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How much does the EU spend on promoting itself? 
 

BfB Briefing Note 10 
 

Propaganda: Information, especially of a biased or misleading nature, used to promote a 

political cause or point of view (Oxford English Dictionary) 

 

In 2014, the EU committed €664 million (£536m) directly on publicity and communication 

spending. Wider EU budgets that contain provisions allowing a budget to be used for "projects 

enhancing awareness of Union policies" and "corporate communication of the political 

priorities of the Union" mean that the total budget available to activities that promote the EU 

and its political priorities is €3.9 billion (£3.1bn).1 A 2008 study by Open Europe using the 

same methodology to establish this overall figure found that €2.4 billion (£1.9bn) was 

available to the EU for self-promotion. This suggests a significant rise in EU spending on self-

promotion and its political priorities.2  

 

This funding was for campaigns which often went far beyond ‘public information’ and instead 

could be described as ‘propaganda’, championing the ideas of ‘European integration’ and 

seeking to “improve public perceptions of the Union”. As the UK approaches an In/Out 

referendum and the question of EU membership becomes an ever more controversial political 

issue, the EU’s willingness to use taxpayers’ money to try and influence the public’s opinion 

must be closely scrutinised. 

 

Our research finds:  

 

 In 2014, the EU committed €664million (£536m) directly on promotional and 

communication spending through budgets where their primary purpose was promoting 

the EU and “the political priorities of the Union”.  

 More widely the EU committed up to €3.9 billion (£3.1bn) to budgets that contained 

provisions for EU promotional spending and “corporate communication of the political 

priorities of the Union”. This is a substantial rise on the €2.4 billion (£1.9bn) that was 

available to the EU for self-promotion in 2008. 

 The UK’s share of the EU budget means Britain would have been responsible for €443 

million (£357m) of this fund. 

                                                           
1 All figures converted to pounds sterling based on average exchange rates for the given year. Figures found at 
<https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/421061/average310315-1.csv/preview>. Pre 2010 
figures found at <http://www.bankofengland.co.uk/boeapps/iadb/NewInterMed.asp?Travel=> 
2 L. Rotherham, The Hard Sell found at <http://web.archive.org/web/20090117093424/http://openeurope.org.uk/research/hardsell.pdf> 
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 There were 90 commitments in the EU’s 2014 budget to activities that contain provisions 

for EU promotional spending or the promotion of the EU’s political policies. 

  Analysis of budget commitments reveal three categories of EU funding available for EU  

promotional activities: Primary (€664,099,133) where the primary use of the funds is for 

self-promotion; Secondary (€2,097,541,229) where allocated amount will be spent on 

both EU promotional activities and other initiatives and Tertiary (€1,116,520,243) where 

some of the allocated amount “may” be used for ‘self-promotion’. 

 The funding for EU comic books featured recently in the news did not come from a budget 

which would have been classed in this report as a ‘Primary’ budget for promotional 

spending.3  This demonstrates that significant EU ‘propaganda’ can be funded out of 

budgets classed as ‘Secondary’ and ‘Tertiary’. 

 The European Commission has admitted in its communication strategy that it believes 

that “neutral factual information is needed of course, but it is not enough on its own”. 

 In 2014, the European Commission’s Directorate-General for Communication (DG COMM) 

had €246 million (£199m) allocated to it and employed 1,029 people. This a bigger budget 

and larger number of staff given to either the EU’s Directorate-General for the Budget, or 

the EU’s Directorate-General for Trade. 

 EU promotional provided for “Enhancing public awareness of the Common Agricultural 

Policy” (€11,000,000), “Fostering European Citizenship” (€24,800,000) and a “House of 

European History”  (€9,650,000) 

 In 2013 the EU gave €12.7 million (£10.8m) to organisations who promoted the idea of 

‘ever closer union’.  

 The EU has in the past produced material targeted specifically at children (examples 

included in Appendix) 

 

 

To arrange broadcast interviews or for more information, please contact: 

Robert Oxley, Campaign Director, Business for Britain  

robert.oxley@forbritain.org | 07544 933 215 

 

 

 

  

                                                           
3How the EU’s billions fund Brussels Beanos, Daily Telegraph  <http://www.telegraph.co.uk/news/worldnews/europe/eu/11793258/How-

the-EUs-billions-fund-Brussels-Beanos.html> 

mailto:robert.oxley@forbritain.org
http://07544933215/
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Introduction 

 

In 2014, the EU committed €664 million (£536m) directly to promotional and communication 

spending through budgets where the primary purpose was promoting the EU and “the 

political priorities of the Union”. More widely, the EU committed up to €3.9 billion (£3.1bn) 

to budgets that contained provisions for "projects enhancing awareness of Union policies" 

and "corporate communication of the political priorities of the Union". This figure was 

calculated by analysing the spending commitments in the 2014 EU budget and then adding 

together all of the funding commitments for initiatives that are involved the promotion of the 

EU and/or its political objectives.  

 

Grouping together all 42 instances of explicit EU funding for to promotional and 

communication in the 2014 Budget reveals €664million (£536m) being earmarked for this 

purpose. A detailed breakdown is provided in Appendix I, but a simple breakdown by budget 

heading is provided in Table 1. EU promotional material does not always provide "neutral 

factual information" and is often designed to "communicate the political priorities of the 

Union", thus falling category of ‘political propaganda’. 

  

It must be emphasised, however, that this €664m figure is an understatement of the EU’s 

‘propaganda’ budget. This is because, in addition to the budget headings where funding is 

explicitly for communication purposes, there are numerous instances where a budget 

heading permits funds to be used for communication, along with other activities. Adding up 

all these ‘secondary’ and ‘tertiary’ budget headings, along with the cases of ‘primary 

spending’ reveals 90 separate instances of EU funds being made available for campaigning 

and shows that up to €3.9 billion in EU budgets were linked to  ‘communications’ in 2014.4 

The UK can be said to have contributed €443 million (£357m) to this total fund. This was 

calculated by taking 11.41 per cent of the EU spending in each instance, 11.41 per cent being 

the amount that the UK contributed to the EU’s budget in 2013 (the last year that detailed 

figures are available). 

 

  

                                                           
4 Definitions of ‘primary’, ‘secondary’ and ‘tertiary’ spending are provided in Appendix I 
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Table 1: 2014 headings for EU primary promotional spending  
 

Budget heading 
EU Commitments for  
PR spending 
(€) 

European Parliament 135,824,635 

Council of Ministers 2,662,660 

European Court of Justice 1,708,500 

European Economic and Social Committee 2,216,239 

Committee of the Regions 2,627,483 

Title 5 - European Commission - Agriculture and Rural Development 11,000,000 

Title 7 - European Commission - Environment 38,999,836 

Title 15 - European Commission - Education and Culture 96,329,000 

Title 16 - European Commission - Communications 246,356,400 

Title 17 - European Commission - Health and Consumer Protection 3,000,000 

Title 19 - European Commission - Foreign Policy 118,108,730 

Court of Auditors 977,000 

European External Action Service 232,650 

Other 4,056,000 

TOTAL 664,099,133 

 

History of communication spending in the EU 

 

The EU has used its budget for ‘information’ campaigns since the mid-1990s when, following 

Denmark’s rejection of the Maastricht Treaty, it became clear that the EU lacked popular 

support for both itself and its integrationist policies. In 2002 the EU adopted the ‘Information 

and Communication Strategy’ which called for “a coherent and comprehensive information 

and communication policy for the European Union which will improve public perceptions of 

the Union and of its role.”5  

 

These programmes were steadily built on and, in 2004, the European Commission officially 

made ‘Communication’ a strategic objective. In 20 July 2005 an action plan was adopted by 

the Commission to improve ‘communicating Europe’. 6  Since then the communication 

strategy has evolved. In 2010 the European Commission produced a note which described key 

features of the Commission’s current approach:  

  

“The EU can only develop and prosper if citizens are involved and well informed 

about the impact of EU policies in their life and the EU decision-making process… 

Key instruments in fostering and supporting civic participation include: the ‘Europe 

                                                           
5 European Commission, An Information and Communication Strategy for the European Union, p.4, found at <http://eur-
lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52002DC0350&from=EN> 
6 A good timeline of the development of the EU’s communication policy is provided by the Commission at 
<http://ec.europa.eu/ipg/basics/policy/index_en.htm>  

http://ec.europa.eu/ipg/basics/policy/index_en.htm
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for Citizens’ programme 2007-2013, and the ‘Fundamental Rights and Citizenship’ 

programme 2007-2013.”7  

 

As a result of these successive policies there has been a large amount of promotional material 

produced by the EU and a large number of projects that it has sponsored over the last twenty 

years, as noted by Commissioner Ján Figel in 2005: 

 

“Our future programme on active citizenship can build on our earlier attempts to 

structure the Commission’s relations with civil society in the 1990s. These efforts 

were by no means unsuccessful, as illustrated by the thousands of projects that 

have been supported over time.”8 

 

This material has been referred to as ‘propaganda’ not just by Eurosceptics but by ardent 

supporters of European integration; in 2005 Fernard Herman, the President of the Belgian 

Branch of the Union of European Federalists (which is funded by the EU) argued:  

 

“From my involvement in the campaign for European Monetary Union, I was struck 

by the huge amounts that the Commission spent to promote monetary union. In 

this regard, it is no accident that monetary union carried the day… Hardliners 

argue that taxpayers’ money should not be used to finance propaganda, and that 

is certainly a position adopted by the Eurosceptics. I do not believe that the 

Commission should be too concerned about this. We need to invest if active 

citizenship is to become a reality.”9 

  

