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Introduction 
This document serves to evaluate the European Elections 2019 Campaign for the European Green Party. 

Growing to 75 seats, the campaign is generally considered to have been successful. In this document we 

will go more in-depth into the predetermined goals and ambitions, and how and to what extent they have 

been met. Moreover, this document serves to convey the lessons learned from the ‘19 European 

Parliamentary elections campaign. 

 

This document is divided into six segments. After this short introduction, we consider the aims and 

objectives of the Campaign Plan - as adopted in the European Greens Berlin Council of November ‘18 - and 

to what extent they have been met. Next this document looks into the lessons learned – matters to copy 

and matters to improve - from the campaign.  

 

The largest part of the evaluation concerns the separate analyses of the different segments of the 

campaign: Tilt, media, member parties, events and the Leading Candidates. This part of the evaluation 

serves not only to assess and analyze, but to give an extensive insight into all that has been produced by 

the European Greens staff and the Leading Candidates during the campaign period (November 23rd 2018 - 

May 26th 2019).  

 

Next is an overview of the campaign budget (planned and realized), followed by an analysis of and by our 

partners: FYEG, the Green Group, GEF and the member parties. In the last segment of this document the 

aim is to conclude, in general terms, what has been done successfully, not successfully and what can be 

learned from the European Greens campaigning efforts in the 2019 Parliamentary Elections.  

 

This evaluation is made to serve the members of the committee and as a reference for future campaigns.  

 

This document has been prepared by all members of staff and collected and organized by team leaders. 

The summary and overarching analysis are done by the campaign manager, taking into account the 

feedback and insights from committee members.  

 

A shorter version of this document will be prepared to be shared with Member Parties at the council in 

Tampere, 2019.  
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Aims and Objectives 
This chapter focuses on the goals and objectives of the campaign plan as formulated for and adopted by 

the delegates at the European Green council in Berlin, November 2018. This chapter aims to answer the 

question: have those goals and objectives been met? 

 

Executive Summary 
The Campaign Plan for the 2019 European Parliamentary elections was presented in advance of the 

council in Berlin and adopted at the Berlin council in November 2018. The plan was drafted by the 

campaign manager with input and feedback rounds from staff, the committee, the campaign steering 

group and representants from the Group. In the same period of summer and fall of 2018 the campaign 

research was conducted and shared. 

 

Overall the campaign managed to meet and quite often overperform on the preconceived targets as 

formulated in the Campaign Plan and made the considerations of the campaign research actionable.  

 

The campaign plan focused on mobilizing a younger (< 35), urban target group to vote, to strengthen the 

Green ‘brand’, and to help set the agenda – in the mind of the voter – for the elections. The ‘Green Wave’ 

campaign succeeded to do so. The message was to be one of hope, change, optimism and urgency, which it 

was. This message was to be spread via high quality content for social media and targeted advertisements 

and in May of 2019 EGP succeeded to reach 21 million likely voters. The message had to be one of real, 

actionable, promises – not ‘just’ values and emotions - and the key priorities provided it for the campaign.  

 

The Leading Candidates were to deliver the European Green narrative, which they did both in national and 

international media, through interviews, press releases, debates, events and member party visits. The aim 

to engage a large following behind the two Leading Candidates, both on- and offline, proved more difficult 

to accomplish. In line with the plan, there were two large events in which they took the stage. First there 

was the Berlin Council in which they were elected which was attended by 75 journalists and led to 

generally very positive press. The Electoral Rally (‘The Green Wave’) was well attended and motivated the 

many international participants, but failed to acquire a lot of press attention. 

 

Tilt managed to gather close to a hundred thousand emailable addresses which is a success. Most 

emailable addresses were collected in the last six months before the elections, when the Tilt team was 

complete, the support team (designer, advertiser, member party relations) was fully there, and the 
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campaigns became better adjusted to the demand. Some Tilt campaigns managed to reach well over a 

million Europeans, thereby raising the salience and urgency of Green issues and strengthening the 

European presence. The extent in which Tilt helped in ‘Getting Out The Vote’ cannot (currently) be 

assessed, but the plans were put in practice.  

 

A strong effort was made for closer collaboration and more support for member parties. There were 

working groups, trainings, communication channels, events, visits, Tilt, joint press releases and translated 

quality content for social media with which we reached potential Green voters in all relevant member 

states.  However there remains much to invest in for future collaborations and campaigns, as the 

participation was not as high as hoped for. The relationship with the Group was as strong as it could and 

hopefully will continue to be.   

 

The campaign had a very high output, most of which was prepared and produced inhouse. This was in line 

with the note of the Campaign Plan to invest in getting the best people. This has led to not only an 

effective but also efficient campaign.  

 

Member party and Leading Candidate support/participation are the clearest elements of the campaign to 

improve towards the future.  

 

Campaign Research 
Predating the Campaign Plan is the Campaign Research and Strategy, as conducted over the summer of 

2018 by the European Greens in tandem with the campaign agency Reform Act. An analysis of the 

(potential) Green voters and the Green parties across Europe a few simple led to a few fairly obvious yet 

very strong recommendations for the campaign:  

1. To mobilize people to vote with urgent messaging and relational voter targeting. 

2. To focus on highly educated millennials (< 35) living in urban centres  

3. To frame these elections as an urgent call for the need for change, the need to stop the climate 

crisis and to protect progressive values and the EU project.  

4. Relational voter targeting - a fairly recent innovation from campaigns in the United States that 

focuses on peer pressure and peer inspiration as a way to get people to vote, rather than on 

subject matter in itself - has proved an impactful method to get people to vote. 

5. To diversify the message by leaving more space to talk about democracy and corruption in Eastern 

Europe, the economic outlook for the youth in Southern Europe and EU values in Northern 

Europe.  
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The EGP campaign invested in a special Relational Voter Targeting platform (‘The You Effect’) 

supported by Tilt and in Get-Out-The-Vote videos for social media. Both reached millions of young 

urban voters, although the participation in the You Effect was not as high as hoped. The messaging in 

debates, press and social media was both urgent and diversified.  

 

Young voters in many - mostly Northern - countries showed up stronger than in 2014 and the 

percentage of the Green vote was particularly strong. The urgency of the Climate Crisis, both 

expressed grassroots from Fridays for Future and the Extinction Rebellion as propagated by the 

European Greens are generally expected to have played a large role here. 

 

Campaign Guidelines 
The Campaign Plan stated seven guidelines for the campaign: 

1. The elections are about mobilization 

2. We mobilize on climate change, protecting European Values (and the overall need for change) 

3. We love Europe, that is why we need change 

4. Our target audience is predominantly <35 and educated 

5. We reach that audience best through social media  

6. The Leading Candidates process is important 

7. People can elect national Greens, not the European Green Party 

 

The campaign focused heavily on mobilization, with an investment into multiple Get-Out-The-Vote 

videos (of which four on climate) that reached millions; the hashtag #VoteForClimate being dominant 

throughout the final weeks of the campaign; a dedicated effort from Tilt to mobilize their supporters 

and a dedicated platform for relational voter targeting (#VoteForClimate).  

 

The turnout reached a 20 year high, with countries with a strong increase in Green support showing a 

surge in the turnout: Denmark (56 -> 66), Germany (48 -> 61), France (42 -> 50), Austria (45 -> 60). 

Exceptions to the rule are Spain (44 -> 61 *national elections), Czechia (18 -> 29 *pirates partner 

performed well), Slovakia (13 -> 23), Poland (24 -> 46) and Romania (32 -> 51). More data is needed, 

and expected in time, to see to what extent the <35 and highly educated turnout has increased 

however we know from analyses done in Germany that the Green vote was dominant among 

millennials and a lot weaker for fifty and over.  
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Tens of millions of voters have been reached through social media, rising over the course of the 

campaign from 3 million in December to 7 million in April and 21 million in May. Our messaging on 

social media as well as in press and debates focussed heavily on climate, on change and protecting 

European Values. 

 

Throughout the campaign EGP remained true to the importance of the Leading Candidates process by 

showcasing Bas Eickhout and Ska Keller as potential commission presidents and the leaders of the 

European Green movement. In press and debates the EGP did not back away from the importance of 

this democratic instrument.  

 

Campaign Characteristics 
The Campaign Plan stated the following characteristics for the campaign: 

1. In a landscape of simplified ‘more or less’ European narratives, we talk about a path to a different 

Europe 

2. We will talk mostly about European issues and how they affect people, instead of the European 

institution 

3. Our leading candidates and everyday Europeans are the faces of this message 

4. Our leading candidates have a strong following online and draw crowds offline 

5. We are both optimistic and empathetic, as well as urgent and combative in our tone-of-voice and 

attitude 

6. We are professional. What we do is of the highest quality.  

7. We are a movement. We draw crowds offline, mass engagement online and are a visible part of 

progressive movements that rise. 

8. We celebrate Green successes to show our very real potential to enact change.  

 

The campaign carried the slogan “Let’s act. Together!” which symbolizes five things:  

1. The need to ACT on climate, as it is action that leads to hope (following the words of Greta 

Thunberg) 

2. The need for politics of real action instead of the status quo of delayed and half measures 

3. The need to stay together as Europe, instead of letting populists divide us. 

4. The need not ‘simply’ to stay together, but to act to create the change we need. 

5. An optimism towards the future and urgency to act (together). 
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In almost all messaging, be it from EGP itself or from the Leading Candidates, the focus was on change 

on policies that affect people - protecting rule of law, combatting the climate crisis, increase equality 

- not change simply for the sake of the European institutions. This is most clearly visible in the 12 key 

priorities that the European Greens adopted. 

 

Every important success from the Greens has been celebrated in the communication from the EGP: 

from a video of local successes to policy successes in the European Parliament and by elevating 

successes on the national level to a European discourse.  

 

Throughout the campaign a focus on an additional success was added to the communication: The 

Green Wave starting in Bavaria, Germany and (for now..) ending in the European Elections. 

#GreenWave was the most trending political party hashtag during the debates and has since become a 

common frame for journalists across Europe to report on the European elections. 

 

With Tilt EGP managed to make big steps towards building a pan-European Green movement. The two 

large events - Berlin Council and ‘The Green Wave’ Election Rally - showcased a strong and fresh 

energy among the Greens but it was not enough to break through as being seen as a ‘movement.’ The 

bigger movement capturing the stage in the elections was #FridaysForFuture, to which the Greens 

managed to find a balanced close-but-distant relationship (a shared hashtag in #VoteForClimate, 

shared mediamoments and visible participation in the bigger mobilizations). It was this movement that 

had an ownership of an ‘urgent and combative’ attitude in the elections.  

 

The Leading Candidates were put front and central during the campaign when it concerned 

communications to the press, both on a European level and in the support for member parties, which 

often coincided with meetups (‘changemaker meetings’) and visits. On social media (other than 

Twitter) the focus was heavier on the need for change, the Green Wave, the Fridays For Future, the 

priorities and hope (not hate), with the Leading Candidates taking the back seat. Partially this had to 

do with putting everyday Europeans forward, partially it was a choice from the Leading Candidates.  

 

The meetups generally led to relevant national press. The two bigger events drew bigger crowds and 

where positively rated. The merchandise managed to find its way to mobilizations and cameras that 

were not organized by the European Greens (member party press, fridays for future). The social media 

reach was way higher than of competing European parties. The Leading Candidates performed well in 

debates and these debates were (close to) won online. No big mistakes were made.  
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Campaign Focus 
The Campaign Plan formulated the following focus points for the campaign: 

1. Advertising our message will be done mainly via social media, not traditional media 

2. EGP will build a digital movement via Tilt, to strengthen our agenda-setting potential and increase 

our potential for online engagement 

3. A strong, urgent and passionate narrative as told by the Leading Candidates, reinforced by the 

manifesto and the 12 key priorities, and as heard by national leading candidates. 

4. EGP does few events, but does them well. Events act as a hook for attention from traditional press.  

5. EGP does not have the biggest budget, but the best people: we invest in our team and talent to 

compete with other parties by having more creativity and being more professional 

6. Increase the turnout among (< 35) progressive voters in all countries 

7. Show the Green promise and narrative among all potential voters 

8. Additionally, strengthen the visibility of the Green ideology in countries where so desired.  

 

The reach on social media was way higher than competing member parties, as was the budget spent. 

Tilt managed to reach close to a hundred thousand emailable addresses. The 12 Key Priorities and 

Manifesto were overwhelmingly adopted by the delegates. The events managed to create (national) 

press attention. Most production was done in house because of an investment in the team. The turnout 

seems to have increased among <35 (but time will tell) and we have reached tens of millions of 

potential voters with the potential for a Green Wave and real change. In some countries the visibility of 

the Green ideology has increased strongly, both because of the work of EGP and FridaysForFuture but 

not in all countries did this lead to the desired effect of Green seats.  

 

Leading Candidates 
The Campaign Plan had the following key notes concerning the Leading Candidates, next to defining the 

main roles for the Leading Candidates to be the Green voice in the European debate and to strengthen the 

Green voice in the national debate.  

1. We will launch our common manifesto and elect our Leading Candidates at the council in Berlin, 

23rd to 25th of November 

2. Our Leading Candidates and everyday Europeans are the faces of our message 

3. Our Leading Candidates have a strong following online and draws crowds offline 

4. Strong focus on increasing relevancy and reach on Twitter so that journalists take over their 

messaging 
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5. Strong focus on increasing the visibility (reach) on Facebook and Instagram; so that a large part of 

our potential electorate will know them, trust them and care for them 

6. Support for leading candidates.  

 

The Leading Candidates Bas Eickhout and Ska Keller were elected at the Berlin Council and have since 

been a relevant player in the European discourse and, when so requested, in member party press. 

During debates they were (close to) the most visible Leading Candidates, competing closely with Frans 

Timmermans. Strong articles and interviews were additionally pushed via Twitter (including 

advertisements) to reach journalists.  

During the campaign, the lead candidates have visited 16 member states. These visits can be divided 

into two different type of events: 9 Meet-Ups (organized by EGP) and 13 visits (requested by member 

parties). These visits have been very much appreciated by member parties and have had a positive 

impact on the national campaigns.  

The Leading Candidates were supported in their messaging, social media, press, logistical-, strategic- 

and personal assistance. Where (legally) possible the Leading Candidates relied heavily on assistance 

from the Group. Moreover, the received support from their respective member parties in their role as 

Leading Candidates for the member parties. The Leading Candidates were not eager to rely heavily on 

EGP which led to slower and more cumbersome processes to support and produce, whilst increasing 

collaboration with other stakeholders.  

 

The visibility on Facebook and Instagram of the Leading Candidates increased, with increased 

investment to put their faces forward by all stakeholders. However, it seems very unlikely that the goal 

of having a large part of our electorate know them has been achieved (there is little data).  

 

The Leading Candidates chose not to let EGP take the lead in their social media platforms, which 

hampered the effort and opportunity to increase their visibility. Their reluctance to be part of some of 

the European Green products for social media and press, furthermore, hampered the effort.  

 

Social Media 
In order to reach the goals concerning the social media effort to reach the potential electorate, the 

Campaign Plan notes: 

1. We aim to make at least fifteen engaging videos that have the potential to go viral on Facebook 

and Instagram.  
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2. We set aside budget to reach millions multiple times over. 

3. These videos will be translated. 

4. We spread successes, frame the debate and react to the news and opponents through our Leading 

Candidates on Twitter.  

 

EGP went well over the five million per month in reach in April and May (21 million). The most likely 

potential electorate was reached over three times. EGP produced over 25 high quality videos of which 

eight reached well over a million viewers. This was complemented by four online activities (you effect; 

climate change; gender equality; press freedom) that reached an average of 2 million voters on 

Facebook and Instagram.  

 

The strategy was to make content that is of such quality that member parties and candidates would 

use/share them. The original idea was to see per piece of content if a member party would want that 

content translated, but in practice the campaign team moved to translating all content in most 

languages and be available for more translations when requested. The products were not shared by 

member parties as much as had been hoped.  

 

The five most used hashtags during the debates were (in order) #EUelection2019, #EP2019, #GreenWave, 

#VoteForClimate and #ItsTime. This is based on an analysis conducted by euvisions that concludes: “The 

Greens and the ALDE have managed to somehow dominate the Twitter debate during the three debates: 

the former have succeeded in imposing their own agenda on all the parties, helped both by the 

directness of the message and by the attention recently dedicated to the environment by public opinion”  

 

The EGP was instrumental in popularising the term ‘Green Wave’ in the media following the big 

electoral gains in Bavaria and Hesse in Germany. This was emphasised by a vigorous social media 

campaign using the hashtags #VoteForClimate and #GreenWave and by branding the rally in the same 

manor: “The Green Wave.”   

 

Media 

EGP communications had the following objectives as per our campaign plan: 

- Strengthen the Green brand and visibility [branding]  

- Set the agenda - in voters’ minds - for these elections [issues]  

- Strengthen ownership and urgency of change [change]  
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- Be perceived as the party for hope [hope] 

- Mobilize people to vote [gotv] 

These objectives were met as part of the wider campaign strategy that includes member party 

support, events, Tilt, visits, press, social media and the Leading Candidates.  

 

The ‘Green Wave’ turned out to be one of the stronger narratives leading up to the elections, one 

of the strongest during the debates and dominant after the elections. Green topics have 

spectacularly risen to the forefront as a priority on the agenda of voters – for which much the EGP 

has civil society to thank for.  

 

Young voters in many - mostly Northern - countries showed up stronger than in 2014 and the 

percentage of the Green vote was particularly strong among that demographic. Turnout as a 

whole increased remarkably, after two decades of decline – but it cannot currently be assessed to 

what extent the EGP campaign affected it.  

 

The New York Times described the Greens as ‘The New Hope for Europe’s Center’ and ‘Enemy No. 

1’ for the far right. The Economist described the Greens as the party of youth and enthusiasm. The 

party of hope, the party of change. 

 

Events 
The Campaign Plan notes the aim to do few events, but do them well: 

1. Turn events into campaign events (meetups) that spread out to media (press) 

2. Special focus on the November council in Berlin and an election rally in April.  

 

The campaign events and visits have generally led to national press that was considered to benefit the 

concerning member parties, although there is little reason to assume this effect was much stronger for 

events than more regular visits.  

 

The November Council had around 75 journalists attending and led to many dozens of press articles. 

This was not the case for the Electoral Rally ‘The Green Wave’ which proved to function more as a 

motivator for candidates and supporters (and helped popularize the frame). An additional event was 

later foreseen, the Campaign Launch, which again led to dozens of articles.   
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Tilt! 
The Campaign Plan reiterates the goals and ambitions of Tilt! - in and out of an election period - as well as 

mentioning the Get-Out-The-Vote potential specifically for the ‘19 Parliamentary Elections. 

 

Tilt managed to gather close to a hundred thousand emailable addresses which is a success. Most 

emailable addresses were collected in the last six months before the elections, when the Tilt team 

was complete, the support team (designer, advertiser, member party relations) was fully there, and 

the campaigns became better adjusted to the demand. Some Tilt campaigns managed to reach 

well over a million Europeans, thereby raising the salience and urgency of Green issues and 

strengthening the European presence.  

 

Many of the Tilt subscribers clicked through to the Get-Out-The-Vote activities and videos. The 

participation in those activities was not as high as hoped even though they were tailored for an 

audience with low engagement to European politics (the parties, the players) but with high hopes 

for change on European topics (the issues).  

This might speak to the quality of the activities, or it might speak to the difficulty of finding higher 

level engagement from voters - than voting, reading, watching and liking - with the European 

Elections in a time without transnational lists and well known players.  

 

Member party support 
Next to the general goal of the European Greens campaign to raise the profile of the Greens and influence 

and mobilize the potential Green electorate in the member states to vote for the member parties, the 

Campaign Plan notes the following support for member parties: 

1. A Campaign Working Group is set up with responsible campaigners from member parties for 

regular meetings on the European Parliamentary campaign  

2. EGP has set up Tilt which allows for additional agenda-setting potential and help build a 

supporter base for member parties 

3. We will have the shared manifesto and 12 key priorities. An Easy-To-Read version of the 12 

priorities will be developed:  https://vote.europeangreens.eu/priorities_erv 

4. EGP leading candidates will reinforce national visibility 

5. EGP offers high quality content and materials, increasingly translated into the different languages 

6. EGP gives campaign training and offers access to video trainings and a tech toolkit 

7. EGP organizes events in member states 

8. EGP offers political support 
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No one can vote for the European Green Party; voters elect candidates from the member parties. The 

EGP invested in supporting the member parties in compliance with the points mentioned in the 

Campaign Plan.  

• Most videos were translated in most languages - yet they were not widely shared by member 

parties.  

• The Brussels campaign training / working group of January 2019 had high attendance - but the 

video trainings and tech toolkit have not been widely used, although repeatedly shared. 

• The European Green Party was generally considerably ahead of member parties in the 

timeline of preparing for the campaign - which made regular meetings with the Campaign 

Working Group feel less relevant.  

• The Manifesto and 12 key priorities were widely adopted and in many cases (re)used for 

member party manifestos.  

• Tilt was not widely considered as an option in raising the profile of the member party or the 

salience of their issues, the resulting participation was not as high as hoped. 

• The Leading Candidates have been invited for visits and to organize events - but request 

generally came late and many member parties had to be nudged repeatedly before it was 

considered. 

 

All in all a strong effort was made for closer collaboration and more support for member parties, 

which clearly had its effects. However there remains much to invest in for future collaborations and 

campaigns. Much of this has to do with the stark contrast between the timeline of member parties and 

EGP. The Leading Candidates were elected in November and the EGP campaign started on January. 

Most member parties started to campaign for the European elections in April.  

 

Timeline 
The Campaign Plan notes the following generic timeline for the campaign: 

1. Buildup phase: From November 1st to January 1st. In this phase we claim the vision for Europe 

with the Manifesto. We present and promote our Leading candidates. We will continue our Tilt 

campaigns. This is also the phase in which the council takes place and the vote for the leading 

candidates and manifesto takes place. 

2. Branding phase: From January 1st to April 1st. In this phase we will strengthen the visibility of the 

Greens where member parties have limited means. We will build a likeable and strong European 
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Green brand with social media content and our leading candidates. We continue with Tilt 

campaigns. This is also the phase of the electoral rally. 

3. Visibility phase: From April 1st to May 29th. In the final phase of the campaign we will continue on 

the path, by strengthening the visibility of the Greens where member parties have limited means 

and strengthening the visibility of the European Green Party. We will initiate out Get-Out-The-Vote 

campaign. An increasing number of events that draw crowds and get press. An increased focus on 

Twitter reactions of SpiKa’s to the news of the day. Finally, we will participate in debates. 

 

Generally, the campaign followed the timeline as mentioned in the Campaign Plan. Difficulties with 

Facebook and Instagram (a temporarily, month long, halt to advertising outside the country of 

residence) made the final weeks more content-dense and made April less relevant in the campaign.  

 

In January of 2019, in the Campaign Working Group, the timeline for 2 and 3 were made more specific, with 

exact dates for events and content. Member parties were continuously updated via Slack and E-mail on this 

timeline (and small changes therein) as well as being provided with relevant information, documentation 

and files. For example, we used these channels to also provide a tool kit for making the campaign more accessible for people 

with disabilities. Specifically, EGP had an Easy-To-Read developed of the 12 Priorities. 
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Lessons Learned 
This chapter focuses on the lessons learned from the campaign: from the successes to repeat to the 

improvements to make. This list is not exhaustive, but selective. 

  

Leading Candidates 
To copy: 

- Strengthen the Green voice in the European discourse by strong showcasing by the Leading 

Candidates in debates and plenty visibility of LC’s in (social) media.  

- Strengthen the Green voice in the national discourse through Meet ups, member party visits and 

(resulting) national press attention.  

- Bas Eickhout and Ska Keller were elected 6 months before the elections in an upscaled event – the 

Berlin Council – which led to the right picture and press attention. 

- Both Leading Candidates were supported by a personal assistant that took the important role of 

being a liaison between the different stakeholders for requests, visits and press. The LC’s helped 

select staff which made sure EGP had the right people for the supporting roles.  

 

To improve: 

- A six month period of clarity on the leadership before the elections is short, when compared to 

national elections. It takes time for stakeholders and teams to (re)adjust to each other – in this 

case the LC’s had important positions and a lot of support both from their respective member 

parties as the Group. Any additional month would prove beneficial. 

- Attempts were made to prepare and successfully navigate the difficult stakeholder landscape of 

Group – EGP – Leading candidates’ member parties – Leading candidates’ delegation staff. These 

attempts have both been successful and in some cases too little, too late. This can be better 

prepared and handled by EGP.  

- The Leading Candidates were not eager to rely heavily on EGP for press purposes which led to 

slower and more cumbersome processes to support and produce, whilst increasing collaboration 

with other stakeholders. Clarity on ownership of, collaboration in and roles for press – EGP v/s 

Leading Candidates v/s Group - should be established in an early period.  

- The Leading Candidates chose not to let EGP take the lead in their social media platforms – and 

sometimes chose not to be part of the EGP social media platforms - which hampered the effort 

and opportunity to increase their visibility. Considering the EGP social media performed very well 
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during the campaign, it strengthens the considerations towards the future to have EGP manage the 

social media channels of the LC’s.  

- The creative and strategic decision-making process for the campaign took place in the EGP 

committee meetings, most of which prior or just-after the election of the Leading Candidates. This 

reduced the buy-in of the Leading Candidates into the campaign and created some – not large - 

distance in messaging between EGP and Leading Candidates.  

- An effort was made to collaborate closely with the Member Parties of the LC’s, by way of joint 

products (events, media) and finding and creating space for each others agenda’s. This has not 

always been satisfactory. Much of this has to do with that the advanced planification of EGP is in 

clear contrast with almost all the member parties which started to campaign for the European 

elections in April. For the MPs was difficult to make clear commitments and plans at the beginning 

of the year. This situation made very difficult to have a clear calendar to schedule the European 

campaign of the leading candidates and to frame their events more strongly.  

  

Social media 
To copy: 

- Reach the Green potential electorate efficiently and effectively through the power of data and 

social media.  

- Persuade and/or engage the Green potential electorate with content that speaks to values and 

emotions. 

- Products were translated, as much as possible. Translated versions of products have a significantly 

higher likelihood to be used and/or shared by a member party – and work better in grabbing 

Europe’s diverse audience’s attention.  

