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Communications as a 
companion during the project’s

whole lifecycle



Why is it important to communicate about 
a project?



Communications shift





Sustainable
responsability

Easier to 
contact an 

organization

Requirement
of interaction

Requirement
of  active

communicatio
ns

Showing
values

Requirement
of openness

Engagement
and 

relationship
building

Requirement
of 

transparency

Break through of 
social media and 

technology



Everyone has a communications device in 
their pocket or purse.





Presenting 
advancement 

towards 
project goals

Presenting 
project results

Communications throughout the lifecycle 
of the project

Introducing the 
project

Project 
milestone

Project 
milestone

Light social media content

Project ongoing

Project starts









Main themes: 
Theme 1: Introducing the project
Theme 2: Project theme 1
Theme 3: Project theme 2
Theme 4: Project results
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Q2: Theme 2 & 3

A project’s lifecycle

Events to take
into 
consideration:

October
Launch event

November

December

January

Project start



Main messages for 
communciations



The main messages in the communications 
should always arise from the project’s 

purpose.



Examples of main messages

”We want to encourage young people in 
Sweden to become entrepreneurs.”

”We want to enable success stories and 
support the vitality and competitiveness 

of the area.”

“We want to ease business 
between the Baltic countries and the 

Nordics.”

”We act sustainably and ethically. 
Everything we do is done with the 

environment in mind.”

”We do influential and high quality research work
in subject Y.”

”We are an expert in the subject X in the 
Baltics and the most trustworthy partner.”



Defining the main messages

What themes are 
visible in our 

communications 
now?

What themes would 
we like to be visible 

in?

Themes that similar 
projects tackle

Uprising themes in 
our project’s field 



Think of an answer to the following questions:

What do you want to 
say and to whom?

What kind of goals do 
you want to achieve 
with the messages?

What kind of content will 
be produced?

How will it be
produced?

What channels will the 
content be distributed in?

How will you measure its 
impact?



Goals: Main messages:

Content:
Channels:

Target groups: 



Goals: Main messages:

Content: Channels:

Target groups: 

What does the target group 
already know? What 
information are they lacking?

What do they want to hear? 

What kind of content do they 
like to consume?

Where are our target groups 
present?

How many channels do we have 
resources to maintain?

What are the key messages 
from our project’s purpose that 
need to be communicated?

What kind of things do we want 
to achieve in terms of this 
target group? Do we want to 
raise awareness about certain 
subjects? Encourage some sort 
of action?



Each content piece should support the 
project’s main messages. 



What kind of goals do the content pieces have?

Change of 
behavior

Gaining
support for the

project
Activation Thought

leadership

Building a 
mental image Education Cooperation Other

Informing



Defining relevant target groups



A target group is the recipient of your 
content. The ones that you want to hear 

your message.



The only interesting thing is what your 
target group wants. 

Not what demography they represent.



What content is produced vs. what the target group 
wants to see



How do you find out who is your target 
group?
• Market research – the same target group as your project’s target group

• Social media analytics

• Web analytics

• Interviews

• Hunch

• Think: who would be or should be interested in your project? Investors/funders? Media? Politicians or other 

decision makers?



Who follows you now vs. who do you want to follow 
you?



Questions to answer when defining your target 
groups:

• What is your target group missing? What are their motives and needs in terms of content? 

• What do they search online? 

• Why should they be interested in your project and its cause?

• What do they already know about the topic?

• How sensitive are they about the topic?



Target group stories

(As Persona X)… …I want/need… …in order to...

Persona Motive Goal



When planning content, think how you can 
solve your persona’s problem or help them





Using social media in project
communications



Channels

LinkedIn
● Expertise
● Work and professional

network
● Importance of personal

profiles
● Efficient ads by targeting 

professional backgrounds
● Content has the longest 

lifecycle here

Facebook
● Most users, many different

types of people
● Suitable for many different

types of content
● Economical ads and very 

developed ads manager

Instagram
● Visuality is important
● A peak behind the scenes
● Stories, IGTV and Reels
● Important especially if your 

target group is young people
● Advertising done through 

Facebook Ads Manager

Twitter
● Expertise
● Current industry topics
● The most fast paced channel
● Importance of personal

profiles
● A good channel especially

when targeting the C-level, 
media or politicians



Remember! Be present only in the channels 
where your target group is and which you 

have resources for.



How to get followers?

• Publish regularly

• Diverse content that helps or entertains the target group

• Clearly defined topics à Think why you are publishing something and what you want to achieve.

• Like and comment if people mention you on social media.

• Be prepared for long term work

• Remember cross-channel posts à Publish on Instagram that you are also on Facebook and vice versa

• Advertise



Content types

• Storytelling type of 

posts in the channels

• Tips

• Guides

• Link posts in the 

channels

• Blog articles

• Picture posts in 

channels

• Infographics

• Person profiles, quotes

• GIFs, memes

• Pictures to bring a 

certain mood to 

support text

• Interviews

• My Day –type 

documentaries

• Live streams

• Animations

• Stories-videos that live 

in the moment

• Podcasts

• Intervies

• News

• Video, where the 

video only brings a 

certain mood (for 

example slide show)

Text Image Video Audio



Whatever your content is, make sure it 
works on mobile.



What works in social media?

Visuality Videos and 
livestreams

Activation
and 

engagement

Good
grammar

People 



How to write a good copy text?

• Have a clear point – what do you want to say?

• Address the target group directly

• Add feeling or a promise of value

• Include a call to action – but only one!

• Balance the text with the visual element – they should complement each other, not say the same thing



A few words about algorithms…



The algorithm of a channel is like a 
gatekeeper: 

it decides what content will be shown and to 
who 



In general the algorithms show us content 
that is similar to the content we have 

engaged with.



At the same time, the algorithm thinks a 
content with a high engagement rate is 

worth showing to more people.



The channels want people to stay in their 
channel. That’s why generally the 

algorithm favors content that is 
consumable in the channel.



For exampe links to websites and YouTube 
videos perform worse than microblogs or 
videos uploaded directly to the channels.



Generally also visual content, videos and 
photos, do better than only text.



All the channels have advertising 
opportunities to bring more visibility 

despite the algorithm



Advertising

LinkedIn

● The most expensive ad
prices

● Campaigns need to be
longer

● Precise targeting based on 
professional background

● Goals based on what you
want to achieve

Facebook
● Very economical and a lot of 

different options
● Boosting vs. advertising

through Ads Manager
● Targeting based on interests

and background
● Goals based on what you

want to achieve (visibility vs. 
traffic)

Instagram

● Advertising done through 
Facebook Ads Manager

● Can be done either in the 
feed or in Stories

● Enables links on Instagram 
stories to drive traffic

Twitter

● A bit more expensive than
Facebook and Instagram.

● Targeting not as developed
as in other channels, done
through interests or by
followed accounts



Good content examples J



Videos and GIFs 



Picture collections



Graphic images



Events



Link posts



Special days and holidays



Important issues



Infographics





Any questions?



Thank you!