Lack of balance in EU communications  

 

Both the media and independent academics have referred to the EU’s self-publicity 

campaigns as ‘propaganda’. This term has been used because EU material rarely offers a 

neutral account of the facts but instead presents a highly biased account of both the EU and 

its political objectives in effort to “improve public perceptions of the Union”. This is a 

deliberate policy; in the EU Information and Communication Strategy (2002) the Commission 

made it clear that its material shouldn’t simply provide information, but offer a subjective 

view in favour of the EU and its political projects: 

 

“Neutral factual information is needed of course, but it is not enough on its own… 

Genuine communication by the European Union cannot be reduced to the mere 

provision of information: it must convey a meaning, facilitate comprehension, set 

both action and policy in a real context, and prompt dialogue within national 

public opinion so as to enhance the participation of the general public in the great 

                                                           
7 European Commission, Reaching out to citizens, found at <http://ec.europa.eu/justice/citizen/document/files/reaching_out_en.pdf> 
8 Consultation Forum concerning the future action programme to promote active European Citizenship, found at 
<http://ec.europa.eu/citizenship/pdf/doc479_en.pdf> 
9 Consultation Forum concerning the future action programme to promote active European Citizenship, found at 
<http://ec.europa.eu/citizenship/pdf/doc479_en.pdf> 
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European debate. The objective of this new strategy must therefore be to generate 

awareness and combat ignorance and apathy so as to lay a firm foundation for 

the management of public life, a clearly understood form of governance between 

the European Union and its citizens. The main point is to improve popular 

perceptions of the Union.”10 

 

One of the most notable features of EU material is the lack of balance. Very little (if any) 

reference is made to Eurosceptic concerns in EU material and when Eurosceptics are 

referenced it is often in a very critical way. In the past Commission material has appeared to 

associate Euroscepticism with racism. In January 2014 the European Commission paid 

£65,000 for a four page special feature in the Evening Standard, the ‘i’ newspaper and the 

Independent in the form of a ‘wrap around’ advert (designed to look like part of the 

newspaper). The advert featured quotes which said that Euroscepticism is based on “paranoid 

xenophobia”.11 Prominent groups who receive funding from the EU take an even harsher line; 

warning against “Euroscepticism and the threat posed by national entrenchment and 

extremist voting”.12 

 

In his 2008 study of the EU’s self-promotional spending, Dr Lee Rotherham argued that there 

are four main ‘activity areas’ which constitute the bulk of EU ‘propaganda’ efforts:  

 

1. ‘Communicating Europe’: The EU’s biased information campaign 

2. ‘Funding the cheerleaders’: Paying NGOs, think-tanks and lobby groups to promote 

the EU 

3. ‘Buying loyalty’: Promoting European citizenship and a common European culture 

to engender support for the EU 

4. ‘Investing in the long-term’: Targeting young people 

 

For consistency, and to allow effective analysis, this study uses the same categories to 

investigate how EU ‘propaganda’ has developed in each area since the 2008 study. 

 

  

                                                           
10 European Commission, An Information and Communication Strategy for the European Union, p.4, found at <http://eur-
lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52002DC0350&from=EN> 
11 The information on the cost was secured by investigations by ConservativeHome, found at 
<http://www.conservativehome.com/leftwatch/2014/02/the-eu-spent-65000-on-newspaper-adverts-calling-euroscepticism-paranoid-
xenophobia.html> 
12 Confrontations Europe, found at <http://www.confrontations.org/en/publications-en/articles-and-interventions/2123-appeal-to-good-
willed-europeans-for-a-reconstruction-contract> 
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1. ‘Communicating Europe’: The EU’s biased information campaign 

 

The most obvious example of EU ‘propaganda’ is traditional promotional material (such as 

books, television adverts and websites) and attempts to sway opinion formers. Much of this 

material is produced by the European Commission’s Directorate-General (DG) for 

Communication which, in 2014, had €246,356,400 committed to it in the budget and 

employed 1,029 people.13 

 

This is a higher number of staff than DG Budget (449 staff with a budget of €95,786,613), DG 

Climate Action (154 staff with a budget of €121,471,119), DG Justice (346 staff with a budget 

of €203,414,816), DG Taxation and Customs Union (445 staff with a budget of €157,048,298) 

and DG Trade (666 staff with a budget of €121,107,855).14  

 

However it should also be noted that while the DG for Communication is clearly a major 

source of EU promotional material, the budget also provides commitments to other DGs for 

‘publications’, ‘promotional material’ or ‘information’.  

 

In order to get a more accurate idea of the amount that the EU actually committed to 

promoting itself in 2014 one must look beyond DG Communications and add together the 

relevant commitments from other DGs.  

 

In the last five years alone the EU has produced a large amount of promotional material. 

Between 2009 and 2014 alone the EU produced 144 publications that fall under the category 

“Activities of the European Union” which are often geared towards promoting the Union and 

its political priorities. One example is the ‘What does Europe mean for us?’ booklet series 

which explains to targeted audiences how they “benefit” from EU membership and EU 

policies.15  

 

The material has numerous different targets, ranging from material aimed at older people:  

 

“Europe helps people work longer and benefit from an active, healthy life when they 

finally retire”16 

 

To work aimed at academics:  

 

“The European Union means a drive to boost research and innovation”  

 

 And small business owners:  

 

                                                           
13 European Commission, HR Key figures 2014, accessed 11/12/2014 at <http://ec.europa.eu/civil_service/docs/hr_key_figures_en.pdf> 
14 European Commission, HR Key figures 2014, accessed 11/12/2014 at <http://ec.europa.eu/civil_service/docs/hr_key_figures_en.pdf> 
15 Information is provided in Appendix II 
16 European Commission, What does the EU mean for us, the over 50s?  
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“For small firms and entrepreneurs Europe means a wide range of initiatives that help 

business”17 

 

Throughout the EU’s publications the political messaging can be either explicit: 

 

“The EU is there to back up the efforts of government… it has launched important new 

policies”18  

 

Or more subtlety presenting European unity as a fact:  

 

“we Europeans belong to many different countries with different languages, traditions, 

customs and beliefs. Yet we all belong together, like a big family for all sorts of 

reasons”19  

 

The type of publication varies from simple colouring books and basic publications which tell 

children how “the EU has brought peace among its members” – a claim that has been disputed 

by many historians – to more technical publications. 20  Technical publications include 

documents which look at the “cost of non-Europe” and suggest ways that passing power from 

member states to EU institutions could benefit European taxpayers, arguing for a “wider and 

deeper digital single market to better coordinated national and European policies for defence 

and development”.21 Images of this material can be found in Appendix II. 

 

Further Criticisms  

 

Other criticisms include the EU’s skewed representation of various issues. For example, one 

recent publication described the “achievements” of the European Single Market and made a 

number of dubious claims about the Single Currency, telling the reader that “a market works 

better when everyone is using the same money… no currency risk = more trade”. Ironically this 

booklet was produced in 2012, at the height of the euro crisis.22  

 

Along with print publications, the EU produces digital media to try and promote itself and its 

political policies. Since 2009, 1,060 videos have been uploaded onto the European 

Commission’s YouTube page, including ‘Hangout with Viviane Reding’ (which featured the 

former Commissioner criticise the UK’s uncertainty about free movement of labour, warning 

it is “not up for negotiation”).23  

                                                           
17 European Commission, What does the EU mean for us, academics, scientists and researchers? and European Commission, What does the 
EU mean for us, the small business? 
18 European Commission, What does the EU mean for us, the small business?  
19 European Union, Let’s explore Europe! p.29 
20 Let’s explore Europe! p.36 Historians response to these claims can be found at 
<http://www.conservativehome.com/platform/2014/01/from-matthew_elliott-historians-wont-let-the-eu-elites-rewrite-european-
history.html> 
21 European Parliamentary Research Service, Mapping the Cost of Non-Europe 2014-19, found at < http://www.europarl.europa.eu/the-
secretary-general/resource/static/files/files/mapping-the-cost-of-non-europe--march-2014-.pdf> 
22 European Commission, 20 years of the European Single Market, Together for new growth, main achievements (2012) pp.11-13 
23 European Commission, Highlights of the Hangout with Viviane Reding #EUdeb8, found at 
<https://www.youtube.com/watch?v=zxH9ahTyGGE&index=130&list=UUMPaviJxybo1RTdzvYcU91A> 
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Another video featured was ‘Founding fathers of the European Union: Winston Churchill’. It 

contained a sequence of historical clips with selective quotations from Winston Churchill 

calling for a “United States of Europe”, but did not include the passage where he made it clear 

that Britain would be a “friend and sponsor” of this entity rather than a member.24 Another 

video ‘Asylum – European Union Home Affairs’ called for greater harmonisation in this policy 

area while justifying the introduction of new European policies such as the Common European 

Asylum System.25  

 

In addition to these videos, the EU has also provided funding for the Euronews channel 

(described by the Commission as “the only TV channel that concentrates its broadcasts on 

European rather than national news”) and in 2010 a Commission note stated that “the 

European Commission will explore options for a more sustainable financing of Euronews. The 

building up of a Brussels studio for Euronews will be encouraged.” 26  The 2014 European 

budget also committed €5 million for the European Parliament’s ‘Parliamentary television 

channel’.27  

 

The EU has also been criticised for allegedly using racist stereotypes in their videos. In 2012, 

the Commission produced a video which was widely condemned for featuring a Caucasian 

European woman being attacked by Chinese, Indian and Brazilian men. Critics pointed out 

that this £106,000 advertisement appeared to portray non-Europeans as enemies.28  The 

video was subsequently withdrawn. 

