AoyikoU XpovikoU TAalciou.

KOINO:

Amnocagnvi{oupe molo gival To Koo Tou BéNoupe va
EMNPEACOUE. Ot TEPOKANTEC OUASEC-OTOXOL amaITOUV
SlaQOPETIKN TTPOoEyylon, Héoa Kal epyaleia. Eav mpo-
OTaBNOOUE VA TIPOOEYYICOUUE ONOUC TOUG KOIVWVI-
KoUC €TAipouC TTOU HaG EVOLAPEPOLY, ATTOUOKPUVOUA-
ote amnod 1o emMOuuNTéd anmotéAeopa. ' autod emAéyoupe
UE TTpOTEPAIOTNTA TOUC SPWVTEG TTOU BENOUUE va €MN-
pedooupe. O Mo amAdg TPOTIOC TTPOTEPAIOTIOINONG TWV
OMASWV-0TOXOU €ival N KATAPTION €VOC KATANOYOU HE
OO TOUC MBAVOUC avOPWITOUC-OUASES GTOUC OTIOIOUG
BéNoupe va eMKOIVWVAOOUUE To £pyo TTpoadlopilovTag,
BaBuovopikd gav gival Suvatdy, mOco amapaitnTn ivat
N €UMMAOKN TNC KABe ouddag oTnv emitevén TWV CKOTIWV
TOU TIPOYPAUHATOC pag kat Tdoo n dpdon (Kovwvik, ol-
KOVOWMIKN, TIOAITIK) TNG KABe opadag emnpeddel To £pyo
Il TOUG OKOTTOUG TTOU €x0UUE BEoeL. .. Ot €pya HENETNG/
€peuvag EIOWV KAl OIKOTOTIWV TTPOEXEL N EVNEPWON KAl
n evalcOntomoinon Twv apHOSIWV APXWV/UTINPECIWY,
TWV KUPBEPVNTIKWY OTEAEXWV KAl TWV AUTOSIOIKNTIKWY
TTAPAYOVTIWV eVvw o€ Bépata evalobntonoinong Tou Kol-
VOU, TIPOEXEL N OTOXEUMEVN EVNUEPWON TNG KOwviag
TWV TTOMTWY, TWV TOTIIKWV POPEWV KAl CUANOYWV Twv
TOTTIKWV KOWVOTATWY TTOU UITOPOUV VA EMTNPEACOUV [E-
YOAUTEPO ApPIOUO ATOUWV.

EPTANEIA:

Mpoodilopiloupe Ta EMKOIVWVIOKA £PYOAEIQ Kal Kavd-
Ala mou Ba xpnotuomoirjooupe. Kahkd eival va éxoupe
umoYN Hag ot v gival OAa Ta EMKOIVWVIOKA EpYaAEia
Kal KavaAla KaTdAANAa Kat amoTEAEGUATIKA YIa ONEG TIG
opdadec otdxou. M.y CUHPWVA PE TA OTATIOTIKA dedopé-
va tou LIFE Natura Themis, ot yuvaike¢ mapakolouBouv
Katd mpotiunon tn oelida Facebook tou €pyou evw
oTNV EMioNUN 10TooeNISA 0L TIEPIOCOTEPOL XPHOTEG Eival
AvTpEC.

OBJECTIVE:

Specify your strategy’s objective. If there are two or
more, prioritize the one you consider most important
and focus on it. It is essential for your target to be clear,
quantifiable, appropriate, realistic and achievable within
a reasonable timeframe.

AUDIENCE:

Specify which audience you want to influence. Diverse
target groups call for a different approach, means and
tools. Attempting to approach all the social partners
you are interested in makes you less likely to achieve the
desired outcome; your priority should therefore be the
actors you want to influence. The simplest way of prior-
itising target groups is to draw up a list of all potential
people/groups you want to communicate the project to,
and then, if possible, rank them in order of how essential
the involvement of each group is in achieving the pro-
gramme’s aims, and how much each group’s (social, eco-
nomic or political) activity influences the project or the
aims you have set. For instance, in projects studying and
researching species and habitats, informing and raising
awareness among competent authorities and agencies,
members of the government and regional government
officials takes precedence, while with public awareness
issues the main priority is providing targeted informa-
tion to civil society as well as to local bodies and asso-
ciations capable of influencing the greatest number of
individuals.

TOOLS:

Determine the communications tools and channels to
be used. It should be borne in mind that not all tools and
channels are suitable and effective for all target groups.
For instance, on the basis of statistical data from LIFE
Natura Themis, women prefer to follow the project Face-
book page, while the majority of official website users
are men. In the Establishment Survey carried out by LIFE
Natura Themis in 2016, judges and prosecutors report-
ed that they preferred to keep abreast of environmen-
tal issues by reading printed matter, whereas lawyers
showed a preference for participating in day meetings
and conferences.

Right and Liability : 13
for the Environment



Emkowvwvia Kal xpnuatodotoUpeva mpoypapuata

Communication and funded programmes

>tnv Epeuva Bdong mou Sie€riyaye to LIFE Natura Themis
10 2016, AikaoTég kat Eloayyeheic dnlwoav 0Tt PoTi-
HOUV va gvnuepwvovTtal yla mepIBallovTika Béuata
MEOW TNG avayvwong EVTUTtou UMKOU evw ol AlKnyopol
TIPOTIHOUV TN CUMMETOXN OE NUEPIdEC/oUVESpPLa.

MHrEX:

Mpoodiopifoupe To MTOGo TTOU SIOBETOUE YIa EMIKOIVW-
via/evnuépwon, n xpnpata mouv mbavd pmopouue va
TPOoCcOECOUE OTOV LUTIAPXOVTA TIPOUTIOAOYIOUO HaAG Yia
TNV EMKOIVWVIA, OTTIWG ETTONG KAl Hla EVOEIKTIKN KATAVO-
MR TOU CUVOAIKOU TTOGOU OTIC ETTIIUEPOUG ETTIKOIVWVIOKEC
OPACEIG TTOU OKOTIEVOUE VA UAOTIOI|COULIE, OUTWG WOTE
VA UITOPOUE VA TTIPOYPAUHUATIOOUUE KAAUTEPA TNV EVN-
MEPWTIKN MAG EKOTPATEIQ KAl VO ENEYXOUUE TO KOOTOG
avd mdoa oTiyun.

XPONOAIATPAMMATA:

‘O\a Ta €pya €Xouv NuUEpPOUNVia évapéng Kat NUEPOUN-
via Anéne. O oplopde Tou amapaitnTou Xpovodiaypdy-
HOTOC EKTENEONC TNG EVNUEPWTIKAG EKOTPATEIOC KAl N
MOoTH THPNOoN Tou Ba pag e€ac@alioel apxIKd 0TI OVTWG
o1 6paoelg Ba ohokAnpwBOouv (kat kat’ eméktaon Oa 1mAn-
pwBOoulv), 6Tt dev Ba mpokAnBei YopTo¢ epyaciag amd
TNV TaUToXpovn ulomoinon Kal AA\wv dpdoewv, 6Tt oL
Spaoelg evnuépwaong dev Ba GUUMITITOUV UE AANNEC €KON-
ADOEIG 1} YEyovoTa TIov TMOAVA EMNPEACOUV TNV ATTOTE-
AECUOTIKOTNTA TNG EKOTPATEIOG MAG K.ATT.

MHNYMA:
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RESOURCES:

Determine the amount earmarked for communication/
information, or money that could potentially be added
to your existing communication budget, as well as an in-
dicative share of the total apportioned to the individual
communication activities you aim to implement, so as to
better plan your information strategy and monitor costs
at any given moment.

TIME FRAMES:

All projects have a start date and an end date. Setting the
required timeframe for completion of the information
campaign and keeping to it will ensure, firstly, that all
actions are actually completed (and consequently paid
for); that no workload is created by implementing other
actions in tandem; and that the information activities do
not coincide with other meetings or events that may im-
pact the effectiveness of your campaign, etc.

MESSAGE:




AnpiovpyoUpe To KatdAAnAo privupa, To omoio Ba aro-
TUTIWVEL AUuTd TIoU BENouUE va TTIOUME. ZNUAVTIKO va
BupodpuaoTe OTL éva emTuxnpévo prvupa Ba mpémel va
gival amAo, va mephapavel 2-6 AéEeg To TOAY, Kal OTL
0€ QUTEC TIC AéEEIC Ba TPETTEL va AMOTUTIWVETAL AUTO TTIOU
KAVOUE OTO €pYO Kal auTtd Tou BENOUPE va KAVOUE V-
pUTEPA YVWOTO. ZNUAVTIKO gival va tnpnBsi pia eviaia
EIKAOCTIKA TAUTOTNTA YIA OAO TO ETTIKOIVWVIOKO UAIKS TTOU
Ba mapayOei (évtuma kat NAeKTPOVIKA TTPOIdVTa, EMIOTO-
AOXapTa, MaPOUCIACELS, APioEC, MVAKISEG KAL), oUTWG
wOoTe padi e TO PAVUMA va armoTEAECOUV TNV EMIKOIVWVI-
OKM TOUTOTNTA TOU £PYOU.

AZIOAOTHZH & EMANATMPOAIOPIZMOZX:

MpoodiopiCoupe Toug MAéov KatdAAnhoug deikteg a&lo-
AOyNoNG TNG OMOTEAECUATIKOTNTAG TNG OTPATNYIKAG HAG,
TIPOTIMWVTAC AUTOUC TTOU Eival EUKOAA UETPHOIUOL TTOCO-
TIKA. T.X. aplOUOC CUUUETEXOVTWY O eKONAWOELG avTi
avayvwolpotnta dnuocteoswv. Ot SeikTte gival Bactko
epyaleio mou Ba pag umodeiel TIg 6TTOLEC aoTOXiEG TTPO-
KUYOuV 0TNnV TOPEia TNG EVNUEPWTIKNG EKOTPATEIOG Kal
Ta onueia mou mBavd mpémel va BEATIWOOUIE 1 Kal aA-
Aa€oupe €av xpelaotei. EvdelkTikA moloTik a§loAdéynon
MTTOPOUE VA TTIPAYMATOTIOIOUUE Kal €K TwV é0w, {NTw-
VTAG TN YVWHN CUVEPYATWY KAl YVWOTWV Yld TA UAIKA
TTOU TTAPAYOUE 1 YId TIG EKONAWOELG TTOU eMOUUOUUE Va
S10pYaVWOOUE.

OMAAA:

Mpoodiopifoupe Ta dTopa Mou Ba eUMAAKOUV GTNV UAO-
moinon TN ekotpateiag evnuépwong. H opdda kalo ei-
val va cuvtoviletal amo évav emKe@aAi¢ mou Ba ava-
NaBel va @€pel 0g TIEPAG TNV ETTIKOWVWVIAKT OTPATNYIKN.
Eav mpokertal yia kabapd épya Evnuépwong kat Alaku-
Bépvnong kahod eival autr tn 6€on va avadpel ATouo Ye
TIPOTEPN EUTIEIPIA OTNV ETIKOWVWVIA 1}, aKOPA KAAUTEPQ,
TNV ekotpateia va avaldfel ewtepikdg ouvepydng N
Kal lpa@eio Anpociwv XxEcewv.

Create a message that reflects what you want to say. It
is vital to remember that a successful message needs to
be simple, consisting of 2 to 6 words at most, and that
the words need to express what you are doing in the
project and what you want to make better known. It is
also important to maintain a single visual identity for all
of the communication material (printed and e-products,
letterheads, presentations, posters, banners etc.), so that
it joins the message in making up the project’s commu-
nicative identity.

ASSESSMENT & REDEFINITION:

Specify the indicators most suitable for evaluating your
strategy’s efficiency, favouring easily quantifiable ones,
e.g. number of participants at events rather than pub-
lication readership. Indicators are a key tool that will
point to any possible oversights arising over the course
of the information campaign, and points that may need
improving or altering if necessary. Indicative qualitative
evaluation can also be carried out internally, by asking
the opinion of associates and acquaintances regarding
the material you produce or the events you wish to or-
ganise.