- Products were mostly made inhouse. This reduced the cost/increased the production significantly. 

Moreover, it leaves for ample room for later adjustments and changes, which are often requested 

(last minute) from member parties. Finally, it allowed for space and expertise to grab opportunities 

as they arose on the basis of current affairs.  

- Products were diverse. This helped make sure the products catered to different audiences 

(between and within member states) and that the relevancy and costs could be assessed 

continuously.  

- The budget to advertise these products was significant and focused on social media. Reaching as 

many by spending the same budget on traditional media is hard to imagine, now and in the future.  

- Invest in the big debates with advertising, volunteers and high production. Online the debates 

were – generally – won by EGP and that shows in the traditional press.  



  
 
 
 
 

 20 

To improve: 

- The member party buy-in and participation was not very high. Tailoring and additional investment 

into (one-on-one) communication proved to help.  

- The participation from the Leading Candidates was not very high.  

- Production was very high: too much was planned and too much was added. Which led to stress for 

the team, an advertising budget that was divided over more products and less freedom to fully 

jump into the current affairs. 

 

Media 

To copy: 

- Seek collaboration with member parties and (relevant) civil society. Member parties actively 

engaged in joint communications with the EGP via press releases, such as on Turkey, Ireland, 

France, Bulgaria or the UK. The EGP also tapped into the youth climate movement by teaming up 

with activists Luisa Neubauer and Anuna de Wever in a press release.  

- Use social media to amplify good press. Good articles and debate performances were additionally 

shared via social media, targeted on journalists.  

- Continue with campaign launch event. The Greens are perceived to be political players in the 

European elections following recent electoral successes and attendance and coverage was good. 

- Turn the council where, and the moment when, the Leading Candidates are elected into a grand 

event. Press coverage was good. 

To improve: 

- Some reluctance to communicate effectively with the EGP in setting up a press strategy. Overall, 

press interest was very high and the end result very positive with high attendance and widespread 

coverage.  

- Press for the Meet-ups and MP visits was largely coordinated on the ground by member parties. 

Additional support was also provided on occasion by EGP to attract press presence. There had 

been more possible with a clearer agenda, structure and branding of the events.  

- There was no notable press coverage for the rally. It was perceived as a more informal event to 

meet and greet Green candidates. Such big events can benefit from strong and relevant political 

messaging to be delivered through a speech (and informing journalists prior).  

- There was some reluctance on behalf of the leading candidates to communicate via EGP channels. 

However, both Bas and Ska engaged actively with EGP as part of a wider communications strategy 
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involving the Group and individual contacts with journalists. Setting the rules of engagement for 

press between group, press and leading candidates can be improved for next time. It is key. 

 

Events 
To copy: 

- The European elections are still a sum of national elections, therefore, the main campaigning 

remained at national level. EGP has been able to be part of almost all the national campaigns 

through the lead candidates, most often through visits and events.  

- The Electoral Rally was a strong motivator internally (for MP candidates and MP campaigners), 

helped carry over a message to them that they would then spread (‘Green Wave’), helped 

distribute merchandise that was used a lot since by people from different member parties. 

- The upscaled version of the council led to a definite and firm increase in press attention, both on a 

European scale and for different visiting politicians from member parties. 

- The upscaled version of the council set a shining stage for the first press coverage of the EGP 

Leading Candidates.   

- The Campaign Launch PR-event led to a decent amount of press relative to the work put in 

facilitating the event.  

To improve: 

- Advanced scheduling has proven an issue: whereas the EGP campaign started in January many 

member parties started in April. This makes it hard to plan ahead. 

- Visits and Meet Ups were set up to meet the needs of the member parties. In consequence, they 

did not contribute on the narrative and did not have a clear identity of the campaign. For the 

future, it is important to think on the common political definition of these events.  

- The lead candidates appeared in the national press in each meet up and visit but the impact could 

have been bigger if the meet ups and visits would be more planned and would carry a stronger 

identity. 

- The Electoral Rally would benefit from having a strong political demand (or attack or promise etc.) 

to be voiced on stage, in order to get journalists to attend and more articles published.  

- Attendance and engagement has been good but not spectacular. This is expected to rise sharply 

when European campaigns become more ‘European’ (transnational lists) and if and when voters 

know more about, and care more deeply for, the Leading Candidates and other high profile 

Greens.   
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Member parties 
To copy: 

- Member parties had been informed – and asked for input - early and often in the campaign 

through the campaign working group and -steering group. This was beneficial: there were few 

complaints throughout the campaign and there was clarity on what to expect. 

- Member parties have been continuously informed, through multiple channels, on what the 

campaign will look like, why, and what will be delivered to them, when. This has increased 

participation in campaigns and expedited delivery, by knowing in advance which translations were 

necessary and which campaigns not to, or more strongly, proceed with in member states. 

To improve: 

- Participation in trainings and working groups was often not on the highest level of campaigning 

staff.  

- The working groups and get-togethers were not plentiful enough to create (enough) new and 

enduring relationships between campaigners. We should see each other more.  

- Information and content was shared plentiful, but follow up was lacking. More, and personal, 

directed, communication after the launch of content/product will help to increase participation. 

Having less content will make this more doable.  

- Digital trainings and a tech toolkit were provided to member parties, after there was a lot of 

demand voiced. However the usage of these materials was low.  

- There is a stark contrast in the planning of member parties and EGP. Most possibilities (such as 

events, visits, Tilt campaigns, additional campaign videos) were not picked up in an early stage 

because the member parties had no clear campaign plan and -planning ready at that point. 

Member parties include EGP in their original campaign planning despite being involved in the 

process and voting for the campaign plan. When member parties came to EGP in May, it was late.  

- It is a continuing challenge to find the right point of contact at member parties.  

 

Tilt 
To copy: 

- Tilt has been considered a key part of the European Green Party structure. This has led to the 

maximum benefit of Tilt for the larger EGP campaign and the larger EGP team for Tilt needs.  

- To be able to do European Campaigns good and fast translations are a must. This has been done 

most effectively and efficiently through volunteers rather than agencies. Campaigns in multiple 

languages (and thus in the native language of the audiences) perform significantly stronger.  
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- The cooperation with the Green Group has been keen to reach the goals and to be as an important 

part of the European Green Campaign. The fact that the Green Group appointed one specific 

person as the Tilt counterpart has been very helpful and crucial. 

- Tilt! Is a complex tool and organization which requires different skills and a very good cooperation 

with Member Parties, the Green Group and the rest of the staff within EGP. It has taken many 

months to grow the team, the structures, the relationships, the freedoms and feedback loops to 

become more effective. This should continue to be assessed, improved and valued.  

- There was continuous improvement on the basis of feedback, from the data (the shares on social 

media and the clicks on petitions) to the experts (the experienced campaigners and the 

knowledgeable politicians) – real community, real change. This has to continue in order to find the 

right balance between directed impact and sizeable audiences – straight throwing, hard hitting 

campaigns. 

To improve: 

- Cooperation with Member Parties needs to be strengthened and deepened. There has been 

continuous communication about campaigns, invited to participate in action days, invited to come 

with proposed campaigns, explained the benefits of participation and translated when so 

requested.   

- Tilt was heavily dependent on Facebook and (its subsidiary) Instagram. When Facebook did not 

allow for campaigning on their accounts (outside of Belgium) from April 15th to May 9th, that was 

both a heavy blow to Tilts potential growth as much as it was a wakeup call to the dependence on 

these platforms. Alternative methods and platforms should be continuously assessed.  
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Segments 
This chapter contains the separate analyses of the different segments of the campaign: Tilt, media, 

member parties, events and the Leading Candidates. This part of the evaluation serves not only to assess 

and analyze, but to give an extensive insight into all that has been produced by the European Greens staff 

and the Leading Candidates during the campaign period (November 23rd 2018 - May 26th 2019).  

 

Rally 

Introduction 
 

“The Green Wave” was imagined as the biggest EGP electoral event in the lead-up to the European elections 

2019. It gathered over 600 people from all over Europe calling for change and delivering a hopeful narrative 

for the future. The event was structured as a mix between politics and entertainment, starting with speeches 

by politicians, experts and activists, and ending in a celebratory atmosphere with a concert / DJ set. It was 

envisioned as a rally, with the aim to energize and engage participants before the final stage of the 

campaign. 

 

The main aims of the event were: 

• to boost the Green vote in May 2019 

• to make the Green Wave visible 

 

To achieve these goals, we set the following objectives: 

 

1. mobilizing 1000 people across Europe to attend the event to build momentum and enthusiasm 

among our base in the lead-up to the elections, showcasing our strength and unity as elections 

approach 

 

2. delivering a message of change and presenting ourselves as an alternative to the status quo 

 

3. promoting the Green message through an attractive event program that will be livestreamed and 

recorded for maximum exposure among potential voters, and speakers and musicians whose profile 

will ensure the event gets international attention and press coverage 
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Achievements & Conclusions 
 

Overall, the electoral rally was a very successful event which fulfilled expectations within the campaign. The 

rally was the biggest event organized by EGP during the campaign that managed to bring people from 

around Europe, Greens and Green sympathizers, together. The rally created excitement and emphasized 

Green unity before the campaign; a feeling that the Green Wave is really coming, and we are a part of it; all 

of us need to succeed in order for Green Wave and Greens to succeed on European level. Narrative of the 

event fitted into the campaign, and it did contribute to amplifying and increasing visibility of the Greens. 

Analysis: looking into specific campaign aspects and challenges 

 
Work with member parties  
 

At the beginning of the project preparation (December – February), the event was planned in cooperation 

with GroenLinks and was set to take place in Amsterdam. However, at the Committee meeting on 22-23 

February, a decision was made to change the venue to Brussels due to GroenLinks no longer being interested 

in partnering with the EGP to organize the event.  

 

This left us with a very short time (a month and a half) to organize the event: organize logistics in Brussels, 

invite speakers, promote the event and do a crowdfunding campaign.  

 

Member parties were overall positive and cooperative about the rally. Some understood it as a Council-like 

event, and sent their “delegates” without widely distributing the invitation like we asked them to.  

 

The cooperation with Groen and Ecolo was fair; they helped us in gathering necessary information on legal 

situation in Belgium when it comes to electoral events, they shared a call for volunteers with their members 

and they promoted the event through their channels.  

 

Participants 

 

Target audience were:  

• Member Parties 

• Partners: FYEG / GGEP / GEF 
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• Tilt subscribers 

• NGOs in Brussels 

 

The main part of the mobilization strategy was covering travel costs for a certain amount of participants. 

Travel costs were covered in two ways: 

§ Directly organized travel: buses were organized from nearby countries with more mobilization 

potential 

§ Individual travel reimbursement 

 

Buses: Target numbers + targets reached are presented below. 

 

Buses 

Country  Expected Real 

Germany 5 4 

The Netherlands 1 2* 

France 2 0** 

Slovenia 1 1 

Sweden 1 1 

 

*Originally, only one bus was envisioned to go from The Netherlands (from Utrecht), but a second bus was 

added (from Den Helder) to bring some participants from the EMI Democracy Alive festival (more on that 

below). 

 

**Originally, 2 buses were planned from France (from Paris and Lille), but there was not enough interest from 

participants, so it was decided, in agreement with the Member Party in question, that anyone interested in 

traveling from France would be reimbursed on an individual basis, an buses were cancelled. 

Buses departed from the following cities: 

 

• Germany 

o Berlin 

o Frankfurt am Main 

o NRW North route: Bielefeld, Düsseldorf, Essen, Hamm 

o NRW South route: Aachen, Bonn, Cologne 

• The Netherlands 

o Utrecht 
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o Den Helder 

• Sweden 

o Malmö 

• Slovenia 

o Ljubljana 

 

In addition to covering participants’ travel costs, we used the mobilization potential of complementary 

events: 

• Green Group training for candidates that took place in the afternoon of 13 April in the rally venue 

• Youth event with the leading candidates that was organized in cooperation with FYEG and the 

European Youth Forum 

• EMI Democracy Alive festival that took place on 11-13 April in Texel, NL; where we participated as 

one of the partner organisations and we organized a bus heading from there directly to the rally, in 

cooperation with FYEG  

 

 

Participants – in numbers: 

 

Total number of participants expected: 1000 

Number of registered participants: 917 

Real number of participants: 603 

Participants per time of registration 

 Advance registrants who showed up 409 

 Participants who registered on the spot 194 

Participants per organization: 

 Member parties:  384 

 NGOs and others 45 

 Unknown 174 

 

 

In total, 28 member parties had their representatives on the rally. 
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Participants from member parties & partners:  

• Ecolo: 59 

• Groen: 54 

• Bündnis 90/Die Grünen: 72 

• GroenLinks: 32 

• EELV 22 

• Miljöpartiet de gröna: 29 

Other member parties were represented by a few people:  

• Alternattiva Demokratika – Malta 

• Azerbaycan Yasillar Partiyasi – Azerbaijan 

• Comhaontas Glas – Ireland 

• Déi Gréng – Luxembourg 

• Die Grünen - Austria 

• Ecologoi-Prasinoi – Greece 

• Eestimaa Rohelised – Estonia 

• EQUO – Spain 

• Federazione die Verdi – Italy 

• Green Party of England and Wales – UK 

• Grüne / Les Verts / I Verdi – Switzerland 

• Iniciativa per Catalunya Verds - Spain 

• Lehet Más a Politika – Hungary 

• Miljöpartiet de gröna - Sweden 

• ORaH – Croatia 

• Partia E Gjelber - Albania 

• Partido Ecologista - Os Verdes - Portugal 

• Scottish Green Party – UK 

• SF - Denmark 

• Verdi-Grüne-Vërc - Italy 

• Vihreät - De Gröna - Finland 

• Zieloni - Poland 
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Main observations about participants: 

 

- There was a high dropout rate of 45% when we compare the number of registered participants (917) with 

the number of registrants who actually showed up (409). However, there was also a high number of 

registrations on the spot (194) – this means that approximately 21% participants showed up without prior 

registration. 

 

-  Overall, we didn’t manage to gather 1000 participants as we wanted. The biggest differences are rather 

low participation from Belgium and France, compared to what was expected. Buses didn’t bring as many 

people as we had hoped for, especially considering the efforts invested in organizing them. 

 

Main reasons for this are most likely:  

 

o The event was free and therefore there was no financial incentive for participants to attend 

(appear on a bus, or attend the rally after registering) 

 

o Due to delays caused by the venue change, website issues, and legal restrictions for campaign 

events in Belgium, there was a lack of time to promote the event and therefore a lack of time 

for people to plan their travel and accommodation properly. Consequently, time for member 

parties to organise buses and mobilise their members was insufficient.  

 

Crowdfunding  
As a part of our mobilization strategy, we ran a crowdfunding campaign. It was the first crowdfunding 

campaign EGP ever did, so it was set up as a test and a learning opportunity. We wanted to explore the 

following aspects: 

• Test the strength of our connection with our supporters 

• Enhance our supporters’ enthusiasm for our campaign by giving them a higher stake 

• Connect with a broader audience and gain new supporters 

• Test our ability to deliver a message that can convert into financial contributions 

 

Our original intention was to reach out to target audiences proactively and to build a database that we could 

use to send out regular email updates, as email updates are seen as one of the most effective ways of 

communicating in a crowdfunding campaign. The idea was to already reach out to target audiences before 
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the crowdfunding campaign went live and to collect some funds already in that stage. New subscribers and 

contributors would then be added to the database. 

 

However, this didn’t happen due to delays in the timeline and concerns about privacy issues (for example, 

adding Tilt subscribers to a database they didn’t consent to being added). Instead, we emailed subscribers 

separately, reminding them to contribute to the crowdfunding campaign.  

 

We emailed the following target audiences: 

• Member Parties 

• Tilt subscribers (in cooperation with the Tilt team) 

• Event registrants 

• Newsletter subscribers 

 

Furthermore, we promoted the crowdfunding campaign on social media. 

 

Funding targets set + targets reached are presented below. 

 

 Expected Reached 

Funding target 5 000 EUR 1 813 EUR 

Number of contributors 400 80 

Average donation (per person) 25 EUR 22,66 EUR 

 

Taking into consideration the total amount we raised and campaign duration March 7 – April 10 (35 days in 

total), we raised approximately 51,8 EUR/day. Crowdfunding contributions were used to fund participants’ 

travel to the event. 

 

As a conclusion, we didn’t manage to reach the targeted amount, and due to extremely short period for the 

crowdfunding (and low capacities to properly run the campaign), this attempt cannot be understood as a 

sufficient experiment at this kind of activities. Nevertheless, despite the low promotional activity and short 

timeline, we have received significant amount of contributions, even in the periods when we didn’t advertise 

for it. That showed that Greens have a solid and emphatic base of supporters, and crowdfunding is worth 

exploring in the future. 
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Promotion 
The narrative of the rally was focused on: 

• emphasizing the strength of the Green Wave 

• calling for change and presenting the Greens as an alternative to the status quo 

• emphasizing the urgency and importance of acting in this political moment 

• branding the event as THE event to be at, a unique and unforgettable opportunity people will not 

want to miss 

 

Channels used to promote the event: 

• Facebook 

• Twitter 

• Instagram 

• Mailing lists (international secretaries and communicators of Member Parties) 

• Tilt 

• Green Minds Slack channel 

• Communication channels for green volunteers 

• EU events website 

 

Promo materials 

• Event website 

• General promo video (Twitter | Facebook)  

• Promo videos with leading candidates (Ska Keller | Bas Eickhout) 

• Facebook event 

• Graphics (examples below) 

o General visual 

o Sign up now 

o Promotion of buses 

o Promotion of crowdfunding 

o Countdown 
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Programme 
 

FINAL PROGRAM  

Time Title What? Who? 

17:00 – 00:00 Participants’ arrival and 

registration 

Entry is open, participants start to gather, music playing, 

food and drinks available 

 

18:00 – 19:00 Intro performance A short concert by a local band Jaune Toujours 

19:10– 19:15 Opening video Video on the 12 priorities grabs the attention of the 

crowd 

 

19:15 – 19:30 Welcome words Host fires up the audience, gives the floor to political 

representatives 

Stéphanie Coerten (4 min) 

 

Monica Frassoni, EGP Co-Chair (3 min) 

 

Séverine De Laveleye, President of the 

Council in Forest (3 min) 

19:30 – 19:50 Program block 1 

‘The time for change is 

now’ 

This program block focuses on several main issues the Greens are fighting for and the idea is for 

speakers to explain why these topics are important and urgent to address right now. Speakers in this 

block are experts / activists who will speak from an issue-based angle. 

  

 

Introduction of the programme block & speakers by the 

host  

 

(Stephanie will make an announcement of every speaker 

before they come on stage) 

Stéphanie Coerten (2 min) 

Speakers in this block will talk about the following 

issues: 

- Environmental justice & fight against climate 

change 

- Economy (esp. focused on tax justice) 

- Human rights (esp. focused on anti-racism) 

Nicolas Van Nuffel, Spokesperson – 

Belgian climate march (7 min) 

 

Mikhail Maslenikov, Oxfam Italy (7 min) 

 

Sarah Chander, Senior Advocacy Officer, 

European Network Against Racism (ENAR) 
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19:50 – 20:00 Performance  Musical performance  Jaune Toujours 

20:00 – 20:20 Program block 2 

‘Change on the ground’ 

This program block serves as a transition from issue-based content to content that is more related to 

the upcoming elections and the Green Wave we hope to achieve there. This program block features 

activists who are making change happen on the grassroots level – showing that the Green Wave is 

already here on the streets of Europe, and how to mobilise citizens for a cause.  

  Introduction of the programme block 

- Short video on mobilization grabs the 

attention of the audience before host comes 

on stage 

- Host announces new thematic block 

 

Stéphanie Coerten (2 min) 

Mobilizing to fight climate change 

- Host invites Marie and Franziska on the stage 

and engages them in a conversation. Each of 

them gets 2-3 questions to ask plus an 

opportunity for a message to the audience 

 

Marie Lecocq, CNCD 11.11.11 + Franziska 

Wessel, Fridays for Future Germany  

Mobilizing for women’s rights  

- Kat and Magdalena deliver a speech together 

Kat Iwaniuk + Magdalena Gałkiewicz, 

Gals4Gals – Polish pro-choice activists (7 

min) 

20:20 – 20:30 Performance 

  

Musical performance 

  

  

Jaune Toujours 

20:30 – 20:50 Program block 3 

‘Change in politics’ 

This program block focuses on the change we hope to achieve in the political system in these upcoming 

elections. It is the opportunity for our leading candidates to address the audience and emphasize the 

importance of this political moment and the importance of taking part in the elections. It complements 

the previous block, as grassroots change is the first step to changing the political climate and putting 

issues on the agenda, but that change needs to be reflected inside of the system as well and the 

elections will be the moment to vote for that change. 
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  Bas & Ska video plays.  

 

Introduction of the programme block  

- host animates the audience in a moment of 

excitement and anticipation, announces Bas 

and Ska as the faces of change in politics 

 

 

 

Stéphanie Coerten (3 min) 

 

Leading candidates in the spotlight  

Ska Keller + Bas Eickhout (20 min) 

 

20:50 – 20:55 Transition / audience 

animation 

Host animates the audience after the speech delivered 

by Bas and Ska. She then thanks the contributors to the 

crowdfunding campaign and invites the audience to be a 

part of the Green Wave by taking a selfie with Bas and 

Ska. 

Stéphanie Coerten 

20:55 – 21:45 Program block 4 

‘The Green Wave is 

here’ 

This program block is the culmination of the evening and its purpose is to build excitement and 

enthusiasm for the upcoming election. After showing what we want to change in the political system in 

program block 3, we want to show how the Green Wave is already becoming a reality at the polls, on 

the local, regional and national level. The Green party representatives who recently celebrated 

electoral successes will speak about the changes that happen when Greens govern and build up hype 

that this can also become a reality at the European level. Then, MEP candidates will come onstage to 

present themselves as faces of that European-level change that we hope to achieve. All speakers in this 

block will build up the hype and encourage people to go out to the polls because now is a decisive time 

for Europe. 

 

 

 Introduction 

- Host invites party representatives as the faces 

of the Green Wave  

 

Stéphanie Coerten (2 min)  

Green party representatives / Faces of the Green Wave 

 

Party representatives come on-stage together, host 

moderates an animated and dynamic discussion.  

 

Video message from Pekka Haavisto (Finland) plays. 

Green party representatives (25 mins) 

 

Magid Magid, Lord Mayor of Sheffield 

Kathalijne Buitenweg, GroenLinks 
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Transition 

 

Host thanks the party representatives, she invites MEP 

candidates to join 

Stéphanie Coerten (3 min) 

National MEP candidates in the spotlight 

 

Host asks MEP candidates to present their ‘pitch’, what is 

their one message from them to change Europe. Europe 

is more than institutions. Europe is people. This is the 

team who will make the change. Everyone has 2 mins to 

respond. The host animates the audience to cheer for 

the candidates and give them support. 

 

Petra de Sutter and Philippe Lamberts have extra closing 

words to address the audience.  

MEP candidates (25 mins) 

 

Alice Bah Kuhnke 

Yannick Jadot 

Miłka Stępień 

Ernest Urtasun 

Kim Van Sparrentak 

Philippe Lamberts 

Petra De Sutter 

 

 

21:45 – 22:00 

  

Break/transition Rally ends and concert begins 

 

Host thanks all MEP candidates for their presentation, 

all candidates in the audience come on stage for a 

photo-op and a final festive moment. Bas and Ska 

shortly tell everyone once again why it’s important to 

vote in this election as a closing political remark. Then 

the host thanks everyone and announces the concert.  

Stéphanie Coerten  

Bas / Ska 

22:00 – 24:00 

  

Concert   Opening DJ (Dirk) (20 mins) 

DJ Tom Barman (headliner) (1h30min) 

 

 

 

 

Despite certain aspects of the programme that could have been better (like programme duration which was 

too long according to some, and the fact that the catering zone was separated from the bar), overall the 

programme fitted the needs and expectations from the rally. The speakers presented a good balance 

between civil society and Green politicians, and the message and topics corresponded to EGP priorities and 

campaign narrative.  
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During the event preparation, there was a change of the programme concept: from “the big name” to carry 

the event, to “a great story” of Greens coming together. This also meant a change of focus and strategy in 

programme design and speakers’ profile. Overall, time for invitations was very short.  

 

 

Timeline 
 

Autumn 2018 

Development of the event concept in cooperation with GroenLinks 

Development of the project proposal 

Speakers wishlist 

Musicians wishlist 

 

January 2019 

Negotiations with the venue in Amsterdam and visit to the venue 

Invitations to speakers 

Invitations to musicians 

Programme outline 

 

February 2019 

Invitations to speakers 

Invitations to musicians 

22-23 February – decision to change the venue to Brussels 

Changes to the programme concept 

Scouting venues in Brussels 

Website development 

 

March 2019 

Scouting venues in Brussels 

4 March – visit to the Wild Gallery and booking the venue 

7 March – launch of the event 

Event website goes live 

Event registration opens 

Crowdfunding campaign starts 
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Email to Member Parties 

Social media promo starts 

Newsletter sent out 

Mobilization of participants 

Arranging travel for participants 

Communication with Member Parties 

Detailed program outline 

Booking musicians 

Booking accommodation 

Booking the event host 

Booking other service providers 

April 2019 

Finalizing practical arrangements 

Finalizing the programme script 

Briefing the staff on their tasks during the event 

Briefing the volunteers on their tasks during the event 

10 April – applications close for participants not traveling with us 

10 April – crowdfunding campaign ends 

13 April – event takes place 

 

 

Staff feedback 
 

The overall event preparation was largely affected by a location and host change month and a half before 

the event. The time originally envisioned for preparation: organization of logistics, event promotion, 

mobilization strategy for participants, organizing buses with member parties and crowdfunding campaign, 

was shortened for more than for double the amount of time. Despite this, the event was very successful in 

reaching its objectives, but this highly affected the number of participants, member party participation and 

success of the crowdfunding campaign.   
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Leading Candidates 
In the campaign plan, the role of the leading candidate is defined as: 

• Be the Green voice in the European debate  

• Strengthen the Green voice in the national debate  

 

We can affirm that Ska Keller and Bas Eickhout have fulfilled these two aims through different activities: 

• Meet Ups and Member Parties Visits 

• Debates 

• Pledges and questionnaires 

• External Events 

 

The meet ups and visits to the member parties have strengthen the voice in the national debate, while the 

European debates, the reply to pledges and questionnaires, and the external events, have shown the leading 

candidates as the European green voice during the campaign. Nevertheless, we can observe that these four 

different activities have contributed to both initial aims: the European debates have had an impact on the 

national campaigns; plenty of pledges and questionnaires came from umbrella organisations which have 

shared them with the national partners; and some of the external events have taken place in different 

countries even mainly of them happened in Brussels.  