 

The EU is also able to generate positive additional publicity via its demand that the recipients 

of its grants publically promote the EU. As an example, the regulation setting out the EU’s 

structural fund regulations in December 2013 stated that: 

 

“Member States and the managing authorities shall be responsible for… 

publicising to Union citizens the role and achievements of cohesion policy and of 

the Funds through information and communication actions on the results and 

impact of Partnership Agreements, operational programmes and operations.”29 

 

The Daily Mail reported in 2010 that companies which received EU grants but hadn’t displayed 

the EU flag prominently had been fined £150 million.30 

                                                           
24 European Commission, Founding fathers of the European Union: Winston Churchill, found at 
<https://www.youtube.com/watch?v=y5o2WF5K9Go&list=UUMPaviJxybo1RTdzvYcU91A> 
25 European Commission, Asylum – European Union Home Affairs, found at 
<https://www.youtube.com/watch?v=wW0moI4GYHc&index=48&list=UUMPaviJxybo1RTdzvYcU91A> 
26 European Commission, Reaching out to citizens, found at <http://ec.europa.eu/justice/citizen/document/files/reaching_out_en.pdf> 
27 See Appendix I for more information. 
28 N. Watt, “European Commission criticised for ‘racist’ ad”, The Guardian, found at 
<http://www.theguardian.com/world/2012/mar/06/european-commission-criticised-racist-ad> and B. Waterfield, “EU withdraws 
£106,000 ‘racist’ propaganda video”, Daily Telegraph, found at < http://www.telegraph.co.uk/news/worldnews/europe/eu/9126457/EU-
withdraws-106000-racist-propaganda-video.html> 
29 European Commission, Consolidated Structural Funds Regulations, found at 
<http://ec.europa.eu/social/BlobServlet?docId=7716&langId=en> 
30 S. McGee, “Fined £150 million for failing to fly the EU flag: Now British firms are told how to fight back”, Daily Mail 15 August 2010 
found at <http://www.dailymail.co.uk/news/article-1303229/Fined-150million-failing-fly-EU-flag-Now-British-firms-told-fight-back.html> 
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The European Commission also has an EU internet strategy, set out in the 2007 Commission 

document ‘Communicating about Europe via the Internet’. This document highlighted the 

potential power of the internet and called for an overhaul of the EU’s Europa website – noting 

the site’s objectives of “communicat[ing] the views of the Commission to the widest possible 

audience” and “help[ing] create a sense of European community”.31  

 

In addition to this ‘direct’ engagement, the EU also uses more surreptitious ways to promote 

its policies. One example is Eurobarometer, the European Commission’s exclusive polling 

agency which provides polling numbers which suggest democratic support for the EU’s 

political activities. For example, on the European Commission’s website it defends the euro 

by arguing: 

 

“The results show that overall support for the euro has stabilised at 57%, including 

the highest increase in support in Estonia compared with the 2013 survey. A clear 

majority of 69% sees the euro as good for the EU as a whole.”32  

 

This is in spite of increasing evidence that Europeans are moving away from the Single 

Currency.33  Finally the EU has also spent resources in trying to encourage journalists to 

promote European policies via a combination of prizes (up to 2011 the EU offered a ‘European 

Parliament Prize for Journalism’ which was awarded to journalists “who have covered major 

European issues or promoted a better understanding of the EU institutions and/or EU 

policies.”)34 

  

                                                           
31 European Commission, Communicating about Europe via the Internet Engaging the citizens, found at 
<http://ec.europa.eu/ipg/docs/internet-strategy_en.pdf> 
32 European Commission, Public Opinion, found at <http://ec.europa.eu/public_opinion/index_en.htm> 
33 As an example, an analysis of anti-euro sentiment in Italy can be found at <http://openeurope.org.uk/blog/italy-becoming-eurozones-
anti-euro-country/> 
34 Information on the prize can be found at <http://www.eppj.eu> 
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2. ‘Funding the cheerleaders’: Paying NGOs, think-tanks and lobby groups to promote the 

EU 

 

Beyond direct payment and engagement, one of the main ways that the EU tries to sway 

public opinion is via grants to organisations which promote greater ‘European integration’. 

The idea of using third parties to promote the idea of European integration was explicitly 

recommended in 2000 by then President of the Commission Romano Prodi and Vice President 

Neil Kinnock who, noting the success of previous initiatives, argued in a joint paper: 

 

“The European NGO networks are making an important contribution to the 

formation of a ‘European public opinion’ usually seen as a pre-requisite to the 

establishment of a true European political identity… European NGOs and their 

network and national members can serve as additional channels from the 

Commission to ensure that information on the European Union and EU policies 

reaches a wide audience.”35 

 

This ‘outsourcing’ of ‘propaganda’ has proven to be a very effective way of surreptitiously 

promoting both the EU and its political priorities. For example, in 2009 during the UK 

Parliament’s vote on the Lisbon Treaty the then Foreign Secretary, David Miliband, cited a 

number of charities and NGOs who supported the Lisbon Treaty – it was revealed later that 

the organisations he cited had all received funding from the EU.36  
 

The EU gives out thousands of grants each year and while it cannot be said that each grant is 

an example of ‘outsourcing propaganda’, funding has clearly been provided to groups whose 

main aim is to promote either the EU or closer integration. In the last year these groups have 

both advocated closer European integration and condemned the “endless, ill-informed Little 

Englander EU debate”.37 

 

Dr Lee Rotherham in his 2008 study identified 29 groups that met this profile – in 2013, 14 of 

these groups received a total of €12.7 million (£10.1m) from the EU.38 These are examined in 

detail below: 

 

Organisations receiving over €1 million 

 

The Centre for European Policy Studies received at least €2,799,477 in 2013 from the EU in 

the form of numerous grants as well as an annual grant from the European Commission. 

Senior figures within the organisation have made it clear that they support European 

integration and in recent papers have described the way in which EU leaders can “push the 

                                                           
35 Commission Discussion Paper, The Commission and non-governmental organisations: building a stronger partnership, found at 
<http://ec.europa.eu/transparency/civil_society/ngo/docs/communication_en.pdf> 
36 Details provided in L. Rotherham, The Hard Sell, found at 
<http://web.archive.org/web/20090117093424/http://openeurope.org.uk/research/hardsell.pdf > 
37 Friends of Europe, found at <http://www.friendsofeurope.org/future-europe/britain-eu-sorry-tale-collapsing-influence-dishonest-
debate> 
38 This paper only looks at groups identified by Dr Rotherham as “groups paid to promote EU” and not NGOs who lobbied the EU.  
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existing boundaries of European integration” and argue that the end of ‘ever closer union’ 

“can only dismay those who hope that… Europe can become a relevant global actor.”39 

 

The European Trade Union Confederation received €2,666,558 in 2013 and “aims to make 

Social Europe a key priority in European policy. The ETUC is working for a Europe with a strong 

social dimension, which focuses on workers' interests and well-being. It promotes the 

European social model that enabled Europe to become a prosperous, competitive region.”40 

 

The European Youth forum received €2,500,000 in 2013 and represents 99 youth 

organisations committed to “building a European and international civil society”. The group 

aims to ensure “young people [are] empowered as responsible actors in shaping European 

democracy” and does so by “facilitating the European and international engagement of 

member organisations”.41  

 

The European Citizen Action Service received €2,103,007 from the EU in 2013 and “provides 

services to a network of about 150 civil society organizations and citizens on EU citizens’ rights 

enforcement and civic participation in the EU decision-making process” and it campaigns to 

“defend peoples’ free movement rights and promote a more inclusive European citizenship”.42 

 

Organisations receiving between €500,000 and €1 million 

 

Notre Europe received €710,000 from the EU in 2013 and “is inspired by the action and ideas 

of Jacques Delors”. Its work focuses, among other areas on “intra-EU solidarity”.43  Their 

publications have pushed for more European integration, arguing that “only a unified Europe, 

not a loose association of states, can ensure peace and prosperity for the continent.”44 

 

The European Movement received €575,497 from the EU in 2013. This is, arguably, the best 

known pro-EU group. On their website they claim their “objective is to contribute to the 

establishment of a united, federal Europe” and state in their plans for 2015-17 that they will 

commit to “promoting European values and European unity” and “fighting against all forms 

of… Euroscepticism”45  

 

  

                                                           
39 CEPS, The government Europe deserves? found at <http://www.ceps.eu/system/files/DG%20New%20Commission.pdf> 
40 European Trade Union Confederation, found at <http://www.etuc.org/aims-and-priorities> 
41 European Youth Forum, Strategic Priorities 2013-2018, found at <http://www.youthforum.org/assets/2013/05/0233-12_SP2013-
18_FINAL.pdf> 
42 European Youth Forum, Strategic Priorities 2013-2018, found at <http://www.youthforum.org/assets/2013/05/0233-12_SP2013-
18_FINAL.pdf> 
43 Notre Europe, found at <http://www.eng.notre-europe.eu/011-331-Our-working-axis.html> 
44 Notre Europe publications, found at <http://www.eng.notre-europe.eu/011-20707-Out-of-concern-for-Europe.html> 
45 European movement, found at <http://europeanmovement.eu/who-we-are> and <http://europeanmovement.eu/wp-
content/uploads/2014/06/Priority-Policy-Areas-for-2015-2017-ADOPTED.pdf> 
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Organisations receiving less than €500,000 

 

