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Introduction

This External Communication Review was conducted under Pillar 4 as part of the project
"REFORM/2023/0OP/0010: Strengthening the Capacity of Independent Fiscal Institutions
(IF1s)", funded by the European Union through the Technical Support Instrument (TSI) and in
collaboration with the Secretariat-General for Structural Reform Support (SG REFORM) of
the European Commission.

Effective communication is fundamental for Independent Fiscal Institutions (IFls), shaping
their credibility, reputation, reach, and impact. It strengthens institutional influence,
enhances public perception, and ensures that findings contribute to key policy decisions,
economic strategies, market dynamics, and public debate.

This technical support document assesses the current state of external communication of
the Federal Planning Bureau (FPB), analysing its needs, challenges, strategies, tools,
impact, and audiences. The analysis considers both FPB’s unique national context and its
position relative to other IFls.

The review consists of:

1. An"As-Is" assessment of FPB’s communication practices, evaluating key elements
and identifying areas for improvement.

2. Abenchmarking exercise, comparing FPB’s impact with those of other international
IFls, based on the "As-Is" findings.

3. A compilation of best practices, featuring successful communication strategies
from peerinstitutions and other international organizations, selected based on their
relevance and potential benefits for FPB.

In many cases, we consider a broad concept of “external communication” for analysis
purposes. This approach led us to include aspects related to intra-organizational
coordination, the analysis of internal procedures, and the potential capitalization of future
gains.

Since future deliverables will outline communication plans, we felt that the AS-IS exercise
could — through its study of other IFls and organizations — highlight practices that
appeared effective to us. This selection does not prescribe specific practices for future
action plans; rather, it offers a set of broad examples to build upon.

Rather than presenting formal recommendations or action plans (which will be the focus of
future deliverables), this review identifies potential lines of action—hypotheses that can be
further explored. The goal is to outline possible directions FPB could take, backed by data
demonstrating why certain approaches may be beneficial and how they could be effectively
implemented.

As described below (in the Key Findings and throughout the report), the Federal Planning
Bureau’s situation is unique within the IFl landscape. The breadth of its mandate grants it
greater visibility, which — for the purposes of external communication — should be
accompanied by increased resources for the communication area. Despite the recent
hiring of a communications officer, the organization still faces resource constraints, which
remain a challenge.
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Executive summary

Chapter 1: Context Analysis

Trust in governments and media is declining worldwide amid rising political
polarization and concerns over misinformation. This may create an opportunity for
IFls like FPB to position themselves as objective, independent sources of
information.

FPB’s role in providing non-partisan, data-driven analyses is increasingly relevant in
Belgium’s polarised post-2024 election, offering objective insights to guide policy
on economic, social, environmental and sustainable development issues and
economic resilience amid EU fiscal rules.

Climate change is an emerging economic and policy concern. The role of IFls in
analysing the fiscal impact of climate adaptation and mitigation measures is
becoming more critical, also as a response to EU’s new fiscal framework.

The new European and National Fiscal frameworks, introduced to enhance fiscal
discipline and sustainability, are likely to expand the Federal Planning Bureau’s
responsibilities and communications.

Beyond electoral politics, Belgium faces ongoing debates about the possible
regionalisation or removal of certain scientific and public institutions.

The evolution of algorithms plays a crucial role in shaping Al’'s applications, from
automation to personalized recommendations, creating echo chambers and
influencing industries and everyday life.

Additionally, the increasing reliance on visual and interactive communication,
including infographics, videos, and podcasts, has reshaped digital engagement,
making information more accessible and engaging.

Legal obligations are expanding across multiple domains, significantly impacting
communication practices: Beyond accessibility and privacy, guidelines on diversity
and inclusion are gaining prominence.

Chapter 2: FPB’s Communications

Adopting a solid communications structure is vital for the FPB to fulfil its mandate.
When IFls lack a solid communications apparatus, their power of influence and
their independency is below their full potential.

FPB has managed to strengthen its technical and general reputation, and is
perceived as a reliable, independent and useful institution among its stakeholders.
Itis likely the one IFl in Europe who faces a wider scope of responsibility — spanning
economic, social, environmental policy, electoral programme costing, and
sustainable development analysis — and addresses a wider audience than that of a
standard IFI, which should require an additional financial budget to cope with its
responsibilities and achieve its communication potential.