 

The following sections of the evaluation corresponds to the four mentioned different activities. Firstly, there 

is a list of what have been done, and secondly, a qualitative analysis of how it has been done and the possible 

margin of improvement.  

 

Meet ups and member party visits 
 

Data 
During the campaign, the lead candidates have visited 16 member states. These visits can be divided into 

two different type of events: 9 Meet-Ups (organized by EGP) and 13 visits (requested by member parties). 

These visits have been very much appreciated by member parties and have had a positive impact on the 

national campaigns.  
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 Event Country Lead Candidate Date 

1 MP Visit Ireland Ska Keller 15-16/02/2019 

2 MeetUp Austria Ska Keller 22/02/2019 

3 MeetUp Malta Ska Keller 8-9/03/2019 

4 MP Visit Finland Bas Eickhout 09/03/2019 

5 MeetUp Slovenia Ska Keller 17/03/2019 

6 MP Visit Hungary Bas Eickhout 21/03/2019 

7 MP Visit Denmark Bas Eickhout 31/03/2019 

8 MP Visit Lithuania Bas Eickhout 08/04/2019 

9 MP Visit France Ska Keller 10-11/04/2019 

10 MeetUp Slovenia Bas Eickhout 11/04/2019 

11 MeetUp Ireland Bas Eickhout 15/04/2019 

12 MP Visit Italy Ska Keller 02/05/2019 

13 MeetUp Hungary Bas Eickhout 03/05/2019 

14 MP Visit Spain (Cat) Bas Eickhout 04/05/2019 

15 MP Visit Finland Ska Keller 04/05/2019 

16 MP Visit Belgium Bas Eickhout 09/05/2019 

17 MeetUp Croatia Bas Eickhout 14/05/2019 

18 MeetUp Latvia Bas Eickhout 16/05/2019 

19 MeetUp Germany Ska Keller 18/05/2019 

20 MP Visit Spain (Cat) Ska Keller 20/05/2019 

21 MP Visit France Ska Keller 21/05/2019 

22 MP Visit Sweden Bas Eickhout 24/05/2019 

 Total MP Visits: 13 

 Total MeetUps: 9 

 Total Countries visited: 16 

 

 

Qualitative analysis 
 

The main difference among what we named “Meet Ups” and “Member Party Visits” was the ownership of 

these events. On the first case, EGP was organizing -in cooperation with the member party- an event where 
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the lead candidates would have the opportunity to meet the members of the member party, the potential 

electorate, the civil society and the press. On the second, the member parties requested the presence of the 

lead candidates and they organized the event that they considered that would be relevant to promote the 

party and the campaign.  

 

The mandate of the Meet Ups (EGP ownership) and Member Party Visits (requests from Member Parties) was: 

To support member parties 

To have a common European campaign  

 

Even the presence of the lead candidates in the member states have had an irregular impact in terms of 

outcomes, it is clear that in all the occasions they contributed to build a European campaign and to support 

our member parties.  

 

It is the first time that EGP held a series of electoral events all around Europe; it has been the first time that 

EGP had a European campaign. The European elections are still a sum of national elections, therefore, the 

main campaign remains at national level. However, EGP has been able to be part of almost all the national 

campaigns through the lead candidates.    

 

Nevertheless, this first European campaign, has not been exploited to its full potential. More political 

definition of these events and more joint -and advanced- cooperation with member parties, could have had 

more impact: 

 

• The European elections are still a sum of national elections and the EGP has been able to be part of 

almost all the national campaigns through the lead candidates. Nevertheless, it was difficult to 

design and develop a standardize event in all the member states and we opted to adjust them to 

the needs of the member parties. Therefore, the main characteristics of Meet Ups and Member Party 

Visit was their adaptability to the needs of the member parties. They were not designed as a 

common and replicable event that was then exported to different member parties, but rather they 

were directly developed and adjusted to the needs of the MP, based on their national context. In 

that regard, Meet Ups and Visits were lacking a commonality and were not build as one project. In 

consequence, they did not contribute on the narrative and did not have a clear identity of the 

campaign. For the future, it is important to think on the common political definition of these events.   

 

• Our lead candidates were elected in November and the EGP campaign started on January. This 

advanced planification is a clear contrast with almost all the member parties which started to 
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campaign for the European elections in April. For the MPs was difficult to make clear commitments 

and plans at the beginning of the year. This situation made very difficult to have a clear calendar to 

schedule the European campaign of the leading candidates. Without the clear schedule, it was also 

difficult to be more strategic and do better preparation and planning on creating a common 

narrative around the tour.  

 

• Due to what has been exposed above, it was difficult to have a clear narrative of the lead candidates’ 

campaign. In consequence, we can observe that EGP has had two parallel campaigns: one EGP 

campaign and one campaign for the lead candidates which was being planned while campaigning. 

The lack of the clear narrative around the lead candidates in contrast with the clear narrative of the 

EGP campaign, was also shown in the fact that lead candidates did not take enough ownership of 

the EGP campaign. EGP priorities were less present to the lead candidates’ campaign of what would 

be desirable.  

 

• The lack of strong narrative around the lead candidates’ tour and the difficulty for scheduling the 

meets ups and visits, resulted in no clear media plan for the lead candidates – e.g: difficult to find a 

date to record the videos or pictures of the lead candidates. It is also relevant to mention that the 

potential outreach would have been bigger if EGP would have access to the social media accounts 

of the lead candidates. EGP social media performed very well during the campaign, therefore, we 

consider that for the future, EGP needs to manage the account of the lead candidates.   

 

• The lead candidates appeared in the national press in each meet up and visit but the impact could 

have been bigger if the meet ups and visits would be more planned. Therefore, the press coverage 

of Meet ups and MP Visits wasn’t exploited to its full potential1. 

 

Debates 
 

Data 
Maastricht Debate (Monday 29th April) organized by the Maastricht University – Bas Eickhout 

Florence Debate (Thursday 2nd May) organized by the European University Institute – Ska Keller 

Eurovision Debate (Wednesday 15th May) organized by the European Parliament and the European Broadcast 

Union – Ska Keller 

 
1 See the Press evaluation of the campaign.  
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Qualitative Analysis  
 

European Greens have been present on the all 3 top debates with the most relevant European Union Political 

Parties (EUPPs). We managed to have both leading candidates participated on them, and Greens were 

represented by a woman in the most important one organized by the European Parliament.  

 

It is relevant to mention that we received almost ten more requests to celebrate a debate among the lead 

candidates. We invested a lot of time and human resources in made them possible but due to the complex 

and different understanding of the figure of the spitzenkandidaten and the alternative priorities of the EUPP, 

only three – the same debates that were celebrated in 2014 – took place.  

 

It is extremely important to highlight that the EGP social media performance during all the debates was a 

success: the #GreenWave and #VoteForClimate were the two nonofficial hashtags more mentioned during 

the Eurovision debate. During this last debate the Green topics were the most commented on social media 

and therefore, Greens were the only political family who could claim them. This success is due to the efficient 

organization and excellent work of a team of more of 40 people (including the volunteers) to prepare and 

to react during the debates.  

 

However, we have also detected some room of improvement regarding the preparation of the lead 

candidates. It should be considered the possibility to offer professional communication training to the lead 

candidates – at the beginning of the campaign - and to find more cooperation among the Green Group and 

the EGP on the content-wise preparation of the debates. It would ensure that the narrative of the EGP 

campaign is included on the bigger exposure moments. 

 

Pledges and questionnaires  
 

Data 

The lead candidates, the Green Group and the EGP received more than 50 requests from the civil society to 

express our engagement towards them. All these organisations were very active specially at the end of the 

campaign and they wanted to know our commitment on their fields of expertise. It required a lot of time and 

human resources, but we consider that it was extremely important to show the Green engagement towards 

all this essential and valuable European civil society. In many cases the Green were the only political family 
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who replied to them. It is important to maintain the engagement and contact with these NGOs for the new 

mandate.  

 

 Organisation Type of commitment Signed by 

1 European Blind Union 

Comments on their 10 

demands EGP + LC 

2 Eurogroup for animals Pledge  Both LC  

3 Fondation de la mer Answer 5 questions GGEP / EGP 

4 Progressive Caucus Opinion in 10 points EGP + LC 

5 

Free and fair Europe (campaign from Network of 

human rights NGOs) Pledge  EGP + LC 

6 Human Rights Watch Questionnaire  EGP + LC 

7 Better Finance Questionnaire EGP + LC 

8 Transparency international Pledge  Both LC  

9 Euractiv 

Survey with regards to the 

health of the media sector EGP + LC 

10 European Univeristy Association Answer key questions EGP + LC 

11 End FGM European Network Sign 7 points of Manifesto Ska Keller 

12 Wildlife Conservation Society  Support their manifesto Ska Keller 

13 United Nations Brussels Pledge  Ska Keller 

14 ONE Pledge  LC 

15 Social Entrepreneurship network Questionnaire   European Greens 

16 

Alliance for Lobbying Transparency and Ethics 

Regulations (ALTER-EU) Questionnaire EGP + LC 

17 International Fund for Animal Welfare (IFAW) Pledge  LC 

18 International Association of Public Transport Sign a manifesto LC 

19 Me Too EP Pledge  LC 

20 

Youth for Climate Strasbourg, with the support of 

Fridays for Future Europeans support their statement LC 

21 FIMCAP Questionnaire EGP  

22 

International Federation of Library Associations and 

Institutions (IFLA) Questionnaire European Greens 
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23 Zero Waste Pledge Ska Keller 

24 European Association of Archaeologists Questionnaire European Greens 

25 Confederation of European Forest Owners 

Questionnaire - it has became 

a pledge EGP + LC 

26 OBESSU Questions European Greens 

27 Forest Pledge Pledge LC 

28 Fundación Secretariado Gitano Manifesto   

29 EUROMAT Questionnaire EGP + LC 

30 My Country? Europe Interview Bas Eikchout 

31 

EAEA (European Association for the Education of 

Adults) Questionnaire EGP + LC 

32 Inclusion Europe Pledge LC 

33 ENAR (European Network Against Racism) Pledge LC 

34 Child Rights Manifesto Ska Keller 

35 Change Finance Pledge Ska Keller 

36 National Community Land Trust Network Endorse manifesto EGP 

37 Climate Action Call Support LC 

38 

International Panel of Experts on Sustainable Food 

Systems Support LC 

39 European Coordination Via Campesina Questionnaire European Greens 

40 Tax Justice Europe Pledge Ska Keller 

41 Women Enablers Change Agent Network Commitment to their letter LC 

42 European Women's Lobby   LC 

43 

BirdLife 

ClientEarth 

The Fisheries Secretariat Oceana 

Seas At Risk 

WWF Commit to the letter LC 

44 European Youth Forum 

Questionnaire (for a 

comparison tool) LC + EGP 

46 OBESSU Questionnaire EGP 

 

Qualitative analysis 
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Prior and during the period of the campaign, we have been approached by many civil society organizations 

who shared with us their manifestos and sent us their pledges for support. The amount of these requests 

came as a bit of a surprise, and it required some unexpected capacities from EGP office. The pledges were 

directed either to EGP, either to lead candidates, or sometimes asked for individual endorsement from MEP 

candidates. In each of these cases, EGP team coordinated between EGP Committee, lead candidates, lead 

candidates’ assistants, GGEP and MEP candidates and member parties. Nevertheless, we fulfilled the political 

goal of making sure that the green voice was present in the civil society. 

 

Even all the efforts to coordinate all the teams involved in the process, we consider very positive the result 

mainly for 2 reasons: (a) in most of the cases European Greens appeared very aligned with the NGOs -and 

they make this alignment public- and (b) European Greens were probably the most engaged party with all 

these requests – and the NGOs really appreciated it.  

 

One aspect that should be improved in the future is to make much more visible the engagement and 

commitment of the greens towards the civil society - through the pledges and questionnaires - to the general 

public. It is important to find the way to exploit this engagement which make us different from the other 

political families, and to convince the lead candidates on make it more visible.  

 

External events – the second level circuit 
 

Data 
As it has been mentioned in the section of the debates, we received many requests to attend debates and 

events. Once an event turned out of not being a lead candidate event, we tried to find the most adequate 

Green speaker for it. This process has been difficult as we only had the two lead candidates and not a list of 

candidates or a pull of speakers. Nevertheless, we managed to be present in all the events – except in one – 

as we considered that it was relevant to bring the Green voice in all the events, no matter first or second 

circuit.  

 

 What? When? Where? Organised by?  Topic? Speaker 

1 Debate 19 March Brussels American Chamber 

2019 EU Electoral Campaign: 

Parties’ Strategies and Challenges Reinhard Bütikofer 

2 Debate 21 Mar 11:00 Brussels  

Eurocities - 2nd Mayor 

Conference Future of Europe Petra de Sutter 
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3 Debate 01-Apr Bucharest 

Committee of the Chamber of 

Deputies and the Senate for 

the coordination of the 

parliamentary activities in the 

framework of the 

parliamentary dimension of 

the Romanian Presidency of 

the Council of the European 

Union   Bas Eikchout 

4 Event 02-Apr Brussels Financial Times and Bruegel 

Facts-based and economic-focused 

debate Bas Eikchout 

5 Debate 2 April Brussels Politico Migration Judith Sargentitni 

6 Debate 2 April Brussels Politico Climate Thomas Waitz 

7 Debate 09-Apr Brussels BBC   Bas Eikchout 

8 

Dialogue 

with the 

President  9 April Brussels Eurochambres   Reinhard Bütikofer 

9 Debate 9 April Brussels 

Council of European 

Municipalities and Regions 

citizens participation, climate and 

environment Saskia Bricmont 

10 

Key note 

speech 10-Apr Paris Young Europeans   Bas Eikchout 

11 Breakfast 10-Apr Brussels Eurochambres 

on developments for SMEs –positive 

or negative – during the 2014-19 

terms and to consider the key issues 

and priorities for the 2019-24 term Molly Scott Cato 

12 Debate 10-Apr Brussels PubAffairs Bruxelles 

debate on the future of EU trade 

policy and, more specifically, on 

how the main political groups will 

address the question of trade 

throughout their campaigns Martin Koehler 

13 Debate 11-Apr Bucharest 

Europlus (Centre of European 

Expertise - Think Tank) 

Citizens debate on "why your vote 

will shape the future of Europe" Michal Berg 

14 Debate 06-May Brussels France 24 and Deutsche Welle   Petra de Sutter 

15 

Panel 

discussion 7th May Brussels 

European Business Summit 

2019 

"During this session we would like 

to have a vision of the Candidates 

for the European Parliament, prior 

the European Elections. For this 

reason we invited the 4 biggest 

European groups: EPP, ALDE, S&D 

and GREEN." Michal Berg 
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16 

Online 

debate 17th May  Brussels ESOMAR 

your party’s vision on the digital 

economy and more specifically the 

future of research in the digital 

economy Michal Berg 

17 Event 27 May Brussels Politico 

"The day after the elections. What's 

next for Europe?" Reinhard Bütikofer 

 

 

Qualitative analysis 

 

We received many requests from plenty of organisations for our lead candidates. Some of these events where 

described as debates among the lead candidates but some of them were cancelled when they realized that 

lead candidates would not attend the event; some were maintained as debates but not among lead 

candidates; and some became an interview / key note speech with the lead candidate.  

 

European Greens were open to take part of all the invitations that we received but the decision to send the 

Green lead candidates depended on the participation of the other lead candidates. Once it was clear that it 

was not a lead candidate’s event level, EGP made sure to find a replacement. In almost all the cases we 

succeeded on finding a replacement, but we have to highlight that the engagement of the Green MEPs to 

attend to these external electoral events - as most of them are based in Brussels and many events were in 

Brussels - was very low, therefore, it took us a lot of time to find a proper replacement. Nevertheless, EGP 

was present in almost all the invitations and we published through social media our participation. 

 

The outreach of these events is considered limited as it tended to be “Brussels bubble” events but at the 

same time it is important to show that we have the capacity to attend to all the events which promote the 

European elections. It was a clear way to bring the Green voice in the European campaign.  
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Media 

Overview 

1.1 Goals and Evaluation 
The EGP 2019 election campaign had a clear and strong focus on social media in mind. With a ‘serious 

increase in the investment in digital advertising’ and an ‘investment in the production of online products and 

campaigns’ the aim was to reach our most likely potential electorate (of roughly the size of ten million 

voters) at least three times during the elections and see a monthly reach of at least 5 million voters per 

month in 2019.  

 

EGP went well over the five million per month in reach in April and May (21 million). The most likely potential 

electorate was reached over three times.  

 

Part of that strategy is to make content that is of such quality that memberparties and candidates would 

use/share them. The original idea was to see per piece of content if a memberparty would want that content 

translated, but in practice the campaign team moved to translating all content in most languages and be 

available for more translations when requested. The idea was to make at least fifteen videos with the 

potential to reach a lot of people. 

 

Quite some content has been shared by candidates and memberparties. But in general EGP content was not 

shared actively by most parties. Candidates and local branches accounts shared our content more than 

official Member Parties accounts. 

 

Moreover, the goal was to use twitter as a means to strengthen the visibility and ‘relevancy’ of the leading 

candidates throughout the elections. During the elections, the most important moments proved to be the 

televised debates. Moreover, it meant strengthening the relevancy of the Green movement (or “Green Wave”) 

as a potential and serious changemaker in the European Parliament and Europe as a whole.  

 

The five most used hashtags during the debates were (in order) #EUelection2019, #EP2019, #GreenWave, 

#VoteForClimate and #ItsTime. This is based on an analysis of conducted by euvisions that concludes: “The 

Greens and the ALDE have managed to somehow dominate the Twitter debate during the three debates: the 

former have succeeded in imposing their own agenda on all the parties, helped both by the directness of the 

message and by the attention recently dedicated to the environment by public 

opinion”  [http://www.euvisions.eu/europea-elections-2019-spitzenkandidaten-debate-twitter/]  
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Overall the campaign managed to overperform on the preconceived targets as formulated in the campaign 

plan. 

 

1.2 Output 
A digital campaign in 28 countries and dozens of languages has many challenges foreign to a ‘simple’ 

national campaign. Content has to work in multiple contexts, need to be translated and have webcare in 

many languages. Choices have to be made what content is prioritized in what context and what gets less 

attention where. In light of recent European legislation EGP had to create content that is relevant to at least 

4-7 memberparties, yet try to be flexible to cater particular needs. 

 

In the few and condensed moments where the European media focuses their lights on the European leading 

candidates and European parties, we have to shine across the continent. The moments and places where the 

EGP/leading candidates can elevate the profile of the many memberparties through their presence and 

voice, we have tried to grab.  

 

Hundreds of visuals and dozens of video’s have been produced and advertised. On average, looking at the 

20 most important pieces of content, content was advertised in and translated for 18 (17,5) countries. Fifty 

press releases were sent out since the November Berlin council and picked up by Reuters, Politico, Euractiv, 

Parliament Magazine, DPA German news agency, NRC Netherlands, European Interest, EU Reporter, New 

Europe. 

 

EGP produced a staggering amount of over 500 visuals and well over 50 videos - from high production videos 

to snippets from debates - during the campaign. Most of which required additional work of assessing in what 

languages it is needed, making those translations and in many cases adjusting the visuals and videos to make 

them language specific while keeping them professional. The small team was able to produce most of it. 

Additional content (parts of six small videos, part of one larger video and two larger videos in full) was 

outsourced to agencies across Europe. If anything, EGP produced too much content.  

 

The election had three major debates. In the first, Bas was voted as the second best leading candidate 

through a digital poll. Timmermans got 42% in that poll and Bas Eickhout got 35% with the rest of the votes 

shared between Verhofstadt, Zahradil and Violeta Tomić. In the third debate (Eurovision) our hashtags were 

the most visible during the debate. According to an analysis by Twitter (@TwitterGov - 28th of May 2019) 

itself this great performance on Twitter was extended to the days the elections took place, where the 
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European Greens was the most mentioned account (followed by EPP and PES) and Ska the third most 

mentioned leading candidate (after Timmermans and Weber). 

 

 
EGP managed to increase the visibility of the debate, aimed at Green supporters and journalists, to over 

98.000 (highest reach with single tweet) during the third debate. In the second debate EGP managed to do 

this to over 49.000 (highest reach with single tweet). 

 

EGP had 166 volunteers in place for webcare and translations in April, of which 50 thought to be heavily 

engaged. The original goals had hoped for 10 volunteers in Brussels and 30 across Europe. The volunteers 

managed the discussions and responded to reactions to our content in April and May. This proved to be 

necessary, as social media - not unlike many political discourse, but even more so - shows a surge of hateful 

and ‘trolling’ reactions and conversations. Even with the sizeable webcare group, it proved hard to keep the 

communication under our messaging constructive and positive - this will remain challenging as long as 

Facebook does not change its policies and algorithms.  

 

Facebook (and by ownership, instagram) came with fresh challenges during the election campaign. 

Stemming from Facebook’s efforts to increase transparency around political advertising, new rules came in 

effect from 15 April, restricting all advertising to the country where an organisation resides (so for EGP, only 

Belgium). In a joint effort with political parties and the European Parliament, an agreement was reached that 

would allow chosen political pages to advertise across Europe until 26 May.  
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Over the 6 month electoral period EGP communicated on a range of topics in relation to the big news stories 

of the day. As well as communicating only on behalf of the EGP, there were also occasions when joint press 

releases were issued with member parties, including on Pirin park in Bulgaria, the banning of travel of the 

Turkish Greens and with GPEW on Brexit.   

 

The EGP was instrumental in popularising the term ‘Green Wave’ in the media following the big electoral 

gains in Bavaria and Hesse in Germany. This was mphasised by a vigorous social media campaign using the 

hashtags #VoteForClimate and #GreenWave and by branding the rally in the same manor: “The Green 

Wave.”  EGP also helped drive the political conversation by joining forces with the Fridays for Future 

movement and signing a joint press release with climate activists Luisa Neubauer and Anuna de Wever.  

 

1.3 Organization 

 

The media team was generally divided in the social media management, creative creation and the support. 

The support dealt with translations, webcare and communication with memberparties. The creative team 

dealt with the creation of videos, visuals and live coverage of the leading candidates and events. The social 

media management team dealt with the publication of all content and having a clear control of the agenda 

of EGP, the Green group and memberparties.  

 

The media team was deeply embedded and connected to all facets of the organization. From the compliance 

with national and European Election laws, making strategic assessments of what content to advertise in 

which countries, collaborating with the event team, strengthening the press work, supporting the Tilt 

campaigns and managing the budget.  

  

The mountain of production and the final three week peak in publications led to some workflow and chain-

of-command related issues and (minor) mistakes. Not in all cases where translations ready, was webcare 

ready or was the production ready before the deadline. Not in all cases was everyone in the team aware of 

the production, which led to additional requests that overcrowded the amount of work and, hence, 

decreased the quality of work.  

 

Webcare was lacking a bit of engagement with the audience. We noticed comments without answering and 

also a lot of hateful ones. Although there were a lot of volunteers working on the issue, this proved to be 

more important than expected and could have used with more prioritization. 

  



  
 
 
 
 

 53 

EGP did big newsletters once a month, mailing regularly (even once a day for a while) to candidates and 

memberparties, we kept communicating through Slack and we organized a few meetings. There was quite a 

lot of communications from the EGP side, but the response was not as strong as hoped.  

 

1.4 Stakeholder collaboration 
A strong effort was put into stakeholder collaboration. From the weekly and later daily emails following the 

campaign launch in March, to a Slack channel with communications officers of memberparties and the 

group, to get-togethers and in the form of campaign working groups and a learning platform. Nonetheless, 

there remains room for improvement.  With less content EGP could have spend more time tailoring and 

preparing versions of that content for them and pushing to get more interaction. 

 

Some member parties really answered EGP’s messages and petitions, others not so much or even nothing. 

The general feeling is that EGP was chasing people and in the end that didn’t translate so much into their 

participation. EGP should keep Green Minds but really focus on how to fix the animation of the comms 

people. 

  

Local branches and candidates shared EGP content much more than the official member parties’ profiles. 

Overall, the parties who shared most of EGP content on Twitter were Ecolo, Groen, EELV, Bundis 90/Die 

Grunen , Verdi, Alternattiva Demokratika, UK Green Party. 

On Facebook however Member Parties participation was lower. 

  

Member parties with less means are more willing to share EGP stuff because of their lack of their own 

materials. They often even asked for more. Big parties or parties with more means / experience used to work 

on their own campaigns and didn’t need that much extra resources from EGP, or used them without getting 

back to us (like German or Scottish Greens). A couple of member parties copied the visual style for their own 

campaigns (e.g. Europa Verde in Italy, Scottish Greens). 

  

The lowest participation in this sense was with Tilt. The “Trains not Planes” and “Save the Bees” campaigns 

were the best in engagement from Member Parties. Maybe different styling of TILT (and to a lesser extent, 

EGP) campaigns clashes with the different styles of the national campaigns and that’s also why they didn’t 

share that much. 