TEAM:

Specify the individuals to be involved in the information
campaign. The team is best co-ordinated by a leader
who assumes responsibility for carrying out the commu-
nication strategy. In Information and Governance-ded-
icated projects, this position should ideally be held by
a person with previous communication experience, or
better still, the campaign should be run by an external
associate or PR firm.
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MNepiBallovTIKn ... EMKOIVWViIa

Environmental ... communication

H mpooTtacia tou mepIBANOVTOC Kal TNG GUONG YEVIKO-
TEPA, EKAApPAvETAl BETIKA ATO TOUC TIEPIOCOTEPOUG AV-
Bpwmouc. MNapola autd, otav €pBel N WPA TNC EPAPHOYNG
METPWV Kal oTdXwV Slatripnong Tng ¢UONG Kal TPOoTAG(-
ag Tou mePIBAANoVTOC, N BeTIKN MpdoAnyn e€avepiletal,
KaBw¢ autd odnyoUV ApKETEC POPEC O€ GUYKPOUGOT OU-
QPEPOVTWY UE OUYKEKPIUEVEG KOWVWVIKEC OPASEC. MOAU
OUXVQ, TA EVOLOPEPOUEVA PEPN TTIOU EUTTAEKOVTAL UE TOV
€vav 1 Tov AANo TpOTo 0TO €pY0 Hag, AAANAeMSpoLV pe-
Ta&V TOUC, CUXVA €£XOUV SIAPOPETIKA OIKOVOUIKA KAl KOL-
VWVIKA CUUQEPOVTA, Ummopei va dnuioupynBei avtiotaon
oTi¢ dpdoelc pag Kal ev TéAeL va emdpdoouv apvnTIKA
OTOUG OTOXOUG UaG.

H amodoxn kat umootrpi{n moAAwv avBpwnwv og éva
mpoypapua datripnong g euong, emnpealel os peyd-
Mo BaBuoé v emtuyia Tou. AKOUA Ki €AV UTTAPEEL APXIKA
avTidpaon oTi¢ SPAOEIC, TOUG OTOXOUG 1 Kal Ta pnvUpaTa
TOU EKAOTOTE MPOYPAMMATOG, AUTA UITOPEL va YETATPA-
Tiel og amodoxn €Av n emKovwvia mou Ba epapudcovE
eivat Stapavnc, eINKpiving, auidpoun, aueon kai v Pa-
oileTal pévo otn petddoon EEIBIKEVUEVWY YVWOEWV Kal
TANPo@oplwv. Auto Ba pag fondbroel va avtipeTwmicou-
UE TIG OTTOLEC TTOMTIOMIKEG KAl OLVAICONUATIKEG avTISpd-
OEIG TWV OUAdwV-0TdXoU AdpBdvovTag uTdPn Kal TOUG
KOIVWVIKOOIKOVOUIKOUC Tapdyovtec mou  emnpedlouv
OAOUG TOUG EUMAEKOUEVOUG. ATTALTE OWG EMEvOUON XPO-
Vou Kat avBpwtvou Suvauikov.

To Baotko €ival va KATAVONOOUUE OTL 0 HECOG AVOPWTTOG
Oev O100€Tel 0UTE EMOTNUOVIKEG OUTE £EEIOIKEVUEVEG TTE-
pIBarovTikéG yvwoels. Ot BéNoupe va Toupe, Ba mpémel
Va EiVaL TIPOCOPHOCUEVO OTIC YVWOTIKES KAL AVTIANTITIKEG
IKOVOTNTEG TWV OUASWV-0TOXOU, £XOVTAG WG TAPASELyHa
TOV TPOTO UE TOV 0moio SOUAEVOUUE OTNV EVNUEPWON
™G HaBNTIKAG KowoTNTAG péow TNG TIEPIBANNOVTIKAG
exmaidevong, am\d epapuélovTag TG BACIKEG TNG APXES

Most people take a positive view of protecting the en-
vironment and nature in general. Nevertheless, when
the time comes to implement measures and set nature
conservation and environmental protection goals, this
positive attitude melts away, as doing so often leads to
conflicts of interest with specific social groups. Very of-
ten, stakeholders involved in your project in one way or
another interact and have differing financial and social
interests. This may create resistance to your activities
and ultimately have a negative impact on your objec-
tives.

Widespread acceptance of and support for a nature
conservation programme greatly influences its success.
Even if there is initial reaction against your actions, ob-
jectives and messages in a given programme, it can be
transformed into acceptance if the communication im-
plemented is transparent, honest, bidirectional, direct
and not based solely on conveying specialist knowledge
and information. That will assist in dealing with any cul-
tural or emotional reactions by the target groups, bear-
ing in mind the socioeconomic factors that impact all
stakeholders. Nevertheless, such an approach involves
investing time and manpower.

The key thing to understand is that the average person
does not possess scientific or specialist environmental
knowledge. Whatever you want to say should be adapt-
ed to the target groups’ cognitive and perceptual abil-
ities, taking the instruction method in environmental
education for schools as a guide, and adapting its basic
principles to adults.



Mia dtagpavig kat EINKPIVIG EmMKowvwvia Baaci-
{eTal OUOLACTIKA O€ 3 MAPAYOVTEG:

® 3TN YVWon TwWV avaykwy, evOlaQePOVTWY Kal OXE-
OGEWV TOU KOIWVOU UAC (TTONITIGUIKES, KOIVWVIKEC, OU-
ValoONUATIKEC, OIKOVOUIKEC)

2TV vioBétnon un Biaing emkolvwviag Twv oTo-
XWV KAl TWV UNVUUATWV JAG Kl 6TV avamtuén &i-
AlKpIvoUC S10AGYoU PETAE) TwV EVOIAPEPOUEVWY
MEPWV

2TNV IKAvVOTNTA TwV CUVOMIANTWY (dTopa emipop-
TIOPEVA VA HETASWOOULV TO UIVUMA) VA UITOPoUV
va  ouvbudoouv/KahOpouv Tnv €e€eIOIKEVUEVN
EMOTNHOVIKA Yvwon (mpootacia mepiBAANovTog
KAL) e 6e€16TNTEC EMIKOIVWVIAC, CLVEPYATIAC Kal
0IKoOOUNONC CUVAIVEONC

Xprioipo Ba ftay, mpv TNV évapén Tng EKOTPATEIAC Evn-
MEPWONG, VA ETTIKEIPNOETE AOKAOELG EMKOWVWVIAG PeTall
TwV HEAWV TNG opddag épyou. Epguvriote mOco KaAd emi-
KOIVWVEITE € TOUG OUVEPYATEC oag o€ Bépata Slaxeipt-
ong, mapakoAouBnong Kat a§loAdynong Tou TPoypPAua-
TOC 0a¢ 1} 0€ éva TrePIBAarNoVTIKO Bépa mou BéAeTe va On-
MOGCIOTIOIOETE OTO KOlvd oac. Ti ival amodoTiko, Tt Snui-
oupyei evtdoelg, mou dnuioupyouvtal mbavég mape€nyn-
O€IG, TOOO KATAVONTA YivovTal autd mou SlatumwvovTal
1 ypdgovtal HETaEV oag, K.AT. AkohoUBw¢ SoKipudoTe va
a&lohoyrioeTe OAol padi, moéco evolagépovTa Kal KATavo-
ntda Ba Atav éAa autd mou eimwbnkav petald oag o€ éva
Tpito dtouo, To omoio Ba mapakoAovBouoe TN culrTnon
w¢ mapatnEnTC. To mMBavoTepo ival OTL Ye Hia TéTola
Siepyaoia Ba evtomioete eukoAdTEPA MOAVEC aduvaplieg
1 Kal SuvaTd onueia, kevd mou Ba pémel va KaAugBouy,
BeAtiwoelg kat arayég mou mlavd Ba xpelaoTel va yi-
VOUV, oUTWG WOTE VA EMITUXETE P 600 TO SUVATOV TTo
OTTOTEAECHATIKN EVNUEPWTIKN EKOTPATEIA. EAV aUTO ema-
valappdvetal os taktd Slaotiuata, Ba pmopéceTe va
EMTUXETE TO MAEILOU TWV ETTIKOWVWVIOKWY 0AG OTOXWV.

Transparent, honest communication essential-
ly depends on three factors:

® Knowing your audience’s (cultural, social, emo-
tional and financial) needs, interests and relation-
ships

Adopting non-violent communication for your
objectives and messages and fostering honest
dialogue between stakeholders

Developing the ability of interlocutors (those
assigned to convey the message) to combine/
handle specialist scientific knowledge (environ-
mental conservation etc.) with communication,
collaboration and consensus building skills

At the inception of the information campaign, it is useful
to try out communication exercises with project group
members. See how well you communicate with your as-
sociates on issues relating to project management, moni-
toring and evaluation, or on an environmental issue you
want to convey to your audience. What is effective, what
creates tension, where do possible misunderstandings
arise, how intelligible are the messages expressed or
written between you, and so on? Then, work together
in trying to evaluate how interesting and understanda-
ble what you have said would be to a third person fol-
lowing your conversation as an observer. Most likely,
this process will better aid you in pinpointing possible
weaknesses or strengths, gaps that need filling in, and
improvements and changes that may have to be made
for your information campaign to be as effective as pos-
sible. If this is repeated at regular intervals, you'll be able
to achieve your communication objectives to the full.
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Epyalsia emKolvwviag
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Communication tools

H emkolvwvia oTIC HéPEC pag, Ke Tn Ponbela Tng Texvo-
Noyiag, €xel EemepAoel Ta 0TEVA XWPIKE, XPOVIKA Kal TIoL-
OTIKA& Opla TOU TTPONYOUUEVOU alwva. YTTApxel TAnBwpa
ETMKOIVWVIAKWY HECWV, KavaAlwyv Kat epyaleiwy, KaBéva
ME Ta TTAEOVEKTAUATA KAl TA PEIOVEKTAHATA Tou. ONa Ta
€PYOAEIO Kal Ol TAKTIKEG Eival XPOIUES, TO ONUAVTIKO
OMWC €ival va XPNOLUOTIOIO0VUHE TOV OUVSUACUO TTOU
TalplAdel OTO AVTIKEIPEVO, TO KOWVO Kal TIG SuvaTdTNTES
MAC (OIKOVOUIKEG Kal avOpWTTIVWV TTOPWV).

OnTiKA TavtoTnTa

H eviaia omTIKr TaUTOTNTA YIa OAEC TIC EKOOOEIC, €VTU-
Ta, UAKO Sla@nuiong kal mpoBoAng KA. gival Baoikd
£pyaAeio avayvwploludtTNTag evog popéa arld Kal eVOg
TIPOYPAMMATOC, EPEVVNTIKOU 1 AANOU, HE Mia Yovo pa-
T14. KUpla otolxeia piag eviaiag onTiknAg TautoTNTOG €ival
TO «bvopa» i «emwvupia» (brand name) mou amoteAei
évav ouvduaoud Kelpévou (cuvnBw aKPwVUUIo €pyou
1 Tou a0IKoU PNVUUATOG TOU TTIPOYPAMATOC) KAl EIKO-
vag (o Aoydtumog mou ouvnBwg avatiBetal yia oxediaon
o€ e€wTepIkd ouvepyatn). O oxeSlAoUOC TOU UTTOAOITTIOU
UAIKOU «xTiCeTa mavw o€ autd Ta duo Baocikd oTolxeia
NG OMTIKAG TauTéTNTAC. Mmopei va mepIAaPBAvel OKi-
TOQ, YPAPAUATA, EIKOVEC K.ATL ‘OTav dpwc amo@aci{ou-
UE yla TNV TEAIKN pag Tautdtnta Sev Oa mpémet va Eexva-
UE OTL «OUK €V TW TTOAAW TO €U». MoAUTTAOKA OKiTOO Kal
UE évtova xpwuata Aoyoturol Ba pag Snuioupyroouv
apyotepa MPOBARUATA oTNV mapaywyry AAAWY UAIKWV
pag .. UmopEi va givat avtiaiodntikd og okoupo eOvVTo
1) va pnv pmopouv va tunwBouv og UPacpa.