The analysis of other seven IFIs to develop the benchmarking exercise for this review
concludes all those organisms - from Brazil, Colombia, Canada, Ireland, United
Kingdom, Spain and the Netherlands - are endowed with more commensurate
resources to their tasks concerning their communications than the Federal
Planning Bureau. This situation includes the fact that only one of them - the
Netherland’s CPB- is endowed, as the FPB is, with the task of analysing the costing
of electoral proposals — which requires great deal of resources.
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Furthermore, the FPB plays an essential role in supporting the work of several other
institutions. It is involved in the communication activities of the Study Committee
on Ageing, the Secretariat of the Committee on Public Investment, the Institute for
National Accounts, the Pension knowledge center, the DNSH network and the
Interfederal Statistical Institute.

The FPB has found itself pulled into additional tasks without adequate resources to
support effective public engagement. In the absence of formal communication
protocols, the FPB’s reputation as a high-quality analytical institution became a
double-edged sword: while it attracted attention and opportunities, it also risked
being dragged into partisan controversies.

In the FPB’s case, the importance of communications is heightened by the fact that
it does not provide recommendations per se. Unlike other IFls, the FPB operates
under the paradigm of “making the calculations and providing the facts”, adopting
a consultative position (rather than an advisory one).

In addition, none of the other IFls are characterized by the complexity of languages
management that the FPB faces, which needs to extensively communicate with its
audiences in Dutch and French.

Historically, FPB’s communications have been decentralized and informal, with
much of its public presence driven by the Commissioner’s personalinitiatives.

The institution still lacks a fully structured communication strategy : FPB’s
communication has evolved from an informal, Commissioner-led approach to a
more structured effort with the addition of a communications advisor, yet this
transition remains incomplete due to limited resources and a lack of formal
protocols. Completing this shift is essential to ensure consistency, scalability, and
independence from individual leadership.

The IFI currently faces a severe shortage of resources to support its communication
needs and suffers from a low level of communication skills beyond the
communication advisor. This lack of expertise hinders the IFI from establishing a
strategic, coherent, and robust communications framework.

The FPB has 1 full time communication employee, while for instance the CPB in the
Netherlands has 6 full time employees.

The communication department operates without a dedicated communications
budget.

Internal views of communication diverge: some staff recognise its strategic value
for institutional impact, whole other see it as peripheral.

Despite FPB’s technical credibility, communication remains a secondary function
rather than a core institutional pillar, constraining its capacity to engage diverse
audiences beyond policymakers.

There is no formalized crisis communication plan, which could be critical for
managing reputational risks.

Apart from their in-house activities, all the wider scope institutions and most of the
examined IFls hire external support service providers to take care of specific tasks
or activities within the whole communications area, which has permitted them to
reach successful positions through the clear differentiation and assignation of
highly specialized tasks.
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Chapter 3: Relation with Audiences

FPB has strong relationships with policymakers but lacks a structured approach to
engaging with Parliament, which could enhance its long-term influence.

Media relations are largely informal, although the FPB is well-respected among
journalists.

The most recent extension of its mandate to measure the cost of electoral
programmes has increased the visibility of the FPB, offering the possibility to reach
audiences closer to the general public.

Engagement with academics and think tanks occurs but is not structured into a
long-term strategy.

The FPB’s technical reports include a synthesis, with plain-language summaries
provided via press releases or emails to journalists, explaining content simply to
support communication with all audiences.

The FPB has not fully leveraged digital engagement tools, such as interactive
content or explainer videos, to make its work more accessible to the general public.

Chapter 4: Channels and Content

The institution has been able to have the same presence both in French and Dutch
language media, a notable strength in Belgium’s multilingual context.

The FPB website is available in multiple languages and has been recently
(December, 2024) updated, in order to be more user-friendly and increase
accessibility and engagement.

Press communications are issued regularly but are not systematically evaluated for
impact.

The social media strategy is underdeveloped, with low engagement and
inconsistent messaging across platforms like LinkedIn and X.

Newsletters face GDPR compliance and firewall issues, limiting their reach and
effectiveness.

FPB has experimented with external podcasts and online events, but these
initiatives are not systematically tracked for impact or audience engagement.

There is no centralized content strategy, leading to fragmented and inconsistent
communication across different channels.