  



  
 
 
 
 

 54 

Production 

2.1 Video  
EGP: 

  

1.     Milan protest against Salvini                          55 seconds      28 august 2018 

2.     Climate march ad                                13 seconds      7 september 2018 

3.     Video message German                                  35 seconds      17 september 2018 

4.     Green local cities successes                            1m58 seconds 3 october 2018 

5.     Climate change future message                     50 seconds      8 october 2018 

6.     Climate march with Ska                                  42 seconds      3 december 2018 

7.     Climate march January                                   59 seconds      24 january 

8.     Letsacttogether campaign start                     1m48 seconds 6 march 

9.     Women’s day                                                  1m1seconds    8 march 

10.  Bas Ska profile video                                      1m38seconds  13 april 

11.  Green Wave Animation                59seconds    13 april 

12.  Earth Day                                                        59seconds       22 april 

13.  Our 12 priorities                                             6m35seconds  2 May 

14.  Change                                                     59seconds     6 May 

15.  EuropeDay                                                    2m51seconds  9 May 

16.  Vote for Climate                              59seconds         13 May 

17.  Reform Act GOTV video - equal pay                                            14 May 

18.  Reform Act GOTV video - Climate 1                                            16 May 

19.  Reform Act GOTV video - Hope not Hate                                    20 May 

20.  Hope video                                                     59seconds       21 May 

21.  Reform Act GOTV video - Tax                                          22 May 

22.  Reform Act GOTV video - Climate 2                                    23 May 

23.  Feminism video                                              50 seconds      23 May 

24.  Reform Act GOTV video - Food                                      25 May 

25.  Climate march timelapse                                11 seconds      25 May 

  

TILT: 

1.     Hambach forest                                              30 seconds      24 september 2018 

2.     Cleaner cars now                                            20 seconds      2 october 2018 

3.     Gene Drive                                                      1m3 seconds   19 october 
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4.     Cleaner trucks                                                 23 seconds      9 november 2018 

5.     Pay your interns                                              2m5seconds    16 november 2018 

6.     EGP council video 01 

7.     EGP council video 02 

8.     EGP council video 03 

9.     EGP council video 04 

10.  Higher ambitions climate                               45 seconds      15 december 2018 

11.  Anti racism day                                               50 seconds      21 march 2019 

  

 

2.2 Visuals  

6th March - Campaign Launch 

• Design pack with logos, colours, backgrounds, posters, fonts and video assets + manual 

• Video template for national election results 

• Official photos of the Leading Candidates by Sien Verstraeten 

• Different adaptations of the campaign logo and claim 

• Adaptation of different templates for member parties 

• Signature for the emails 

• Setting up a space in the ownCloud (“Green Cloud”) to share resources with other stakeholders 

• Display pictures and covers for Social Media profiles (Twitter, Facebook, Instagram) 

 

EGP - Meetups: 

Around 350 photos and more than 50 visuals produced in 6 different languages. 

 

22nd February – SKA – Vienna (Austria) 

• Press conference - 10 photos 

• Event - 10 photos 

• Live Streaming on Facebook 

• Social Media visuals and Facebook Event 

 

9th March – SKA – (Malta) 

• 225 Photos from the Member Party 

• Social Media visuals and Facebook Event 

• Poster 
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• Quote card 

 

17th March – SKA – Ljubljana (Slovenija) 

• 28 photos 

• Live Streaming by the Member Party 

• Social Media visuals and Facebook Event 

• Poster 

• Translation in Slovenian 

• Tailored presentation video for the event 

• 2 Quote cards 

• Endorsement video for Urša with Ska 

 

11th April – BAS – Ljubljana (Slovenija) 

• Social Media visuals and Facebook Event 

• Visuals translated 

• 4 quote cards 

 

15th April -BAS – Dublin (Ireland) 

• 47 photos 

• Social Media visuals and Facebook Event 

• 6 quote visuals 

 

3rd May – BAS – Budapest (Hungary) 

• 7 videos from the Member Party 

• 12 photos from the Member Party 

• 1 video produced by the Member Party 

 

14th May – BAS – Zagreb (Croatia) 

• 28 photos 

• Flyers and posters in Croatian 

• Social Media visuals and Facebook Event 

• Translations of Social Media visuals 

• 5 quote cards 

 

16th May – JUDITH – Riga 
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• Social Media visuals and Facebook Event 

• Flyers and posters in Latvian 

 

19th May – SKA – Jena (Germany) 

• 13 photos from the Member Party 

• Social Media visuals and Facebook Event 

• Posters of the event in German 

• Voting Ballot and 12 priorities posters for the event 

• 2 quote cards 

 

21st May – THOMAS & SARAH – Salzburg (Austria) // CANCELLED 

• 3 kinds of Social Media visuals and Facebook Event (9) 

• Visuals in German (9) 

• Visuals for Live session with Thomas Waitz (3) 

 

EGP - Debates: 

59 visuals for Social Media 

 

29th April – BAS – Maastricht Debate (3 quotes + 6 videos + photos) 

 

2nd May – SKA - Florence Debate (20 quotes) 

 

15th May – SKA – Eurovision Debate 

• Social Media visuals announcing 

• Ska quote cards in 12 languages to prepare for the debate and push the hashtag 

• 15 Quote cards for Social Media 

• 9 Instagram stories visuals 

• New version of already made infographics for Social Media support 

 

EGP - Quotes: 

92 quote cards produced 

 

10th March – BAS – Climate March in Amsterdam (1) 

14th March – SKA – Tajani (1) 

16th March – SKA - Milano (2) 
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20th March – BAS&SKA - Fidesz (2) 

22th March – BAS – Die Grunen (1) 

25th March – BAS – Peoples’ Vote (1) 

26th March – SKA - Copyright (1) 

27th March – BAS - Plastics (1) 

27th March - SKA - Sophia (1) 

1st April – BAS – Romania (1) 

2nd April – BAS – Bruegel (10) 

2nd April – SKA - German Debate (1) 

5th April – BAS – BMW (1) 

6th April – BAS – Berlin (2) 

9th April – BAS – BBC (5) 

10th April – SKA – Lyon (3x2 FR) 

11th April – BAS and SKA – Brexit (2) 

11th April 190411 Ska Poland (1) 

17th April 190417 Quotes Babiš (2) 

18th April 190418 Bas Poland (3) 

26th April - SKA – Interview Euronews (11 photos + 2 videos) 

4th May – BAS - Barcelona (1) 

7th May – SKA - Turkish Elections (1) 

9th May – SKA - Sibiu EU (3) 

9th May – SKA - Turkey (1) 

10th May – BAS - Monsanto (1) 

18th May – BAS - Austria (1x4) 

20th May – SKA - BCN (1) 

21th May – SKA – Paris (3x2 FR) 

26th May – SKA and BAS – European elections results (8x2 Ska and Bas) 

  

19th March – Reinhard Bütikofer - American Chamber of Commerce to the EU (1) 

22th March – Monica Frassoni – On Climate Change (3) 

29th March - Monica Frassoni - #NonUnaDiMeno mobilisations in Italy (1x2 EN IT) 

17th April - Reinhard Bütikofer – On Facebook (1) 

7th May - Michal Berg – European Business Summit (1) 

7th May – Turkish Greens – Turkish Municipal Elections PR (1) 

10th May - Yannick Jadot - On Monsanto (1) 
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EGP - Infographics:  

19th April - Climate Action Network Europe report on EP Groups stands on Climate Change 

19th April - The EP intergroup on LGTBI issue report on LGBTI rights votes in the EP 

15th May - Greens/EFA AM 26 in TAX3 Report – Tax for digital companies 

15th May - Greens/EFA AM 29 in TAX3 Report – Minimum tax rate for big companies (2 versions) 

22th May – Finance Watch report on economy (8 versions) 

 

EGP - Other: 

31 visuals produced 

 

11th March - Fukushima Daiichi Disaster Anniversary (1) 

18th March – International Pay Day (1) 

27th March – Single-Use Plastics ban in the EU (1 + Estonian) 

29th March - We demand a Green New Deal (1) 

19th April - Lyra McKee murder (1) 

26th Aprili - Tchernobyl accident anniversary (1 animated GIF) 

1st May - Labour Day (1) 

10th May - Climate Emergency (8 Instagram Stories + 2 versions of visuals) 

17th May - Luxembourg acknowledges Climate Emergency (English and French) 

19th May – GroenLinks 30th Anniversary (1) 

21st May - Vote for Climate different visuals for advertising (7 versions) 

22nd May – Vote for Europe animation – To advertise in the UK (1 animated GIF) 

23rd May – “Empower. Fight. Resist.” Publication release visuals (English and Spanish) 

  

EGP - Results: 

217 visuals produced 

 

26th May - Congratulations MEPs (78 visuals) 

20th May – Countdown to the elections (6 versions for Facebook and Twitter) 

20th May – Member Parties + Country + Candidates visuals (44 animated visuals) 

26th May – Results visuals (2 versions: neutral results visual and positive results animation) 

26th May - Thanks for voting (4 versions) 

26th May – Thanks for voting per country and language (63 visuals) 

26th May – Animated GIF new MEPs (1) 
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4th June – Instagram Stories results (4 visuals) 

5th June - Finnish Greens results (7 Instagram stories, 2 visuals) 

6th June - Denmark SF results (4 Instagram stories, 2 visuals) 

 

TILT: 

In total 305 visuals were made for the Tilt campaigns listed below. Of those, 4 where in Bulgarian, 6 in Czech, 

6 Danish, 30 Dutch, 42 English, 11 Estonian, 4 Finnish, 30 French, 27 German, 2 Greek, 12 Croatian, 27 

Hungarian, 31 Italian, 4 Lithuanian, 15 Portuguese, 10 Polish, 1 Romanian, 4 Slovenian, 25 Spanish, 14 

Swedish. 

 

190123 RestiamoUmani 

190123 Vote16 

190129 Letthemin 

190205 CAP 

190207 AnimalTransport 

190208 HealthyFood 

190212 Insectageddon 

190228 Copyright 

190308 WomensDayAbortion 

190311 PlanesVStrains 

190313 GreenNewDeal 

190319 AntiRacismDay 

190320 Nuclear 

190321 IrelandMarine 

190329 EU-languages 

190402 BullFighting 

190426 Stop-fur 

190429 Birthday_weather 
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190429 Dignity 

190507 SaveBees 

190510 ClimateEmergency 

 

2.3 Merchandise  
  

MERCHANDISING – GOODIES 

 

2500 x Round Badges 50mm diameter – 5 models 

125 x Flags – 3 models 

150 x Cloth patches – 3 models 

450 x T-Shirts - 3 models 

200 x Scarfs 

1000 x Bike seat covers 

5 x Campaign rollups 

 

PRINTED MATERIALS 

 

10,500 x Stickers 80mm diameter – 5models 

Flyers A5 

14 languages prepared in PDF 

3500 printed in 8 languages printed (English, Dutch, French, German, Finnish, Croatian, Hungarian and 

Latvian) 

Posters – 600 printed, 4 models 

Flyers A2 

22 languages prepared in PDF 

700 flyers printed 

Big signs – 380 produced, 4 models 

 

Reach 

3.1 Monthly Reach 

Month Reach 
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December                                             3,064,621   

January                                             1,534,192   

February                                             1,995,499   

March                                             2,995,255   

April                                             6,958,295   

May                                          21,019,752   

TOTAL                                          37,567,614   

 

* the data is accumulated by individual posts, so during the month multiple people can be reached with 

different content 

 

3.2 Main Material Reach 

 

Video Reach on FB Reach in Instagram 

  Individual people reached Individual people reached 

Hope video                                             1,639,402                                            3,371,987   

Europe Day video                                             3,291,266                                            1,893,736   

Climate change video                                             2,930,797                                            2,072,382   

12 priorities video                                             2,536,253     

Change video                                             2,316,655     

Profile video of Bas and Ska                                                 350,095                                                 560,459   

Green wave animation                                                 591,214                                            1,010,950   

Campaign launch (priorities)                                                 597,345                                                 509,663   

GOTV climate positive                                                 781,833                                            2,481,691   
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GOTV feminism                                             1,088,463                                            1,491,388   

GOTV food                                                 266,479                                                 444,388   

Priority poster food                                                 344,952                                                 423,670   

Priority poster taxes                                                 130,938                                                 666,724   

Priority poster rule of law                                                    80,954                                                 288,044   

Priority  poster minimum 

income 

                                                178,280                                                 659,239   

Priority poster green new deal                                                    76,788                                                 458,424   

 

Comments: 

• Thruplay is used to compare all video content against each other. During the campaign, different 

options for optimizing targeting were tested, such as 10-sec video views. Thruplay will be the default 

option for Facebook in the future, therefore this was preferred for comparing performance across 

content. 

• Stemming from Facebook’s efforts to increase transparency around political advertising, new rules 

came in effect from 15 April, restricting all advertising to the country where an organisation resides 

(so for EGP, only Belgium). In a joint effort with political parties and the European Parliament, an 

agreement was reached that would allow chosen political pages to advertise across Europe until 26 

May. Our page European Greens was among them but not Tilt. So Tilt campaigns were advertised 

through European Greens page in May. 

• Due to disruptions in the advertising schedule when Facebook ads were not available, the social 

media campaign is divided in two sections: from March to mid-April and from 9 May until elections. 

The first period witnessed smaller budgets and a slower pace of publishing, therefore reaching more 

narrow audiences and not advertising as much content in parallel. The latter period is characterised 

by an increased volume of content (both ours and others as we were moving closer to the election 

days) and much larger budgets and audiences per campaign. That means that the metrics from those 

two periods are not precisely comparable, as more competing content leads to higher CPMs, 

audience fatigue and possibly lower performance. 

• Using .srt subtitles versus hardtitles – during the last weeks of the campaign, we noticed that .srt 

subtitles are no longer playing automatically on Facebook. Therefore, the last videos (Europe Day, 

Climate Change and Hope) were hardtitled in various languages. There isn’t enough data to prove 
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that hardtitling will certainly lead to better results but given that multiple factors influence the 

performance of .srt subtitles (such as individual settings, whether the video is muted and possible 

technical errors) adding hard subtitles to videos is the safer option to guarantee that the content of 

the video reaches its viewers 

· On average, shorter video content lead to higher result rates, as demonstrated by 

comparing short GOTV videos to longer video content. 

· Content that stood out from the rest by better performance by a certain metric:  

• Video which focused on the message of hope, unity and diversity received over 2.5 times more shares 

than any other video. Even though the result rate for the hope video was on the lower end (which 

can also be influenced by the fact that it was the latest video produced and ran in parallel with a 

lot of competing content in the most crucial phase of the campaign), it seems to have resonated 

with the people who watched the video enough to share it with their friends. 

• GOTV video focusing on feminism produced twice as many comments as any other video (by 

comparing the relationship between each and comments per video). Feminism seems to be still a 

debated topic, as we witnessed debates between pro-feminist and anti-feminist people in the 

comments. 

• The videos which resulted in the most reactions were the two explicitly about climate change – the 

longer video and GOTV video. The increased engagement with climate change related content 

seems understandable as it’s the key topic for Greens as well as one of the main themes of this 

election. 

3.3 Online Activities 

 

Online activities Reach Link clicks Participants Link clicks 

vs 

participants 

  Individual people reached   People who completed the 

activity 
Percentage of 

people who 

completed the 

activity out of 

all clicks 

You Effect         2,055,647             49,983       

Online activity: 

gender equality 

        876,444             49,300                               4,107   8.33% 
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Online activity: 

birthday weather 

        3,742,385          281,275                            23,995   8.53% 

Online activity: 

press freedom 

         846,697             16,357                               2,793   17.07% 

 

Comments: 

• The best performing online activity was the birthday weather test - finding out what the weather 

was like on your birthday. The click rate (relationship between showing the ad to people and them 

clicking on it) was by far the highest. The cost of showing the ad to 1000 people was also the lowest, 

as better performing content which is more likely to reach its goal (link clicks in this case) is 

rewarded by the system with a lower cost for reaching new people. 

• The worst performing online activity was an ad to direct people directly to the You Effect page. The 

reasoning behind the disparity can come from the catchy call to action of other online activities, 

where people were lured in with an easy quiz or question. 

• The best conversion rate (link clicks performing to people who went through the online activity) was 

for press freedom. This is probably due to the structure of the online activity, which managed to 

hold on to more participants throughout the process. Gender equality and birthday weather 

performed very similarly. It should be noted, that in addition to advertising, emails and other 

communication was also used, so the relationship between those statistics is therefore indicative. 

 

3.4 Comparison with other parties 

 

Party Total ads by page since March 

European Greens 250 

Party of European Socialists 98 

Alde Party - Liberals and Democrats for Europe 58 

EPP - European People's Party 540 

Party of the European Left 2 

Alliance of Conservatives and Reformists of Europe 6 
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Total spend 

per Country 

since March 

European 

Greens 

Party of 

European 

Socialists 

Alde Party - 

Liberals and 

Democrats for 

Europe 

EPP - 

European 

People's 

Party 

Party of the 

European 

Left 

Alliance of 

Conservatives 

and Reformists of 

Europe 

Finland 18530 ≤ 100 ≤ 100 1823 0 0 

Estonia 1968 ≤ 100 ≤ 100 1826 0 ≤ 100 

Latvia 2689 ≤ 100 ≤ 100 ≤ 100 0 ≤ 100 

Lithuania 5276 ≤ 100 143 2340 0 0 

Germany 47285 0 ≤ 100 11967 2434 ≤ 100 

Netherlands 18410 803 ≤ 100 2523 0 ≤ 100 

Belgium 25805 2667 741 3467 0 431 

Luxembourg 1659 ≤ 100 ≤ 100 ≤ 100 0 0 

France 0 ≤ 100 109 2549 0 ≤ 100 

Ireland 16440 ≤ 100 ≤ 100 2273 0 0 

Spain 16484 0 257 4777 0 188 

Portugal ≤ 100 0 422 613 0 0 

Italy 17939 0 654 8397 0 133 

Greece 15006 110 312 2605 0 0 

Slovenia 7593 464 ≤ 100 ≤ 100 0 ≤ 100 

Malta 2129 ≤ 100 ≤ 100 ≤ 100 0 0 

Cyprus 3729 ≤ 100 0 126 0 0 
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Austria 23471 0 ≤ 100 169 0 0 

 

• Facebook has created an ads library for political advertising, where all data is stored for 7 years. 

• Data is available per individual ad or per country (spend, number of ads). The number of ads takes 

into account all versions, so if an ad was modified after publishing, it will count as double. 

• Data is available only in local currency. For example, EGP advertised in Hungary quite extensively 

but since we use a credit line which is based on euro, our spend does not appear in the search engine. 

The number of ads, however seems to be accurate as 33 ads appeared when searching EGP’s ads in 

Hungary. 

• The figures clearly show that EGP’s efforts in advertising on Facebook and Instagram were 

significantly greater than other parties (comparisons made with PES, ALDE, APP, Party of European 

Left and ACRE). 

 

3.5 Budget 

 

The total spend during the campaign period was 503609.75 net, 609466.11 with VAT. The planned budget for 

the period was 623 000 euros with VAT. The expenditure went up as the elections came closer. 

 

January: 6529 euro 

February: 13556 euro 

March: 47878 euro 

April: 56335 euro 

May: 37939 euro 

 

The expenditure per country can be found under 3.4  

 

Growth 
Facebook likes currently: 144.179 

Facebook likes increase: 20.719 

 

Twitter follows currently: 44.460 

Twitter follows increase: 12.399 
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Instagram follows currently: 32.626 

Instagram follows increase: 33.820 

 

4.1 Instagram 

 

Summary 

 

The most followed Instagram account of all EU political parties and parliamentary groups, with more than 

double the amount of followers of the 2nd most post account.  

 

Our social media channel that registered the most dramatic growth (+33.706 followers). A demographic that 

is aligned with that of Green voters (majority female, young, living in cities).  

 

The Generation-Z cohort is by far our strongest follower on Instagram, and one that is mainly interested in 

topics concerning the climate crisis. The most successful Instagram posts in the campaign were all on the 

topic of climate change. 

 

Total followers 

32.626 

 

New followers 

+33.706 (an increase of 759% from the 4.442 followers we had before the beginning of the campaign). 

 

 
Visual 1: Follower growth on the @EuropeanGreens Instagram channel from November 2018 - May 2019 
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Peaks in follower growth: 

 

24 January 2019 

Brussels Climate March - Video  

 

14 - 15 March 2019 

Climate March Videos 

 

17 April 2019 

Greta Thunberg addressing the European Parliament - Video 

 

22 April 2019 

Earth Day - Video 

 

07 May 2019 

Ska’s debating climate change in Germany with Weber - Video 

 

16 May 2019 

Ska’s statement on climate at Eurovision Debate - Video 

 

22 May 2019 

Greta Thunberg urging people to vote for climate - Video 

 

Ranking of EU political party and parliamentary group Instagram account followers: 

 

European Greens (32.6k followers) 

Greens/EFA (15.4k followers) 

S&D (14.1k followers) 

EPP (13.1k followers) 

ALDE Party (12.4k followers) 

EPP Group (11.8k followers) 

ALDE / Renew Europe (11.4k followers) 

PES (8.9k followers) 

GUE/NGL (2.4k followers) 
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European Left (858 followers) 

ECR Group (633 followers) 

 

Demographics 

 

Gender and age 

 
Visual 2: Gender and age percentages on the @EuropeanGreens Instagram channel 

 

Countries, cities and languages 

 

Top 3 countries 

 

Germany (5.9k followers) 

Italy (4.4k followers) 

Belgium (1.8k followers) 

 

Top 3 cities  

 

Berlin, Germany (879 followers) 

Brussels, Belgium (795 followers) 

Vienna, Austria (456 followers) 
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Top 3 languages 

 

English (7.9k followers) 

German (6.1k followers) 

Italian (4.2k followers) 

 

Engagement 

 

Top 3 stories (ranked by reach) 

 

Ska Keller casting her vote on election day (5.5k people reached) 

Bas Eickhout casting his vote on election day (4k people reached) 

Ska Keller showing up for the Eurovision debate on her bike (3.5k people reached) 

 

Visual 4: Top 3 stories on the @EuropeanGreens Instagram channel from November 2018 - May 2019 

 

Website clicks 

5.359 clicks 
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4.2. Facebook 

 

Engagement (reach, comments and website clicks) was extremely high. 30.601 comments were left on our 

posts throughout the campaign. Due to limited human resources, we could not keep up with this 

overwhelming amount of conversations. Trolls and negative comments were a big problem. In the future, we 

should invest more in moderating comments, to keep the conversation on our content positive and foster a 

more interactive communication style with our followers, rather than just broadcasting.  

 

Our content on Facebook generated 680.886 clicks to the campaign websites (not including Tilt). Huge when 

compared to other social media channels. 

 

The Millennial and Generation-X cohorts are our strongest followers, meaning an older age bracket than our 

followers on Instagram. In future, content across our social media channels should be adapted keeping this 

fact in mind.  

 

New followers are extremely hard to gain on Facebook. Despite steep advertising costs and millions of 

people being reached, our page only grew by 20.624 followers - especially when compared to Instagram, 

where we grew by 33.704 followers with less budget.  

 

Follower growth 

 

Total followers 

144.114 

 

New followers 

+20.625 (an increase of 16% from the 126.570 followers we had before the beginning of the campaign). 
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Visual 5: Follower growth on the @EuropeanGreens Facebook channel from November 2018 - May 2019 

 

Peaks in follower growth: 

 

25 November 2018 

Berlin Council 

 

15 March 2019 

Global Climate March 

 

13 April 2019 

Youth Day and The Green Wave Rally 

 

28 April - 26 May 2019 

Europe Day video, Climate Change video, Climate Positive video, IDAHOT Day visual, Hope video, Greta Vote 

For Climate video, Tax Avoidance video, National Green Party visuals, EU election week 

 

Ranking of EU political party and parliamentary group Facebook account followers: 

 

• EPP Group (553k followers) 

• EPP (434k followers) 

• S&D (397k followers) 
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• ALDE / Renew Europe (358k followers) 

• ALDE Party (206k followers) 

• PES (152k followers) 

• European Greens (144k followers) 

• ECR Group (82k followers) 

• Greens/EFA (64k followers) 

• GUE/NGL (28k followers) 

• European Left (18k followers) 

• ACRE (16k followers) 

 

Demographics 

 

Gender and age     

 

 
Visual 6: Gender and age percentages on the @EuropeanGreens Facebook channel 

 

Countries, cities and languages 

 

Top 3 countries 

 

Italy (19k followers) 

United Kingdom (15.50k followers) 
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Spain (15.4k followers) 

 

Top 3 cities  

 

Budapest, Hungary (5.3k followers) 

Zagreb, Croatia (3.2k followers) 

Brussels, Belgium (2.8k followers) 

 

Top 3 languages 

 

English (43k followers) 

Italian (18.6k followers) 

Hungarian (13.2k followers) 

 

Engagement 

 

Comments 

30.601 

 

Website clicks 

680.886 clicks 

 

4.3 Twitter 
 

Summary 

The @EuropeanGreens account dominated the Twitter debate during the three Spitzenkandidaten debates 

(the Maastricht Debate on 29 April, the Florence State of the Union Debate on 3 May, and the Eurovision 

Debate on 15 May). Our hashtags also emerged as the most quoted during the Spitzenkandidaten debates 

with #GreenWave and #VoteForClimate both at the top of the list of most used hashtags. Source: EU Visions. 

 

The @EuropeanGreens account was the most mentioned political party during the Eurovision debate and 

over the EU election weekend. Source: Twitter. 

 

The @SkaKeller account was the third most mentioned of the Spitzenkandidat during the Eurovision debate 

and over the EU election weekend. Source: Twitter. 
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We received a very large amount of mentions over the campaign (21.166 mentions). In the future, we should 

invest more in moderating mentions, to foster a more interactive communication style with our followers, 

rather than just broadcasting. 

 

Follower growth 

 

Total followers 

44.342  

 

New followers 

+12.281 (an increase of 38% from the 32.061 followers we had before the beginning of the campaign). 