Euroalter, which received €363,602 from the EU in 2013 is a “transnational civil society 

organisation and citizens movement promoting democracy, equality and culture beyond the 

nation state”: 

 

“The nation state is no longer the appropriate political form in which to define 

democratic decision-making and active citizenship, equality between people, the 

respect and extension of rights. The nation state is not the appropriate political 

form to promote a responsible politics for the environment, ensure political control 

over the economy and an equitable distribution of wealth, or promote peace 

between people.”46 

 

Friends of Europe received €236,339 from the EU in 2013 is an organisation which aims to 

“make Europe’s policy choices lively and relevant to people outside the ‘charmed circle’ of 

Brussels-based specialists”.47 Their work on ‘the future of Europe’ includes warnings that 

“Britain’s standing in the EU has never been lower” and makes highly political comments: 

 

“Day by day Cameron’s pronouncements take Britain ever closer to the exit door, 

encouraging the British public towards scepticism and Britain’s EU partners 

towards irritation or, perhaps worse, disengagement from the UK and its endless, 

ill-informed Little Englander EU debate... The current government, and Cameron 

in particular, has failed to build deep relationships with other member states.”48 

 

It then goes on to warn: 

 

“The shrill debate over migration, the detachment (and sometimes crowing) over 

the euro crisis, and the intense demands for ‘reform’, presented as if none of the 

other 27 member states had interests that could compete, [means] the UK has lost 

allies and friends.”49  

 

Tellingly the article also calls for: 

 

“A return to sanity in the British European debate… with its opt-outs from the euro, 

judicial and home affairs, the ‘Schengen’ passport-free area, and its budget 

rebate… the UK has clearly argued both hard and successfully for its perceived 

interests.”50 

                                                           
46 European Alternatives, found at <http://www.euroalter.com/who-we-are/our-organisation> 
47 Friends of Europe, found at <http://www.friendsofeurope.org/about> 
48 Friends of Europe blog, found at <http://www.friendsofeurope.org/future-europe/britain-eu-sorry-tale-collapsing-influence-dishonest-
debate> 
49 Friends of Europe blog, found at <http://www.friendsofeurope.org/future-europe/britain-eu-sorry-tale-collapsing-influence-dishonest-
debate> 
50 Friends of Europe blog, found at <http://www.friendsofeurope.org/future-europe/britain-eu-sorry-tale-collapsing-influence-dishonest-
debate> 
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Confrontations Europe received €188,649 from the EU in 2013 and also explicitly promotes 

pro-EU values, calling for the EU to be “consolidated”. It also condemns Euroscepticism: 

 

“The surge in Euroscepticism, and the threat posed by national entrenchment and 

extremist voting, cannot be ignored. They must be stopped and the only way to do 

this is to conduct a large-scale, hard-headed and deliberately pro-European 

campaign. Citizens are becoming increasingly aware of the close interdependence 

of the Member States, and the vast majority wish to keep the euro. However, that 

is not enough to protect and consolidate the Union. We must appeal to their sense 

of responsibility, obtain their agreement on reforms and encourage them to adopt 

a long-term mindset by presenting them with the prospect of practical and 

beneficial progress.”51  

 

The Young European Federalists (‘JEF’, ‘Jeunes Européens fédéralistes’) also received 

€181,832 from the EU in 2013. This group states that the “goal of JEF is the creation of a 

democratic European federation” and the group “aspires to develop a better understanding 

of European Federalism, advances the implementation of the federalist ideals and 

concentrates its action on the achievement of international democracy and efficient, 

democratic and transparent decision-making through respect for federal principles in Europe”, 

holding seminars across Europe and organising meetings with MEPs.52 

 

The Trans-European Policy Studies Association also received €121,000 from the EU in 2013 

and describes itself as “the first trans-European research network” and informs the reader 

that “TEPSA’s aim is to provide a high quality research on European integration”.53 Their work 

includes the establishment of PEGASUS which seeks “the development of the academic 

content of an integrated [European] curriculum”54 

 

The Union of European Federalists received €121,000 from the EU in 2013 and says that it is 

“dedicated to the promotion of a democratic and federal Europe” with the Federal Union one 

of its most notable members.55 

  

The Institut für Europäische Politik received €91,972 from the EU in 2013 and “appl[ies] 

scholarly research to issues of European politics and integration.” It also actively campaigns 

for further integration as a member of the German European Movement.56 

 

The Robert Schuman Foundation received €87,300 from the EU in 2013 and has the task of 

“maintaining the spirit and inspiration of one of the ‘Founder Fathers’ of Europe, namely 

                                                           
51 Confrontations Europe, found at <http://www.confrontations.org/en/publications-en/articles-and-interventions/2123-appeal-to-good-
willed-europeans-for-a-reconstruction-contract> 
52 JEF, found at <http://www.jef.eu/about-jef/jef-intro> 
53 Trans European Policy Studies Association, found at <http://www.tepsa.eu/category/about> 
54 Trans European Policy Studies Association, found at <http://www.tepsa.eu/category/pegasus> 
55 The Union of European Federalists, found at <http://www.federalists.eu/uef> 
56 Institut für Europäische Politik, found at <http://iep-berlin.de/en/about-the-iep/> 
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Robert Schuman and of promoting European values and ideals both within the Union's 

frontiers as well as beyond.”57 

 

Together these groups received between themselves €12,746,233 in 2013. A breakdown of 

selected pro-European groups who received funding in 2013 (the last year that grant data is 

available) is provided in Table 2.  

 

Table 2: EU funding for selected pro-EU organisations in 2013 

 

Organisations receiving funds in 2008 Grants in 2013 (€) 

The Centre for European Policy Studies 2,799,477 

European Trade Union Confederation  2,666,558 

The European Youth Forum 2,500,000 

European Citizen Action Service 2,103,007 

Notre Europe 710,000 

The European Movement 575,497 

Euroalter 363,602 

Friends of Europe 236,339 

Confrontations Europe 188,649 

The Young European Federalists 181,832 

The Trans-European Policy Studies Association 121,000 

Union of European Federalists 121,000 

Institut fur Europaische Politik 91,972 

Robert Schuman Foundation 87,300 

Total  12,746,233  

 

  

                                                           
57 Robert Schuman Foundation, found at <http://www.robert-schuman.eu/en/robert-schuman-foundation> 
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3. ‘Buying loyalty’: Promoting European citizenship and a common European culture to 

engender support for the EU 

 

Many of the EU’s initiatives involve promoting European citizenship and the idea of a common 

European culture. There is a practical dimension to this; the EU has historically used 

‘citizenship’ as an excuse for further integration – most infamously in 1997 when the Treaty 

of Amsterdam was justified by claiming it would bring “the Union closer to its citizens”.58 In a 

2013 document the EU made clear that there was an important reason for promoting cultural 

unity:  

 

“In challenging times for its internal coherence, Europe should improve the 

understanding of its cultural heritage and of its identities in order to strengthen 

cohesion and solidarity and to encourage modern visions and uses of its past. 

Rather than separating people and inspiring misplaced nostalgia, our 

understanding of cultures researched by scientists will attempt to see historical 

and contemporary commonalities and/or bridges between differences. In these 

efforts, new technologies and digital cultural heritage should play an important 

innovative role as they enable new and richer interpretations of our common 

European culture.”59 

 

It is unsurprising that “promoting citizenship” now accounts for a significant amount of the 

EU’s funding. In a speech in 2013, the Commissioner for Consumer Policy commented that EU 

tools which “assist European citizens in their day-to-day life… remind[s] them about the value 

and the tangible benefits of European integration.”60 

 

Perhaps the most notable ways that the EU seeks to create a notion of citizenship is via the 

‘Europe for Citizens’ project - which the 2014 EU budget committed €23 million to. This 

programme sets out to “contribute to the understanding about the European Union and to 

foster European citizenship and improve conditions for civic participation at Union level” by 

financing projects which “raise awareness of remembrance, the common history and values 

of the EU and the EU's aim - namely to promote peace, the values of the EU and the well-being 

of its peoples”61  

 

In its own literature from 2012, the EU describes how its ‘Europe for Citizens’ programme 

seeks to “demonstrate the positive contribution which the European Union makes to the life 

of its citizens and of the precious values that it stands for”.62 

                                                           
58 Europa, Summaries of EU legislation, found at 
<http://europa.eu/legislation_summaries/institutional_affairs/treaties/treaties_maastricht_en.htm> 
59 Draft Horizon 2020 Work Programme 2014-2015, found at <http://ec.europa.eu/research/horizon2020/pdf/work-
programmes/societies_draft_work_programme.pdf> 
60 European Commission Press Release, 1993-2013 Europe for consumers – is it about you? found at <http://europa.eu/rapid/press-
release_SPEECH-13-592_en.htm> 
61 European Commission, Europe for Citizens Programme, found at <http://ec.europa.eu/citizenship/europe-for-citizens-
programme/index_en.htm>. Funding information is provided in the Appendix.  
62 European Commission, The Citizen’s Effect, found at 
<http://eacea.ec.europa.eu/citizenship/documents/publications/EC3112681ENC.pdf> 
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In the programme for 2014-20 there are two components to the scheme: 

 

 ‘European Remembrance’: This section looks at “Europe as a peace project” with a 

view towards “building a brighter future”.  

