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SUMMARY

The objective of this Annex is to summarise the overall communications plan of the House of
European History (HEH), so that the contractor understands how the work and deliverables covered
by the current tender and relating only to the opening programme of the HEH, are situated within the
overall communications activities of the HEH.

To do the above, this note outlines the HEH's planned communications activities from now until the
opening in all areas of activity. Some of these planned activities will be carried out entirely 'in-house',
by the services of the European Parliament (e.g. the press services of the EP will cover a great deal of
the press and media work) while others will require cooperation between the contractor and the EP
(see Annex III, the Opening Project Plan) and yet others will be carried out entirely by the contractor.

Background

The "Conceptual Basis for a House of European History", the initial founding document that provided
the theoretical and historical guidelines for the House of European History, was adopted by the
European Parliament's Bureau on 15 December 2008, whilst the Business Plan for the HEH was
approved by the Bureau on 26 September 2011. Shortly after that time, a team of historians and
curators, recruited by the European Parliament, started the process of devising the narrative of the
museum. It was decided to focus largely on the main processes and phenomena of the history of
Europe over the 19th and 20th centuries, while having a particular focus on the history of European
integration.

The design and content of the permanent exhibition were approved and detailed production of this is
now under way. At the same time, the concept and first stages of the design of the first temporary
exhibition have also been launched.

It is planned that the House of European History, once open, will have its own web presence and, as is
the case for most museums, will have learning and outreach programmes and its own events
programme.

The House of European History will be part of a group of visitor facilities provided by the European
Parliament. At the present time, the Parliament provides guided visits and seminars to its visitors, and
since 2011 also has a dedicated visitors' centre, the Parlamentarium, which provides information
about the role and functioning of the Parliament. It is planned that the HEH will be complementary to
these existing facilities.

The extension and construction works to the building that will house the museum - the former
Eastman Dental Clinic building, situated in the Léopold Park just behind the European Parliament's
campus - are nearing completion. Currently, the target public opening date of the HEH is in Summer
2016.

The general objectives of the HEH

The House of European History will be a permanent public source for the interpretation of Europe's
past. Its principle focus will be on European history and integration of the 20th century. It will contain
a diverse range of perspectives and experiences - visitors will be challenged to critically assess the
history of European integration, its potential and its future.

While the permanent and temporary exhibitions will be at the heart of the offer for visitors, the
complete 'package' will determine visitors' experience, their level of satisfaction, and the fulfilment of
the HEH's objectives.



Specificity of the HEH project

The specificity of the HEH is that it will be a modern, participatory museum, as well as a facility that
comes under the aegis of the European Parliament. Its visitors will be those of a usual thriving city as
well as, in large and regular numbers, people who visit the museum as part of a trip to the Parliament,
invited by their local MEP(s) or by the European institutions.

The distinct nature of the HEH means that its communications should include:
 the standard range of communications and information activities normally needed for an

operational museum (e.g. press releases, online promotions, printed materials, local advertising);
 other communication actions appropriate to its institutional role (e.g. hosting EU events, inviting

politicians as guest speakers);
 currently, prepare the ground for its opening, and at the same time
 consolidate its internal institutional support and roots in advance of and after its opening.

Communications target groups

Although it is planned that the HEH will aim to attract and reach the broadest possible public,
identification of the main target groups has been carried out so as to be able to combine, vary the tone
and tailor the media as well as the messages to the various groups for maximum impact, as follows:
 Internal (i.e. internal to the EP) communications multipliers and target-groups (see below);
 First-line groups of external multipliers: journalists, academics, European integration specialists,

museum and history professionals, partners, history amateurs;
 Actual and virtual future visitors;
 Online users, as individual consumers of the HEH's offer;
 Local neighbourhood residents, opponents to the project (activists and campaigners) and

inhabitants of Brussels Region and Belgian visitors.

Aims of the general communications activities of the HEH

 to support and build on its vision and mission;
 to capitalise on the HEH’s specific offering;
 to develop and reinforce the image, reputation and 'memorability' of the museum.

Communication actions and activities from 2011 - present-day

Internal communications - inside the EP (on-going)
 Tailor-made presentations/meetings;
 Intranet channels, internal newsletter (Newshound);
 General information leaflets.

Academic community
 Lecture circuit at European Universities;
 Join European networks and think-tanks;
 Work with schools through education programme.

Museum and partnership community
 Contact-building via collection-building-exercise with a range of actors from museums;
 Partner museums and networks;
 Attendance at conferences.