 
Visual 8: Follower growth on the @EuropeanGreens Twitter channel from November 2018 - May 2019 

 

Peaks in follower growth: 

 

24 - 25 November 2018 

Berlin Council 

 

21 January 2019 

Swedish Greens join the Government  
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15 March 2019 

Global Climate march 

 

13 April 2019 

Youth Day and The Green Wave Rally 

 

29 April 

Maastricht Debate 

 

15 May 2019 

Eurovision Debate 

 

23 May 2019 

Get Out The Vote (GOTV) content 

 

26 - 27 May 

European election results 

 

 

Ranking of EU political party and parliamentary group Twitter account followers: 

 

• EPP (135k followers) 

• S&D (112k followers) 

• EPP Group (99.6k followers) 

• ALDE / Renew Europe (85.3k followers) 

• PES (64.6k followers) 

• ALDE Party (58.8k followers) 

• Greens/EFA (54.8k followers) 

• European Greens (44.3k followers) 

• ECR Group (36.2k followers) 

• GUE/NGL (30.6k followers) 

• European Left (25.3k followers) 

• ACRE (5.3k followers) 

 

Demographics 



  
 
 
 
 

 78 

 

Gender 

 

60% male 

40% female 

 

Countries and languages 

 

Top 3 countries 

 

Germany (16% of followers) 

United Kingdom (14% of followers) 

Spain (10% of followers) 

 

Top 3 languages 

 

English (77% of followers) 

German (17% of followers) 

Spanish (15% of followers) 

 

Engagement 

 

Top 3 posts (ranked by retweets) 

 

Sunflower Vote at the beginning of the EU elections (emoji / 2.3k retweets). Topic: Get Out The Vote 

Thank you for voting Green (visual / 732 retweets). Topic: Acknowledgments 

The Swedish Greens enter the government (video / 542 retweets). Topic: Green success 
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Visual 9: Top 3 posts on the @EuropeanGreens Twitter channel from November 2018 - May 2019 

 

Hashtags 

 

The @EuropeanGreens account dominated the Twitter debate during the three Spitzenkandidaten debates 

(the Maastricht Debate on 29 April, the Florence State of the Union Debate on 3 May, and the Eurovision 

Debate on 15 May). Our hashtags also emerged as the most quoted during the Spitzenkandidaten debates 

with #GreenWave and #VoteForClimate both at the top of the list of most used hashtags. Source: EU Visions. 
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Visual 10: Our hashtags emerged as the most quoted during the Spitzenkandidaten debates with #GreenWave and 

#VoteForClimate both at the top of the list of most used hashtags 

 

Mentions 

21.166 

 

The @EuropeanGreens account was the most mentioned political party during the Eurovision debate and 

over the EU election weekend. Source: Twitter. 
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Visual 11: The @EuropeanGreens account was the most mentioned political party during the Eurovision debate and over the EU 

election weekend 

 

The @SkaKeller account was the third most mentioned of the Spitzenkandidat during the Eurovision debate 

and over the EU election weekend. Source: Twitter. 
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Visual 12: The @SkaKeller account was the third most mentioned of the Spitzenkandidat during the Eurovision debate and over the 

EU election weekend 

 

Participation 
In order to maximize participation from member parties with EGP and TILT campaigns, multiple 

communication routes were envisioned: 

• Updating the regular EGP newsletter with TILT and EGP campaigns 

• Weekly Tilt emailing 

• Monthly, than weekly and finally daily EGP emails for memberparties and candidats 

• Investment in the ‘Green Minds’ slack channel, by adding all memberparties, staffing an intern for 

regular communication through Slack and communication on all campaigns 

• One-on-One calls and emails                   

 

Moreover, a big effort was made to (almost without exception) translate content in dozens of languages. 

Visuals were remade in multiple languages, videos were subtitled in multiple languages.             

 

Overall, memberparties, their local branches and their candidates regularly participated in campaigns. 

However, considering the large amount of quality content that EGP produced (such as well over a dozen 
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high production-value videos) and the strong investment in communication, the participation was lower than 

what could have been expected. Correspondingly, the interest was not as high as expected: open rates for 

campaign mails (to candidates and member parties, 281 contacts in total) hovered around the 50-60 percent. 

The click rate hovered around 30% for member parties and 50% for candidates. 

 

5.1 Green Minds                     
The “Green Minds” Slack workspace was re-introduced in the beginning of the 2019 EP campaign to reinforce 

communication channels with Member Parties and the Green Group. It was foreseen as a “support centre” 

dedicated to the green communication teams where EGP can share information about relevant European 

events, content for (re)use, campaigns to possibly join, best practices and where you can easily contact the 

European Greens and each other. 

                         

One of the main advantages is that Slack is a free and flexible internal communication tool  

that should be used as a supplement to email. Also, it works on all kinds of computers, as well as iPhones 

and Android phones. All of these aspects makes it an easy tool to implement and introduce to a community 

of communication workers.  

 

The political parties who interacted the most with EGP content on Slack were Groen, Groenlinks, EELV, Die 

Grunen. Also, the Green/EFA group and FYEG were active.  

                         

As the Green Group grew to 75 MEPs, Green Minds represents a possible useful tool for the next 5 years. Since 

it already has 224 members and 17 channels, it represents a great source of information and could improve 

coordination between EGP, the Green group and member parties during the following legislature.         

 

5.2 Participation                 
Analysing the participation of MP on social media regarding the content created by EGP, we can observe 

multiple scenarios and causes. 

• In the case of bigger Member Parties, there are high possibilities they will share EGP content more 

via Twitter, less probable they will do it on their Facebook official page. However, they will prioritise 

their own content since they have the resources to produce it. 

• In the case of medium sized Member Parties, concerning their participation online, it depends if they 

are constantly using their social media accounts/or not. They would however ask EGP for visuals, 

videos, translations in order to refresh their own content. 
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• In the case of smaller Member Parties, there is a high possibility they use EGP content to frame their 

own campaigns. However, if they lack the human resources, it can be a difficult task to take on.  
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Slack has “channels,” giving members the opportunity to avoid irrelevant emails by participating in the 

discussions they want to. The #general channel was the most active one during the campaign. For the future, 

the recommendation would be to use this channel for urgent matters because it’s easier to receive quick 

answers. In order to improve the community sense on Slack, members can also use the channel made for 

announcements/news concerning the greens around Europe - #europe-wide. The channel devoted to the 

student strikes #climatestrike was the most conversational one during the student marches, members sent 

articles and asked for information often from FYEG, EGP and the Green Group.  

 

Our EGP team had multiple interactions in Slack with member parties. Regarding webcare,  following 

questions & concerns from member parties,  Nathan,  Digital Community Organiser, interacted on Green 

Minds on the #webcare channel with mainly Groen and English/Wales social media workers. Also, since 

Facebook presented a lot of issues during the campaign, we had an advertisement channel #online-

advertisers where Nele, Social Media Advertisement Manager, stayed in touch with the Green Minds 

members. Clara, Assistant - Co-chair Reinhard Bütikofer, interacted with the B90/Die Grünen social media 

team, communicating about the debates that Ska was in - Florence and EBU. Otherwise, she would 

sometimes send them the content we published ( such as our GOTV videos) in order for them to retweet us. 

They also asked her for the Hope  video. Joline, Assistant Campaign Manager, has been contacted by Zieloni 

for the 12 priorities  images which we used on the campaign website, and which they wanted to use as well. 

Also,  Povezimo reached out to her about the CAP reform website, which they wanted to have translated  

into Slovenian. Povezimo se also asked JC,Multimedia Officer, the open files for our 12 priorities digital 

posters. Sybren, Campaign Manager, would also interact on Green Minds with the communications teams 

from Groenlinks, Groen, FYEG, B90/Die Grünen, GGEP, Povezimo se, Vihreät-De Gröna. 

 

Slack has been effective in delivering our messaging during the campaign. However, not all  Member Parties 

equally engaged with the channel. Nevertheless, in January, after the  Communications Networking event, 

they seemed eager to get involved with the Green Minds  communication channel. During the campaign, the 

political parties who had better resources/already  used Slack before engaged more with our content, events 

and debates. Nevertheless, it is rather  difficult to quantify the impact of the interactions on Green Minds 

since we can’t compare it with  the previous EU elections campaign. 

 

Members used Green Minds to ask for best practices when it comes to communication and  they contacted 

EGP team members in private to ask for advice. This has helped both parts - EGP and Member Parties - in 

finding useful information and help such as open files, translations for some of the TILT campaigns, 

crossposting videos. The next step for the Green Minds communication channel is building a community 
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around the greens. When it comes to Green Minds, there are two different developments to track in the future 

: 1. How active the community is; 2. How is EGP benefitting. Green Minds should be used for : real-time 

collaboration, quick questions, getting someone’s attention when needed quickly, impromptu video/voice 

chats, quick poll/voting, keeping everyone feeling connected and in sync even from distance, quickly 

updating new members. Since it’s a real-time chat platform, users tend to also be more engaged.  Comparing 

Slack to email, Slack enables  efficient communication in the following situations: 

• If you need a quick answer on something simple 

• If you want to share & collaborate on something in real time 

• If you need an immediate response 

• If you want to share articles and news  

 

Traditional email, on the other hand, is also really good at getting our message across.  However, this one-

sided communication isn’t always efficient because it can turn the members into  a disengaged audience 

without the ability to truly interact with EGP. Slack may be more effective  than email when it comes to 

managing remote communication teams dispersed across different countries in Europe.  

 

The recommandation for the future would be to 1. Remind the Member Parties  communication teams that 

they can also contact EGP on Slack ( besides e-mail) by inviting them to join Green Minds and 2. Include the 

workers from different teams of the EGP office in Green Minds (this helps building a community on Slack 

instead of a one-sided communication from EGP).  

 

Volunteers 
As EGP ran a completely digital campaign for the 2019 European Elections the social media pages were even 

more important than ever. EGP media team was able to control the own content and the narrative it presents, 

but once it was posted EGP lost that control. Without a dedicated team to monitor the comments sections 

under EGP posts, the conversation could turn and all the good work would be undone in an instant. 

 

In order to keep control, we formed a team of volunteers to help us monitor our social media pages. The 

work they did is called “webcare”. They were supported by a team of researchers and translators. 

 

The team was simply called the Green Volunteers: 
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• EGP used volunteers to manage social media activity and translate campaign materials 

• Volunteers organised by our Digital Community Organiser 

• Split into three teams - Webcare, Translation and Research 

• Parallel “Apptivists” programme launched 2 weeks before voting started 

• 250 volunteers signed up through Nationbuilder 

o 30 in Brussels 

o 120 on Slack 

o 108 on Facebook 

o 240 on WhatsApp, most of them not already a Green Volunteer 

• Held one major training day in Brussels on 23 March, with other meetups arranged on day of Green 

Wave event and during the leading candidate debates 

• Set up accounts on Slack, Homerun, Canva, Falcon, Facebook, Twitter, Google Sites, Zoom, 

WhatsApp, NationBuilder and Google Drive to organise our work during the campaign 

 

6.1 Volunteers 

 

250 volunteers signed up through Homerun/Nationbuilder 

• 30 in Brussels 

• 120 on Slack 

• 108 on Facebook 

• 240 on WhatsApp 

 

6.2 Goals 
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EEGP had to be clear about our Goals for this campaign before we could know what our Webcare strategy 

was. The Goals for Webcare reflected the wider strategy, but EGP also set goals for our group of volunteers 

in order to both recruit them in the first place and then keep them engaged during the campaign. 

 
Key:     Achieved 
    Not measurable/possible 
    Not achieved 

 

For EGP For our volunteers 

• To have dedicated moderation for one hour after 

major paid campaigns are posted 

• To have more Positive comments than Negative 

comments by the elections 

• Increase engagement on social posts compared to 

pre-webcare 

• Volunteer base of 10 people by March 1st, and 30 

people by May 1st 

• To respond to 10% of questions asked on our social 

platforms in May 

• For 30% of our responses to be in a language other 

than English by May 1st 

• To have ten of our volunteers attend the Green 

Wave event in April 

• To have one volunteer for each of our 5 target 

languages by April 1st - English, Dutch, French, 

Italian, German 

• To have 50% of written materials translated by 

volunteers during the Campaign  

• To learn the basics of Webcare by May 1st 

• To attend one out of three trainings on Webcare 

before May 1st (digital or IRL) 

• Understand basics of Community 

Organising/Grassroots Campaigning before May 1st 

(digital or IRL) 

• To learn how to use Falcon by April 1st 

• To make 5 new friends each by May 1st 

• To vote for their local Green candidate in May and 

share 5 of our You Effect posts each 

 

6.3 Reflections 
In the process of implementing the Volunteer strategy, EGP was able to have a better idea of what is 

achievable and what was going to be unlikely. 

 

What stood out was the amount of negative comments EGP received when posts were advertised beyond 

our supporters. While EGP mitigated this somewhat by making sure commenters follow the House Rules 

(more on them below), EGP was never going to be able to avoid this completely.  
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It is worth noting, however, that: 

• Negative commenters are much more active than our supporters, who tend to be more passive. A 

supporter will like and/or share a post, but is less likely to leave a comment as they already agree 

with our message. This means that the comments section does not always reflect how a post has 

been received by the target audience. 

• All engagements (likes, shares, comments etc) drive up our ‘reach’ within the algorithms on our 

social media pages. This is another reason why negativity should not be seen as a drawback in all 

cases. Negative comments still draw our posts into people’s feeds, and it is more likely to then reach 

people who disagree with our messages and are therefore able to be persuaded to support us. 

 

Another thing we have had to reconsider since implementing the Volunteer strategy is the volume of people 

applying. EGP’s original goals had hoped for 10 volunteers in Brussels and 30 across Europe. However, by the 

start of April EGP had a total of 166 applicants and of those 50 are thought to be heavily engaged. EGP held 

a training day in Brussels on 23 March (more below) and 19 people attended. 

 

In order to manage this, the Digital Community Organiser had to create a new Digital Organising structure 

(see below) in order to divide the work out between different teams. This can be characterised as the 

Snowflake structure common in Community Organising. 
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This structure ensures that the central Organiser (Nathan) can keep track of the other groups but also that 

they are able to interact with each other independently and that each team can be scaled up during the 

campaign. Another change to the strategy that was needed was the increase in direct cooperation with EGP 

staff members on different teams.  

 

6.4 Structure 
The Volunteers were organized into four teams which are be coordinated by the Digital Community 

Organiser, Nathan with support from Team Leaders. The basic structure resembles the Snowflake structure 

explained above. 

 

 
 

• Admin Team (overlap with Team Leaders) 

o Primarily for helping Nathan run the Green Volunteers 

o Organising incoming volunteers 

o Keeping the shared resources up to date and moderating the Slack and Facebook Group 

o Using Nationbuilder to target lists of volunteers to give to Team Leaders to contact for 

particular tasks 

o In direct contact with members of EGP staff 

• Webcare Team 

o Monitoring our social media pages to ensure commenters are following our rules 
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o Identifying trolls, hiding misinformation and correcting it when necessary,  

o There will also be teams who will be answering questions from potential voters on 

designated campaign days, in special Ask Me Anything sessions 

o Divided into a team of ten dedicated volunteers who have access to our Falcon social media 

platform, and the rest who can contribute through coordinated Facebook groups 

o The Facebook group allows for volunteers to comment as individuals away from the 

restrictions of the EGP brand. This means they can use their own initiative to respond, based 

on our own training, and they can also be used to flood comments with positive Green 

messaging during TV debates and under external news articles 

• Research Team 

o Compiling public information about European Greens policy and information about our 

member parties to inform our Webcare team 

o Divided into topics and country working groups 

o All information will be public knowledge from our Priorities, Manifesto and Resolutions 

o Any tricky questions relating to member parties will be tagged by the webcare team and 

referred to our Member Party liaisons and logged for use after the campaign 

• Translations Team 

o Translating campaign material and helping the Webcare team speak to voters in their own 

language 

o Divided into a working group for each language (see below) 

 

 

 

 

 

Press 
The European Green Party has occupied more column inches and airtime in the European and national 

media than ever before. 

 

In the 6-month period between November 2018 and May 2019 the European Greens released over 50 press 

releases on behalf of the leading candidates and co-chairs that were picked up by Reuters, Politico, Euractiv, 

Parliament Magazine, DPA German news agency, NRC Netherlands, European Interest, EU Reporter, New 

Europe and more.  The leading candidates Ska Keller and Bas Eickhout and the co-chairs Monica Frassoni 

and Reinhard Bütikofer were featured in dozens of articles in the national and European media, such as 
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Volkskrant, Het Financieele Dagblad, El Pais, the Financial Times, BBC, France 24, and The Guardian. The 

Economist describes the Greens as the party of youth and enthusiasm.  The leading candidates also took part 

in 27 ‘Meet Ups’ and member party visits, including press conferences that resulted in many national press 

appearances.  The EGP held two main press events, firstly at the Berlin Council on 23-25 November (114 

registrations) and the EGP campaign launch on 6 March (50 registrations).  EGP also held an electoral rally 

on 13 April which journalist attended in an informal capacity. The main Eurovision debate was broadcast on 

over 150 channels including radio and tv across Europe.  Viewing figures estimated to be in the tens of 

thousands. 

 

7.1 Team Work 
Member parties actively engaged in joint communications with the EGP via press releases, such as on Turkey, 

Ireland, France,  Bulgaria or the UK.  The EGP also tapped into the youth climate movement by teaming up 

with activists Luisa Neubauer and Anuna de Wever in a press release. Our presence in the press is amplified 

by sharing prominent and positive articles and press releases on social media and via the EGP newsletter. 

 

7.2 Messaging 
The focus was on portraying the Greens as a forward-looking force capable of dismantling vested interests 

and taking on the far-right, whilst fighting for climate action and social justice.  EGP’s 12 priorities provided 

a backdrop.  The youth climate marchers impacted and inspired our communication and underlined the 

urgency to act.  More generally, our press communication focused on the breaking stories of the day.    

  

The European Green Party first refers to a ‘Green Wave’ in a press release on 15 October about the German 

Greens’ success in Bavaria.  In the international media, it is referred to as a ‘Green surge’ and only later gets 

picked up more broadly as a common reference emphasised by a vigorous social media campaign using the 

hashtags #VoteForClimate and #GreenWave. 

 

7.3 PRESS PROCEDURE / OUTCOMES 
The European Green Party press communications aimed to do the following: 

●      Inform the European and national media about Green positions connected to the news      agenda 

●      Communicate to the general public Green positions 

●      Support Green parties in reaching shared positions on a range of topics 

●      Help influence and drive the political conversation 
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OUTCOME:  Over the 6 month electoral period EGP communicated on a range of topics in relation to the big 

news stories of the day.  As well as communicating only on behalf of the EGP, there were also occasions when 

joint press releases were issued with member parties, including on Pirin park in Bulgaria, the banning of 

travel of the Turkish Greens and with GPEW on Brexit.  The EGP was instrumental in popularising the term 

‘Green Wave’ in the media following the big electoral gains in Bavaria and Hesse in Germany, which initially 

opted instead for the slightly more sober Green surge. EGP also helped drive the political conversation by 

joining forces with the Fridays for Future movement and signing a joint press release with climate activists 

Luisa Neubauer and Anuna de Wever.  

 

Press corps in Brussels overview:   

 ●      Approximately 1000 accredited journalists to the EU institutions (Clear Europe, 2016) 

●      Belgium, Germany, France and the UK have largest number of correspondents in Brussels (Euractiv 

registered in the UK, Politico in Belgium) 

●      Politico has 40 accredited reporters (1.5 million unique visitors per month) 

●      Brussels Playbook (80,000 subscribers) 

●      Euractiv has editorial team of approximately 50 people (950.000 unique visitors per month) 

  

OUTCOME: EGP engaged actively with the Brussels press corps, including Politico, Euractiv, EU Observer and 

national press.  Many got in touch directly to schedule exclusive interviews with the leading candidates. 

 

7.4 OBJECTIVES 
EGP communications will have the following objectives as per our campaign plan: 

●      Strengthen the Green brand and visibility [branding] 

●      Set the agenda - in voters’ minds - for these elections [issues] 

●      Strengthen ownership and urgency of change [change] 

●      Be perceived as the party for hope [hope] 

●      Mobilize people to vote [gotv] 

OUTCOME: These objectives were met as part of the wider campaign strategy.  

 

7.5 PROCEDURES 
●      Political messaging, including press releases, must be carried out in consultation with the co-chairs of 

the European Green Party, Monica Frassoni and Reinhard Bütikofer. 

●      Statements are co-signed by both co-chairs unless agreed otherwise with the co-chairs or if one party 

cannot be reached for a prolonged period.  
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 ●      If politically advantageous and feasible, the co-chairs can also sign statements together with 

representatives of national Green parties to foster and underline cohesion within the Green family.  

 ●      On occasion, Committee members can also use the EGP press channels to communicate on specialist 

topics in agreement with the co-chairs. 

  

●      During European electoral campaigns, the co-chairs will give precedence to the leading candidates who 

will be the figureheads of the EGP.  If the leading candidates chose not to communicate on strategic issues 

or opt to use other channels, such as the GGEP, the co-chairs will also co-sign press releases under their own 

name.  A consultation must take place to ensure that messaging between the co-chairs and the leading 

candidates is coherent. 

 ●      Ska Keller is both a co-leading candidate and co-president of the Greens/EFA Group.  An assessment 

will take place on a case by case basis depending on the topic to ascertain whether it pertains more closely 

to the work carried out as co-president, leading candidate, or both roles.  The Group may use both titles in 

its press releases and release statements in agreement with EGP when press releases straddle both roles. 

During the campaign period, she will, on occasion, simultaneously release the same statement via the Group 

and the EGP.  Bas Eickhout is both a co-leading candidate and MEP and the same considerations must also 

be considered. 

●      The press officer will monitor the news and pitch ideas according to resonance and potential impact in 

the media.  The co-chairs, the leading candidates and their staff will also contact the press officer to 

communicate statements based on the news. 

 ●      Statements must be an accurate account of actual statements or an interpretation composed by the 

press officer. They are jointly made by the co-chairs and the leading candidates together or can be separate 

complementary statements, but the overall line must be coherent. 

 

OUTCOME:  There was some reluctance on behalf of the leading candidates to communicate via EGP 

channels.  However, both Bas and Ska engaged actively with EGP as part of a wider communications strategy 

involving the Group and individual contacts with journalists. 

 

7.6 EUROPEAN GREEN PARTY COUNCIL - 23-25 November 2018 
BERLIN 

TOTAL JOURNALIST REGISTRATIONS: 114 (approx 75 attend) * 

GERMAN: 58 

ITALY: 14 

EUROPEAN AGENDA: 11 

INTERNATIONAL:  10 
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FRANCE: 9 

THE NETHERLANDS: 4 

SPAIN: 2 

UKRAINE: 2 

MACEDONIA: 1 

ALGERIA: 1 

MONTENEGRO: 1 

AUSTRIA : 1 

MEDIA COVERAGE: At least 15 countries in Europe 

MOST PROMINENT COVERAGE: Germany, France, Netherlands, Belgium, The Netherlands 

 

HIGHLIGHTS: 

Detailed coverage by Italy’s prestigious Il Sole 24 here, here, and here 

Interviews by Al Jazeera English with Reinhard, Bas and Jesse 

EGP Council covered in the German evening news here 

EURONEWS Council wrap: video in Portuguese / German / French 

Podcast and analysis by POLITICO 

Interview and with Bas Eickhout and photoshoot in Volkskrant 

 

TONE:  Very positive focusing on the Green Wave and Green chances in the 2019 European elections 

OUTCOMES: The Green family are identified as potential kingmakers in the next European elections.  We 

position ourselves as a ‘new generation’ that is pro-Europe and pro-change.  The next Commission 

President should be a leading candidate and why not a woman.  We are identified as having a strong 

political positions on a social union, the tax base, and climate.  We make our positions towards LREM clear. 

EUROPEAN PRESS 

PRE-COUNCIL: 

Politico run profiles of the three candidates in a podcast with Ryan Heath 

 

SKA in brief: 

These are existential elections 

We must focus on building a social union 

Greens will only vote for a lead candidate 

It’s time for a woman Commission President 

  

BAS in brief: 
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Greens are pro-Europe, pro-change 

New ‘Green’ uprising in eastern Europe though not necessarily with Green brand (Romania) 

My priorities are the tax base, climate and a trade agenda that addresses social and environmental concerns 

based on the SDGs 

Christian Democrats must look to the progressives if they want a majority.  If Weber moves to the right, 

Greens will not back him. 

I have alternative music taste and love hiking 

 

EURACTIV also run profiles on Ska (a fiery German who grew up organising rallies against neo-Nazis), Bas (I 

prefer people who go against the stream, who have a strong touch, someone like John Lennon), and Petra  

 

POLITICO ANALYSIS: Europe’s Greens set sights on trade and tax in Brussels 

KEY PARAGRAPH: the Greens aim to take charge of two European Parliament committees in the next 

mandate. They have set their eyes on chairing the Parliament’s trade and financial services committee, and 

any permanent taxation committee that may be created, several party officials and candidates said at the 

party’s annual congress in Berlin. 

 

EURACTIV:  

Greens to push industrial and social agenda for EU elections 

Ska: “when we look at what Emmanuel Macron is doing in France, nothing is happening on the ecological 

side, and on the social side, it is the exact opposite of what we are asking for,” 

 European Greens refuse to march behind Macron’s party 

 

OVERVIEW: Beuti outlines differences between the Greens and LREM 

 After successes in Germany and Belgium, Greens set eyes on Italy 

“Today we have a chance to revive the Green party in Italy and this is why the European and the Italian 

Greens are working together to make sure the current green wave settles in Italy as well,” Frassoni said. 

 

EURONEWS video in Portuguese / German / French 

 

AUSTRIA 

Kurier - quotes Werner Kogler and Thomas Waitz 

Phoenix - Live to camera and interview with Thomas Waitz 
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BELGIUM (French-speaking) 

RTBF - (AFP) - good video overview of victory moment 

La Libre  

 

BELGIUM (Flemish speaking) 

VRT NWS 

De Standaard - on Petra (paywall) 

 

CATALONIA 

La Vanguardia 

 

CROATIA 

Glas Istre 

 

CZECH REPUBLIC 

INFO.CZ - EGP Committee member Michal Berg quoted 

 

FRANCE 

Liberation (AFP) 

La Croix (AFP) 

Mediapart - more in depth (behind paywall) 

Les Echos - more in depth 

Ouest France 

FRANCE SOIR - AFP  

 

GERMANY 

Frankfurter Rundshau - interview with Ska 

Hannoversche Allgemeine | Ihre Zeitung aus Hannover - more in depth 

Tagesshau - Main German evening news 

Mitteldeutscher Rundfunk 

Berliner Zeitung 

Der Tagesspiegel 

Der Tagesspiegel - Reinhard speaking about Macron 

Phoenix - Live to camera and interview with Thomas Waitz 

ARTE 
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WELT 

NDR - Ska on Brexit - we must make Europe more attractive 

 

ITALY 

Il Sole 24 - The European Greens: yes to the Eurobonds, the ECB helps the countries in crisis 

Il Sole 24 -  European Greens fight populism 

Il Sole 24 - The manifesto of the Greens for a social and ecological Europe 

La Repubblica - Good interview with Ska (behind paywall) 

The Green Report 

EU NEWS 

ANSA News Agency 

Huffington Post - article by Rosella Muroni  

 

THE NETHERLANDS 

NOS 

De Telegraaf 

Trouw - interview with Bas 

Volkskrant - good interview with Bas 

Volkskrant - news piece 

Dutch News NL 

 

PORTUGAL 

MundoAoMinuto 

Diario de Noticias  

 

SOUTH TYROL 

Salto Politik 

Buongiorno SudTirol - Article about South Tyrol delegation 

RAI - South Tyrol delegation  

 

SLOVENIA 

STA  

 

SPAIN 

El Diario 
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El Pais - opinion piece by debate moderator Xavier Vidal-Folch 

El Mundo  

 

ROMANIA 

CaleaEuropeana 

 

TOTAL JOURNALIST REGISTRATIONS: 114 (approx 75 attend) * - total number of attendees not fully clear 

due to unclear data provided by volunteers 

 

OUTCOME:  Some reluctance to communicate effectively with the EGP in setting up a press 

strategy.  Overall, press interest was very high and the end result very positive with high attendance and 

widespread coverage. 