 ‘Democratic engagement and civic participation’ this section tells applicants that 

“Citizens' organisations can draw on funding to encourage and develop the 

responsible, democratic civic engagement of the general public in the processes of 

European integration.”63 

 

In his recent analysis of the most recent ‘Europe for Citizens’ programme, Christopher 

Snowden of the Institute of Economic Affairs, argued that the programme was used to not 

only promote the EU but also to give the organisation a democratic façade:  

 

“The Commission’s growing infatuation with civil society, at least in the abstract, 

stems from a desire to receive democratic legitimacy by involving citizens in the 

making of its legislation. Citizens are not consulted directly, however, but are 

instead ventriloquized through NGOs, think tanks and charities which have been 

hand-picked and financed by the Commission. In return these civil society groups 

frequently campaign for the EU to extend its reach into areas of policy in which it 

has no legal competence”.64 

 

In addition to this campaign, the EU also promotes its own symbols directly to the people of 

Europe, emphasising the importance of its flag to citizens. The EU’s flag and the European 

anthem are regularly advertised by the Commission: literature produced by the Commission 

not only prominently feature the image of the EU flag but frequently draws attention to the 

flag, especially in the material aimed at children. In one case a child’s book describes how 

“Europe has its own flag and its own anthem.”65  Another book (called ‘The little star in 

Europe’) features as its main character one of the stars in the EU flag.66  

 

There is also the ‘Fundamental Rights and Citizenship’ programme which has been running 

for several years. This initiative “aims to promote the development of a European society 

based on respect for fundamental rights and rights derived from citizenship of the European 

Union.”67  While the programme has many praiseworthy aims, such as the protection of 

childrens’ rights, this is often mixed in with political objectives, such as a focus on “active 

participation in the democratic life of the Union.”68 

 

                                                           
63 European Commission, Europe for Citizens Programme, Programme 2014-2020, found at <http://ec.europa.eu/citizenship/about-the-
europe-for-citizens-programme/future-programme-2014-2020/index_en.htm> 
64 C. Snowdon, Institute of Economic Affairs, Euro Puppets: The European Commission’s remaking of civil society, p.10 
65 Let’s explore Europe! p.36 
66 European Parliament, The little star in Europe 
67 EU Commission, Fundamental Rights and Citizenship Funding Programme, found at 
<http://ec.europa.eu/justice/grants/programmes/fundamental-citizenship/index_en.htm> 
68 EU Commission, Fundamental Rights and Citizenship Funding Programme, found at 
<http://ec.europa.eu/justice/grants/programmes/fundamental-citizenship/index_en.htm> 
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Other methods are used to promote the idea of a European culture in a similar way. There is 

a European Union Youth Orchestra, and the European Opera Centre, each of which promotes 

the idea of a common European culture via extensive use of the EU flag. The European Prize 

for Literature, according to the foreword by former President Barroso: “is a good example of 

what we mean by European added value”.69 

 

  

                                                           
69 The European Union prize for Literature, Twelve winning authors, 2013, p.5  
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4. ‘‘Investing in the long-term’: Targeting young people 

 

One of the most notable examples of the way that the EU uses ‘propaganda’ is the way it 

targets material at children. This has been a key feature of the EU’s communication policy for 

many years – the ‘Youth for Europe’ initiative was launched in 1988. Between 2007 and 2013 

the EU spent €885 million on the ‘Youth in Action’ programme which championed “European 

co-operation in the Youth Field”.70 

 

Today the EU has extensive material aimed at young people which celebrates the EU and even 

calls for “federalism” (images of the material can be found in Appendix II). On the European 

Commission’s website it has specific downloadable material for children aged 0-9, including a 

colouring book and a book entitled ‘Europe and you’. The material is covered in the EU flag 

and often features pictures of children holding the EU flag.71 Other material, aimed at those 

aged 15 years and over tells children how “With the euro we are welcome all over the world” 

and features a quote by former President Barroso saying “I, for one, have not been afraid to 

use the forbidden word: federalism.”72 Other material attempts to convince young people that 

support for the EU is universal with general, sweeping statements such as: “For the under 25s 

the European Union is the norm. They have always known it and the benefits it brings.”73 

 

Between 1995 and 2012 the European Commission also funded the publication of a ‘Europa 

academic diary’, a document for pupils which contained 90 pages of material about the EU 

and the benefits of membership. The foreword to the last edition told students that “as well 

as helping you plan your days for the year ahead, this diary is full of useful information about 

the European Union, and the ways in which the European Union is working for you as a 

European student, consumer and citizen” and describes to the students how “The EU has 

ushered in an era of peace and prosperity”. It offered a very narrow view of EU history, 

describing how the Lisbon Treaty “strengthened the EU’s ability to act on the global stage, 

and gave a greater voice to the European Parliament, national parliaments and citizens” with 

no mention of the opposition to the Treaty or the fact that its previous incarnation, the 

European Constitution, had been rejected by French and Dutch voters.  

 

The same diaries also contained a section entitled “common currency benefits” which claimed 

that euro membership “saves us a small fortune!”74 During the school year 2011/2012, more 

than 4.3 million copies were distributed across the EU (in 23 languages). The teaching material 

the accompanied it encouraged teachers “to test students’ understanding of the European 

Union (EU), and to encourage students to consider the relationship between their country and 

the EU as well as how the EU affects their everyday life.”75 

                                                           
70 European Commission, Erasmus +, found at <http://ec.europa.eu/youth/tools/youth-in-action_en.htm> 
71 Europa, Teachers’ corner, 0 to 9 years, found at <http://europa.eu/teachers-corner/0_9/index_en.htm> 
72 European Commission, Europe, What’s it all about? p.48 
73 European Commission, What does the EU mean for us, the under 25s?  
74 Wise choices? Europa Diary 2011/12 (an online copy can be found at <http://www.generation-
europe.eu/assets/what_we_do/our_projects/europa_diary/diary-downloads/UK-Diary2011-12UK.pdf>) 
75 Information found at <http://www.generation-europe.eu/assets/what_we_do/our_projects/europa_diary/diary-downloads/UK-
TeacherKit2011-12UK.pdf> 
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While the EU no longer funds such diaries, it still produces material targeting children which 

can be found on the EU’s own website. The ‘Kids’ corner’ page explains to children how “The 

EU tries to make life better for all of us in all sorts of ways” and includes sections about the 

benefits of the Euro, including the ideological advantages:  

 

“The euro does not only have a value as money. It also has a strong symbolic value 

for Europe and Europeans. Much of the good work the EU does is not always 

obvious - it is often hidden in legal documents and pages of reports. But the euro 

can be held in your hand – it is very real... the euro is an everyday symbol of the 

economic integration of Europe into the single market, and of the progress of 

European integration overall.”76 

 

Another way the EU targets those in education is via the Jean Monnet programme. This 

programme was launched in 1990 to “stimulate excellence in teaching, research, and 

reflection on European integration.”77 Between 1990 and 2011, the Jean Monnet Programme 

has helped to set up approximately 3,700 projects in the field of European integration studies, 

including 165 Jean Monnet European Centres of Excellence, 879 Chairs and 2,139 permanent 

courses and European modules.78 Grants are provided for institutions who want to introduce 

the Jean Monnet programme.  

 

There are serious questions that are raised by the EU’s targeting of material at school children. 

The UK Government’s Balance of Competences Review in December 2013 noted that “the 

Education Act 1996 prohibits the promotion of ‘partisan political views in the teaching of any 

subject in the school’”. When challenged about the production of material for children in 2013 

the Commission responded “the Commission is of the view that it is important for school 

children to learn about… why the European Union was set up and how it functions.”79 

 

  

                                                           
76 European Commission, The euro and you, found at 
<http://ec.europa.eu/economy_finance/netstartsearch/euro/kids/euro_en.htm#values> 
77 Description found at <http://eeas.europa.eu/delegations/ukraine/press_corner/all_news/news/2010/2010_10_18_01_en.htm>  
78 European Commission, Jean Monnet Programme, found at <http://eacea.ec.europa.eu/llp/jean_monnet/jean_monnet_en.php> 
79 European Parliamentary question, Answer given by Mrs Reding on behalf of the Commission, found at 
<http://www.europarl.europa.eu/sides/getAllAnswers.do?reference=E-2013-007679&language=SV> 
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Conclusion 

 

The EU’s willingness to spend so much of taxpayers’ money on self-promotion and its political 

worldview is deeply troubling. While there may be a case for explaining to the public what 

the EU is and what it does, there is no such case for using public money to present a highly 

biased and uncritically positive image of the EU. By its own admission, the EU’s ‘information’ 

programmes are not neutral explanations of what the EU does but are often highly political 

attempts to “improve public perceptions of the Union”, while other material condemns those 

whom the Commission disagrees with. The material produced by the EU would attract quick 

condemnation if it were produced by a UK government. There is no doubt that much of the 

work strays from communication into the world of ‘propaganda’.  

 

The funding of external cheerleaders who do not represent genuine interest beyond the 

politicians who fund them, is particularly worrying as it is an attempt to skew the debate and 

give unfair advantage to those who represent one particular view point. Taxpayers should 

question whether spending more on the EU Communication Department than on the Trade 

Department represents good value for money and whether the EU should be so willing, or 

able, to use public resources to promote its political aims. 