AnMIOUPYAOTE €Va TIPWTOTUTIO, ATTAG, EVKOAO ATTOTUTIW-
OlMO Kal TauTOxpova TEPLypa@ikd Aoyoturo. Eidikd ya
N dnuioupyia Tou, aPnoTe Toug EI8IKOUG va oag TIPo-
vV 5-10 TPWTOTUTIEG EVAANAKTIKEG EKOOXEC, AQOU
EXETE EENYNOEL T aKPIBWC BENETE va amoTu-
5 Tov Aoyoturo. EmAé€te amd Tic eval-
0U 00G apPEoOUV KOAUTEPA Kal
Tov/TnV ypagiota/ypa-

Nowadays, with the aid of technology, communication
has surpassed the narrow spatial, temporal and qualita-
tive confines of the previous century. There is a wealth of
communication media, channels and tools, each with its
advantages and disadvantages. All tools and tactics are
useful, the important thing being to use the combina-
tion that fits your subject matter, audience and (financial
and human) resources.

Visual identity

A single visual identity for all publications, printed mat-
ter, advertising and promotional material etc. is a key
tool in making an organisation or a research or other
programme instantly recognisable. The main feature of
a single visual identity is the brand name, consisting of
a combination of text (usually an acronym or the pro-
gramme’s key message) and an image (the logo, which is
usually outsourced to a graphic designer). The design of
the remaining material rests on those two key elements
of the visual identity, and may include drawings, graphs,
images etc. When settling on your identity, however, you
should remember that more is not necessarily better.
Complex drawings and logos in bright colours will lead
to problems further down the line when producing oth-
er materials; they may look unattractive on a dark back-
ground or not be printable on fabric.

Create an original, simple, easily memorable and de-
scriptive logo. When creating it, let the experts suggest
5-10 alternative original versions, having first explained
precisely what you want the logo to express. From the
alternatives, choose those you like best and work with
the graphic designer in making changes to colours, fonts
etc. Don't hesitate to suggest a possible logo you would
like to see made and let the designer perfect it visually.
Having decided on a logo, ask the specialist to produce
extra ornaments based on the logo to add to printed
matter, e.g. watermarks, borders, headers and footers,
slide backgrounds etc. All of the files produced should
be available in various sizes, resolutions and file types,
both open and locked. Also, it's a good idea to have a
brief accompanying manual for potential use by third
parties.
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oTtov AoyotuTio, {NTAROTE amo Tov €151KO va oag Mapagel
€pedpPIKA SlaKooUNTIKA oTolXEia otn Bdon Tou AoyoTu-
mou, ou Ba PmopolcaAv Va GUUITANPWOOULY TO EVTUTIO
UAIKO T1.Y. udaToypagripata, Tavieg meplBwpiou, Ke@ahi-
Séec kat urmocéAida, unoBabpo diagavelwv KA. ‘Ola Ta
apxeia mou Ba mapaxBouv Ba mpémel va eival Siabéotua
o€ Slapopa peyEdn, avalloEIC Kal TUTIOUG NAEKTPOVI-
KWV apyeiwv, avolytd Kat KAeloTd apyeia. Kalo sival g,
va cuvodevovTal amod éva GUVTOHO eYXELPidlo odnylwv
yla mbavr} xprion amno Tpitouc.

Mn Siotdoete va {NTHOETE TN YVWHUN TWV CUVEPYATWV
0ag, GIAwV Kal yVwoTwy, yia Ta TENIKA oxédia. Mia «épeu-
Va YVWHNG» TIPLV TIG TEMKECG ATTOPACTELC Eival TTavTa Xpn-
olun! Oa Slobéoete Aiyo TEPIOOOTEPO XPOVO, aANG Ba
€(0TE IO IKAVOTIOINUEVOL ATTO TO TEAIKO OTIOTEAECA.

‘EvTumo UAIKO-eKSOOELC

To évtumo UAIKO Tou épyou (apBpa, odnyoi, UANASIQ,
a@ioeg KAL) gival To epyaleio mou pmopei va dtatnpn-
O€l TO PAVUPA pag (wvTtavo yia oAU Kaipo. To ypanto
pével, UAAooETal O apyeia, eival Slabéoipo ava maoca
oTlyMn yia va 1o avadlaBdoel i va To CUMPBOUAEUTEL KA-
molog. Eival onpavTikd va gival mpooeyUéVOo EIKAOTIKA,
oA TTIO ONPAVTIKO €ival TO TEPIEXOUEVO TOU va gival
KatavonTo. Zexdote Tnv {UAVN TuTIOTIOINUEVN YAWOOQ,
TIC AKATAVONTEC ETIIOTNUOVIKEG OPONOYIEG, TA KAIGE Kal
TIC TUTTIKOTNTEC, KPATNOTE TA KE(UEVA ATIAA KAl ETTIKE-
VIPWOTE OTNV ouaia Kal 0To PAVUa mou BéAeTe va me-
pAceTe. XpNOIUOTIOLEIOTE EIKOVEC, OKiTOA, SlaypduuaTa,
TMVAKEC, TTEPIYPAUMATA KAl YPAPIKA, ATTOPUYETE TA EVTO-
Va XPWHATA KAl TIG TTEPITEXVES YPAUUATOOEIPES. AVAlo-
Ya To €VTUTIO, 0 S10B£01OC XWPOC YIa KEIUEVO Eival OU-
YKEKPIUEVOC, UEIVETE EVTOC TOU TTAALCIOU, APrOTE XWPO
OTO KEIPEVO va «avamveUTEly, €ival TIo EUXAPIOTO OTO
SidBacpa kat dsv koupdalel To pdrti. Eival mpotipdtepo
Va «KOPETE» KEIUEVO TTAPA VA LEIWOETE TO UEYEDOC TNG
YPOUUOTOOEIPACG Y va XwpEoel otov Slabéoiyo Xwpo,
untdpxouv avBpwrol mou xpetalovtal yuaAid yia va dia-
Bdaocouv. Amo@UyeTe va XpnOIUOTOIEITE YUAAIOTEPS 1
TOAU AeTTO XaPTi VI E0WTEPIKEG ONiSEC EKOOTEWV.

Mn Siotdoete va {NTAOETE TN YVWUN TWV CUVEPYATWV
0aG Kal Tou EUPUTEPOU TTPOOWTTLKOU 0aG KUKAOU yid TNV

Don't hesitate to ask associates, friends and acquaint-
ances what they think of the finished designs. An opin-
ion poll before final decisions is always useful. Even if it
takes you more time, you'll be more satisfied with the
end result.

Printed matter & publications

Printed matter for the project (articles, guides, leaflets,
posters etc.) is a tool that can keep your message alive
over time. The written word has staying power, can be
stored in files and is available at any time for rereading
or consultation. It is important for it to look nice, but
even more vital for its content to be accessible. Forget
hackneyed language, indecipherable scientific jargon,
cliches and formalities, keep texts simple and focus on
the substance and message you want to put across.
Use pictures, drawings, diagrams, tables, outlines and
graphics, avoiding bright colours and elaborate fonts.
The available space for text depends on the document,
but stay within the frame and leave the text breathing
space, making it more pleasant and less tiring to read.
Cutting out text is better than reducing the font size to
make it fit in the available space; remember that some
people need glasses to read. On the inside pages of pub-
lications, glossy or very thin paper is to be avoided.

Don't hesitate to ask your associates and wider personal
circle what they think of the text, and agree to incorpo-
rate possible corrections to improve the final product.
Take care with photographs: never use more than 3-4
each time, showing people doing something. Use full
photographs with bright colours (yellow and red are
eye-catching), relating to your project’s activities and

Right and Liability : 19
for the Environment



Epyaleia emkolvwviag

Communication tools

TTOLOTNTA TOU KEIPEVOU Kal va SexOeite va evtaete mba-
VEC SlopBwaelg Tou Ba BEATIWOOUV TO TEAIKO GAC TIPOTOV.
Mpocoyn otn Xxprion Twv ewtoypa@lwv. Ox1 mavw amod
3-4 kaBe @opd, va ameikovifouv MPOoWTA TTOU KAVOUV
KATI, YEUATEC QwToypa@ieg, Sduvatd xpwpata (kitpiva
Kal KOKKIVA EAKUOUV TO BAEUMA), OXETIKEC e TN Spdon
KOl TO QVTIKEIMEVO TOU €pyou oac. Edv mpokettatl va Ba-
Aete QwTOYPAPieG amd ekONAWOELG KaAS ival va €xeTe
NV Ad€la TV CUPMETEXOVTWV Yyia TN QwTtoypdenon
TOUC TIPOKATABOAIKA. ElkOVEC TTAUISIKWY TTPOCWTTWV KAANO
gival va pn xpnotgomolouvtal.

AkOpa Kat av Sgv €XeTE PEYANO TIPOUTIOAOYIOUO YId TIG
ekdO0EIC, Twpa MAéov OAa Ta évTuma Ymopouv va Slave-
pNBoLV Kal NAEKTPOVIKA.

MNpowONTIKG UAIKO

H mapaywyn kat Stavour mpowBnTikou UAIKoU Sev eival
UTIOXPEWTIKA 1 amapaitntn o€ €pya epeuvnTikda 1 Sla-
Xelplong, eivat opwg oxedov emPBePAnuévn n xpron Toug
o€ £pya evNUEPWONG Kal EMIKOIVWVIAG. XpAoIUa yid TIG
eKONAWOEICG TIC OTIOIEG OPYAVWVOUE 1| OTIG OTIOIEC CUU-
METEXOUUE, UmopEi OUwE va amodelxBoUv ueyalog ume-
Aac. Av amogaciooupe va mapdfoupe TéETolo UAIKO Ba
TIPETIEL VA TIPOYPOUUATICOUE KAl ATTOQACIOOUE:

® Ti uAiké Ba TaPACOUE, UE YVWHOVA TO KOWVO MAG
(Aoyou xapn éva teTpadlo/onuElwpaTaplo gival
XPOIHO Yo ONEG Kat OAOUG, €va pmpedk oxt. Mia
mavivn Todvta, €181k av gival Kopyn, ivat mavta
EUTTPOOOEKTN amd TOUG eVAAIKEG, Ta TTASIA OPWCG
Ba mpoTipovoav éva UPACUATIVO KATTENO) Kal TO
uéyeBocg Tou avTikelpévou (mpémel va TpoAEéPou-
ME va TEpIAaUBAVEL TOUNAXIOTOV TOV AOYOTUTIO
TOU £PYOU KOl TOU XPNHATOSOTN OTTWG KAL TO PHVU-
MA pag o€ vavayvwoTo péyebog)

© To UVAIKO amo To omoio Ba gival eTIayuévo (olkoho-
YIKO KAl QVAKUKAWOIUO KATA TTPOTIpNon), TNV mol-
HTNTA TOU (PTNVA TTAACTIKA OTUAS €XOUV EAAXIOTO
wn¢ Kal &ev Ba Ta EKTIPNAOEL KAVEIC) Kal ToV
TOU (Ula KOANG Tol0TNTAG OUITPEA
HA0UG Kal Ba cuveyioel va Tpo-
IKEIUEVO TOU €PYOU pag
OTIO KATAOKEUNG

subject matter. If using photos from events, you should
obtain permission to photograph participants in ad-
vance. Images of children’s faces are best avoided.

Even if you don’t have a big publications budget, all print
content can now also be distributed digitally.

Promotional material

Producing and distributing promotional material is not
obligatory or essential for research or management pro-
jects, whereas in communication and information pro-
jects it is virtually mandatory. Though useful at events
you organise or take part in, such material can prove to
be a major headache. If you do decide to produce it, you
need to plan ahead and decide:

® What material to produce, bearing the audience in
mind (e.g. a notebook or notepad is useful to every-
one, but a keyring is not; a cloth bag, especially if
stylish, is always well received by adults, whereas a
hat would be more popular with children) and how
large the object is (you have to make room for the
project and funder’s logo, as well as your message at
alegible size).

® The (preferably eco-friendly and recyclable) material
it will be made from, its quality (cheap plastic pens
are very short-lived and won't be appreciated) and
its durability (a high-quality umbrella is useful to all
and will carry on promoting your project’s name and
object for a considerable time), and even the pro-
duction method (many people are now highly aware
of the working conditions certain products are made
in).