 

7.7 CAMPAIGN LAUNCH PRESS COVERAGE 
European Press: 

Politico : EU Greens to conservatives: Change to get a deal 

Euractiv : European Greens set conditions on EPP candidate Manfred Weber 

EUNews (Italian) : The Greens: to the Europeans with three priorities, because it is no longer "business as 

usual" 

ANSA (Italian) Europeans: EU Greens, campaign on environment and rights 

EUROPA PRESS (Spanish) :  The European Greens launch their campaign for a Green and socially just EU 

 

EURONEWS VIDEO in various languages: The Greens launch their campaign 

French: https://twitter.com/euronewsfr/status/1103386089564368899 

German: https://twitter.com/euronewsde/status/1103420231991652357 

Spanish: https://twitter.com/euronewses/status/1103430234500677634 

Italian: https://twitter.com/euronewsit/status/1103368047023325184 

Russian: https://twitter.com/euronewsru/status/1103371201072807941 

Greek: https://twitter.com/euronewsgr/status/1103355974449025026 

Hungarian: https://twitter.com/euronewshu/status/1103399573588979712 

Portuguese: https://twitter.com/euronewspt/status/1103359944928251904 

 

FRANCE 

La Croix : No green push in European elections despite environmental emergency 

L’Orient du Jour  (AFP) : The Greens optimistic despite weak polls 
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SOUTH TYROL 

Tiroler Tageszeitung : Greens: European election campaign not only against anti-Europeans 

 

GERMANY 

SPIEGEL (live feed) 

REUTERS IN GERMAN - European Greens demand concessions from EPP candidate Weber 

 

ROMANIA 

AGERPRESS (Romanian News Agency/Associated Press) – photos 

 

BULGARIA 

BTA (Bulgarian News Agency/Associated Press) 

 

AUSTRIA 

ORF – Greens want to appeal to anti-European 

 

THE NETHERLANDS 

PANORAMA (ANP Dutch New Agency) : GroenLinks anticipates doubling in Europe 

 

HUNGARY 

INDEX  - The ultimatum sent to Orbán is ridiculous 

 

INTERNATIONAL: 

El Heraldo (Columbia) – Ecologists hope to rise in European elections driven by protests 

  

OUTCOME: The Comic Arts Museum was an original location to hold the campaign launch event which was 

highly attended by the media.  The Greens are perceived to be political players in the European elections 

following recent electoral successes. 

 

7.8 PRESS RELEASES WRAP 
17 November 2018 - 26 May 2019 

Total press releases: 50 
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Bas Eickhout : 20 press releases 

Ska Keller : 17 press releases 

Reinhard Bütikofer : 15 press releases 

Monica Frassoni : 14 press releases 

Evelyne Huytebroeck : 2 

Borislav Sandhov: 1 

Karima Delli : 1 

Claire Bailey : 1 

Eamon Ryan : 1 

Yannick Jadot : 2 

Philippe Lamberts :1 

Werner Kogler : 1 

Tom Waitz: 1 

Eylem Tuncaelli and Sinan Tutal : 1 

Steven Agnew : 1 

Siân Berry : 1 

Maggie Chapman : 1 

Caroline Lucas: 1 

Patrick Harvie : 1 

  

Topics covered: Brexit, Green politics, Macedonia, Weber, Turkish Greens, Pirin park Bulgaria, Valsusa tunnel, 

Siemans-Alston merger, Gazprom, energy poverty, Macron battle of ideas, Fidesz, single use plastics, 

Venezuela, migration, Turkey democracy, Poland rule of law, Facebook ads, Amazon ecocide, European 

carmakers, Babis, Saudi arms, freedom of the press, Cyprus EEZ drilling, climate marchers, Monsanto, Strache 

Austria, climate action, Green Wave 

  

Open rate: Around 800 journalists are subscribed to the EGP press mailing list.  The open rate fluctuates 

between 200 and 350. 

  

Quoted in the media: The EGP press releases were picked up by Reuters, Politico, Euractiv, Parliament 

Magazine, DPA German news agency, NRC Netherlands, European Interest, EU Reporter, New Europe. 

  

Other distribution:  The EGP press releases are also distributed to Member Parties via the newsletter 
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17/11/19 - A 'People's Vote' is the best way forward (Steven Agnew, leader of the Green Party in Northern 

Ireland, Jonathan Bartley, co-leader of the Green Party of England and Wales, Siân Berry, co-leader of the 

Green Party of England and Wales 

Reinhard Bütikofer, co-chair of the European Green Party, Maggie Chapman, co-convener of the Scottish 

Green Party, Monica Frassoni, co-chair of the European Green Party, Patrick Harvie, co-convener of the 

Scottish Green Party, Caroline Lucas, MP for Brighton Pavilion, Green Party of England and Wales) 

https://europeangreens.eu/content/peoples-vote-best-way-forward 

  

23/11/18 - Greens stand for green and progressive change in Europe (Reinhard Bütikofer) 

https://europeangreens.eu/content/greens-stand-green-and-progressive-change-europe 

  

24/11/18 - European Greens elect leading duo (Bas and Ska) 

https://europeangreens.eu/content/european-greens-elect-leading-duo 

  

Picked up: Brussels Express, Politico, New Europe 

  

27/11/18 - For Green and progressive change in Europe (Reinhard and Monica) 

https://europeangreens.eu/content/green-and-progressive-change-europe 

  

30/11/18 - Macedonia moves closer to joining the EU (Reinhard and Monica) 

https://europeangreens.eu/content/macedonia-moves-closer-joining-eu 

  

4/12/18 - Climate activism is not a crime (Ska and Bas) 

https://europeangreens.eu/content/climate-activism-not-crime 

  

8/12/18 - Hungary is not Orbán’s personal fiefdom (Ska and Bas) 

https://europeangreens.eu/content/hungary-not-orb%C3%A1n%E2%80%99s-personal-fiefdom 

  

14/1/19 - Time for a ‘People’s Vote’ (Reinhard and Monica) 

https://europeangreens.eu/content/time-%E2%80%98people%E2%80%99s-vote%E2%80%99 

  

Picked up: Parliament Magazine 

  

14/1/19 Weber’s disregard for pro-European forces in Macedonia lacks leadership (Ska) 
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https://europeangreens.eu/content/weber%E2%80%99s-disregard-pro-european-forces-macedonia-lacks-

leadership 

  

15/1/19 - A People’s Vote could break the deadlock (Bas and Ska) 

https://europeangreens.eu/content/%E2%80%98people%E2%80%99s-vote%E2%80%99-could-break-

deadlock 

  

16/1/19 - Let the Turkish Greens travel! (Evelyne and Monica) 

https://europeangreens.eu/content/let-turkish-greens-travel 

Picked up: Ahval, 

  

16/1/19 - Bulgaria’s Supreme Court rules to protect Pirin National Park (Ska and Borislav) 

https://europeangreens.eu/content/bulgaria%E2%80%99s-supreme-courts-rules-protect-pirin-national-

park 

  

Picked up: Bulgarian News Agency 

  

22/1/19 - The Brexit withdrawal agreement is at a dead-end (Monica Frassoni) 

https://europeangreens.eu/content/brexit-withdrawal-agreement-dead-end 

  

25/1/19 - Tsipras and Zaev leadership underscores vibrancy of the European idea (Reinhard and Monica) 

https://europeangreens.eu/content/tsipras-and-zaev-leadership-underscores-vibrancy-european-idea 

  

25/1/19 - A Europe that protects and respects its citizens (Monica Frassoni) 

https://europeangreens.eu/content/europe-protects-and-respects-its-citizens 

  

29/1/19 - Valsusa Tunnel: no risk of EU sanctions, it is now important to invest in the existing alternative 

(Karima Delli and Monica Frassoni) 

https://europeangreens.eu/content/valsusa-tunnel-no-risk-eu-sanctions-it-now-important-invest-existing-

alternative 

  

29/1/19 - We stand by the backstop (Reinhard, Monica, Claire Bailey, Eamon Ryan) 

https://europeangreens.eu/content/we-stand-backstop 

  

6/2/19 - Stopping the merger of Siemens and Alstom is a clumsy own goal (Reinhard) 
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https://europeangreens.eu/content/stopping-merger-siemens-and-alstom-clumsy-own-goal 

  

7/2/19 - France and Italy must renew closer collaboration (Monica and Yannick) 

https://europeangreens.eu/content/france-and-italy-must-renew-closer-collaboration 

  

Picked up: Parliament Magazine 

  

13/2/19 - Russia’s Gazprom does not get a privileged deal in the EU’s energy market (Reinhard) 

https://europeangreens.eu/content/russia%E2%80%99s-gazprom-does-not-get-privileged-deal-

eu%E2%80%99s-energy-market 

  

20/2/19 - Europe needs to make energy poverty a key priority (Bas and Ska) 

https://europeangreens.eu/content/europe-needs-make-energy-poverty-key-priority 

  

Picked up: EAPN 

  

22/2/19 - To Orbán or not to Orbán that is now the question (Reinhard and Monica) 

https://europeangreens.eu/content/orb%C3%A1n-or-not-orb%C3%A1n-now-question 

  

25/2/19 - Mogherini must act fast to help prevent the escalation of the Venezuela crisis (Reinhard and 

Monica) 

https://europeangreens.eu/content/mogherini-must-act-fast-help-prevent-escalation-venezuela-crisis 

  

6/3/19 - Greens offer Macron a battle of ideas (Reinhard and Monica) 

https://europeangreens.eu/content/greens-offer-macron-battle-ideas 

  

Picked up: DPA 

  

6/3/19 - Let's act together for a Greener Europe (Bas and Ska) 

https://europeangreens.eu/content/lets-act-together-greener-europe 

  

8/3/19 - Romania’s 'Alliance 2020 USR PLUS' election participation rejection must be overturned (Bas) 

https://europeangreens.eu/content/romania%E2%80%99s-alliance-2020-usr-plus-election-participation-

rejection-must-be-overturned 
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20/3/19 - Fidesz suspension lacks political courage (Bas and Ska) 

https://europeangreens.eu/content/fidesz-suspension-lacks-political-courage 

  

27/3/19 - EU governments must continue sea rescue and agree on fair allocation of asylum seekers (Ska) 

https://europeangreens.eu/content/eu-governments-must-continue-sea-rescue-and-agree-fair-allocation-

asylum-seekers 

  

28/3/19 - Our love affair with a waste-based culture must end (Bas) 

https://europeangreens.eu/content/our-love-affair-waste-based-culture-must-end 

  

Picked up: European Interest 

  

1/3/19 - Democratic values make a breakthrough in Turkey (Evelyne Monica) 

https://europeangreens.eu/content/democratic-values-make-breakthrough-turkey 

  

Picked up: European Interest 

  

5/4/19 - European carmaker complacency could spell its demise (Bas) 

https://europeangreens.eu/content/european-carmaker-complacency-could-spell-its-demise 

  

Picked up: Euractiv (Reuters), 

  

11/4/19 - Brexit solution must be driven by political realism (Bas and Ska) 

https://europeangreens.eu/content/brexit-solution-must-be-driven-political-realism 

  

Picked up: Parliament Magazine 

  

11/4/19 - Poland must ensure the irremovability of its judges (Ska) 

https://europeangreens.eu/content/poland-must-ensure-irremovability-its-judges 

  

17/4/19 - Facebook’s new rules will hurt democratic debate (Lamberts and Reinhard) 

https://europeangreens.eu/content/facebook%E2%80%99s-new-rules-will-hurt-democratic-debate 

  

17/4/19 - Liberals' support for Babiš goes against European values (Ska and Bas) 

https://europeangreens.eu/content/liberals-support-babi%C5%A1-goes-against-european-values 
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18/4/19 - European political parties send open letter to Facebook against new advertising rules (Reinhard) 

https://europeangreens.eu/content/european-political-parties-send-open-letter-facebook-against-new-

advertising-rules 

  

Picked up: NRC Netherlands 

  

27/4/19 - European arms sales to brutal Saudi regime must stop (Yannick and Reinhard) 

https://europeangreens.eu/content/european-arms-sales-brutal-saudi-regime-must-stop 

  

30/4/19 - European business must not be complicit in Amazon ecocide (Tom Waitz) 

https://europeangreens.eu/content/european-business-must-not-be-complicit-amazon-ecocide 

  

Picked up: EU Political Report 

  

3/5/19 - A free press guarantees the integrity of our elections (Reinhard and Monica) 

https://europeangreens.eu/content/free-press-guarantees-integrity-our-elections 

  

Picked up: Parliament Magazine 

  

3/5/19 - The Green Party of England and Wales makes big gains in local elections (Bartley and Bas) 

https://europeangreens.eu/content/green-party-england-and-wales-makes-big-gains-local-elections 

  

7/5/19 - The decision to overturn Istanbul result is a stain on the history of democracy (Ska and Turkish Green 

Left Party Eylem Tuncaelli and Sinan Tutal) 

https://europeangreens.eu/content/decision-overturn-istanbul-result-stain-history-democracy 

  

8/5/19 - EU leaders must condemn Turkish intention to drill in its waters (Ska) 

https://europeangreens.eu/content/eu-leaders-must-condemn-turkish-intention-drill-its-waters 

  

Picked up: European Interest 

  

9/5/19 - Climate marchers must be heard at Sibiu EU leaders summit (Ska) 

https://europeangreens.eu/content/climate-marchers-must-be-heard-sibiu-eu-leaders-summit 
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9/5/19 - Sibiu declaration is an insult to young generation (Bas and Ska) 

https://europeangreens.eu/content/sibiu-declaration-insult-young-generation 

  

Picked up: Parliament Magazine 

  

10/5/19 - Monsanto’s aggressive lobbying is not only unethical but illegal. It must be brought to justice (Bas 

and Yannick) 

https://europeangreens.eu/content/monsanto%E2%80%99s-aggressive-lobbying-not-only-unethical-illegal-

it-must-be-brought-justice 

  

18/5/19 - Austrian Strache revelations demonstrate dark forces undermining Europe (Bas and Werner Kogler) 

https://europeangreens.eu/content/austrian-strache-revelations-demonstrate-dark-forces-undermining-

europe 

  

  

24/5/19 - It's time to vote for climate (Bas) 

https://europeangreens.eu/content/its-time-vote-climate 

  

24/4/19 - Hope for a European Green Wave starts in the Netherlands (Bas) 

https://europeangreens.eu/content/hope-european-green-wave-starts-netherlands 

  

Picked up: EU Reporter 

  

25/5/19 - The Green Wave rolls on in Ireland (Bas) 

https://europeangreens.eu/content/green-wave-rolls-ireland 

  

Picked up: Reuters 

  

26/5.19 - Green wave reaches the European Parliament (Bas) 

https://europeangreens.eu/content/green-wave-reaches-european-parliament 

  

Picked up: The National, European Movement, Euractiv 

 

OUTCOME:  The reasonably high open rate of the EGP press releases by prestigious media organisation is 

encouraging.  The content is not widely quoted but still gets picked up by the media, including Reuters, DPA, 
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Politico, Euractiv, Parliament Magazine and others.  Press releases in collaboration with other member 

parties, for example on Turkey and Bulgaria, spread widely in local media channels. During the campaign 

period (17 November - 26 May) we worked on a total of 13 joint press release Turkey: 3 / France: 3 /  UK: 2 / 

Ireland: 2 / Austria: 1 / Bulgaria: 1/ Cyprus: 1. The press releases are also used as a resource for member 

parties and distributed via internal Green newsletters. 

 

Over 50 press releases were issued during the campaign period.  (Bas Eickhout : 20 press releases / Ska Keller 

: 17 press releases / Reinhard Bütikofer : 15 press releases / Monica Frassoni : 14 press releases.  However, a 

large proportion of proposals were rejected by the leading candidates.  As time progressed the working 

method became more established. Direct contact or weekly meeting with the leading candidates would have 

helped set an agenda more in line with their expectations and should be considered as a means to improve 

communication. 

 

7.9 MEET-UPS MEDIA WRAP  
  

Visit                Greece            Ska Keller                              7/12/18 

  

Brief:  Keller press conference (7/12/19) 

Publication: EPT 

Headline: Ska Keller: With a fair way to make the transition 

Link:http://www.ert.gr/perifereiakoi-stathmoi/kozani/ska-keller-apo-kozani-me-dikaio-tropo-na-ginei-i-

metavasi-paroysiasi-meletis/ 

  

MP Visit          Ireland            Ska Keller      15-16/02/2019 

MeetUp           Austria           Ska Keller      22/2/19 

  

Facebook event: https://www.facebook.com/events/337711333752147/ 

  

Brief:  Kogler and Keller press conference (22/2/19) 

Publication: Vienna.at 

Headline: EU candidate: German Greens are jealous of Sarah Wiener 

Link:https://www.vienna.at/eu-wahl-kandidatin-deutsche-gruene-sind-neidisch-auf-sarah-wiener/6105325 

  

Brief:  Kogler and Keller press conference (22/2/19) 

Publication: Salzburger Nachrichten 
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Headline: Greens present their European election program 

Link:https://www.sn.at/politik/innenpolitik/gruene-praesentieren-ihr-europawahlprogramm-66148186 

  

Brief:  Kogler and Keller press conference (22/2/19) 

Publication: Kurier.at 

Headline: German Greens distribute praise: Are jealous of Sarah Wiener 

Link:https://kurier.at/politik/inland/deutsche-gruene-verteilen-lob-sind-neidisch-auf-sarah-

wiener/400415285 

  

Brief:  Kogler and Keller press conference (22/2/19) 

Publication: APA 

Headline: Kogler / Keller: Presentation of the common European election program 

Link:https://www.ots.at/presseaussendung/OTS_20190221_OTS0082/aviso-freitag-22022019-1030-uhr-

gruene-pk-koglerkeller-praesentation-des-gemeinsamen-europaeischen-wahlprogramms 

  

  

MP Visit          Greece            Ska Keller      25-26/02/2019 

  

MeetUp           Malta   Ska Keller      8-9/03/2019 

  

Facebook event: https://www.facebook.com/events/326552017969459/ 

  

Brief:  Ska in Valeta on migration 

Publication: Newsbook 

Headline: Watch: ‘Solidarity key in addressing migration in EU’ 

Link:https://www.newsbook.com.mt/artikli/2019/03/10/watch-solidarity-a-key-part-in-addressing-

migration-in-eu/?lang=en 

  

Brief:  Ska in Valeta on EU elections 

Publication: TVM 

Headline:AD embrace the European vision of the Greens for the EP election 

Link:https://www.tvm.com.mt/mt/news/l-ad-thaddan-il-vizjoni-ewropea-tal-hodor-ghall-elezzjoni-tal-pe/ 

  

  

Brief:  Ska on climate change, Maltese Greens manifesto (video) 
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Publication: Times of Malta 

Headline: Extreme weather bringing “shift of awareness” – Greens lead candidate 

Link:https://www.timesofmalta.com/mobile/articles/view/20190309/local/extreme-weather-bringing-shift-

of-awareness-greens-lead-candidate.703990 

  

  

Brief:  Ska on EU elections 

Publication: Malta Today 

Headline: Europe will have to choose either nationalism or progressive values, Green Party lead MEP 

candidate says 

Link:https://www.maltatoday.com.mt/news/europe/93522/watch_europe_will_have_to_choose_either_nat

ionalism_or_progressive_values_green_party_lead_mep_candidate_says#.XPVQgZP7RBy 

  

  

MP Visit          Finland           Bas Eickhout 9/3/19 

Visit                Sweden          Bas Eickhout 16/3/19 

  

Brief:  Bas in Stockholm 

Publication: Euronews 

Headline: Greens to Europe: defending climate and democracy 

Link:https://de.euronews.com/2019/03/16/grune-zu-europa-klima-und-demokratie-verteidigen 

   

MeetUp           Slovenia         Ska Keller      17/3/19 

  

Brief:  Ska in Slovenia 

Publication: STA 

Headline: Keller of European Greens' endorses Let's Connect 

Link: https://english.sta.si/2616858/keller-of-european-greens-endorses-lets-connect 

  

Brief:  Ska in Slovenia 

Publication: RTVSLO 

Headline: European Green Supports the Connect list 

Link: https://www.rtvslo.si/slovenija/evropski-zeleni-podprli-listo-povezimo-se/482900 

  

Brief:  Ska in Slovenia 
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Publication: Radio Si 

Headline: Top candidate of the European Greens in Slovenia 

Link:https://www.rtvslo.si/radiosi/news/spitzenkandidatin-der-europaeischen-gruenen-in-

slowenien/482909 

  

  

MP Visit          Hungary         Bas Eickhout 21/3/19 

  

Brief:  Bas in Hungary with Gabor Vago 

Publication: Hungary Today 

Headline: LMP: Paks Upgrade ‘a Means to Cement Russia’s Influence’ 

Link:https://hungarytoday.hu/lmp-paks-upgrade-a-means-to-cement-russias-influence/ 

  

Brief:  Bas in Hungary on Orban 

Publication: Hungary 24 

Headline: "Seriously worried about what Orban can do" 

Link: https://24.hu/belfold/2019/03/22/bas-eickhout-interju-zoldek/ 

  

  

Visit                Austria                       Bas Eickhout 22/3/19 

  

Brief:  Bas in Austria with Kogler 

Publication: Oberösterreichische Nachrichten 

Headline: Greens boss excludes reunion with NOW 

Link:https://www.nachrichten.at/politik/innenpolitik/gruenen-chef-schliesst-wiedervereinigung-mit-jetzt-

aus;art385,3113161#ref= 

  

MP Visit          Denmark        Bas Eickhout 31/3/19 

MP Visit          Lithuania        Bas Eickhout 8/4/19 

  

Brief:  Bas in Lithuania 

Publication: STA 

Headline: EU Green Policy: Liberating Rosatom Before Pressing Minsk 

Link:https://kauno.diena.lt/naujienos/vilnius/miesto-pulsas/es-zaliuju-politikas-pries-spaudziant-minska-

reikia-issivaduoti-rosatom-908862 
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MP Visit          France            Ska Keller      10-11/04/2019 

MeetUp           Slovenia         Bas Eickhout 11/4/19 

  

Facebook event: https://www.facebook.com/events/579016149270828/ 

  

Brief:  Bas in Slovenia 

Publication: STA 

Headline: Greens' Spitzenkandidat Eickhout visiting Ljubljana 

Link:https://english.sta.si/2625731/greens-spitzenkandidat-eickhout-visiting-ljubljana 

  

  

MeetUp           Ireland            Bas Eickhout 15/4/19 

  

Facebook event: https://www.facebook.com/events/1088014098037689/ 

  

Brief:  Bas in Ireland with Ciaran Cuffe 

Publication: The Irish Times 

Headline: Euro election will be ‘climate change’ election, says Green candidate 

Link:https://www.irishtimes.com/news/ireland/irish-news/euro-election-will-be-climate-change-election-

says-green-candidate-1.3861053 

  

  

Visit                France                        Bas Eickhout 17/4/19 

  

Brief:  Bas at Science Po 

Publication: Le Taurillon 

Headline: BAS EICKHOUT: ‘GREENS ARE PRO-EUROPEAN, PRO-CHANGE’ 

Link: https://www.thenewfederalist.eu/bas-eickhout-greens-are-pro-european-pro-change 

  

  

MP Visit          Italy     Ska Keller      2/5/19 

MeetUp           Hungary         Bas Eickhout 3/5/19 
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Facebook event: https://www.facebook.com/events/270163380422615/ 

  

  

  

MP Visit          Spain (Cat)     Bas Eickhout 4/5/19 

MP Visit          Finland           Ska Keller      4/5/19 

MP Visit          Belgium          Bas Eickhout 9/5/19 

MeetUp           Croatia           Bas Eickhout 14/5/19 

  

Facebook event: https://www.facebook.com/events/687581495031127/ 

  

Brief:  Bas in Croatia 

Publication: N1 

Headline: Eickhout: Green parties are oriented toward the future 

Link:http://hr.n1info.com/Video/Info/a402370/Eickhout-Zelene-stranke-su-orijentirane-prema-

buducnosti.html 

  

Brief:  Bas in Croatia 

Publication: N1 

Headline: 'Center parties lose strength, they need us to form a government' 

Link:https://www.vecernji.hr/vijesti/stranke-centra-gube-snagu-trebaju-nas-za-sklapanje-vlasti-1319536 

  

  

MeetUp           Latvia             Bas Eickhout 16/5/19 

MeetUp           Germany        Ska Keller      18/5/19 

MP Visit          Spain (Cat)     Ska Keller      20/5/19 

  

Brief:  Ska in Spain 

Publication: El Pais 

Headline: Ska Keller: "The Commission has moved a little and late in terms of emissions" 

Link:https://elpais.com/internacional/2019/05/05/actualidad/1557085253_074421.html 

  

MP Visit          France            Ska Keller      21/5/19 

  

Brief:  Ska in France 
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Publication: ARTE 

Headline: The French Greens 

Link:https://www.arte.tv/fr/videos/090247-000-A/les-verts-francais-en-ordre-disperse/ 

  

MP Visit          Sweden          Bas Eickhout 24/5/19 

  

Outcome:  Press for the Meet-ups and MP visits was largely coordinated on the ground by member 

parties.  Additional support was also provided on occasion by EGP to attract press presence. 

  

  

7.10 GREEN RALLY BRIEF (13/4/19) 
  

European Green Party holds its pre-electoral Green Wave rally on Saturday 13 April at the Wild Gallery (11 

rue du Charroi B-1190) in Brussels.  