FPB’s communication channels lack a data-driven approach to evaluate
performance and impact, with inconsistent tracking of metrics across media, social
platforms, and events.
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Chapter 1: Context Analysis

1.1. Political context

Democracy is suffering from a weakening all around the world. The global democracy score
experienced a drop only equivalent to the one that happened in 2010 due to the global
financial crisis. The global political situation is also marked by armed conflicts that affect
key areas of western territories. These have increased tensions between the global powers,
such as Russia, the US, the EU and China. Additionally, parliamentary institutions are losing
power, leading to weaker checks and balances, which further exacerbates democratic
backsliding.

Worldwide, trust in the government and the media have dropped. Many citizens around the
globe consider the government “a source of false or misleading information”2. The number
of those who consider the media a source of false or misleading information is equal to
those who consider it a reliable source of trustworthy information. In addition, citizens in
the European Union consider misinformation and disinformation a threat to their countries
in the coming years®. The COVID-19 pandemic further contributed to this decline in trust,
as government responses were met with scepticism and division.

When asked about divisive elements that intensify differences and feed polarization,
government leaders and journalists are considered the main dividing forces that pull people
apart. Local institutions, including regionalized media, hold a higher rate of trust. However,
the rise of extreme parties in several EU countries has posed a significant challenge to
democratic institutions, including judicial bodies. These parties often engage in rhetoric
and actions that undermine the rule of law and erode democratic norms.*

Furthermore, attacks on freedom of speech have become more frequent, with various
governments and political actors imposing restrictions on expression and the press.®

Political context — Belgium

In Belgium federal and regional elections were held last year (2024), in June. After
complicated negotiations of 8 months a new federal Government was formed via an
agreement between 5 parties — from right-wing to the centre-left of the political spectrum -
, reflecting a polarized election outcome. This election brought increased attention to
subnational elections, particularly in Flanders, Wallonia, and Brussels, where regional
dynamics play a critical role.

Beyond electoral politics, Belgium faces ongoing debates about the possible
regionalisation or removal of certain scientific and public institutions. Discussions
surrounding the merging of public institutions have also resurfaced, particularly in line with

" https://www.ipu.org/news/press-releases/2018-06/are-parliamentary-democracies-in-danger-international-day-parliamentarism

2 Edelman Trust Barometer — Global Report (2023) at
https://www.edelman.com/sites/g/files/aatuss191/files/202303/2023%20Edelman%20Trust%20Barometer%20Global%20Report%20FINAL.
pdf

3 https://www.edelman.com/sites/g/files/aatuss191/files/2023-
03/2023%20Edelman%20Trust%20Barometer%20Global%20Report%20FINAL.pdf

4 https://rm.coe.int/the-challenge-of-far-right-ideology-to-democracy-and-human-rights-in-e/1680ac86d0

® https://www.ibanet.org/freedom-of-expression-over-half-of-the-world-living-in-crisis
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the federal coalition agreement of 2020, which proposed evaluating the possibility of
consolidating institutions such as the Centre of Studies and Information of the Belgium
National Bank, the Federal Planning Bureau, and the study service of the Central Economic
Council of Belgium (Conseil Central de ['Economie belge). These institutional shifts could
significantly reshape governance structures in Belgium.

Regarding the war in Ukraine, Belgium has maintained a strong stance alongside the EU in
support of Ukraine. Within NATO, the pressure on member states to increase defence
spending has also impacted Belgium, which, like other countries, committed to raising its
defence budget to 2% of GDP (from its current level of around 1.2%). Achieving this target
while adhering to EU fiscal rules will require Belgium to adjust its spending priorities.

At the same time, concerns have been raised over the growing concentration of political
power at the party level, a phenomenon often referred to as "Particratie." This trend has
sparked debates about the balance between party influence and parliamentary authority,
with critics arguing that it undermines democratic processes by limiting the role of
individual representatives and parliamentary oversight.

Take-away for the Federal Planning Bureau: As the focus of mistrust is shifting towards
political leaders’ and systems’ legitimacy, IFls can play a positive role by showing their
independence. This provides an opportunity to channel the public’s trust towards them,
emerging as objective citizenry’s allies. Potential paths for IFIs emerge through alternative
communication channels, besides the traditional media and journalists, which are losing
the public’s trust.

1.2. Economic context

During the past years the global economy can be characterised by increased tensions amid
strong interdependence among countries. Both the Covid-crisis and the fallout of the
Russian invasion showed the interdependence of food and other supply chains as well as
threats to essential commodities, such as energy or water. These topics have emerged as
world-wide economic concerns. As a result, economic security® and securing access to
commodities has become an increasingly important topic.