® The quantities you will be able to distribute, bearing
in mind available storage space, the weight of ob-
jects and the estimated number of people they will
be distributed to. Nobody wants to end a project
with storerooms full of products that are unused or
3 or 4 people to transport!



® Ti¢moodtnteg mou Ba urmopécoupe va S1aBécouE,
€XOVTOG OTO VOU pag Toug SlaBéotpoug amobnkeu-
TIKOUG XWPOUG, TO BAPOG TWV AVTIKEIUEVWY Kal
TOV EKTIMWHEVO aplOud atopwv ota omoia Oa &i-
atebouv. Kaveic dev Ba nBehe va ohokAnpwoel To
£pYO TOU Kal Ol armoBNKEG TOU va ival YEUATEC e
ad1dBeta mpoidvta 1} va amattovvtal 3 Kat 4 dtoua
yla va ta JeTapépouv!

® To meplexopevo mou Ba mPoBANNETAL HECW AUTWV.
Ti Ba Aéve Ta avTiKEipeva auTd yia 1o mpoypauud
pag, taiptalouv oTn @IAocoia e auTo, ival KATL
mou Ba BupdTal o k6opo¢ f Ba {ntdael va To mApel;

® Tnv mpwTtoTtumia Twv TPoidvTwv. Edv umdpyxel n
SuvatdétnTa va amo@UYOUHE TA TUTIOTIOINUEVA
avTikeipeva (umloulakia, USB K.Am) upmopoupue
va KAéPoue TNV apdoTaon Kal va auénoouue
TNV €KTiUNoNn Oto TPOYPAUUA HaG SlavéuovTag
KATL XPAOIHO TTIOU €KTOC TOU PNVUMATOG pag Ba
METAPEPEL KL VA KOIVWVIKO PIAVUHA (TT.Y. TO ETTAVA-
XPNOLOTIOOIa UTTOUKAAIA TTOCIOU VEPOU gival
€va EVTUTIWOIOKO Kal EUQAVTACTO SwpPo yla éva
TEPIBANNOVTIKO €pyo, MpowbwvTag Tautdxpova
TO PAVUMA TNG UTELBUVNG XPrONG VEPOU Kal TNG
Buwoung katavdAwong).

HAektpovika péca mpooAng

H &nuiovpyia 10tooeNidag gival ocuvnBwC UTTOXPEWTIKNA
0€ ONa TA €VPWTIAIKA Xpnuatodotolpeva épya. AKOUa
katav Sev gival, Snuiovpynote EexwploTr loTooeAida yla
TO €PYO 00G, TAVTA KAVOVTAG XPAON TNG OTTIKNAG TAUTO-
TNTAG 1oV €XeTe eMAECEL KAl XwpiG va EeXAOETE TIG amal-
TAOELG TTPOBOANG TOU XPNHATOSOTN (EGV UTTAPXEL) Kat TNV
ayyAkn ekdoxn tou site, pe 600 1o duvatdv TMEPIOCOTE-
PO VAIKO HETAQPACUEVO. MTOAUTTAOKEG OENIBEC e ueydNo
aplBpd KouPwv/mediwv AeITOUPYOUV ATTOTPEMTIKA Yyid
TOUG XPNOTEC. AWOoTE PEYAAN onuacia otnv opyavwon
Kat TN ouvdeon Twv KOUPwv peTafy toug (hierarchical
website structure-sitemap).'Oco 1o amio eival to oTAoI-
MO TNG 1oTtooeAidag TG0 1Mo €UXPENOTN €ival Kal yid TOUG
ETIOKENTEC AANA Kal yla Tov Slaxelploti Tne. Evtunwot-
KA YPAPIKA, EVTOVA XPWHATA KOl TTEPITEXVEG YPAUUA-
TOGEIPECG €lval EVXAPLOTA VIO EUTTOPIKEC LOTOCENIDEC, OXI
OUWG Kal yla TEPIBANNOVTIKA/EPELVNTIKA TIPOYPAUATA
Kal @opeic. Emmiéov Snuioupyouv mpofArjuata otn dia-
X&iplon kat empPpaduvouv tTnv andkplon €l0680u 0TOUG
KOUBOUCE, AEITOUPYWVTAC ATTOTPEMTIKA Yia TTEPAITEPW
mepInynon péoa otov 1otétomno. Mia taivia eVvaANacoo-

® The content to be promoted via the material. What
will the objects say about your programme, and
do they fit in with the thinking behind it? Are they
things people will remember or want to have?

® Product originality. If it's possible to avoid standard-
ised items (t-shirts, USB sticks etc.), you can steal the
show and increase appreciation for your programme
by giving out something useful that conveys a social
message along with your own one (e.g., reusable
water bottles are an impressive, imaginative present
in an environmental project, also promoting respon-
sible water use and sustainable consumption).

Electronic outreach tools

As a rule, creating a website is mandatory in Europe-
an-funded projects. Evenif it is not, build a separate pro-
ject website, making use of the visual identity you have
chosen and including promotion of the funding body
(where required) and the site’s English version, with as
much material as possible in translation. Complex pages
with a large number of tags and fields discourage users.
Pay close attention to creating a hierarchical website
structure with a sitemap. The simpler website design is,
the more user-friendly it is for visitors and administra-
tors. Eye-catching graphics, bright colours and elabo-
rate fonts are impressive and appealing for commercial
websites, but not for environmental and research pro-
grammes and organisations. What is more, they create
web administration problems and slow down node en-
try response, acting as a deterrent to further browsing
on the site. A programme-related slide show will suffice.
Browse similar websites for ideas, pinpointing the posi-
tive and negative features of each one.

Make a draft sitemap plan for the (in-house or external)
web page developer, working with them to make the
site more functional. Appoint a team member to admin-
ister the page and provide feedback, following appro-
priate training.

Make sure to update your website with new material
fairly regularly, not necessarily with project news. Don’t
hesitate to reproduce posts relating to the issue of con-
cern to you, accompanied by a comment or summary
description.

Right and Liability : )
for the Environment
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HEVWV EVOEIKTIKWV EVTUTIWOLAKWY EIKOVWV TTOU OXETI(0-
vTal Y To mpodypappua (slide show) givat apketr. Kavte
MOVOL 0OG MIa TTIEPLYNON OE TTAPOUOLOU TIEPLEXOUEVOU
1otooeidec yia va mdpete 16éec, evromiCovtag pévol oag
Ta apvNTIKA Kat BeTIKA TOU KABE loTOXWPOU.

Etolpdote éva mpoox€Sio opydvwaong yla Tov cuvePYdTn
(ecwTepikd 1} €wTepikd) oL Ba avamTuEEl TNV IOTOOENI-
6a kat ouvepyaoTeite padi Tou yia va gival 1mo Aeitoupy!t-
KN N wotooelida oag. Opiote éva péNog TN opadag mou
Ba avalafel Tn Swaxeipion kat 1po@oddTNOoN TNG, HETA
anmod OXETIKN ekmaideuon.

®Opovtiote va tpo@odoTeite TNV 1I0TOooEAOA 0aG P UNIKO
OPKETA OUXVE, Ol amapaitnTa Pe véa Tou £pyou oag. Mn
S10TA0ETE VA avamapAyeTe SNUOCIEUCEIG OXETIKEG UE TO
QAVTIKEIPEVO TTOU 0AG ATTACXOAEL, CUVOSEVOVTAC TO e KA-
ol S1KO 0aG OXOAIO 1 [la GUVOTITIKI TIEPLYPAPH.

Kalo gival va éxete mpofAéPel va mepihappa-
vovTal Ta ak6AovBa otnv apyiKn ceAida:

® Eovidla ouvdeong pe ta social media mou Ba
XPNOIUOTIOINOETE

XwplothA @oépua emkovwviag, aAAd onwaodnmo-
TE O€ EPPAVEG ONpEi0 TNG apxIKNG oeAidag 6ha ta
oTolxEla eMmKovwviag Twv Xpnotwv padi oag

MetpnTr EMOKEPILOTNTAC (EiTE OPATO OTN GEI-
Sa gite povo amd Tnv mateodppa Slaxeipiong)

Méevou mpoofacipdétntag AUEA

EmAoyéc e€olkovopunang eVEPYELag

HuepoAdyio pe ekdnAwaoelg Tou £pyou (16iwg eav
TIPOKELTAL YIa €PYO ETKOVWVIOG/EVNUEPWONG)

Méoa KolvwVIKNG SIKTOwong

Ta Méoa Kowvwvikng AIKTUwOoNG TTPOO@PEPOUV LA OEl-
PA ammd €UKOAOUC TPOTIOUC YId VA UTTIOOTNPIEOUUE TNV
€MKolVwvia pag aAAd kpUBOUV Kal APKETEG TTAYIOEG.
MpoopEpouv EUKOAIQ, AUECOTNTA KAl TTOAAATTAACIACHUO
NG METAd00NE TOU UNVUUOTOC Hag, aAAd yia va Trapa-
UEIVOUV QMOTEAECUATIKA TIPETEL va TPo@odoTouvTal
TOKTIKA. Eival e0kola otnv eykatdotaon, dnuioupyia
Kat dlaxeiplor Toug. To idlo Opwg evkola MpooPdoipa
€ival Kat yta kakoBouhoug €loBoleic iy yia doknon Ka-

27 i AwaiwpakaEveovn
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It’'s agood idea to include the following on your
homepage:

® Connection icons to the social media you use

® A separate contact form, and all your contact de-
tails at a prominent point on the homepage

® A traffic counter (either on the page or viewable
from the administration platform)

® An accessibility menu

® Energy saving options

® A project event calendar (especially for com-
munication/information projects)

Social media

Social media offer a series of simple ways to support
communication, but have several hidden traps. They of-
fer simplicity and immediacy while also multiplying your
message transmission, but to be effective they need to
be kept up to date. They are easy to install, create and
manage, but can just as easily be accessed by malicious
intruders or critics. The fact that they call for short texts
and sample photographs is easy in terms of time, but
messages cannot always be properly conveyed via tel-



KOTIPOQIPETNG KPLTIKNAG. To yEYOVOG OTL amaITouV HIKPA
KE(eva Kal EVOEIKTIKO PWTOYPAPIKO UAIKO Hag Sleuko-
AOVEL amo amoyPn XPOvou, aANd e TNAEYPAPIKA KEieVa
Oev UMopEi¢ MAVTA VA UETAPEPELC CWOTA €va UrVUMa.
KdBe social media éxel To 816 TOU KOWVO, GTO OTO{0 KABE
@opd Ba mpémnel va PooapolOUaoTE, KATL TTOU, TEAIKA,
avti va pag anodeopueVoel TTOPOUE, UMOPEL va Hag odn-
yHo€l o avaltnon TEPIOCOTEPOU XPOVOU Kal avOpw-
mvou SuvapikoU. Aev Ba mpémel TOTE va EeXVAUE OTL N
urtepBoAIKHA TTPOBOAR EVOUVAUWVEL WEV TNV ETTIKOIVWVIA,
aAAG Oxt amapaitnta kat Tn BTk TNG MAgupd. Mmopei
va TTPOKAAEDEL KAl aVTIOTPO®N TNG EIKOVAC. Evw n e§w-
oTpéPela gival emBupunTh, n dlaxeiplon Tng -étav avtn
auénBsi kat Ee@Uyel amd cuyKeKpIUéva TTAAioIa- UMTopEi
va unv givat apydtepa epikTr. Agv gival Aiyeg ol popég
TIOU CUVASEAPOL XPEIACTNKE VA APIEPWOOUV WPEC ETIH
WPWV Yla va amavtrioouv O€ OXOMO/EpWTACEIS XPN-
oTtwy, fj avaykdotnkav va diaypagouv oxoAia dSnuiouvp-
YWVTAG £VaV VEO KUKAO OXOAACHOU K.ATT.