  

The pitch: An evening of political discussion, debate and entertainment with Green sympathisers from all 

over Europe 

Journalist attendance: approximately 15 journalists 

Outcomes: No notable press coverage.  It was perceived as a more informal event to meet and greet Green 

candidates 

Picked up:  Italian news agency 

  

7.11 EUROVISION DEBATE PRESS WRAP 
  

The debate was broadcast on over 150 channels including radio and tv across Europe.  Viewing figures 

estimated to be in the tens of thousands. 

  

Twitter influencers: Friends of the Earth, Jon Worth, Ryan Heath 

 The FT says Timmermans delivered the most memorable line:  “The UK looks like Game of Thrones on 

steroids”.  BBC’s Adam Flemming says Ska’s focus is also migration (as well as climate/environment).  Der 

Spiegel thinks it’s ‘advantage Vestager’.  El Mundo refers to Ska as ‘fresh and different’ but debate more an 

exchange of monologues.  Reuters says debate was ‘dueling in the dark’ highlighting lack of nationalist 

voices.  Politico’s Florian Eder refers to Timmermans as ‘presidential, a tad loud’, Weber adopting ‘a nice guy 

posture but out on a limb’, Ska highlights ‘better not to trade than trade badly.’.  Politico’s Maia de la Baume 
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focuses on potential left coalition against EPP.  Le Monde also looks at an effort from left progressives to 

isolate the right.  Welt says there was no clear winner.  The Economist correspondent Tom Nuttall called the 

debate a “depressing simulacrum of a debate, with candidates who probably won't get the job promising to 

execute powers the office doesn't hold.”  Ireland’s RTE highlights Timmerman’s call for a 18% corporate tax 

rate, mentions Ska’s minimum tax rates for companies. Mediapart focuses on spitzenkandidaten process and 

says Ska’s comments sounded too scripted.  Euronews highlights Vestager’s ‘a tax haven is a place where 

everyone pays their taxes’ comment.  They also release comprehensive article covering all candidates 

including Raw Politics interviews. Moderation and social media element of the debate broadly criticised.  La 

Repubblica says Timmermans is the winner but Vestager and Ska also applauded. Italian agency ANSA 

releases article on Ska’s positions in the debate. 

   

  

7.12 KEY INTERVIEWS WITH BAS EICKHOUT DURING THE CAMPAIGN 
   

Headline: Green MEP Bas Eickhout on energy policy, populism and more 

Date: 19 November, 2018 

Publication: France 24 

Link: https://twitter.com/FT/status/1123866158074081280 

  

Headline: Practical idealist Bas Eickhout (GL) wants to become one of Europe's bosses 

Date: 23 November, 2018 

Publication: De Volkskrant 

Link:https://www.volkskrant.nl/nieuws-achtergrond/praktische-idealist-bas-eickhout-gl-wil-een-van-

europa-s-bazen-worden~bbcec105/ 

  

Headline: Over a Coffee with Ska Keller and Bas Eickhout, lead candidates for the Greens 

Date: 14 February, 2019 

Publication: EURACTIV 

Link:https://www.euractiv.com/section/eu-elections-2019/video/over-a-coffee-with-ska-keller-and-bas-

eickhout-lead-candidates-for-the-greens/ 

  

Headline: Watch: EU 'logical place' to fight global warming, says Greens' spitzenkandidat Bas Eickhout 

Date: 12 April, 2019 

Publication: EuroNews 
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Link:https://www.euronews.com/2019/04/12/watch-live-greens-spitzenkandidat-bas-eickhout-on-the-

future-of-europe 

  

Headline: World Questions (Bas Eickhout a guest) 

Date: 14 April, 2019 

Publication: BBC World Service 

Link: https://www.bbc.co.uk/sounds/play/w3csz0t4 

  

Headline: Meet the top of the list: Bas Eickhout 

Date: 22 April, 2019 

Publication: ARTE 

Link:https://www.arte.tv/fr/videos/087181-442-A/a-la-rencontre-des-tetes-de-liste-bas-eickhout/ 

  

Headline: Europeans, the green Eickhout: "We, the third alternative way to free traders and populists" 

Date: 9 April, 2019 

Publication: La Repubblica 

Link:https://www.repubblica.it/esteri/2019/04/09/news/europee_il_verde_eickhout_noi_la_terza_via_alter

nativa_a_liberisti_e_populisti_-223636205/ 

  

  

Headline: Dutch Green MEP seen as kingmaker in European elections 

Date: 5 May, 2019 

Publication: Le Soir 

Link:https://plus.lesoir.be/222420/article/2019-05-05/bas-eickhout-nous-ne-participerons-pas-une-

coalition-des-petits-pas-climatiques 

  

Headline: Bas Eickhout: "We will not participate in a coalition of small climatic steps" 

Date: 2 May, 2019 

Publication: Financial Times 

Link: https://twitter.com/FT/status/1123866158074081280 

  

Headline: Spitzenkandidat Bas Eickhout does not want a 'green fence' around Europe 

Date: 7 May, 2019 

Publication: Het Financieele Dagblad 
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Link:https://fd.nl/economie-politiek/1299458/spitzenkandidat-bas-eickhout-wil-geen-groen-hek-om-

europa 

  

Headline: Europe's Greens ready to be kingmakers in EU elections 

Date: 19 May, 2019 

Publication: The Guardian 

Link:https://www.theguardian.com/politics/2019/may/19/europe-greens-european-elections-kingmakers 

  

7.13 KEY INTERVIEWS WITH MONICA FRASSONI DURING THE CAMPAIGN 
  

Headline: After successes in Germany and Belgium, Greens set eyes on Italy 

Date: 23/11/18 

Publication: EURACTIV 

Link:https://www.euractiv.com/section/eu-elections-2019/news/after-successes-in-germany-and-belgium-

greens-set-eyes-on-italy/ 

  

Headline: Whose Europe? EU elections end dominance of mainstream blocs 

Date: 27 May, 2019 

Publication: France 24 

Link:https://www.france24.com/en/20192705-debate-european-elections-far-right-brexit-salvini-le-pen-

farage 

  

Headline: Green Wave interview 

Date: 27 May, 2019 

Publication: TV5 Monde 

Link:https://information.tv5monde.com/video/europeennes-2019-l-urgence-d-agir-pour-le-climat-trouve-

une-expression-electorale-avec-les 

  

Headline: An Answer to Climate Change—and the Far Right 

Date: 3 June, 2019 

Publication: Slate (US) 

Link:https://slate.com/news-and-politics/2019/06/european-parliament-elections-green-party-climate-

change-far-right.html 
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Headline: European, Verdi with 'Italia in Comune': “Di Maio? Impossible to ally with those who go hand in 

hand with the League " 

Date:11 January, 2019 

Publication: Il Fatto Quotidiano 

Link:https://www.ilfattoquotidiano.it/2019/01/11/europee-verdi-con-italia-in-comune-di-maio-impossibile-

allearsi-con-chi-va-a-braccetto-con-la-lega/4890967/ 

  

Headline: The Greens win in Europe: it also starts in Italy 

Date: 28 May 2019 

Publication: Linkiesta 

Link:https://www.linkiesta.it/it/blog-post/2019/05/28/vincono-i-verdi-in-europa-si-riparte-anche-in-

italia/28074/ 

  

7.14 KEY INTERVIEWS WITH SKA KELLER DURING THE CAMPAIGN 
  

Headline: The greens as an alternative 

Date:10 December, 2018 

Publication: La Vanguardia 

Link:http://epaper.lavanguardia.com/share/article/1a1ab580-a195-476f-97ec-b357a28ad46e/20290390-

9299-4ab1-9792-02e24fc2b819 

  

Headline: Green politician Ska Keller: "Need a CO2 price at EU level" 

Date:20 May, 2019 

Publication: Augsburger Allgemeine 

Link:https://www.augsburger-allgemeine.de/politik/Gruenen-Politikerin-Ska-Keller-Brauchen-einen-CO2-

Preis-auf-EU-Ebene-id54351211.html 

  

Headline: Green-EU top candidate Ska Keller: "We know what to do" 

Date:23 May, 2019 

Publication: Wiener Zeitung 

Link:https://www.wienerzeitung.at/nachrichten/politik/europa/2010594-Gruenen-EU-Spitzenkandidatin-

Ska-Keller-Wir-wissen-was-zu-tun-ist.html 

  

Headline: Ska Keller: "The Commission has moved a little and late in terms of emissions" 

Date: 21 May 
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Publication: EL Pais 

Link:https://elpais.com/internacional/2019/05/05/actualidad/1557085253_074421.html 

  

Headline: Ska Keller: "Climate is the mega topic that haunts people" 

Date: 18 May 

Publication: Der Standard 

Link:https://mobil.derstandard.at/2000103356937/Ska-KellerKlima-ist-das-Megathema-das-die-Leute-

umtreibt 

  

Headline: Green wave in the EU - gets the help of "Greta effect" 

Date: 15, May, 2019 

Publication: Svenska Dagbladet 

Link:https://www.svd.se/grona-eu-hojdaren-vi-behover-inga-hjaltar 

  

Headline: Top Green MEP Ska Keller: 'We finally have awareness for the climate issue' 

Date:3 March, 2019 

Publication: France 24 

Link:https://www.france24.com/en/20190323-european-elections-brexit-climate-change-green-party-

european-council 

  

Headline: Greens are beating one of the winners of the Euro elections - Ska Keller, who is nominated for EU 

leadership, warns the Conservatives: "Stop your strange game" 

Date: 4, May, 2019 

Publication: Helsingin Sanomat 

Link:https://www.hs.fi/paivanlehti/04052019/art-

2000006093285.html?share=299e6718aefdaf442696b82932aac999 

  

Headline: Ska Keller (Greens), one of the winners of the 26M: "We will take the fight against the climate crisis 

and for social justice to the EU" 

Date:27 May, 2019 

Publication: El Diario 

Link:https://www.eldiario.es/internacional/Ska-Keller-Verdes-Llevaremos-UE_0_903610660.html 

  

7.13 KEY INTERVIEWS WITH REINHARD BEUTIKOFER DURING THE CAMPAIGN 
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Headline: "European Greens refuse to march behind Macron’s party 

Date: 26 November, 2019 

Publication: EURACTIV 

Link:https://www.euractiv.com/section/eu-elections-2019/news/european-greens-refuse-to-march-behind-

macrons-party/ 

  

Headline: Green politician Bütikofer: "My Europe is a border between the Palatinate and Alsace" 

Date:10 May, 2019 

Publication: Focus Online 

Link:https://amp.focus.de/politik/ausland/europawahl/serie-mein-europa-gruenen-spitzenpolitiker-

buetikofer-mein-europa-ist-wie-ein-mosaik_id_10694528.html?__twitter_impression=true 

  

Headline: Is populism waning in Germany? The steady rise of The Greens party 

Date:18 April, 2019 

Publication: CS Monitor 

Link:https://www.csmonitor.com/World/Europe/2019/0418/Is-populism-waning-in-Germany-The-steady-

rise-of-The-Greens-party 

  

Headline: EU politician Reinhard Bütikofer criticizes German solo efforts 

Date: 21 May, 2019 

Publication: Sud Kurier 

Link:https://www.suedkurier.de/region/kreis-konstanz/oehningen/EU-Politiker-Reinhard-Buetikofer-

kritisiert-deutsche-Alleingaenge;art372453,10156320 

  

Headline: "Not just sunday speeches" 

Date: 17 May, 2019 

Publication: Salto 

Link:https://www.salto.bz/de/article/16052019/reinhard-buetikofer 

  

 

Outcome:  Politico massively underestimate Green successes across Europe whilst other media place the 

European Greens as kingmakers, including the Financial Times and the Guardian. 
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Tilt 

Background 
This document aims to generally conclude the outcome, goals and objectives of Tilt!. This document focusses 

only on the pre-election and election campaign and will not propose anything for the future.  

Tilt started one year ago, in June 2018 and has since then become a big and lively platform of almost 200 

000 Europeans who care about values close to us Greens.  

 

Goals and main objectives: Conclusions 
We met all the goals decided in resolution: “On a ChangeMaking Network”, adopted at EGP Council, Karlstad, 

24 - 26 November 2017. Please see attached document on the following link: 

https://europeangreens.eu/content/changemaking-network  

• “We aim to gather data from the Tilt and use it within the European laws to optimise and maximise 

our outreach.” 

This has been done. In one year, between June 2018 and June 2019, Tilt grew from a database of 0 

people to 89 213 emailable people and 181 366 individuals who took actions.  

• “The main goals of this campaign are strengthening our European presence and spreading our 

Green values.” 

This has been done. From June 2018 until today Tilt launched 41 campaigns on European issues 

(petitions, online activities, report back mailings, GOTV mailings).  

Type of Campaign Numbers 

petitions 39 

email-your-MEP campaigns 2 

online activities 3 

report back mailings 2 

GOTV mailings 17 

Emails sent in Nationbuilder 287 

 
• “The EGP will ask the people who sign up to allow transfer of their contact information to the 

national member party, so they can be kept updated by the national Green member party as well. 

By sharing data, the member parties can benefit from Tilt for their campaigns and actions, being 

aware of the need of data security and protection.” 
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This has been done. Of the 89 213 persons who signed up to Tilt!, 37 576 allowed us to give their 

personal data to our member parties. Three times before the elections, we gave updated lists of 

personal data to member parties. At this moment we know that following parties used the data in 

their campaigns;  

 

Party Number of 

people on 

Tilt list 

Used the data 

Austria - Die Grünen 208 yes 

Belgium - Ecolo 265 no 

Belgium - Groen 342 yes 

Bulgaria - Zelenite 451 no 

Cyprus - Cyprus Green Party 13 ? 

Czech Republic - Strana Zelenych 187 yes 

Denmark - SF 42 ? 

Estonia - Eestimaa Rohelised 103 no 

Finland - Vihreät de Gröna 62 ? 

France – EELV 2624 yes  

Germany - Bündnis 90/Die Grünen 943 yes 

Greece - Oicologoi Prasinoi Ecologist 

Greens 

64 ? 

Hungary - Lehet Más a Politika 2995 Yes 

Ireland - Comhaontas Glas 198  ? 

Italy - Federazione dei Verdi 2355 yes 

Luxembourg - déi gréng 16 ? 

Malta - Alternattiva Demokratika - the 

Green Party 

10 ? 

Netherlands – GroenLinks 720 yes 

Poland - Zieloni 557 no 

Portugal - Partido Ecologista - Os Verdes 1182 ? 

Romania - Partidul Verde 56 ? 

Sweden - Miljöpartiet de gröna 528 yes 

GGEP 34646 no 
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• “The member parties will be asked to actively engage in the process of keeping contact with the 

people that are in Tilt!, when agreed that the EGP transfers their contact details. If necessary, the 

EGP can support in the development of the member party’s strategy: sharing the software, support 

in sending (campaign) e-mails and in online actions on how to keep these people engaged.” 

This has been done. At the following moments we been informing our Member Parties about Tilt, 

exclusive our Tilt updates send by mail (12 October 2018, 29 October 2018, 19 November 2018, 10 

December 2018, 11 January 2019, 4 March 2019) 

- Glasgow Council  (December 2016), Resolution 

- Karlstad Council (November 2017), Resolution 

- Communications meeting Brussels (GGEP - January 2018) 

- Campaign Steering Group (March 2018), Presentation Tilt 

- Party leaders meeting  (April 2018) 

- General Campaign WG (April 2018), Introduction Tilt 

- Antwerp Council (May 2018), Tilt Advisory Board meeting, Launch of Tilt 

- Campaign Steering Group (June 2018), Roll out plan for Tilt 

- General Campaign WG (September 2018), Update on Tilt 

- Berlin Council (November 2018), Presentation Tilt 

- Communications meeting Brussels (January 2019), Tilt as part of the EGP campaign 

 

 

 

 

 
• “The EGP intends to create Tilt! to be as big as possible as a pan-European space for campaigning 

on Green issues, but we also understand the limitations of our capabilities,” 

 

This has been done. We have grown from 0 persons to 181 366 people in one year. We have had 41 

European Campaigns and been present in the EU. We have during this year not campaigned in a 

broader pan-European sense, meaning outside of the European Union. We have made campaigns in 

totally 21 official EU languages.  

 
Our most divers’ campaigns when it comes to languages:  

Campaign Number of languages:  
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You Effect 21 

Languages quiz 18 

Equality quiz 18 

Birthday weather 18 

CAP Reform 17 

Stop #Useless plastic 15 

Time To Deliver 15 

Abortion is a human right 14 

Stop the mass extinction 12 

 
Overall number of people on our lists defined by languages: 

Languages Number of people  

French 10 681 

English 10 062 

German 6 691 

Hungarian 5 951 

Italian 4 894 

Dutch 3103 

Spanish 2 841 

Portugal 1 186 

Slovenian 1 845 

Polish 1 153 

 

• “Therefore, the cooperation with the Member Parties is very important to the EGP, in order to allow 

Tilt! to grow and be of relevance.” 

This has been done. We have since the start of Tilt trying to be as inclusive as possible regarding our 

Member Parties. We have visited congresses, had phone meeting, had meetings when Member 

Parties been in Brussels, we have organized action days which aimed to be a cooperative structure 

for Member Parties, EGP and Tilt to get closer to each other. Much has been done but more can still 

be achieved.  

Common action days has been Europe Day, World Refugee Day, Coastal Clean-up Day, Anti-

Corruption Day and Women’s Day.  

We have also informed them about Tilt! At the following moments: Glasgow Council (December 

2016), Karlstad Council (November 2017), Communications meeting Brussels (GGEP - January 2018), 
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Campaign Steering Group (March 2018), Party leaders meeting  (April 2018, General Campaign WG 

(April 2018), Antwerp Council (May 2018), Campaign Steering Group (June 2018), General Campaign 

WG (September 2018), Berlin Council (November 2018), Communications meeting Brussels (January 

2019).  

 

Overall conclusions  
It took some time before Tilt!, the changemaking network, was fully developed into what it is today. This was 

something we knew before but took longer time than expected. Tilt! started in June 2018 and in the autumn 

of 2018 two fulltime campaign and community builders was recruited, later on in December and January a 

campaign coordinator and a trainee were added to the team. After some teambuilding and exercises Tilt was 

fully up and running in February 2019.  

Core takeaways from these last year are:  

• Tilt need to be seen as a key part of the European Green Party structure. 

• Cooperation with the Green Group in the EP is very important. 

 

In 2018-19, Tilt ran 41 campaigns. These took the form of 39 petitions and 2 email-your-MEP campaigns. Tilt 

created campaigns in 21 European languages.  

The most successful campaigns were:  

Campaign Signatures Emailable people 

Save the Bees campaign 50,594 15 387 

Stop Useless Plastics 27 372 7 000 

Stop Animal Transport 23 832 11 786 

Demand the EU Declare A 

Climate Emergency 

23 488 11 117 

Stop Bullfighting 17 000 8 370 

 

Our least successful campaigns were:  

Campaign Signatures Emailable people 

Stand for Hungarian Citizens 767 171 

Stop Gene Drives 494 34 

Stop Unpaid Internships 718 79 

 

Facebook  

Conclusion: Without Facebook and advertisement, we cannot run Tilt! as effetely as we would like.  
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We had major problems with Facebook and our way of advertising. Tilt did not have the capacity to grow 

without advertisements, due to the fact that Tilt! is new and our social network is still too small to organically 

spread. From the 15th of April to the 9th of May we had no possible way of advertising on Facebook and 

Instagram. This was a big problem and meant that we lost 3 of the most valuable weeks in the campaign. 

Something to discuss is whether other platforms could have been an option for advertisement and if it’s 

viable to rely only on Facebook in an election campaign.     

 

Translations  

Conclusion: To be able to do European Campaigns, we are dependent on good and fast translations.  

 

To be able to do a European campaign we are dependent on translations. In the beginning of the year we 

used an external company for our translations which did not work as well as we hoped. There were a lot of 

mistakes in the translations and they could not keep up with our pace. To keep in mind is that we launched 

one campaign a week in at least 5 languages incl. emails, autoresponders and social media messages. Due 

to this we started to translate inhouse which proved to be a much more rapid and correct system thanks to 

the skills and knowledge of our co-workers. This is also to have in mind for the future, that a diverse team 

benefitted us gravely in this sense.  

 

Member parties 

Conclusion: We need a deep and good cooperation with our Member Parties to be able to be the strong and 

powerful tool we aim for.  

 

We have put a lot of energy and effort info cooperation with Member Parties. We invited them to our action 

days and been in close dialogue about campaigns with them. We been flexible to respond to requests from 

Member Parties when the wished for campaigns on specific topics.  

 

More can be done in this regard, and if we would not push out one campaign a week, we would have more 

time to prepare the Member Parties in time.  

 

Another tricky part is languages, and our ability to translate and be rapid in that sense.  

 

Organization  

Conclusion: Tilt! Is a complex tool and organization witch requires different skills and a very good 

cooperation with Member Parties, the Green Group and the rest of the staff within EGP.  
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The Tilt! Team was not fully recruited until January 2019 and therefore not into full function and speed until 

late February 2019. It was keen for the team to be as divers and big as possible to be able to launch one 

campaign a week in a number of languages, and also to be able to follow up on the campaigns.  

The core team consisted of 5 people; One Campaign Coordinator, one Assistant Campaign Manager, two 

Campaign and Community Builders and one Assistant for Tilt and Member Party relations.  

 

The team was guided by the Secretary General and the Tilt!-workgroup consisting of people from the EGP 

committee and the Green Group in the European Parliament. All campaigns were approved by this working 

group before being launched.  

 

The Tilt team worked in close cooperation with EGP’s Media Team who made all the visuals for the 

campaigns including buying the actual adds on Facebook and Instagram.  

 

The cooperation with the Green Group has been keen to reach the goals and to be as an important part of 

the European Green Campaign. The fact that the Green Group appointed one specific person as our 

counterpart has been very helpful and crucial. The Green Group is also a very big and complex organization 

and it demands that they have an understanding and willingness to be a part of Tilt for us to be as strong 

and powerful as we aim for. 

Difficulties  

As Tilt was still quite new, and the team was new, we had to find the best structure to get organized. We 

learned from the mistakes though, and in the last months we were able to work relatively smoothly, 

considering the high pressure. 

 

• Working with the rest of the EGP, and notably the media team, was not always easy. Both teams 

were extremely busy, and last-minute requests for visuals in multiple languages were not always 

appreciated.  

 

• Participation of the member parties remains difficult. The Tilt team took a lot of effort to engage 

with the member parties, in different ways (physical meetings such as councils, and working groups) 

via online tools, and by sharing the data of Tilt with the member parties. Tilt maybe is still considered 

a separate entity, and another one that the member parties have to ‘explain’. It’s already hard to get 

member parties to share something from the EGP (especially during elections, when many parties 

have their own content to share), let alone from Tilt, which is not branded as a European Greens 
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brand perse. If the topic of a specific campaign does not coincide with the campaign topics, they 

might see this as a wasted share. We have to make the member parties much more aware of the 

added benefit of Tilt, also for them and for the whole Green community in Europe.  

 

• The relationship with and the participation of the GGEP was not always easy, even though there was 

a specific Tilt liaison. We have to find a better way of cooperation with the GGEP, as we will have to 

coordinate campaigns around their priorities. And we have to find a better way to engage individual 

MEPs with Tilt, showing them that they can run campaigns on Tilt, and don’t have to go to outside 

organisations as WeMove or 350.org. 
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Budget 
Preliminary EU 2019 campaign budget report 

Budget can be found on the next page. 

 

2018, columns A and B: all expenses are included. 

 

2019: 

Column C shows the budget plan as adopted by the Berlin 2018 Council. 

Column D shows the revised campaign budget as adopted by the Committee on 26 March 2019. 

Column E shows the actual expenditure until 30 June. Included are approximately 95% of all expenses (estimated 5% 

not-yet invoiced costs) 

Column F shows the expenditure rate until 30 June. 

Column G shows the forecast total expenses until the end of the year. 

Column H shows the difference between forecast actual expenses and the budget plan adopted by the Council (column 

C). 

Column I shows the total 2018/2019 budget. 

Column J shows the total forecast expenses for 2018 and 2019. 

Column K shows the difference between the budgeted total expenses 2018/2019 and the forecast total expenses. 

 

Column E, expenses until 30 June 2019 

 

On 26 March 2019, the Committee adopted a revised campaign budget 2019 on the basis of an expected carry-over of 

100.000 €. The campaign budget was increased to € 2 million. The actual expenses until 30 June and the expected total 

expenses 2019 show that this wasn’t necessary. We have spent €1,4 million until end June (expenditure rate of 74%). 

 

Column G, forecast total expenses until end 2019 

 

According to this projection, we might end up having spent €1,7 million in 2019, compared to 1,85 million adopted by 

the Council (column C). The estimated expected underspending 2019 would be 175.000 €, if our assumptions are correct 

(column H).  

 

Main expenditure was on  

• social media advertisement on Facebook an Twitter (611.000 €) (budget line 8.3) 

• salaries (333.000 €) (BL 1.1). 

 

In a smaller proportion, the money was spent on 

• Get-out-the-vote tools (80.000 €) (BL 8.4) 
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• Electoral rally in Brussels (73.000 €) (BL 6.1) 

• Online and offline campaign material (70.000 €) (BL7.2) 

• Campaign meet-ups (58.000 €) (BL 6.2) 

 

Column I and J, total budget and forecast expenses 2018/2019 

 

We budgeted € 2,5 million (column I), the actual total might be € 2,2 million (-300.000 €).  

 

Column K, difference between budget and actual 

 

119.000 € were unspent in 2018. In 2019, the underspending can be explained by 

- non-payment of bonuses to the campaign agency (75.000 €) (BL 3.3 and 4.5) 

- less expensive meet-ups (-59.000 €) (BL 6.2) 

- less expenditure for meet-ups (-71.000 €) (BL 6.1) 

- other staff expenses including travel costs were overestimated (-43.000 €) (BL 1.20)
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Member party cooperation 
 

Austria – Die Grünen 

 

Campaign working group Not active. Only in later stage of preparation joined and especially got active in 

Communication/Campaigners group  

Manifesto working group  They participated sporadically. No tabled amendments 

 

Established 

campaign/Media team 

communication 

Yes. With central office constantly. Throughout the campaigned we communicated 

with some local branches as well.   