 

These questions become more acute today because Britain is approaching an In/Out 

referendum. The EU is well aware that the material it produces may have bearing in the 

referendum campaign. In recent publications the European Commission has made no secret 

of its aim to sway people towards membership of the European project:  

 

“Our own view is that Britain needs Europe - and Europe needs Britain. The 

European Parliament and European Commission will work to stress the mutual 

benefits that the country’s membership of the Union brings - whether in terms of 

free trade, access to the world’s biggest single market or a stronger voice on global 

issues, such as development or climate change.”80 

 

On the website of the European Parliament in the UK the Commission makes it clear that it 

expects its resources to be used in the context of the national debate that is taking place 

within the UK:  

 

“Britain's place in the world and in or out of the European Union is a hot topic of 

debate in British politics and in the media. These resources will help you help your 

students to understand the issues.”81 

 

At the same time the EU has also provided generous funding for groups like Friends of Europe 

who have gone out of their way to try and dissuade the UK Government from following its 

                                                           
80 European Parliament, Britain and Europe in 10 speeches, found at 
<http://www.europarl.org.uk/resource/static/files/publications_ressources/ep_speeches_dps_final.pdf> 
81European Parliament, teaching resources, found at <http://www.europarl.org.uk/en/education/teachingresources.html> 
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current course, warning that calling for a return of powers and a referendum has resulted in 

“lost allies and friends.”82 This is a clear and unacceptable attempt to use public resources to 

try and sway the national debate. Serious questions need to be asked about whether the EU’s 

actions in this area are reasonable and thought given on how to ensure, in any future 

referendum, safeguards are introduced which make sure that the EU does not use its own 

financial resources to skew the national debate. One positive step could be greater 

transparency for EU-funded groups and EU bodies, especially during the referendum 

campaign. 

 

 

 

 

 

 

 

 

 

 

  

                                                           
82 Friends of Europe blog, found at <http://www.friendsofeurope.org/future-europe/britain-eu-sorry-tale-collapsing-influence-dishonest-
debate> 
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Appendix I: The EU’s spending on self-promotion 

 

Listed below are the 90 cases of spending in the 2014 EU budget which provided funding for 

self-promotion. It is important to note that for several of the cases cited below the allocated 

funds are to be used for a variety of purposes - of which communication is but one part. In a 

few instances the budget says that the funding “may” be used for such purposes. In order to 

make it clear when spending is solely for self-promotion and when only part of the spending 

is for that purpose, each case of spending in the table below is marked as follows:  

 

 Primary (P): This means that the primary use of the funds is for self-promotion 

 Secondary (S): The allocated amount will be spent on both self-promotion and other 

initiatives  

 Tertiary (T): Some of the allocated amount “may” be used for ‘self-promotion 

 

The UK commitment is calculated by taking 11.41 per cent of the EU spending in each 

instance, 11.41 per cent being the amount that the UK contributed to the EU’s budget in 2013 

(the last year that detailed figures are available). 

 

Table 3: EU ‘propaganda’ spending in 2014 

 

 
(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

 
  

  
European Parliament 
  

P 3242 

Expenditure on 
publication, 
information & 
participation in public 
events  

21,036,912 2,401,720 
In previous years Andrew Duff MEP claimed this 
funding would be used to help with in 
"enhancing the legitimacy of the institution."83 

P 3243 

Parlamentarium: 
European Parlt's 
Visitors' centre 

4,978,023 568,326 

Contains displays which show the "ideals of 
harmony and integration for which the 
European Union stands". Also has a "360-degree 
digital surround screen [which] takes visitors 
into the heart of European Parliament action." 

P 3244 

Organisation of 
groups of visitors, 
Euroscola programme 

30,120,500 3,438,765 
For students aged between 16 to 18 years - 
program is designed to "highlight the 
importance of cross-cultural cooperation."84  

P 3245 

Organisation of 
seminars, symposia 
and cultural activities 
(Parliament) 

6,725,000 767,773   

                                                           
83 Information found at 
<http://www.europarl.europa.eu/meetdocs/2009_2014/documents/afco/dv/2013_afco_budg_amends_txt_/2013_afco_budg_amends_t
xt_en.pdf> 
84 Description found at < http://www.europarl.europa.eu/euroscola/en/at_a_glance.html> 
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

P 3246 

Parliamentary 
television channel 
(Web TV) 

5,000,000 570,835 

"The web TV channel aims to inform EU citizens 
about the Parliament's activities and how it's 
Members shape political developments and 
pass laws that affect people's lives across 
Europe."85  

P 3247 

House of European 
History 

9,650,000 1,101,711 

"The European Parliament is establishing a 
House of European History in Brussels which will 
give visitors the opportunity to learn about 
European history and to engage in critical 
reflection about its meaning for the present 
day."86  

P 3248 

Expenditure on 
audiovisual 
information  

15,620,000 1,783,287   

P 325 

Expenditure relating 
to Information Offices  

1,100,000 125,584 
"Their role is to raise awareness of the 
European Parliament and the European 
Union."87  

S 400 

Current adminstrative 
expenditure & 
expenditure relating 
to the political and 
information activities 
of political groups  

59,800,000 6,827,182 
Includes "expenditure on political and 
information activities conducted in connection 
with the Union’s political activities." 

P 402 
Funding of European 
Political Parties  

27,794,200 3,173,178   

P 403 

Funding of European 
Political Foundations  

13,400,000 1,529,837   

P 440 

Cost of meetings and 
other activities of 
former members  

200,000 22,833 

"The ADF currently has nearly 680 members and 
is involved in a wide range of European 
activities: conferences, seminars, dissemination 
of information relating to the European 
Parliament and the EU."88 

P 442 

Cost of meetings and 
other activities of the 
European 
Parliamentary 
Association 

200,000 22,833 
"The European Parliamentary Association has 
spent more than 30 years to the promotion of 
European parliamentarianism."89  

      195,624,635 22,333,863   

 
 

  Council         

P 2 2 1 2 

General Publications 455,000 51,946 
Covers "audiovisual media covering the work  
of the institution" and "public relation 
activities." 

P 2 2 1 3 

Information and 
Public events  

2,207,660 252,042 
Covers "audiovisual media covering the work  
of the institution" and "public relation 
activities." 

      2,662,660 303,988   

  
 
 
 

                                                           
85 http://www.europarltv.europa.eu/en/about-europarltv/about-us.aspx 
86 http://www.europarl.europa.eu/visiting/en/visits/historyhouse.html 
87 Information offices website, found at <http://www.europarl.europa.eu/aboutparliament/en/information_offices.html> 
88 Information found at <http://formermembers.eu> 
89 Information found at <http://www.ape-europa.eu>  

http://www.europarl.europa.eu/aboutparliament/en/information_offices.html
http://www.ape-europa.eu/
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

  
European Court of Justice  
  

P 252 

Reception and 
Representation 
expenses 

149,000 17,011   

P 256 

Expenditure on 
information & on 
participation in public 
events  

147,500 16,840   

S 2741 

General Publications 
(Court of Justice) 

1,412,000 161,204   

      1,708,500 195,054   

 
 

European Economic and Social Committee 
 

P 1404 

Graduate 
traineeships, grants 
and exchanges of 
officials  

867,739 99,067 
Aims to "inform young people in the European 
summit." 

P 2600 Communication 845,500 96,528   

P 2602 

Publishing and 
promotion of 
publications 

503,000 57,426   

      2,216,239 253,021   

 
 

  
Committee of the Regions  
  

P 1404 

Graduate 
traineeships, grants 
and exchanges of 
officials (Committee of 
the Regions) 

760,460 86,819 
Aims to "inform young people in the European 
summit." 

P 2600 

Relations with the 
press and conclusion 
of partnerships with 
audiovisual/written/ 
radio media 

659,718 75,318   

P 2602 

Editing and 
distribution of paper, 
audiovisual, electronic 
or web-based 
information support 

808,305 92,282   

P 264 

Expenditure on 
publications, 
information and 
participation in public 
events 

399,000 45,553   

      2,627,483 299,972   
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

  
Title 1 - European Commission - Economic and Financial Affairs  
  

S 
01 02 
01 

Coordination and 
surveillance of, and 
communication on, 
the economic and 
monetary union, 
including the euro 

11,000,000 1,255,836 

"This appropriation is also intended to cover the 
cost of studies, workshops, conferences, 
analyses, evaluations, publications… relating 
to… expanding the EMU." 

      11,000,000 1,255,836   

  
 

  
Title 2 - European Commission - Enterprise and Industry 
  

S 
02 03 
01 

Operation and 
development of the 
internal market 
particularly in the 
fields of notifications, 
certification and 
sectorial 
approximation 

18,100,000 2,066,421 
Funding includes "information and publicity 
measures, greater awareness of Union 
legislation." 

      18,100,000 2,066,421   

 

  
Title 4 - European Commission - Employment, Social Affairs and Inclusion  
  

S 
04 03 
01 03 

Free movement of 
workers, coordination 
of social security 
schemes and 
measures for 
migrants, including 
migrants from third 

6,400,000 730,668 

Funding will be used for "the development of 
information and actions to make members of 
the public aware of their rights on free 
movement of workers." 

S 
04 03 
02 02 

EURES — Promoting 
workers’ geographical 
mobility and boosting 
employment 
opportunities 

21,300,000 2,431,756 
Funding includes "promotion of EURES among 
firms and the general public." 

S 
04 03 
01 08 

Industrial relations 
and social dialogue 

15,935,000 1,819,250 

Funding will be used for "studies, meetings of 
experts, information and publications directly 
linked to the achievement of the objectives of 
the programme." 

S 
04 03 
77 07 

 Preparatory action — 
Your first EURES Job 

5,000,000 570,835 
Designed to appeal to "target groups" including 
"young people up to 30 years of age." 

      48,635,000 5,552,508   

 
 

  
Title 5 - European Commission - Agriculture and Rural Development 
  

P 
05 08 
06 

Enhancing public 
awareness of the 
Common Agricultural 
Policy 

11,000,000 1,255,836 

Funding will be used "to finance information in 
schools, at points of sale and at other consumer 
contact points on the high-quality, food-safety, 
environmental and animal-welfare standards 
that European farmers have to meet." 