Ma tn dnuioupyia cuvdéouwv ota Kolvwvika SikTua,
TIPOTIUAOTE:

® Na Onuiovpynoete ehide¢ pe 1o évoua (brand
name) Tou épyou Kal va dwoete npdofaon og 2-3
SlaxelpIoTEG amod TNV opdda oag. Amoguyete tn dn-
poupyia Opadag oto Facebook

® Kpatnote TI¢ dnuocteloelc os pétpla emimeda (2-3
POpEC TNV ERSouada gival apkeTd) HE UIKPO TIEPL-
YPAPIKO, EVPAVTACTO, KANOYPAUUEVO KAl TIEPLEKTL-
KO Keiuevo, nadi ue 1-2 KaAEC PWTOYPAPIEC Kal TOV
ouvdeopo otnyv avtiotolxn dnuoocicuon otnv 10To-
oelida oag. Oa avénoel TNV EMOKEPIPOTNTA TNG

® Edv Oev €xete KATL onuavTiké va meite, avadnuoot-
€00TE Keipeva AAwv Tou oxeTiCovTal pe To 81kd oag,
apKei va gival evilagépovTa Kal oefOueEVOL TTAVTA TN
Seovtoloyia e avagopd oTnv TNy K.ATL.

® EAEYXETE TAKTIKA Yla «mrepiepya» oxOAla oTig dSnuoot-
€00€IC 0aC Kal Un S10TAceTe va SlaypAPeTe KATL TTOU
Bewpeite MPOOBANTIKO yia TNV KOWVOTNTA TIOU OAG
akoMouBel. MNa va amo@uyeTe TUXOV EUTPATTENQ, UTTO-
PEITE TTAVTA VA OATIEVEPYOTIOINOETE Ta OXOAla (evEp-
Y€l Tou pmopei va BswpnBsi avtidnuokpatikn) 1
VA OVOPTHOETE KEIMEVO e 0ONYIEC YIa TOUG XPHOTEC,
TUTOoU «KWSIKAG Seovtohoyiag xpnong Tng ZeAidag»

® ENEyXETE TAKTIKA Kal TA €l0EPXOPEVA. O00 peyaiw-
VEL N KOoWvOTNTA TTOU oag mapakohouBei, Téoo o ta-
KTIKA Ba ameuBUveTAl 0 KOOUOG G€ €5AC OTEAVOVTAG
pnvOuata ota social media

egraphic texts. Each social media platform has its own
specific audience that has to be adapted to on each oc-
casion, which means that instead of freeing up resources it
may lead you to seek more time and manpower. It should
never be forgotten that overexposure may reinforce
communication, but not necessarily in a positive way; it
may damage the image. While extroversion is desirable,
once it increases and exceeds certain bounds, manag-
ing it may not be possible further down the line. More
than a few times, colleagues have had to spend hours on
end answering user comments and questions, or have
been forced to delete comments, leading to yet another
comment thread etc.

When creating social media links, it is best to:

® (Create pages with the project brand name, and
grant access to 2-3 administrators from your team.
Facebook Groups are to be avoided.

® Keep posts to a moderate level (2-3 per week will
suffice), using short, imaginative, well-written and
succinct texts with 1-2 good photographs and a link
to the relevant post on your webpage, increasing
traffic to it.

® Share texts by others relating to your own subject
matter if you don’t have anything important to say,
as long as shared posts are interesting, and you
observe social media etiquette by referencing the
source etc.

® Check regularly for “weird” comments on your
posts and don't hesitate to delete anything you
see as insulting to your community of followers. To
avoid potential pitfalls, you can always deactivate
comments (though that may be taken as antidem-
ocratic) or post a “code of conduct” text for your
page, giving user guidelines.

® Check your notifications regularly; the larger your
community gets, the more often people will com-
municate by sending you messages on social me-
dia.

® Remember that social media platforms often
change their terms of use, appearance and free ser-
vices. Always check whether this affects your page’s
image, and record visitor statistics regularly (at least
3 to 4 times a year). For instance, in the past year
Facebook suddenly changed its Page Insights data
recall and presentation, only giving figures for the
previous two years.

Right and Liability : )3
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® Ta Méoa Kowvwvikig Aiktiwong aAalouv ouxvd-mu-

KVA TOUG OPOUG XPHONG TOUG, TNV EUPAVIOT] TOUG, KAL TIG
napoxéc mou dlabétouv dwpedv. EAéyxete mAvTa dv
auTo emnpeddel Tnv elkdva TN oeABAC 0O Kal KPATATE
TAKTIKA OTATIOTIKA EMOKEPIUSTNTAG (TOUNAYIoTOV 3-4
PopEC TOV Xpovo). Na mapddetyua to Facebook tov te-
Aevtaio xpovo dl\a&e ampogidomoinTta TNV avdktnon
Kal Tapouciaon Twv OTATIOTIKWY Tou, divovTtag oTol-
X€la povo yia ta Svo teleuTaia xpovia

® Mn vTpaneite va MPOTEIVETE OTOV TTPOOWTIIKO 0OG

KUKAO va emokepOei kal va akoAouBricel ta social
media evég €épyou. MBava va ekmhayeite amd to
Oo0 TMOANOi KovTIvoi pag avBpwrtol evolagépovTal
yU' QuTtd TTOU KAVOUE, XWpPIg amapaitnta va pag To
éxouv meL fj Seiel

Mn Siotdoete va SikTuwOeite pe A TTapopola €pya
1 TTPOYPAUMATA 1} POPEIC KAl Va KAVETE TN oeAida oag
péNoG oTa SIKA TOUG TTIPOMIA

Bapuydourol tithot kat unepBolikég Aé€elc umopei va
QAPECOUV OTO YEVIKOTEPO KOIVO, OTTOTPEMOLV OWG KAl
Snuioupyolv Aoxnun evtUMwon OTOUC akoAoUBoug
Kal @idoug Twv social media, ot omoiot €xouv emAéEel
Vo aKOAOUBOUV TA GUYKEKPIUEVA TTPOPIA Y10 CUYKEKPL-
pévoug AOyouG. APKETEG POPEG ETTIONG EXOUV EKTPEWEL
T ou{iTnon og dAAa povondtia, doxXeTa pe autd ota
oroia eueic BéNoupe va kateuBUVoUE

® To S1adikTuo gival éva peyalo TTayKOOUIo Pn@lokd Xw-

Lo, ToTE SduwC dev EEPEIC TTOLOG EivVal O «CLUYXWPLAVOG
oou». Mia 660N xtoupop ival amodekTh Kal UEPIKEG
@opéc amapaitntn. AANA apvnTikd emiBeTa 1 emOeTI-
KO{ XOPOKTNEIOHOI I avagopeg o€ MPOoWTA UIMOpPEi
va 00Nynoouv og aveECENEYKTEG KATAOTACELG, MEPIKEC
PopéEg kal ota SikaoTripla. Kat dev mpémel va {exvape
OTL TA YPATTTA HEVOUV

Edv mpokertal va Sopyavwoete (wvtavn dladiktua-
K ekONAwoN, amo@uyete va otnpixOeite otn @IAo-
Eevia Twv mMat@opuwv (wvtavig peTddoong &ite Tou
Facebook eite dA\wv social media. MpoTiurote 10
Youtube aAAd SNUOCIEVOTE AVAKOIVWON TNG EMEPXO-
pEevVNG ekdAwong ota aAa social media mou xpnotpo-
TIOLEITE

© To Twitter gival ebxpnoto kat moANamAactddel Tnv ta-
)TNTA TNG HETAS00NE TWV UNVUUATWY Kal To péyebog
V OWE UE TNV UTTEPTIANBWPA TTANPOPOPIaC
€ QUTO, UTTAPXEL N TTIBavOTNTA va XaBei

® Don't feel awkward about asking your personal
circle to visit and follow project social media. You
might be surprised at how many people close to
you are interested in what you are doing, without
necessarily showing or telling you.

Don't hesitate to network with other similar projects,
programmes or bodies, and to add your page to their
profiles.

Blaring headlines and sensational words may appeal
to the general public, but they are off-putting and
discouraging for social media followers and friends
who have chosen to follow particular profiles for
specific reasons. What is more, they often send the
conversation off in other directions, away from your
focus.

® Theinternet is one big digital global village, but you

never know who your fellow villagers are. While a
dose of humour is acceptable and at times neces-
sary, negative adjectives, aggressive descriptions
or references to individuals can lead to situations
getting out of hand or sometimes even to litigation.
Also, you should never forget that the written word
has staying power.

If you are planning to hold a live online event, don't
rely on live streaming on Facebook or other social
media platforms. Host it on Youtube, but announce
your upcoming event on the other social media you
use.

® Twitter is user friendly and maximises your message

dissemination speed and audience size, but the
sheer volume of information circulating on it means
your message may get drowned out.



® To Instagram €ivait n mo SnUO@IAAE TTAATOPHA YIa TIG

NAIKieg 18-30 Kat o1 To SNUOPIAEIC XPOTEC TNG ONUE-
Pa AEITOUPYOUV Kal ETTIXEIPNHUATIKA WG TTIPECBEVTECY
1 «mpowONTEGy, MAnpwvovTtal dnhadn yia va pofdaA-
AOUV CUYKEKPIUEVA TIPOIOVTA 1) Kal UTTnpEadiec, a&lo-
TOLWVTAG TOUG XINASEG akohoUBoUG Toug. APKETEG
MKO xpnotuormololv influencers yla va mpow6ricouv
Ta PNvOPaTA Touc. H eumelpia pag éxet Sei€el ot yia
va gival armodOoTIKO KATL TETOLO TIPETTEL VA OUVOSEVETAL
KAl armd OIKOVOIKT cuvahhayr), Tou Ba deopevel Tov
influencer otnv TakTIKA TEOROAR TOU PNVUUATSOC HOC.
O1 xprioteg, Aoyw Tou veapou TnG nAIKIag kat Tng mn-
Bwpag evilapepovTwy Toug, SV TTAPAPEVOLV Yid ap-
KETO Kalpd AQOCIWHEVOL OE «EOENOVTIKES) EVNUEPWTI-
KEG eKOTPATEiEG 1) TTPORBANOUV TAUTOXPOVA HECA OTNV
i6la nuépa mMpoowka Toug Bépata padi pe Stapopeg
EVNUEPWTIKEG KAUTTAVIEG, UE QTTOTEAECUA TO UAVUUA
HaG va @TAVEL TEAKA Og EAAXIOTO TOCOGTS TWV OKO-
AouBwv Touc.

® Instagram is the biggest platform for the 18 to 30s,

and its most popular users now operate as “am-
bassadors” or “promoters”, i.e. receive payment
to promote specific products or services, utilizing
their thousands of followers. Several NGOs use in-
fluencers to promote their messages. Experience
has taught us that to be effective, a message has to
be accompanied by a financial transaction obliging
the influencer to promote a message regularly. On
account of their youth and variety of interests, us-
ers either do not remain committed to “voluntary”
information campaigns for long enough, or post
personal issues together with a range of campaigns
on the same day, meaning that your message ulti-
mately only reaches a minimal proportion of their
followers.