In 2023 global growth was higher than expected (3.1%), mainly due to the stabilization of
energy commodity prices and lower inflationary pressures in general. The United States
(2.5% year-on-year growth) and some emerging economies led this growth (China’s growth
exceeded 5%). Europe, on the other hand, had weaker growth (0.5%), with its main
economies showing signs of stagnation (Germany, France, and Italy) in 2023.

Nowadays, inflation seems to be again under control, beingin 2024 slightly above 2% (2.6%)
inthe EU” and 2.4% in Euro area, after having reached figures close to double digits in 2022.
At the same time, short-term interest rates are now cautiously kept at high levels, but with
a downward trend starting on the last quarter of 2023.

Economic context - Belgium

Within the Eurozone, in 2024 Belgium performs slightly above the EU average in terms of
growth (1% vis-a-vis 0.9%), though it still grapples with a high debt-to-GDP ratio (above
100%) and persistent structural deficits. Unemployment remains a concern, though it is

S EY PARTHENON, 2024 (December 2023), Geostrategic Outlook, How to thrive amid ongoing geopolitical complexity.

7 https://ec.europa.eu/eurostat/web/products-euro-indicators/w/2-07012025-ap
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comparatively lower than in some southern European economies. The new European and
National Fiscal frameworks, introduced to enhance fiscal discipline and sustainability, are
likely to expand the Federal Planning Bureau’s responsibilities — such as providing
independent assessments of compliance and long-term economic projections —
potentially influencing its communication strategies, including tailored press releases and
engagement with diverse audiences like policymakers, businesses, and the public.

Take-away for the Federal Planning Bureau: With the new EU fiscal governance
framework, the FPB can strengthen its position as an independent and credible institution
by providing objective analysis on Belgium’s fiscal sustainability, economic resilience, and
competitiveness. With the country facing high debt levels and structural deficits, the FPB
can guide policymakers on balancing fiscal discipline with growth priorities. Additionally,
through alternative communication channels, the FPB can enhance its outreach and
ensure its insights effectively reach policymakers, businesses, and the public.

1.3. Social context

Society is undergoing a fundamental transformation in how learning occurs. Advances in
technology are driving the automation of routine tasks, diminishing the emphasis on raw
information and memorization® while elevating the importance of creativity and the
interdisciplinary application of knowledge®. At the same time, today’s social landscape
reflects a growing yearning among people to engage in tangible, “real-world” experiences®
— a reaction, perhaps, to the pandemics. This shift underscores a pressing need for
institutions and organizations to prioritize and strengthen their human-centred qualities.

Climate change is also an important theme from a social perspective. Pew Research
Centre’s last survey on Climate Change'" concluded the issue remains Top Global Threat
across the 19 surveyed countries. Three out of 4 countries consider global climate change
a “major threat to their country”, especially acute amongst the new generations.
Environmental sustainability logics are transferred to other life spheres, and this opens an
opportunity for IFls, whose mission consists precisely in fostering economic sustainability.

Social Context - Belgium

The return of economic insecurity, the consequences of climate change and the
demographic issue are seen as major threats to the country’s future. A report published in
20242 by the National Crisis Centre (NCCN), showed foreign interference, new infectious
diseases, cyberattacks on critical infrastructure (such as hospitals) and natural risks
(floods, droughts or wildfires) are among the biggest threats Belgium could face - in
probability and impact.

Demographic change is another pressing challenge for Belgium. The ageing population has
created a growing demand for young talent, intensifying competition in the job market and

8 https://news.harvard.edu/gazette/story/2021/10/are-google-and-smartphones-degrading-our-memories/

9 Itoe Mote, N. J., & Karadas, G. (2022). The Impact of Automation and Knowledge Workers on Employees’ Outcomes: Mediating Role of
Knowledge Transfer. Sustainability, 14(3), 1377. https://doi.org/10.3390/su14031377

0 https://www.bcg.com/news/23november2021-consumers-to-spend-more-experiences-post-covid-19
" https://www.pewresearch.org/global/2022/08/31/climate-change-remains-top-global-threat-across-19-country-survey/

2 https://crisiscenter.be/sites/default/files/documents/files/Belgian%20National%20Risk%20Assessment_EN.pdf
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influencing communication strategies in human resources, particularly in employer
branding. This trend is reshaping workforce dynamics and long-term economic planning.