Marketing activities
 Presence on Belgian tourist websites, contract with Visit Brussels (where the future HEH is

marketed together with other visitor service facilities of the EP)
 Information about the HEH on a general leaflet offered at tourist info-points.

Press activities
 Occasional press interviews on a reactive basis (newspapers, museum and cultural press)
 Ad hoc press conferences, at key moments in the development of the project (e.g. completion of

exterior construction/interior works, opening of new exhibitions)
 Occasional thought-leadership articles in specialised press.

In relation the latter, it is to be noted that the HEH project has chosen to adopt a low-profile approach
to all media actions. As a result, it has responded on an ad hoc basis to requests for information from
the press and has held a very small number of press conferences at particular junctures in the progress
of the building-works. Occasional interviews have been held by a small range of publications with the
leader of the HEH Academic Project Team, Ms Taja Vovk van Gaal.

There are a number of reasons for the low profile approach:
 The project is still in progress and it is as yet not possible to provide to the media exact

data, for example, on the exact date of the opening of the museum;
 Current media reporting is focused to a large extent on the euro-crisis, the Greek

situation, and long-standing issues such as youth unemployment and immigration in
Europe. Proactively pitching the HEH at this time as a positive EU project could result in
the spokesperson for the HEH having to comment on these off-topic issues;

 Revealing too much information at an early stage can reduce expectations and diminish
media coverage and interview opportunities at the launch event itself (or at ad hoc press
conferences).

Planned communication activities in the run-up to the opening of the HEH

The following is an overview of the communication activities that are planned for the period in the
run up to the opening of the House of European History.

Internal Communications
 A campaign of internal communication actions - inside the European Parliament - will

increase pace over the months from September 2015. The aim is to inform a wide range
of stakeholders (staff and elected members of Parliament) about the progress on the
project. It will include a series of presentations of the project and, closer to the opening
of the museum, will include preview visits.

Media activities
 In the three to two months that precede the opening of the HEH, it is planned to set in

train a media campaign that will comprise the following elements :
 A programme of articles about the future museum, to be placed in selected specialised

press. These will be aimed at increasing the knowledge in this media of the upcoming
existence of a new historical museum and cultural actor on the Brussels and European
scene, a project that has chosen a particular approach to European history.

 A series of interviews with the leader of the Academic Project Team, to build
familiarity with the project and explain the decision-making process around aspects of
the permanent exhibition.

 A series of proactive press articles, radio and TV spots in Belgian and local Brussels
EU media that will refer more specifically to the opening of the HEH.



Online activities and social media

The HEH's online offer, including its website, social media channels and booking system, will be an
essential part of the overall package. In many instances, both before and after the opening of the
museum, it will be both citizens' first point of contact with HEH - a 'shop-window' which provides an
introduction to our offerings - and a means of follow-up following their visit or engagement.

It is planned that a 'light' version of the website will be up and running at least six weeks before the
launch phase of the HEH. We envisage having social media channels live and operational at this
stage, in order to support the website and overall communications activities.

The programme of social media activity aims to:

 increase the HEH's visibility on digital channels
 draw attention to the launch of the HEH with specific EU online influencers (e.g. EU

bloggers, journalists, commentators)
 build online support in advance for the HEH project, through positively engaging with

similar organisations and related institutions
 support media plan and coverage through ensuring Brussels-based journalists are aware

of HEH offering via Twitter
 communicate with visitors from across the EU and world via Facebook, engage with

citizens in all 24 official EU languages (FB posts can be targeted to geographic location).

Partnerships and networking actions

 Engage with direct contacts, leverage network and partnership meetings
 Arrange visits by curators to lending museums, articles in national specialised press (history

magazines, museum website blogs)
 Messages - tailored to each academic or cultural audience.
 Target audience: professionals in the field

Activities with local people, community groups

 This will include actions (meetings as a prelude to the preview events) and will involve
groups such as Arau, Europa Nostra.

 The aim is to show that the HEH continues to be rooted in the local community and has taken
on board the concerns they had about this project.

Conclusion
The opening programme of the House of European History will take place within the context of
existing actions carried out by the services of the European Parliament. Nonetheless, the opening
programme is a project of great importance in that it will set the tone and at least in part, establish the
new museum within the cultural landscape of Brussels, Belgium and well beyond. It will require close
cooperation between the contractor and Parliament's services to deliver an opening programme that is
in keeping with the mission, values and aspirations of the project.