Right and Liability : )5
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News Letters

Ta mePLOBIKAE evNUEPWTIKA €VTuTa €ival éva XProLUo
MECO yla va evnuepwOei o kKOGOUOC yia To TPdYpPAUUd
pag, Tig SPACELS HAG, TIG EMITUXIEC ] KAL TIG ATTOTUYX{EC Hag,
yla Ta amoTENEOHATA KAl TO GUUTTEPACUATA TIOU €XOUV
TIPOKUYEL ATIOTEAOUV €va Ypamtd apxeio yia T Spdoelg
pag pe peyain Siapketa (wng. Xnuepa BéPRaia Kuplap-
X0UV ol NAeKTPOVIKEG ekSOOELG auTOL TOU TUTIOU, OE SU0
KUPIWG HOP@EC: €iTe TAPAYOVTAl AUTOPATA O CUVOEDH
ME TNV 10TooENiISa pag gite MapdyovTal O€ EKTUTIWOIUN
popen Tumou meplodikou o€ apyeia pdf. Kat otig dvo
TIEPIMTWOELG N EUTTEIPIA A Aéel OTI ENAXIOTOC KOOUOG
Olabétel xpovo yia va dlapdoel tétolou eidoug apxeia,
Ta omoia cuviBwWC KATAKAU{oLV TIC NAEKTPOVIKEG SlEu-
Buvoelg OAwv pag. Eav mapola autd amogacioceTe va
XPNOIUOTIOINOETE TO CUYKEKPIUEVO PECO, TIPOTEIVOUUE
va TIPOTIMNOETE TNV TTAPAYWYr €VOG KOUYOU eVTUTOU
To omoio Ba umopei va ektunwOei. EmMAEETE va gival oli-
YOO£AISO, pe Oop@n oxediaon, HIKPA CUVTOMA KEIUEVA
KOl OOPYPEC PTOYPAPIEC e oLUVOEDN OTNV LIoTOoENISA
oag €av kamolog embupei va ndbel meplocdTtePQ, 1 Kal
va gival povoBepaTikd, aplepwpévo kdbe opd oe AANo
QVTIKEIPUEVO OTTO AUTA TTOU TIPAYMATEVETAL TO £PYO OAG.
Anaitei TEPIOCOTEPO KOTO Kal Xpovo aAld a&ilel tov
KOmo. Na va PEIWOETE TO KOOTOG aAUTO, UMTOPEITE va TO
ekdideTe MiydTtepo ouxvd am’ &t Ba kAvate pe To AUTO-
pato. Xiyoupa Ba gival o eAKUOTIKO YId TOUC TTAPAAN-
TITEC ATTO TA PE YUX PR EUPAVIOT TUTTOTIOINUEVA AUTOMA-
Ta e-Newsletters.

[0 va €i000TE Giyoupol YIa TNV ATTOTEAECUATIKOTNTA TOU,
€MAEETE TPOOEKTIKA OE TIOIOUG Ba To OTEINeTE. MpoTIUN-
OTE UIKPOTEPO APIOUO TTAPAANTITWV AAAA TOUAAXIOTOV
va giote oiyoupol 6Tl evdlagépovTal va 1o Slafdoouv.
Mnv &exdoete BEPala va dwoete tn duvatdtnta oTOV
MAPAAATITN VA {NTAOCEL TNV ATIEYYPAPH TOU ATTO TOUC Ka-
TaAOYoUG oac.

ZnMavTIKO gival n oXediaon Tov evNUEPWTIKOU
MEPLOSIKOU (NAEKTPOVIKOU 1| EVTUTTOU) VA OKO-
AovOE&i TNV OMTIKA TAUTOTNTA TOU MPOYPAHA-

T0G, va mepIAapfavel 6Aa Ta amairtovpeva én-
HOGI6TNTAG TOU XpNUHATO8OTH, va £XEl TA CTOL-
XEia emKolvwviag Kal va avagépovtal GE AUTo
OMol 01 CUVTEAEOTEG TNG €KSooNG.

26 i AwaiwpaxaiEveuvn
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Newsletters

Newsletters are a useful medium for informing people
about your programme, activities, successes or failures
and the results and conclusions arising from them. They
serve as a lasting written record of your activities. Elec-
tronic newsletters are of course the dominant trend
nowadays, whether generated automatically by web-
page link or in printed magazine format in pdf files. In
both instances, experience has taught us that very few
people spend the time to read such files, which usually
inundate our inboxes. All the same, if you do decide to
use this medium, we suggest you produce a neat, print-
able format. Limit yourself to a few well-designed pages
with brief texts and attractive photographs and a link to
your website for those wanting to learn more, or produce
special issues featuring a new topic each time, different
from the one your project is on; this takes more time and
effort, but is well worth it. To limit costs, you can pub-
lish less often than automatically generated newsletters.
Recipients will definitely find them more attractive than
the cold, standardized, automatic e-Newsletters.

To ensure the newsletter is effective, carefully select who
you send it to. Choose a smaller number of recipients, at
least being safe in the knowledge they will take an inter-
est in reading it. Of course, don't forget to enable them
to unsubscribe from your list.

Your (electronic or printed) newsletter should
use the programme’s visual identity, include
all required funding body promotion, give

contact details and list all contributors to
each issue.




EVENT

MANAGEMENT

Opyavwon ekdnAwoswv

Mropei va {oUpe oTnV Yn@lakn emoxn Kat cuvtopa Ba
METABOUME KAl OTNV EIKOVIKA TTPAYUATIKOTNTA, AAAd
moté Sev Ba el n avaykn TG mpoowikig dta {wong
enagnic. H Slopydvwon fj ouppeToxr o€ ekKONAWOEIS &i-
val 1o A kat 1o Q TG EMKOWVWVIAG HAG. To KOIVO Jag EXEL
n SuvatdTNTa va pag SEl Kal va hag aKoUoEL amd KovTd,
va OUVOUIANCEL padi Hag, VA HaG EKPPAOEL TIC AYWVIEC
Kal avnouyieg Tou, va ocu{ntroel padi pag Tic avtippn-
OElG, TIG amopieg Kal TIg okEYeLG Tou. Mpodkettal yia pia
Xpovofopa kat PuxopBopa pepikéC popéc Sladikaaia,
n omoia amaitei 100N OIKOVOUIKWY Kal avOpwmivwy
mépwy, mou Sev TAVEL OPWC va Hag Sivel Kal OUOPYPEC
OTIYMEC KAl pia e€QIPETIKN EUKAIPIA VA ETTIKOIVWVOOU-
ME To Bépa pag. Amaiteital KaAOG TPOYPAUMATIONOC Kal
TIPOETOINAC(A, PEXPL KAl OTNV TIIO MIKPN AEMTOUEPELQ,
OUVEPYAOIEG KAl CUVTOVIOUOG ME TIG TOTTIKEG KOWVOTNTEG,
unnpeoieg, 10WTeC 1 Kat dANoug @opeic. Aloloyou-
pe kat QuyiCoupe kdBe mbavn mpotaon, cuvdudlouue
TNV ekONAWON pag €dv gival EQIKTO He TpoBePANUEVEC
EOPTAOTIKEG EKONAWOELS AANWV QOPEWY, HE APOPUN
Evpwmaikég f Naykoouieg HUEPEG Mou €xouv oxEon He
TO QVTIKEIPMEVO PG, CUPMETEXOUE JIE PUOLKH TTAPOUCIa
omou pag {ntoouy, avaloya mavta pe tn Slobectuotn-
TO TOU €PYOU Kal Twv cuvepyatwy, dev @ofdéuaocTe va
{ntriocoupe cuvdlopydvwaon (eav ot épot Sev gival umep-
BoAikoi kat EKTOC TTAALCIOU TOU €pYOU UAG).

Event hosting

We may be living in the digital age and find ourselves
on the cusp of virtual reality, but the need for personal
face-to-face contact will never cease to exist. Organis-
ing or participating in events is the alpha and omega of
communications. Your audience has the chance to see
and listen to you close up, talk to you and express their
worries and concerns, as well as sharing their objections,
queries and thoughts. This is a time-consuming and at
times soul-destroying process that calls for financial and
human resources, yet it still has its enjoyable moments
and offers the perfect opportunity to get the issue at
hand across. It requires good planning and preparation
down to the tiniest detail, as well as collaboration and
coordination with local communities, agencies, private
individuals and/or other bodies.

Assess and weigh up every possible proposal; where
feasible, combine your event with high-profile events
by other bodies celebrating European or World Days
related to your subject matter. Physically attend events
when asked, depending on project and associate availa-
bility, and don’t be afraid to ask to co-host (as long as the
terms are reasonable and within your project’s remit).

Right and Liability : )7
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Epyaleia emkolvwviag

Communication tools

Eav mpokettal va Slopyavwaooupe Kamola ekdiAwon;: Where organising an event:
® Em\éyoupe xpovikn mepiodo katd Tnv omoia Sev ® Choose periods when your audience is free of time
UTTAPXEL XPOVIKH 1} EMAYYEAMATIKN TTEECN OTO KOWO and job-related pressure, e.g. if you have to inform
pag 1. av xpeldleTal va eVNUEPWOOUNE epyalo- hotel workers or firefighters, avoid doing so during
pevoug oTov evodoxelako Topéa i Tnv Mupoofe- the summer season.
OTIKN YTINPEcia amo@eUyoOUUE va TO KAVOUME TNV
KaAOKaPWVH TTEPi0d0 ® Don't forget to publicise your event in time, using

every appropriate means.
® Agv Eexvape va OSnPOCLOTIOINCOUE €yKalpa TO YE-

YOVOC UE KABE IPOTPOPO TPSTIO ® |t's best if your invited speakers include some of
your social partners or local community represent-
® MeTa&l TV MPOOKEKANUEVWV OUIANTWV Hag, Ko Ba atives who know about the subject or have some-
€ival va evTAEOUE Kal KATIOIOUC ATTO TOUC KOIVWVIKOUG thing to say on what you want to communicate.
HaG €TAIPOUE 1 EKTTPOOWTIOUE TNG TOTIKAG KOIVWVIAG
TIOU KATEXOUV TO QVTIKEIMEVO 1} £XOLV VOl TIOUV KATL ® Prioritise local organisations and bodies rather than
OXETIKO JUE AUTO TTOU BENOULE VOl ETTIKOIVWVI|OOUME Local Government when it comes to organisation,

promotion or support.
® [lpoTipoUue va gUMAECOUE TOTTIKEC CUANOYIKOTN-

TEC KAl POPEIC TNV 0pydvwon A TNV TPoBoAA A ThV ® Where your programme provides for a meal or cof-
UTTOGTAPIEN, TAPA KPATIKEG UTTNPEGIEG H TNV ToTTKNA fee break, it's best to choose local businesses or in-
Autodioiknon dividuals as suppliers, as this will be well appreciat-

ed by local communities.

w—)
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® Edv mpofAémeTal 6To MPAyPapd Hag n mapaxwen-
on YELUATOG A SIAAEIMPATOC KaE, gival TIPOTIUOTE-
PO va EMAEEOUE TOTTIKEC ETTIXELPNOELG 1] IOIWTEC YIa
TNV MpounBeld Toug, Ba To ekTipRooLV 181aiTEPA Ol
TOTTIKEG KOWVOTNTEG

MNa ekGNAWOELG EKTOC £6pAC KAl EYKATACTACEWY TOU
Popéa pag, mpofBAEMoupE va éxoupe padi pag pHExpl
Kal TIG Kap@itoeg mou mbavd pag xpelaotouv! Te-
AeuTaia oTIyun Kat pakptd amd Tov XWpeo Hag, Hai-
Mov Sev Ba Bpolpe autd mou BéNoupE, KATL TTOU
UTTopEl va KaTaoTpéPel TNV ekORAWON Hag

Edv mpokeital va KAvete oMINEC, UTTONOYIOTE QUTEC
va PNV EEMEPVOUV CUVOAIKA TIG 2 WPEC, KIVOUVEVETE
va UeiveTte 0TO TENOC POVOL €0€iC Kal ol AvBpwrol
mou €ival unevBuvoL yila ToV XWPO TNG EKONAWONG.
AlaB€oTe OUWC TOUNAXIOTOV 1 WPA YId VA CUVOUL-
AAOETE UE TO KOWVO 00 €(TE yla va oag Béoouv epw-
TAOCEIG €ITE AKOMA KAL YIA VA EKPGPACOULV TIG AvVNOUL-
XIEG KAl OKEYELG TOUG

Mia emtuxnpévn ekdnAwon amattei cuvepyaacia Kat
opadIkn Souheld amd ta PéAN Tou épyou. Eva dto-
Ho, 660 KaAd Kat armodoTIKS Kal va gival, dev umopei
Va Ta KAVEL OAA Kal AN TA TauTOXpova. AKOUA Kl
Qv TO KATAQPEPEL TEXVIKA, N EIKOVA TTOU Ba oXNUaATI-
OE€1 TO KOIVO Yla Tov SlopyavwTr gopéa pag Oa sival
apvnTIKN

MBavd va pnv emteuxbouv ot oToX0l 0ag doovV
a@opd Tov aplOud CUPHETEXOVTWY OTIG eKONAW-
0€l¢. Mnv 10 BAalete KATW, SOKINAOTE SIAPOPOUC
TPOTIOUG VA TIPOCEAKUCETE TO KOIVO 0a¢, AKOUA Kl
Qv XPEIAOTEl VA KAVETE TTOAEG UIKPOTEPEG, OTOXEV-
UEVEC O€ OUYKEKPIUEVO Kolvo, ekdnAwoelc. H meipa
pag éxel Sei€el emiong o1 €xel peydin aéia kal amo-
TENECUATIKOTNTA N EMKOIVWVIA HE MIKPEG OUASEC
avOpwmwy, e181KA AUTWV TIOU €XOUV ETTIPPON OTOUG
KOWVWVIKOUG TOuG Xwpoug. Eav autoi meiotouv yia
N XPNOIMOTNTA TOU €PYOU 0aG Kal Tn onuaocia auv-
ToU TTOU KAVETE, Ba €ival ol KAAUTEPOL TIPECPEVTEC
KOl UTTOOTNPLKTEG OAG YIa TTOANA Xpovia.