Events One by EGP/Ska and One by GGEP/Bas. We have planned 3rd at the latest week of the 

campaign but it got canceled due to political situation.  

 

Cooperation was smooth and both events were joined by the Heads of the list  

Digital content  Used videos of Ska and Bas, Hope video and You effect on equality. Candidates shared 

Climate video 

 

TILT Used the data collected through TILT for Austria  

 

 

Belgium - Ecolo 

 

Campaign working group They participated actively 

Manifesto working group  Mostly participated through Philippe Lamberts, who was member of the Editorial 

Working Group. They tabled several AMs. They adopted the EGP Manifesto and 

Priorities as their own EU elections programme. 

Established 

campaign/Media team 

communication 

Quite low level of involvement due to the fact that they had national and regional 

elections simultaneously and they opted for an “integrated campaign” approach.  

Coordination efforts were made on the Climate marches in Brussels (15 March and 22 

May). 

Good cooperation with some individual candidates who reached out to us in order to 

learn about EGP campaign.  

Overall, the European dimension of their campaign was not very visible. Contacts with 

the campaign team were quite sporadic. 

Events The Green Wave event in Brussels was not really perceived as a joint activity (but the 

decision of doing it in Brussels was taken very late). The number of people who joined 
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from Ecolo was below the expectations compared to what they had communicated to 

us. The event was publicized on their social media channels as well as in their 

newsletters and among volunteers.  

Digital content  They have been producing and sharing mostly their own campaign content. However 

they shared quite some of our digital content in particular in the pre-campaign period 

(April)- i.e. Earth Day, Green wave, inequality videos. 

TILT They did not make use of our TILT campaigns nor of the contacts we shared with them.  

 

 

Belgium - Groen 

 

Campaign working group They participated sporadically 

Manifesto working group  Not very high degree of participation, but they joined several meetings. They tabled 

several AMs and were active in the Council’s negotiations.  

Established 

campaign/Media team 

communication 

We had a good technical cooperation as they shared several of their campaign ideas 

and content with us and were proactive in the slack channel. Overall, however, they 

were not really very involved because of the simultaneous national and regional 

campaigns.  

Coordination efforts were made on the Climate marches in Brussels (15 March and 22 

May). 

They invited Bas Eickhout as a speaker for an event on Europe Day. 

Overall, the European dimension of their campaign was pretty visible and they 

organized several events and a bus-tour with Petra De Sutter around Flanders.  

Events The Green Wave event in Brussels was not really perceived as a joint activity (but the 

decision of doing it in Brussels was taken very late). The number of people who joined 

from Groen was below the expectations compared to what they had communicated to 

us. The event was publicized on their social media channels as well as in their 

newsletters and among volunteers. 

Digital content  They have been producing and sharing mostly their own campaign content. However 

they shared some of our digital content and they have been adapting adapting some 

of our visuals in their visual identity with both logos on top.  

TILT They generally did not share our TILT campaigns, but they made use of the contacts 

we sent them from our database. 

 

 

 

 

 



  
 
 
 
 

 136 

Bulgaria - Zelena Partija 

 

Campaign working group No participation 

Manifesto working group  No participation 

Established 

campaign/Media team 

communication 

No participation 

Events No participation 

Digital content  No participation 

TILT No participation 

 

 

Bulgaria - Zeleno dvizhenie (ex Zelenite) 

 

Campaign working group They participated actively 

Manifesto working group  The representative they appointed couldn’t continue after the first meeting. Therefore 

their participation was very sporadic.  

Established 

campaign/Media team 

communication 

Low level of participation mostly because they ran within a coalition which was not 

overall affiliated to the European Greens and also for the lack of organizational 

capacity (the Party has no staff to follow-up with). 

Events They were interested in hosting an event with Ska in February/March. EGP/Ska team 

considered this not to be a priority and therefore the event was not organized. 

Digital content  They very systematically shared EGP and Greens/EFA posts on Twitter in particular in 

the last campaign weeks. On FB they mostly used their coalition material, but they still 

shared some of our visuals and videos.  

TILT They shared several of our TILT campaigns but did not use the contacts we shared with 

them. 

 

 

Croatia – OraH/within Možemo coalition  

 

Campaign working group No 

Manifesto working group  No 

Established 

campaign/Media team 

communication 

Regular communication established around February  

Coalition was known only around late March, so we could not plan anything  

 

Events Yes, in May full day of activities with Bas 

Campaign workshop with activists and partner NGOs  
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Digital content  Mainly facebook. Reports from Convention, regular post about the campaign website. 

Shared campaign video, and visual of support to the candidate.  

 

TILT Shared campaigns in CRO – abortion rights and healthy food  

 

 

 

Cyprus – Cyprus Greens – Citizens’ Cooperation 

 

Campaign working group No 

Manifesto working group  They participated actively. They tabled several amendments. 

Established campaign/Media team 

communication 

No 

Events No 

Digital content  No 

TILT No 

 

 

 

Czech Republic - Zeleni 

 

Campaign working group They participated actively 

Manifesto working group  They participated actively in the WG and sent written contributions in different 

occasions. They did not table any amendment. 

Established 

campaign/Media team 

communication 

EGP decided not to invest many energies in the country because of the decision of 

Zeleni to run in a coalition clearly affiliated to the EPP. There was not an intense 

exchange with the Party aside from the regular contacts with Committee member 

Michal Berg. 

 

Events None 

Digital content  They shared some of our posts on Twitter 

TILT They shared the petition on abortion and copyright reform and they used the contacts 

we shared with them 
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Denmark - SF 

 

Campaign working group Yes, very active 

Manifesto working group  Yes 

Established campaign/Media 

team communication 

Yes, several channels in campaign and comms team established 

Events Bas, Reinhard visited their congress 

Digital content  No 

TILT No 

 

 

Estonia – Eestima Rohelised 

 

Campaign working group Sporadically  

Manifesto working group  They participated sporadically.  

Established campaign/Media 

team communication 

Yes, in accordance to their capacities  

Events No, invites us but we did not have capacities nor prioritize it  

Digital content  Anti-plastic visuals  

Green wave video 

You effect 

Visuals about successes of elections of other green parties on national 

elections and good votes from GGEP 

Eurovision debate  

Equal pay, etc 

 

TILT Plastic campaign  

Did not use the data provided from TILT for Estonia  

 

 

Finland – Vihreät – de Gröna 

 

Campaign working group No 

Manifesto working group  They changed several representatives appointed to the process, but none of them 

came. No amendments. 
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Established 

campaign/Media team 

communication 

yes, but low intensity of cooperation due to their national campaign. Active at the 

Comms working group  

Events Visit from Ska and Bas, press work and at the Young Greens event 

Digital content  No. Did promote Eurovision debate visual  

TILT No 

 

 

France - EELV 

 

Campaign working group They participated sporadically 

Manifesto working group  They participated actively. They tabled many amendments and participated actively 

in the discussions in Berlin.  

Established 

campaign/Media team 

communication 

We had a very good cooperation and EELV showed a high degree of interest in EGP 

campaign and they expressed strong appreciation for campaign training and 

counselling on the EGP side. 

We had very good and continuous contact and exchange of information with the Party 

campaign team. 

The fact that EGP managed to accommodate a very last minute request for the 

production of a specific video and in general the tailored approach we had this time 

in comparison to the last campaigns, was highly appreciated. 

 

Events Ska took part in both their opening and closing campaign events on 10 April and 22 

May. Her participation (in French) was very warmly appreciated. However, due to 

political safety on the French side, it was not possible to gain the media exposure that 

would have otherwise been possible in particular on 22 May.  

 

Digital content  In the case of EELV, we noticed a strong tendency to their local branches to share our 

content.  The National channels and some individual candidates as well shared 

particularly our videos. 

 

TILT During the campaign they shared the anti-racism campaign. They have made us of the 

contacts we shared with them.   
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Germany – Bü/90 

 

Campaign working group Yes 

Manifesto working group  Participated actively particularly in the Editorial WG. Tabled many amendments and 

were very involved in the negotiations in Berlin. 

Established 

campaign/Media team 

communication 

Yes, several channels  

Events Yes, hosted event with Ska 

Digital content  Mostly on twitter – Europe day video, digital posters for priorities, Eurovision debate. 

Local branches more interacted with digital content – also on you effect  

TILT Used the data collected through TILT for Germany  

 

 

Greece – Oikologoi Prasinoi / Ecologists Greens 

 

Campaign working group No 

Manifesto working group  Sporadic participation. They tabled some amendments. 

Established 

campaign/Media team 

communication 

No 

Events Ska visit  

Digital content  Not as a party. Candidates used EGP visual identity and branding upon individual 

request to EGP  

TILT No 

 

 

Hungary - LMP 

 

Campaign working group They participated actively 

Manifesto working group  They did not send a participant in the WG. They tabled some problematic amendments 

on migration which were either withdrawn before the vote or rejected in the final 

voting session.  

 

Established 

campaign/Media team 

communication 

They expressed a big interest in cooperating with us and co-organize an event with the 

EGP in particular because they did not have many resources at their disposal for the 

campaign.  
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The technical cooperation with them was relatively smooth, although politically we 

has some problems connected to the declarations of the party leadership in relation 

to their possible alliances with Jobbik. We tried to entertain a continuous political 

dialogue with candidates Gabor Vago and Janos Kendernay in order to make sure the 

Party wouldn’t make further steps that would make our collaboration impossible. 

Fortunately the hot phase of the campaign went pretty smoothly from this point of 

view.  

 

Events Bas went there twice: first as MEP to present his report on Nuclear energy and secondly 

for an EGP organized event. On both occasions the party proactively organized a side 

programme. Media coverage was quite good the first time and a bit more limited the 

second.  

 

Digital content  They shared mostly the products we created on the occasion of Bas’ visits.  

 

TILT They shared several campaigns mostly in 2018. They used the contacts we shared with 

them. 

 

 

Ireland – The Green Party 

 

Campaign working group Yes 

Manifesto working group  Yes proactive participation. They tabled some amendments. 

Established 

campaign/Media team 

communication 

Yes, very active in communication working group  

Provided some content to us to share on our media as well  

Events Yes, Ska visit, event with Bas 

Digital content  Active – climate and feminist content mainly, promoted Eurovision debate, visuals on 

Green votes in the EP, support to local candidates  

 

TILT Build up the campaign on maritime  

 

 

Italy - Europa Verde (Verdi and VGV) 

 

Campaign working group They did not participate 

Manifesto working group  VGV collaborated actively. Verdi did not send a representative. They adopted the EGP 

Manifesto and Priorities as their own EU elections programme. 
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Established 

campaign/Media team 

communication 

The cooperation with the list as very intense as they adopted our campaign visual 

identity and basically ran their campaign with our materials translated into Italian.  

EGP has been solicited daily to support first the dialogue among the different partners 

of the list and later the cooperation on the campaign. In some case, the demands and 

the expectations from the Italian Greens exceeded the capacity of EGP human 

resources. 

 

Events Ska went there twice: first to join an event organized by the Greens/EFA on the Green 

wave and the second time, to join an event organized by the Greens of Florence after 

the EUI debate to which Mar also participated. On both occasions EGP participation 

was very appreciated. Media coverage was very limited in both cases. 

Bas gave a speech to the Italian Greens Congress in December, while Reinhard 

travelled to South-Tyrol for an event and campaigning day in May.  

 

Digital content  Most of our contents were largely used in all their channels. Many regional branches 

also shared our content proactively. 

 

TILT They shared several campaigns and used the contacts we shared with them. 

 

 

 

Latvia – NO CONNECTIONS TO THE GREEN PARTY.  

Table applies to THE PROGRESSIVE LATVIA – partner party we have cooperated with 

*not memberparty  

 

Campaign working group n/a 

Manifesto working group  n/a 

Established 

campaign/Media team 

communication 

Yes. We have met their campaign team few times, communication was smooth 

Events Yes, they hosted an event with Judith Sargentini  

Digital content  Yes, especially around rally  

TILT Yes, mainly focused on Climate actions 

 

 

Lithuania – Union of Greens and farmers  

*not memberparty  
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Campaign working group n/a 

Manifesto working group  n/a 

Established campaign/Media team 

communication 

Yes 

Events Yes, they hosted an event with Bas  

Digital content  No 

TILT No 

 

 

Lithuania – Green party  

*not memberparty  

 

 

Campaign working group n/a 

Manifesto working group  n/a 

Established campaign/Media team 

communication 

Yes, they also joined some of the Comms meetings  

Events No 

Digital content  Shared couple of EGP visuals, especially around rally  

TILT No 

 

 

Luxembourg – Déi Gréng 

 

Campaign working group No 

Manifesto working group  Very limited participation. Adopted EGP manifesto as own, with few 

adaptations  

Established campaign/Media team 

communication 

Low intensity  

Events No 

Digital content  No 

TILT No 
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Malta - AD 

 

Campaign working group No 

Manifesto working group  Limited participation. Usual amendment on abortion. 

Established campaign/Media team 

communication 

Yes, in accordance with their capacities.  

 

Slogan and the Campaign EGP flags – used in their visual identity and 

communication  

Events Yes, with Ska  

Digital content  Europe day, Climate content, digital posters on priorities – active on twitter 

as well, used visuals on Green voting in the EP, labor day, etc 

TILT No 

 

 

Netherlands – GroenLinks 

 

Campaign working group Yes 

Manifesto working group  Active participation. Tabled many AMs 

Established campaign/Media 

team communication 

Communication established. Sybren pulled a lot of knowledge resource from 

their team to train EGP staff and integrate in our practices  

Events No. Planned to host the Rally but refused at the last planning stage  

Digital content  No – shared 1 visual, on GGEP votes on LGBT rights compared to other groups  

TILT No 

 

Poland - Zieloni 

 

Campaign working group They did not participate actively 

Manifesto working group  They participated sporadically. They did not table amendments 

Established 

campaign/Media team 

communication 

Since they were running in a coalition not entirely affiliated with the European Greens, 

they did not reach out to us and use our campaign extensively. Moreover, since in 

Poland it was also not possible to advertise easily for us, they couldn’t take full 

advantage of our support. 

However, the communication and exchange of information with them went always 

very smoothly. 

Events Bas visited Poland for a day of campaigning with Milka Stepien.  

Digital content  National party, local branches and candidates shared some of our content.  

TILT They shared a few of our campaigns with customized visuals and messages.  
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Portugal – Os Verdes/ within CDU coalition  

 

Campaign working group Sporadically  

Manifesto working group  Yes 

Established campaign/Media 

team communication 

No 

Events No 

Digital content  No, tho some pictures from their events include EGP gadgets  

TILT No 

 

 

Portugal – PAN – we did cooperate with them, officially after they publicly announced that their MEP will join the GGEP, 

once elected  

*not memberparty  

 

 

Campaign working group N/A 

Manifesto working group  N/A 

Established campaign/Media 

team communication 

Yes. They actively joined Comms/Campaign workshops and communicated on 

materials sent to them from both EGP and GGEP 

  

Events No. Invited Ska/Bas to their conference, but it was not materialized. We tried 

once again bringing Bas there but conflicting agendas did not allow this  

Digital content   

TILT Yes, animal welfare campaigns  

 

 

 

Romania – Romanian Greens decided not to engage in the campaign. We established connection with USR for a while 

but did not materialize in concrete cooperation nor outputs during the hot phase period  

*not memberparty  

 

Campaign working group No 

Manifesto working group  No 

Established 

campaign/Media team 

communication 

No 
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Events No 

Digital content  Shared videos and visual quotes, especially from the Eurovision debate 

TILT No 

 

 

Slovenia – SMS Zeleni Evrope/ within Povežimo se coalition  

 

Campaign working group Yes 

Manifesto working group  Sporadic participation 

Established 

campaign/Media team 

communication 

Yes – through coalition formed  

Events Yes, one with Ska and one with Bas 

Digital content  Shared mainly Climate content. We produced several support videos targeted to the 

list – very spread around their media. Also equal paid 

TILT Food campaign  

 

 

Spain ICV  

 

Campaign working group Yes 

Manifesto working group  Active participation. Tabled several AMs 

Established campaign/Media team 

communication 

No – we did have occasional communication but mainly based on 

personal connections 

Events No. We tried organizing Bas visit to BCN but failed due to conflicting 

agendas  

Digital content  No 

TILT No 

 

 

Spain EQUO 

 

Campaign working group Sporadically  

Manifesto working group  No 

Established 

campaign/Media team 

communication 

Yes, but throughout the campaign there were changes and unclear situation on who is 

responsible and mandated from the party side  
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Events No  

Digital content  Go out to vote videos, Eurovision debate  

TILT No 

 

 

Sweden – Miljöpartiet de Gröna 

 

Campaign working group Yes 

Manifesto working group  Active participation. Tabled several AMs 

Established 

campaign/Media team 

communication 

Yes, several channels in campaign and comms team established 

Events GGEP event with Bas. Planned meet up with Ska but it was not organized at the end  

Digital content  No – but they use part of the EGP campaign visual identity to update their own party 

visual identity  

TILT No  

 

UK – Scotland 

 

Campaign working group No 

Manifesto working group  No 

Established 

campaign/Media team 

communication 

Yes – after elections in UK were announced we got in touch with their teams 

Events No 

Digital content  Yes, hope/get to vote, Campaign video.  

Party campaign visual identity and messaging based on EGP visual identity. Main 

slogan Hope, not hate 

TILT No 

 

 

UK – England  

 

Campaign working group No  

Manifesto working group  No 
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Established 

campaign/Media team 

communication 

Yes – after elections in UK were announced we got in touch with their teams  

Events No – planned visit of Ska but due to legal framework it was impossible to organize it 

in given time  

Digital content  Most of the content, also distributed to the local constituencies  

TILT No 

 

UK- Northern Ireland  

 

Campaign working group n/a 

Manifesto working group  n/a 

Established 

campaign/Media team 

communication 

In the later stage of the campaign we did established the connections with their 

campaign team  

Events No with EGP officially, but on staff level we visited their convention and promoted TILT 

and the campaign  

Digital content  No  

TILT No 

 

ADDITIONAL POINTS: 

 

Press: 

Ten press releases were issued with member parties during the pre-campaign and campaign periods: 

17 November - 26 May  

France: 3; UK: 2; Ireland: 2; Austria: 1; Bulgaria: 1; Cyprus: 1;  

 

Total: 10 

 

17 November 2018 - UK 

https://europeangreens.eu/content/peoples-vote-best-way-forward 

 

16 January - Bulgaria: 

https://europeangreens.eu/content/bulgaria%E2%80%99s-supreme-courts-rules-protect-pirin-national-

park 

 

29 January - France: 
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https://europeangreens.eu/content/valsusa-tunnel-no-risk-eu-sanctions-it-now-important-invest-existing-

alternative 

 

29 January - Ireland: 

https://europeangreens.eu/content/we-stand-backstop 

 

7 February - France: 

https://europeangreens.eu/content/france-and-italy-must-renew-closer-collaboration 

 

3 May - UK: 

https://europeangreens.eu/content/green-party-england-and-wales-makes-big-gains-local-elections 

 

8 May - Cyprus (approved text) 

https://europeangreens.eu/content/eu-leaders-must-condemn-turkish-intention-drill-its-waters 

 

10 May - France: 

https://europeangreens.eu/content/monsanto%E2%80%99s-aggressive-lobbying-not-only-unethical-illegal-

it-must-be-brought-justice 

 

18 May - Austria: 

https://europeangreens.eu/content/austrian-strache-revelations-demonstrate-dark-forces-undermining-

europe 

 

25 May - Ireland: 

https://europeangreens.eu/content/green-wave-rolls-ireland 

 

Digital content related to the European Greens 

Throughout the campaign and afterwards, we noticed that parties are often very more inclined to share on 

their social media articles about Greens at European or national level, in particular when dealing with 

electoral successes (“Green Wave”) or with Greens playing an important/decisive role in the 

European/national/local level than any other content we might produce ourselves. Although it can’t be 

demonstrated with a quantitative analysis, we are convinced that in most cases our parties have access to 

these articles through our social media or the social medias of other member parties.  
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Gadgets 

The production and sending of gadgets and printed materials was very much appreciated by the member 

parties. Although a quantitative breakdown is difficult, we have observed that many member parties used 

our t-shirts, badges, stickers and other gadgets. Moreover, our flags and banners were often used 

spontaneously by the member parties also in events/street protests/press conference also NOT co-organized 

with the EGP. 

Overall, almost all the gadgets we have produced have been distributed and the demand exceeded the 

available amounts.  
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Conclusion 
 

The elections of 2019 were by many to be considered one of the most important election in the history of 

the European Union. They took place in a time where people are walking away from old ideologies and from 

the politics of inaction. Sometimes in the arms of politicians that sell stories about the past. Stories where 

not everyone belongs in the picture. And sometimes, many times, in the arms of new hope and urgent action. 

For many, that meant voting Green. And many did: ten percent of the voters voted Green or affiliated and as 

such the Greens/EFA group became the fourth biggest group in Europe, leaving the far right ‘Identity and 

Democracy’ as fifth. 

 

In the aftermath of the elections, one of the main stories has been that of the ‘Green Wave.’ A frame first 

mentioned in the aftermath of the Bavarian elections in the fall of 2018 and spread in the following months 

by the Greens. A frame that fits the Green surge that was visible on election night. In many countries the 

Green vote percentage ended well in the double digits.  

 

There, however, was a flipside to that frame: the Green Wave was not one that hit Eastern and Southern 

Europe. That does not imply there was no investment into these countries, as there was: organizing events, 

setting up Tilt campaigns, thousands of euro’s in advertising for quality social media content, responding to 

current affairs with (joint) press releases and quick social media response, creating a positive pan-

European ‘Green wave’ frame, trainings and strategic assistance. In five years, 2024, we can assess if these 

investments (and the investments still to come) will have helped set the stage, structures and relationships 

for a better result. 

 

The elections took place in a time of increased civic engagement and unrest. From the #WomensMarch to 

#FridaysForFuture and from Brexit to the Hungary report. Europe was relevant and change important, for 

good or bad, for voters. The Greens have been a partner to all progressive outcries: standing side by side in 

marches, voicing their concerns in parliaments and press, setting up Tilt campaigns and offering tangible 

and feasible solutions with the 12 key priorities that were adopted by the member party delegates.  

 

Many of the forefront of that progressive engagement tend to be young and tend to be female. They were 

part of the target group for the elections: urban, millennial, educated, younger and more often female 

voters. The (still) early public analyses show that indeed it was the younger voters that quite dominantly 

went Green and the Greens/EFA group in Parliament reflects those demographics.  
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With this generational schism in voting behavior comes a generational schism in media diets. Research 

shows how millennials get their news and opinions from different messengers and through different 

channels: social media. The Green campaign focused their content production and advertising budget 

heavily on reaching the target group through those channels: Facebook and Instagram. The targets of 

reaching millions of those repeatedly has been met, often with enticing and multi-translated video’s that 

were made inhouse and advertised effectively. In May 2019, over twenty million (likely Green) voters were 

reached through social media.  

 

The goal was not only to reach these voters and persuade them to vote, but to engage with them. 

Thousands of one-on-one messages took place with web care volunteers, hundreds engaged voters 

became such volunteers and almost a hundred thousand voters signed up to the Tilt platform and many 

more participated in Tilt campaigns.  

 

Attempts were made for even more engagement, by asking voters to participate in the You Effect: a 

platform for ‘relational voter targeting’ whereby engaged supporters send messages to their relationships 

in order to get them to vote. This higher level of engagement proved hard to realize, as was also visible 

from the crowdfunding efforts. High engagement requires a high sense of urgency, a hope or trust and 

fighter mentality for change and clear leaders or parties to follow. It is expected that with transnational 

lists the potential for higher level engagement rises immensely.  

 

The campaign embraced, supported and invested in the Leading Candidate process. Ska Keller and Bas 

Eickhout were elected in a visually stunning and well attended council in Berlin. Since, they have visited 

and had events in many member parties, had interviews in many major national and international press 

outlets and were the faces of video’s that reached millions on social media. However, the aim to create 

strong and broad engagement around these leading candidates online and offline proved difficult, in part 

because of a reluctance on the end of the Leading Candidates to participate. 

 

The Leading Candidates participated in all three major debates. The first of which had an online poll in 

which Bas was seen as the second best, closely following Frans Timmermans. This polling had not 

continued for the other debates. We can, however, see that the most used hashtags during the debated 

were (in order) first the two official election hashtags followed by #GreenWave, #VoteForClimate and (the 

PES hashtag) #ItsTime. In the total of 6.2 million election related tweets, the Greens were the most 

mentioned party, Ska one of the three most mentioned Leading Candidates and climate the second most 

mentioned issue (following Brexit). This strong result was aided by directed twitter advertisements, 

volunteers that shared tweets, and civil society partners that participated in the use of hashtags. 
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The campaign saw a few major and a dozen smaller events.  The November Council had around 75 

journalists attending and led to many dozens of press articles. This was not the case for the Electoral Rally 

‘The Green Wave’ which proved to function more as a motivator for candidates and supporters (and helped 

popularize the frame). The campaign events and visits for member parties (changemaker meetings) have 

generally led to national press that was considered to benefit the concerning member parties, although 

there is little reason to assume this effect was much stronger for events than the more regular visits.  They 

were set up to meet the needs of the member parties and consequentially they did not contribute on the 

narrative and did not have a clear identity of the campaign. It proved difficult to plan and strategize these 

events well in advance, with member parties having their campaigns (and campaign plans) ready only in a 

late stage (April).   

The European elections are still a sum of national elections and therefore the main campaigning remained 

at national level. EGP has been able to be part of almost all the national campaigns through the lead 

candidates, most often through visits and events, via social media content and a joint manifesto and key 

priorities. Trainings and meetings were provided, and regular communication channels had been set up.  A 

strong effort was made for closer collaboration and more support for member parties, which clearly had its 

effects. However there remains much to invest in for future collaborations and campaigns. 

The New York Times described the Greens as ‘The New Hope for Europe’s Center’ and ‘Enemy No. 1’ for the 

far right. The Economist described the Greens as the party of youth and enthusiasm. The party of hope, the 

party of change. The ‘Green Wave’ frame has been clearly set in the mind of voters and journalists and the 

Group grew to 74 seats. There is reason for satisfaction and at the same time there is reason, and lessons 

learned, for even higher ambitions and better campaigns as we step into the future.  

 