      11,000,000 1,255,836   
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

  

  
Title 7 -European Commission - Environment 
  

S 
07 01 
04 01 

Support expenditure 
for the Programme for 
the Environment and 
Climate Action (LIFE) 
— Sub-programme for 
Environment 

14,765,000 1,685,675 
Funding includes "corporate communication of 
the political priorities of the Union." 

T 
07 02 
01 

Contributing to a 
greener and more 
resource-efficient 
economy and to the 
development and 
implementation of 
Union environmental 
policy and legislation 

125,439,106 14,320,997 
Funding may be used to "cover corporate 
communication of the political priorities of the 
Union." 

T 
07 02 
02 

Halting and reversing 
biodiversity loss 

121,213,057 13,838,522 
Funding may be used to "cover corporate 
communication of the political priorities of the 
Union." 

S 
07 02 
03 

Supporting better 
environmental 
governance and 
information at all 
levels 

38,999,836 4,452,491 

Funding "shall also cover corporate 
communication of the political priorities of the 
Union" and will also be used "to promote 
awareness raising on environmental matters, 
including generating public and stakeholders 
support to Union policy-making in the field of 
the environment." 

      300,416,999 34,297,685   

 
 

Title 9 - European Commission - Communications Networks, Content and Technology  

S 
09 02 
05 

Measures concerning 
the digital content, 
and audiovisual and 
other media industries 

1,020,000 116,450 

The funding "is also intended to cover 
expenditure on studies, meetings of experts, 
information and publications directly linked to 
the achievement of the objective of the 
measure." 

S 
09 04 
03 02 

Fostering inclusive, 
innovative and 
reflective European 
societies 

38,116,228 4,351,602 

Funding will be used "to contribute to an 
understanding of Europe’s intellectual basis". 
According to other EU documents this program 
will aim to "strengthen cohesion and solidarity 
and to encourage modern visions and uses of its 
past. Rather than separating people and 
inspiring misplaced nostalgia, our 
understanding of cultures researched by 
scientists will attempt to see historical and 
contemporary commonalities and/or bridges 
between differences. In these efforts, new 
technologies and digital cultural heritage should 
play an important innovative role as they enable 
new and richer interpretations of our common 
European culture."90 

      78,993,002 9,018,388   

  
 

                                                           
90 For more information please refer to <http://ec.europa.eu/research/participants/data/ref/h2020/wp/2014_2015/main/h2020-wp1415-
societies_en.pdf> 
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

  
Title 11 - European Commission - Maritime Affairs and Fisheries  
  

S 
11 06 
62 02 

Control and 
enforcement 

24,694,000 2,819,238 
"Aimed at enhancing awareness… on the 
implementation of the rules of the Common 
Fisheries Policy." 

      24,694,000 2,819,238   

 
 

  
Title 12 - European Commission - Internal market and services 
 

S 
12 02 
01 

Implementation and 
development of the 
internal market 

7,670,000 875,660 
Funding could include "Promotion activities 
[and] awareness-raising" 

S 
12 02 
02 

Internal market 
governance tools 

4,000,000 456,668 Includes the website ‘Your Europe’ 

      11,670,000 1,332,328   

 
 

  
Title 13 - European Commission - Regional and Urban Policy  
  

T 
13 03 
20 

Completion of 
European Regional 
Development Fund 
(ERDF) — Operational 
technical assistance 

50,000,00091 5,708,346 
Funding may be used for "information and 
publishing expenditure" 

T 
13 01 
04 01 

Support expenditure 
for European Regional 
Development Fund 
(ERDF) (Commission) 

11,200,000 1,278,670 
Funding may be used for "representation 
expenses [and]… meetings" 

      61,200,000 6,987,016   

 
 

  
Title 14 - European Commission - Taxation and Customs Union  
  

S 
14 04 
01 

Implementation and 
development of the 
internal market 

3,000,000 342,501 
Funding will be used for "the production and 
development of publicity, awareness-raising 
and training materials" 

      3,000,000 342,501   

 
 

 Title 15 - European Commission - Education and Culture 

S 
15 01 
04 01  

Support expenditure 
for Erasmus+ 

10,414,108 1,188,947 
Funding "shall also cover corporate 
communication of the political priorities of the 
Union" 

S 
15 01 
04 02 

Support expenditure 
for Creative Europe 

2,137,900 244,077 
Funding "shall also cover information and 
publications directly linked to the achievement 
of the objective" 

                                                           
91 Information for this expense is not available for the 2014 budget, so commitments are taken from the 2013 budget.  
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

S 
15 02 
01 01 

 Promoting excellence 
and cooperation in the 
European education 
and training area and 
its relevance to the 
labour market 

1,315,662,350 150,205,126 

Funding will be used "to promote the 
emergence and raise awareness of a European 
lifelong learning area." Funding will also be 
used for "the promotion of mobility and 
cooperation between the Union and third 
country stakeholders" 

S 
15 02 
01 02 

Promoting excellence 
and cooperation in the 
European youth area 
and the participation 
of young people in 
European democratic 
life 

153,094,542 17,478,333 
Funding will used for "the promotion of mobility 
and cooperation between the Union and third 
country stakeholders" 

P 
15 02 
02 

Developing excellence 
in teaching and 
research activities in 
European integration 
world-wide (Jean 
Monnet programme) 

34,546,000 3,944,011 

Funding is used "to promote teaching and 
research on European integration world-wide 
among specialist academics, learners and 
citizens" 

P 
15 04 
02 

Culture 
subprogramme — 
Supporting actions for 
the cultural and 
creative sectors to 
operate in the Union 
and beyond and to 
promote transnational 
circulation and 
mobility 

53,922,000 6,156,109 

"Supporting the circulation of European 
literature… European cultural prizes, the 
European Heritage Label, and the European 
Capitals of Culture” 

P 
15 04 
77 07 

 Pilot project — 
Fostering European 
integration through 
culture by providing 
new subtitled versions 
of selected TV 
programmes across all 
Europe 

1,500,000 171,250   

P 
15 01 
61 

Cost of organising 
graduate traineeships 
with the institution 

6,361,000 726,216 
Funding will be used to provide trainees with 
"an overview of the objectives set and the 
challenges faced by the Union". 

      1,577,637,900 180,114,069   

 
 

  
Title 16 - European Commission - Communications  
  

P 16 01 

Administrative 
Expenditure of the 
'Communication' 
Policy Area 125,826,400 14,365,213 

  

P 16 02 
Fostering European 
Citizenship 24,800,000 2,831,340  

P 16 03 
Communication 
Actions 95,730,000 10,929,200  

      246,356,400 28,125,753   
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

  
Title 17 - European Commission - Health and Consumer Protection 
  

P 
17 01 
04 02 

Support expenditure 
for the ‘Health for 
Growth’ programme 

1,500,000 171,250 
Covers “information and communication 
measures." 

P 
17 01 
04 03 

Support expenditure 
in the field of food 
and feed safety, 
animal health, animal 
welfare and plant 
health 

1,500,000 171,250 
Covers “information and communication 
measures." 

S 
17 02 
01 

Safeguarding 
consumers’ interest 
and improving their 
safety and 
information 

21,262,000 2,427,417 

One of the four funding commitments is for 
"information and education and support to 
consumer organisations: to improve consumers’ 
education, information and awareness of their 
rights." 

P 
17 02 
77 03 

Pilot project — Your 
Europe Travel 
Application for mobile 
devices 

500,000 57,083 

The programme also provides for "General 
Union information [which] will also be available 
in all the official languages". Also deals with the 
‘Your Europe’ app. 

      24,762,000 2,827,001   

 
 

  
Title 18 - European Commission - Home Affairs  
  

T 
18 01 
04 01 

Support expenditure 
for Internal Security 
Fund 

2,150,000 245,459 

May be used to cover "expenditure on studies, 
meetings of experts, information and 
publications directly linked to the achievement 
of the objective of the programme" "the 
corporate communication of the political 
priorities of the European Union." 

T 
18 01 
04 02 

Support expenditure 
for Asylum, Migration 
and Integration Fund 

2,150,000 245,459 

May be used to cover "expenditure on studies, 
meetings of experts, information and 
publications directly linked to the achievement 
of the objective of the programme" "the 
corporate communication of the political 
priorities of the European Union." 

T 
18 02 
01 01 

Support of border 
management and a 
common visa policy to 
facilitate legitimate 
travel 

252,153,194 28,787,555 

May be used to "enhance awareness of Union 
policies and objectives among stakeholders and 
the general public, including corporate 
communication on the political priorities of the 
Union." 

T 
18 02 
01 02 

Prevention and fight 
against cross-border 
organised crime and 
better management of 
security related risks 
and crisis 

148,955,846 17,005,831 
Funding may be used for "projects enhancing 
awareness of Union policies and objectives 
among stakeholders and the general public." 

T 
18 03 
01 01 

Strengthening and 
developing the 
Common European 
Asylum System and 
enhancing solidarity 
and responsibility 
sharing between the 
Member States 

167,808,176 19,158,144 
Funding may be used for "corporate 
communication on the political priorities of the 
Union." 
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

T 
18 03 
01 02 

Supporting legal 
migration to the 
Union and promoting 
the effective 
integration of third-
country nationals and 
enhancing fair and 
effective return 
strategies 

233,300,864 26,635,242 
Funding may be used for "corporate 
communication on the political priorities of the 
Union." 