When holding events away from your base or facili-
ties, make sure you have everything with you, right
down to the very last thing you might need. When
you're far away, the fact that you probably won't
find it at the last minute could even ruin the entire
event.

If talks are planned, make sure you don’t go over
two hours altogether, or you run the risk of ending
up alone with the venue managers. Set aside at
least an hour for talking to your audience, taking
questions or even for them to express their con-
cerns or thoughts.

A successful event takes co-operation and team-
work by all project members. However effective and
productive one person is, they can't do everything
all at the same time. Even if they do pull it off techni-
cally, your audience’s impression of the organizing
body will be bad.

You may well fall short of your audience attendance
goals at events. Don't give up, try different ways of
attracting your audience, even if that involves sev-
eral smaller events targeted at specific audiences.
Experience has also taught us that communicating
with small groups of people is extremely worth-
while and effective, especially when they involve
people of influence in their social space. If they
are persuaded of your project’s usefulness and
the significance of what you're doing, they will be
your best ambassadors and supporters for years to
come.
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Ta Méoa Ma{ikng Evnpépwong:
éva peyalo kepalaio

Mass Media: a major chapter

H otpogn mou €xel cuvteheoTel oe OAO TOV KOOUO ATIO
Vv apxn Tou 21°° aiwva ota Méoa Madiking Evnuépw-
ong, €ival tepaoTia Kal o@eiletal o Mapa MOANOUC Kol-
VWVIKOUG, TTOMTIOUIKOUG, OIKOVOUIKOUG Kal TEXVOMNOYI-
KOUG TapdyovTeG. AuTH Tn OTIYH UTIAPXEL pdia TTANBwpa
Méowv, kaBe éva pe SlIAPOPETIKO KOvo Kat Slagpope-
TIkéC adiec. Agv gival oUTeE amapaiTNTo OUTE EPIKTO va
TIPOOEYYIOOUWE TO GUVOAO Tou TUTIOU yia TNV TIPOBoAR
TOU £pYoU Pag. TEooepPIC €ival Ol BACIKEG EPWTNOELG TTOU
TIPETEL VA amTavTnOoUV, Yla VA ATTOQAGICOUE TIOLO ECO
gival auto mou talptadel KaAUTePA OTIC SIKEC pag ava-
YKEG:

® [lolo Méoo €ival autd mou TPoTIUd To Sk Hag Kol-
vo o€ oxéon: a) pe ta laitepa dnuoypagika Tou
XOPOKTNPEIOTIKA (mapadeiypatog xdpn ol yuvaikeg
TIPOTIOUV va evnuepwvovTal and tnv TnAedpaocn,
ol avtpec and to padlo@wVo Kal ToV EVTUTIO TUTIO),
) og oxéon pe TNV xwptkry KAAuYn Tou Méoou (eBvi-
KO, TIEPIPEPELOKO, TOTIIKO) KAl Y) OE OXEON ME TO Tie-
pleEXOUEVO TOU MEOOU (EVNUEPWTIKO, ETTAYYEAUATIKO,
OIKOVOUIKO, TIOAITIKO, PUXAYWYIKO;)

® Moo Méoo Ba ekTipunoel w¢ alodnuoacisuta Ta pn-
VOUATA pag (UE HIa TTPOKATAPKTIKA épeuva ota MME
TIOU €XOUUE TIPOATTOYACIOEL amd TO TPONYOUUEVO
0TAd10, PTTOPOUE VA SIATTICTWOOUE TTOLO artd auTd
Onpootevel o ouxvd Bépata oxeTikd pe ta Oikd
pac)

® > & 1010 M£€0O £XOUUE PHEYAAUTEPN EUXEPELQ TIPOCEY-
ytong (cuvnOwg o€ emimedo MePIPEPELAC KAl TOTTIKA,
EMEION Ol KOIVWVIEC Eival MIKPEC Kal YVwpilel 0 évag
Tov Ao, mavta Ba umdpyEl KATTOlOG YVWGOTOG TTOU
gpyaletal otov Tumo 1y Ba pmopovoe va pag Bon-
Bnoel va KAVoulE TIC TIPWTEG EMAPEC Ue To MME Tng
QPECKEIAG pag)

® [Tolol gival ol €161KOi OPOL KAl KAVOVICHOi KUKAOPOPI-
ag Tou KABe Méoou (QmOYEUUATIVEC/TTPWIVEG EQNIE-
pideG €xouv SlaPopPETIKA Xpovodiaypduuata mapa-
AaBng AeAtiwv Tumou, KAmolol THAEOTTTIKOI oTaBuOI
QTaAITOVV TIPOYPAUMATIONSG TOUAAXIOTOV €va Unva
TPV Yla va mapeupeBouv o€ cuvévteuén TuToV, €TI-
OTNMOVIKA 1 Kal AANa TIEPLOSIKA {NTOUV PAVEG TIPIV
va €xouv éva apBpo yla dnpocicuon KAL),

30 | AwaiwpakaiEveovn
i yato IlepiBaiAov

The change occurring in media across the globe since
the dawn of the 21 century has been monumental,
and is due to a wide range of social, cultural, financial
and technological factors. There is now a whole host of
media, each catering to a different public and different
values. It is neither necessary nor feasible to reach out to
the entire media corps to promote your projects. Four
basic questions need answering when deciding which
medium best suits your needs:

® Which mass medium does your audience prefer
as regards its particular demographic profile (for
instance, women prefer to get information from
television, whereas men prefer the radio and print
media), its geographic coverage (national, regional,
local) and its content (news, professional, financial,
political or entertainment media)?

® Which mass medium will see your messages as
worth publicising? On the basis of preliminary re-
search into the media preselected in the previous
stage, you can determine which most often publicis-
es issues relating to your own ones.

® Which medium is easiest to reach out to (usually on
the regional and local level, since societies are small
and people know each other, so you are bound to
have an acquaintance who either works in the Press
or can help you establish first contacts with your
preferred medium)?

® What special terms and circulation rules apply to
each medium? Evening newspapers work to dif-
ferent press release schedules than morning ones;
some TV channels need at least a month’s notice to
attend press conferences; scientific and other pe-
riodicals make calls for submissions months in ad-
vance, etc.
Having decided on the mass media you want to work
with, start making contact with the editorial depart-
ments, owners (for small to medium-sized outlets) and
staff, and begin building interpersonal relationships
with journalists who might be interested in your project.



AgoU kataAnéoupe ota MME mou Ba €MIKEVTPWOOUNE
Tn ouvePYaoia Hag, EEKIVAUE VA KAVOUE TIC EMAPEC LG
TOO0O UE TIG AleuBUVoEelC ZUVTAENCG 1 Kal TOUG ISIOKTATEC
(av mpokeltal yia pikpopecsaio MME) 600 kal pe Toug
gpyaldpevoug og autd, kat va xti(oupe Slampoowri-
KEG OXEOEIC PE Toug avBpwToug Tou TUTIOU TTOU £XOUUE
gvtomioel 6Tl mMBavd va Toug eVOLaQEPEL TO €PYO UG,
O KaAUTEPOC TPOTOC TTPOCEYYIoNG Eival n Slopydvwon
€VOG YeLATOG/Seimvou yvwplpiag avolxto yia 6molov
emObupel (OLUVTAKTECG, ONUOCIOYPAPOUC, PETOPTEP, PO-
S10@WVIKOUC TTapaywyoUlC Kal TNAEOTITIKA CUVEPYEIQ)
KAl JE TN CUPPETOXH OANG TNG OMASAC CUVEPYATWY TOU
€pyou pag. Avaloya tn XxaAapdtnta Tng ouvavinong,
mOavd va MPoKUYPOoUV Kal TIPOOWTTIKEG OXEOEIC UE KA-
moloug avBpwmoug mou Ba prmopovoav va AElToupyn-
OOUV 0aV MPECPEVUTEC KAl UTTOOTNPIKTIKES A,

Ma va éxoupe pia Betikn avtipgetwrmion and ta MME Ba
TIPETTIEL VA KATAVONOOUUE OTL TO €MAYYEAUA TTOU €€a-
okouv amaitei To 100% Ttwv duvatoTATWV Toug Kabn-
pepvd. Ot mepIocOTEPOL ATIO AUTOUE SOUAEUOULV TIEPAV
TOU KAVOVIKOU 8WwPOoU VOG HECOU £pYalOUEVOU, TIOANEG
@opéc oe SUOKONEC Kal aVTIEOEC EPYATIAKEG OUVONKEC
€181kd ol e€wTepPIKOi PEMOPTEP, EivVal OE ETOIUOTNTA YIA
va KaAUYouv éva pemopTdl 24 WwpeC T0 24wpP0 Kal 7 Hé-
pec TNV eBOouada, MPETEL va gival EVNUEPWEVOL YIA TO
oUVOAO TN emKalpOTNTAC Kal Stafacuévol ava maoa
OTIyMR Yla oTIONTIOTE TPOKUYEL, VNPAALOL Kal PUXpalpoL
o€ TEPLOBOUC KPIOELG, AVTIKEIMEVIKOL KAl ...XAMOYEAQ-
oToi ave€aptATou NUéPAC Kal wpac. Eav kamolo péoo n
KAmolog SnUoctoypd@og KAVEL KATTOLo AABOG OXETIKO UE
TO €PYO MAC, PNV ToV TUPOBONACETE! ZNTHOTE UE EVYe-
VIKO Kal Koppd Tpomo va emavadnuooieubei To Keipevo
oag pe TNV 0pdry mMAnpogopia r va S1opBwOel pia AekTi-
K AaBo¢ avagopd.

> & ATUTIN £PEUVA TTIOU TIPAYHUOATOTIOIOAE UE TNV EUKAL-
pia Slopydvwong S1adIKTUAKAG EKTTAISEUTIKAG NUEPISAC
yla toug pyalopevoug otov Tuo, dlamotwaoape 6Tl N
€IKOVA TTOU £XOUV 01 SNUOCLOYPAPOL YIa TNV EMIOTNOVI-
Kr} KowotnTa, 181aitepa yla autolg mou acXohouvTal Je
TO QUOIKS TrePIBAAoy, fTav 18laitepa BTk Kal evBap-
PUVTIKN YId EMAC. Méoa amd éva ATtumo EpwTNUATOAOYIO

The best way to approach them is to hold an open re-
ception for all those interested (editors, journalists, re-
porters, radio producers and TV crews), with all project
team members in attendance. Depending on how infor-
mal the meeting is, it may be possible to forge personal
relationships with people who could act as your ambas-
sadors and supporters.

To interact positively with media professionals, it's im-
portant to understand that their work demands 100% of
their potential every day. Most of them are busy well in
excess of the average eight-hour working day, often in
difficult, demanding working conditions. This is particu-
larly true of reporters, who have to be on call 24/7, stay
abreast of everything in the news, be well read up on an-
ything that crops up, remain calm and collected in times
of crisis and be objective and... smiling, regardless of the
time or day of the week. If an outlet or journalist makes a
mistake about your project, don’t shoot the messenger!
Just ask them pleasantly and politely to publish the cor-
rect information or an amendment to a reference.

In an informal survey we carried out while holding an
online education day for media workers, we were en-
couraged to discover that journalists take a highly pos-
itive view of the scientific community, especially as re-
gards those working with the natural environment. An
informal questionnaire completed by at least 24 semi-
nar participants revealed the need for improvements in
how the science community approaches the media. By
way of example, the journalists’ recommendations can
be summarised as follows:

Right and Liability : 3
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Ta Méoa MadQikng Evnuépwong: éva peydho ke@alalo

Mass Media: a major chapter

TTOU GUUTIANPWONKE ammd TOUAAXIOTOV 24 CUUETEXOVTEC
OTO OEPIVAPLO, TIPOEKUYPE OAV CUMPTEPACHA N AVAYKN
BeAtiwong Tou TPOTOU TPOCEYYIONG TNG EMOTNUOVIKAG
Kowotntag pe tov Tumo. EvOelkTikd ouvopiloupe TIg
TIPOTACEIG TWV SNUOCIOYPAPWY akoAoLBWC:

® [lpoomaBroTe va pnv KATakAU(ete Tov TUTO ME

32

mANBwpa avakovwoewv Xwpig Wiaitepo Aodyo. Emi-
KolvwvAoTe Hadi TOuG HOVo €AV EXETE KATI ONUAVTL-
KO va mieite. AKOMA Kal av Sgv €XETE KATIOIO VEO OXE-
TIKO UE TO £PYO, UTTOPE( TO KOVO (Kal KAT' €MEKTACN
Ta Méoa) va Bpel evlla@épov éva CUUTEPACUA 1
Mia SlamioTwon mou TPOoEKUYPE amd Hia €peuva N
M peNéTn mou Sie€dyete. Mn Slotdoete va ypa-
Pete éva oxeTIkO ApBpo to omoio Ba ouvodeveTal
a1o PWTOYPAPIKO UAIKS, Slaypdupata, veoypagl-
KA, XAPTEC KATL. AQriOTE €Va UTTOVOOUEVO YIA VEEC
SNMOCIEVOEIC PE VEOTEPA amOTENECUATA, KEVTPICo-
VTaG TNV TIEPLEPYELA TOU KOIVOU.

Kdavete gukoNdTtepn TN SoUAEIA TOU OnpooloypPd-
POV, €XOVTAG KPATNOEL TA KEIHEVA 0ag I ToV TIPo-
POPIKO 600G ANOYO o€ €va péoo peyeboc. O xwpog yla
TIG EPNUEPISEC Kal 0 xpdvog yia Ta padldgwva Kat
TIG TNAEOPAOCELG €lval CUUTTIECHEVOG, TTAVAKPLROC
Kal TTOAUTIWOG. Mikpd KaTavonTd Keieva Kal oul-
Aieg, TomoBeTnoEIC emi TNC ovoiag, Ye PEIdW KOoUN-
TIKWV EMOETWY, XOPOAKTNPIOUWY KAl UTTEPBOAIKWV
EKQPPACEWV €XOUV TIEPIOOOTEPEC MOAVOTNTEG va
dnuootevBoulv Kal evtunwbouv 6To Koo Kal Ba
eKTIUNOOLV 1IBlAITéEPWC amd TN SNUOCIOYPAPIKN
KowvoTNnTa.

EvSlapépouoeg yia Toug Snuootoypd@oug givat Kat
ol peNéTeg mepimtwonc. MpoKeltal yla HIKPA Keipe-
va (mepimou 1 oelida Tng ekdoTtoTe ékdoong) yla To
TTPOYPAMMUA Hac. Mia TUTTIKA LEAETN TTEPIMTTWONG €i-
val va B¢oeTe éva POBANUa TTOU To €pY0 0ag AVTI-
peTwiCel, va eENYNOETE TI KAVETE YIA VA TO AUOETE
KOl VA TTEPLYPAYETE TA ATTOTEAECUATA, TNV TTPAKTL-
KN TOUG EQAPOYH, TTWE AUTA emnPEACOUV TOUG aV-
Bpwmoug TNG TEPIOXNG Oag, YIATi ival GNUAVTIKO
KOl TIWG OUVEICQPEPEL 0TN BeATiwon TG KaBnuept-
vOTNTAC TOU Kolvou. AKopa Kal av 8ev OnuooteuBei
auToUOlo, UITOPEL va amoTeNEDEL EvauoUa yid KA-
ToloV SNUOCIOYPAPO VA TTPAYUOTOTOIOEL TN SIKN
TOU €peuva Kal va dnuioupynaoel éva S1kd Tou Béua
OXETIKO, £XOVTAG TO amaPaAitNTo UAIKG TTou Ba Tou
EXETE MAPACXEL.

Awxkaiwpa kat Eveuvn
ya o ITepiBaAAov

® Try not to inundate the Press with endless an-

nouncements for no particular reason. Only contact
them if you have something important to say. Even
if you don’t have any project news, the public (and
thus the media) may be interested in a conclusion or
finding from research you're carrying out. Don't hes-
itate to write an article, accompanying it with pho-
tographs, diagrams, infographics, maps etc. Hint at
upcoming articles reporting the latest results, arous-
ing audience anticipation.

Make life for journalists easier by keeping your texts
or oral interviews to a reasonable length. Available
newspaper space or TV and radio broadcasting time
is tight, exorbitantly expensive and highly prized.
Brief, intelligible texts and speeches with positions
that are on point and short on elaborate language
and overblown expressions are more likely to be re-
membered by the public and will be well appreciat-
ed by journalists.

Case studies are sure to interest journalists, mean-
ing short texts (roughly one page per issue) on your
programme. A typical case study would involve
presenting a problem your programme faces, ex-
plaining what is being done to solve it and then de-
scribing the results and practical implementation of
them, plus how they affect people in your area. Also
mention why the problem is significant and how
the solution contributes to improving the public’s
everyday life. Even if not published in its entirety, the
piece may lead a journalist to carry out their own re-
search or create a related feature of their own, using
the key material you have provided.

Provide the media with a detailed list giving the
contact details of all project associates. Beyond the
basics (full name, phone number and email), this list
should include each individual’s areas of expertise,
title and project role, specialisation and media avail-
ability when needed. Don't forget that to be suc-
cessful and effective, relations with the media need
to be a two-way street.

Produce and distribute a manual or technical guide
giving an accessible summary description of con-
cepts and terms your project deals in. These may be
self-explanatory to you, but not to journalists or the
public. At least in the Greek media landscape, the av-



® AloBéote ota MME évav avaAuTtikoé KatdAoyo He Ta

OTOIXEIQ EMKOIVWVIOG OAWV TWV EUTTAEKOUEVWY OU-
VEPYATWV Tou épyou. Mépav Twv Bacikwv (ovoua-
TEMWVUHO, TNAéPWVO Kal nAektpovikr SieuBuvon)
oTov Katdloyo autéd Ba mpémel va epIAapBavovtal
ol eI8IKOTNTEC TOU KABE atopou, o TITAOG Kal n Béon
TOUu 070 £pyo, n e€e1dikeuon kat n S1aBecIuOTNTA TOU
yla TiG emageg pe ta MME 6mote autd To XpEelaoToUv.
Mnv &exvape 6t n oxéon pe ta MME Ba mpénel va
gival augidpoun yia va givat emTuxig Kal amoTteAe-
OMATIKA.

Mapdéte kal Slaveipete éva eyxelpidlo/Texviko odn-
YO HE OUVOTITIKHA KAl KATAVONTH TIEPLYPAPT) TWV EV-
VOIWV Kal OPOAOYIWV TTOU TIPAYHUATEVETAL TO €pYO
MG, Ol OTIOIEG Yl Hag MIMopEi va gival autovonTeg
aAAA yia évav SnUocLoypd®o 1 TO KOO Tou, OXL.
‘Evag péoog ouvtaktng, TOUAAXIOTOV OTnV €AANVI-
KN TTPaypatikdTnTa, £Xet AdPel emapkn ekmaideuon
Kal S1a0£TeEl IKavoTIoINTIKA HépPwon, mapodAa autd
Oev eival mavtoyvwotng. Kat guoikd dev Slabétel
TOV amapaitnTo XPOVOo Yla VO OTTOKTHOEL T OXETI-
KA YVWON €V Wpa Epyaciag Kat Pe mieon Xpovou, Tn
OTLYMH) TIOU N EMKAIPOTNTA TPEXEL

JUYKeVTPpWOoTe Kal Slavéuete o€ 6Aa Ta MME éva
€VTUTIO 1] NAEKTPOVIKO apxeio He ONeG TIG mMOAvVEC
TNYEG (EMOTNUOVIKEG 1 AANeQ) mou oxetilovtal pe
TO €pY0 00 N TOV POPEa A, TIC OTToieC Ba umopou-
O€ Va XPNOIUOTIOINOEL évag SnPocioypdpog yla va
OUYKEVTPWOEL TTEPIOCOTEPEC TMANPOYOpPieC (B1BAIa,
avagopég, dpbpa, 1Iotooeideg, 1IdpUHATA, UTTNPECI-
£€C, POPEIC, CUYKEKPIUEVOUC EMIOTIMOVEC K.ATT).

Ot ekOO0EIC 0OG KAl TO EVNHEPWTIKO 0ag UAIKS Ba
ntav xpriotpo va dtavepnBei oe dGAoug Toug epyalo-
pevoug ota MME Kat Oxl HOVo eVOEIKTIKA 0TO KABE
péoo. Eav To emmAéov kOOTOG 0ag Paivetal uPnAo,
Slavéueté To o€ 6Aoug Toug £pyaloPEVOUC OTOV
TOmO, GTNV NAEKTPOVIKN TOU €KSOXH.

Ed1kd yia épya evnuépwong Kat EMKoIvVwviag, akd-
pa kat edv dev éxete MpofAéel Tn Sie€aywyn €11
KWV ekdnAwoewv yia ta MME, un diotdaocete va O1-
OPYAVWOETE JIa NUEPida 1} éva oepvaplo €0Tw Kal
Siadiktuakd. H avaykn kat mpoBupia Twv dnuoacio-
yPAQ@wV yla emMmmAéov KATAPTION Kal ekmaidevon &i-
val dedopévn. Movonpepa eKMAISEUTIKA OEUIVAPLA,
avolktd Sadiktuakd pabnuata/oepivapla e oly-
Xpovr/acuyxpovn pop®n ival mepIocOTEPO amd
emBuuntd.

erage editor is reasonably well trained and educat-
ed, but can’t know everything and obviously can’t
spend precious working time gaining the necessary
knowledge, in a job where the news never stops.

Put together a printed booklet or file for media dis-
tribution, giving all possible (scientific and other) re-
sources relating to your project or organisation that
journalists could use to gather more information
(books, references, articles, websites, foundations,
bodies, specific scientists etc.).

It's useful to distribute all your publications and in-
formation material to all media workers rather than
just selectively to each medium. If the additional
cost seems high, make sure it reaches all print jour-
nalists in electronic format.

Especially when it comes to information and com-
munication projects, even if you haven't planned
for special media events, don’t hesitate to organise
a day meeting or seminar, even if only online. The
fact that journalists need and want additional train-
ing and education is a given. Whether synchronous
or asynchronous, one day training seminars, open
online courses and seminars are more than desira-
ble.
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LIFE/NATURA

To épyo ouyxpnuatodotriBnke amé 1o xpnuatodotikéd epyaleio LIFE tng Eupwmaikng Emtpomnrig kat to MNpdoivo Tapeio

‘Epyo LIFE14 GIE/GR/000026 - LIFE Natura Themis

Mpowbnon tn¢ evateBntomoinong yia tv doknon diwéng yia eykAqpata katd tng dyprag {wi¢ Kat Ty avadei§n tne mepiparhovTikig evbivng
yla Ty amokatdetaon {nuiav tng PlomotkddtnTag o€ meptoyég Tou Aiktoov NATURA 2000 otnv Kprin

LIFE14 GIE/GR/000026 - LIFE Natura Themis Project

Promoting awareness of wildlife crime prosecution and liability for biodiversity damage in NATURA 2000 areas in Crete
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