T 
18 01 
04 02 

Support expenditure 
for Asylum and 
Migration Fund 

2,150,000 245,459 
Funding may be used for "the corporate 
communication of the political priorities of the 
European Union." 

      808,668,080 92,323,149   

 
 

  
Title 19 - European Commission - Foreign Policy 
 

P 
19 06 
01 

Information outreach 
on the Union’s 
external relations 

12,000,000 1,370,003   

P 
19 05 
01 

Cooperation with 
third countries to 
advance and promote 
European Union and 
mutual interests 

106,108,730 12,114,108   

      118,108,730 13,484,111   

   
  

  
Title 20 - European Commission - Trade 
 

S 
20 02 
01 

External trade 
relations, including 
access to the markets 
of third countries 

10,993,000 1,255,037 
Funding will be used for "promoting the Union’s 
trade policy." 

    Total 10,993,000 1,255,037   

 
 

  
Title 21 - European Commission - Development and Cooperation 
 

S 
21 08 
02 

Coordination and 
promotion of 
awareness on 
development issues 

13,330,508 1,521,903 

Intended to cover the “funding of priority 
information and communication activities 
directed towards the citizens of the Union and 
dealing with the Union’s external policies as a 
whole… [and] raise awareness of the fact that 
the Union is delivering tangible results.” 

      13,330,508 1,521,903   

 
 

  
Title 23 - European Commission - Humanitarian aid and Civil Protection 
 

S 
23 01 
04 01  

Support expenditure 
for humanitarian aid, 
food aid and disaster 
preparedness 

9,000,000 1,027,502 

Includes "expenditure on studies, information 
and publications, on public awareness and 
information campaigns, and on any other 
measure highlighting the Union character of the 
aid." 

      9,000,000 1,027,502   
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

  
Title 26 - European Commission - Commission's administration 
  

S 
26 03 
01 01 

Interoperability 
solutions for European 
public administrations 

23,700,000 2,705,756 
"Increase the awareness of information and 
communication technology aspects of Union 
legislation." 

    Total 23,700,000 2,705,756   

 
 

  
Title 32 - European Commission - Energy  
  

S 
32 03 
03 01 

Kozloduy Programme 39,416,000 4,500,004 
Include "corporate communication of the 
political priorities of the Union". 

S 
32 03 
03 02 

Ignalina Programme 60,641,000 6,923,197 
Include "corporate communication of the 
political priorities of the Union". 

S 
32 03 
03 03 

Bohunice Programme 30,320,000 3,461,541 
Include "corporate communication of the 
political priorities of the Union". 

    Total 130,377,000 14,884,741   

 
 

  
Title 33 - European Commission - Justice  
  

S 
33 01 
04 01 

Support expenditure 
for the Rights and 
Citizenship 
Programme 

1,100,000 125,584 
Includes "corporate communication of the 
political priorities of the Union". 

S 
33 01 
04 02 

Support expenditure 
for the Justice 
Programme 

1,200,000 137,000 
Includes "corporate communication of the 
political priorities of the Union". 

S 
33 02 
01 

Ensuring the 
protection of rights 
and empowering 
citizens 

23,007,000 2,626,638 

Includes "corporate communication of the 
political priorities of the Union" and "enhancing 
public awareness and knowledge of Union law 
and policies". 

S 
33 02 
02 

Promoting non-
discrimination and 
equality 

31,151,000 3,556,414 

Includes "corporate communication of the 
political priorities of the Union" and "enhancing 
public awareness and knowledge of Union law 
and policies" 

S 
33 02 
06 

European Union 
Agency for 
Fundamental Rights 
(FRA)  

21,109,000 2,409,950 
Includes "promotion and dissemination of 
information and awareness-raising activities to 
enhance visibility on fundamental rights". 

S 
33 03 
01 

 Facilitating access to 
justice and support 
judicial training 

28,580,000 3,262,891 
Includes "enhancing public awareness and 
knowledge of Union law and policies". 

S 
33 03 
02 

Improving judicial 
cooperation in civil 
and criminal matters 

14,228,000 1,624,367 
Includes "enhancing public awareness and 
knowledge of Union law and policies". 

S 
33 03 
03 

Preventing and 
reducing drug demand 
and supply 

3,004,000 342,957 
Includes "enhancing public awareness and 
knowledge of Union law and policies". 

    Total 123,379,000 14,085,801   
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(P/S/T) 

Budget 
Line Title 

EU 
Commitments 
(€) 

UK 
commitments 
(€) Notes 

  
Title 34 - European Commission - Climate Action 
 

S 
34 01 
04 01 

Support expenditure 
for the Programme for 
the Environment and 
Climate Action (LIFE) 
— Sub-programme for 
Climate action 

3,459,000 394,903 
Funding will be used for the "corporate 
communication of the political priorities of the 
Union". 

S 
34 02 
03  

Better climate 
governance and 
information at all 
levels 

9,574,819 1,093,128 
Funding will be used for "promoting policies and 
legislation in the area of climate action". 

      13,033,819 1,488,031   

 
 

  
Court of Auditors  
  

P 2 5 6 

Expenditure on 
information and on 
participation in public 
events 

17,000 1,941 

Intended to cover “the purchase and 
publication of works of general interest on 
Union law, other expenditure on the 
dissemination of information and photographic 
costs, and contributions made for visits to the 
institution”. 

P 2 7 4 1 
Publications of a 
general nature 

960,000 109,600 Covers "costs of communications activities". 

    Total 977,000 111,541   

 

European External Action Service  
  

 S 2 2 1 3  

Public information and 
public events 

232,650 26,561 
Includes "audiovisual services to inform the 
public about the Union's foreign affairs policy 
and the High Representative’s actions". 

    Total 232,650 26,561   

 
 

  
Other  
  

P 
A2 02 
03 

Physical distribution 
and promotion 

2,337,000 266,808  

P 
A2 02 
04 

Public websites 1,719,000 196,253  

    Total 4,056,000 463,061   

    GRAND TOTAL 3,878,160,605 442,757,674   
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Appendix II: Examples of EU ‘propaganda’  

 

Example One: What does Europe mean for us? 

  

 

 
Source: http://ec.europa.eu/unitedkingdom/information/publications/index_en.htm 

 

Example Two: Let’s explore Europe! 

 

 
Source: http://europa.eu/europago/explore/pdf/flip-book/lets-explore-europe-

en/files/publications.pdf 

http://ec.europa.eu/unitedkingdom/information/publications/index_en.htm
http://europa.eu/europago/explore/pdf/flip-book/lets-explore-europe-en/files/publications.pdf
http://europa.eu/europago/explore/pdf/flip-book/lets-explore-europe-en/files/publications.pdf
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Example Three: 20 years of the European Single Market 

 

 
Source: http://ec.europa.eu/internal_market/publications/docs/20years/achievements-

web_en.pdf 

 

Example Four: European Commission YouTube videos 

 

 
Source: https://www.youtube.com/watch?v=B4BX4FAjWKo, 
https://www.youtube.com/watch?v=y5o2WF5K9Go, 
https://www.youtube.com/watch?v=wW0moI4GYHc 
 
 
 

http://ec.europa.eu/internal_market/publications/docs/20years/achievements-web_en.pdf
http://ec.europa.eu/internal_market/publications/docs/20years/achievements-web_en.pdf
https://www.youtube.com/watch?v=B4BX4FAjWKo
https://www.youtube.com/watch?v=y5o2WF5K9Go
https://www.youtube.com/watch?v=wW0moI4GYHc
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Example Five: Mapping the cost of non-Europe 

 

 
Source: http://www.europarl.europa.eu/the-secretary-

general/resource/static/files/files/mapping-the-cost-of-non-europe--march-2014-.pdf 

 
Example Six: The little star in Europe 
 

 
Source: http://www.europarl.org.uk/en/edinburgh-
office/materials/list/thelittlestarineurope.html;jsessionid=2CA5AC1966292D409A6B7946BC
AED737 

 
 
 
 
 
 
 
 
 
 
 

http://www.europarl.europa.eu/the-secretary-general/resource/static/files/files/mapping-the-cost-of-non-europe--march-2014-.pdf
http://www.europarl.europa.eu/the-secretary-general/resource/static/files/files/mapping-the-cost-of-non-europe--march-2014-.pdf
http://www.europarl.org.uk/en/edinburgh-office/materials/list/thelittlestarineurope.html;jsessionid=2CA5AC1966292D409A6B7946BCAED737
http://www.europarl.org.uk/en/edinburgh-office/materials/list/thelittlestarineurope.html;jsessionid=2CA5AC1966292D409A6B7946BCAED737
http://www.europarl.org.uk/en/edinburgh-office/materials/list/thelittlestarineurope.html;jsessionid=2CA5AC1966292D409A6B7946BCAED737
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Example Seven: Europa Diary 
 

 
Source: http://ec.europa.eu/consumers/europadiary/docs/teachers_guide_uk.pdf 
 
Example Eight: Euro kids corner! 
 

 
Source: http://bookshop.europa.eu/en/join-the-euro-crew-pbKC3008494/ 
 
 
 
 
 
 
 
 
 
 
 
 

http://ec.europa.eu/consumers/europadiary/docs/teachers_guide_uk.pdf
http://bookshop.europa.eu/en/join-the-euro-crew-pbKC3008494/
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Example Nine: Teachers’ corner 
 

 
 
Source: http://europa.eu/teachers-corner/0_9/index_en.htm 

http://europa.eu/teachers-corner/0_9/index_en.htm