Moreover, Belgium's cultural differences between Flanders and Wallonia continue to
influence external communication. Certain topics may be considered newsworthy at
different times or to varying degrees in each region, reflecting linguistic and cultural
distinctions in media consumption and public discourse.

Moreover, in 2024 the Belgium dictionary publisher Van Dale alongside the broadcaster VRT
and the French-language newspaper Le Soir together with the broadcaster RTBF, selected
graaiflatie and Aura as the “Words of the Year” for 2024, respectively.

The term graaiflatie —inspired in the Anglo-Saxonist term greedflation - refers to companies
that pass on increased costs for fuel, production resources and labour to their customers
in order to maintain or increase their profits. On aura, the preference for the term emerges
from its use on social networks. Indeed, many Internet users designate the charisma of a
person by assigning them "aura points".

Additionally, the way newer generations consume news is shifting significantly. Younger
audiences increasingly rely on social media rather than traditional news outlets (more in
Section 4), transforming how information is disseminated and received. This trend has
major implications for media strategies, journalism, and political communication in
Belgium.

Take-away for the Federal Planning Bureau: As societal priorities evolve, there is room for
IFls to strengthen its relevance by integrating social dimensions into its economic analyses,
particularly regarding economic insecurity, climate change, and demographic challenges.
Given the increasing value placed on human connection and sustainability, the IFIs can
enhance their engagement by emphasizing the socialimpact of their research and adopting
more accessible communication strategies.

1.4. Technological context

Artificial intelligence is reaching a professional and sophisticated level, where its potential
to raise productivity is increasingly manifested. It is becoming an established tool, and it
introduces challenges such as policy making and legal safeguards from its misuse. It will
also be necessary to estimate the impactit could have on the labour market and production
processes. Additionally, the evolution of algorithms plays a crucial role in shaping Al’s
applications, from automation to personalized recommendations, creating echo chambers
and influencing industries and everyday life.

With the rise of awareness on general health and specifically in mental health, citizens are
taking action to protect from technology’s negative effects. Unfollow waves at the social
media, the creation of the term JOMO™ (Joy of Missing Out) or digital detox retreats. This
trend has been transferred to communications practices, and audiences now value real live
events, products, or experiences over digital gatherings. In this new era premium
experiences and privilege consist of having the freedom to disconnect from technology.
Executives from the biggest technological companies in the world are known to prevent

13 Nash, Jo (12/12/2023) Embracing FOMO: Finding Joy in Missing Out, Positively Psychology, https://positivepsychology.com/jomo-joy-of-
missing-out/#:~:text=Conversely%2C%20the%20joy%200f%20missing,our%20fast%2Dpaced%20digital%20culture.

10
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their kids from using social media™ or to have their own technological devices, such as cell
phones or tablets’.

The evolution of social media towards 'free speech' platforms, such as Meta and X, has
sparked debate over the balance between expression and moderation, with regulatory
frameworks struggling to keep pace. Additionally, the increasing reliance on visual and
interactive communication, including infographics, videos, and podcasts, has reshaped
digital engagement, making information more accessible and engaging.

Another relevant technological concern is the role of ad blocking. Institutions that rely on
online advertising for publicity must navigate the challenges posed by users employing ad-
blocking software. This raises questions about sustainable digital marketing strategies and
alternative ways to reach audiences effectively.

Meanwhile, data and statistics funding remains a critical issue. United Nations stated
international funding for data and statistics amounted to only 541$ million in 2020, which
showed a decrease of “more than $100 million and $138 million from funding levels in 2019
and 2018, respectively”'®. With data-driven decision-making becoming increasingly vital,
addressing this decline is essential for informed policy-making and economic planning.

Technological Context — Belgium

Technology nationalism has been evolving since 2022, when it intensified; in 2023 it
suffered a hardening of technology blocs and 2024 is expected to settle the geopolitics of
Al'7. Many countries have started developing their own Al and Machine Learning systems
with US at the head, China in second place, followed by UK and Canada’®. In this context,
the Belgium government launched an Al-strategy - " National Convergence Plan for the
Development of Artificial Intelligence (Al)" - aiming to become a SmartAlNation,
safeguarding users (through cybersecurity and better acceptability) and placing Al as
pivotal for sustainable economic growth (improve competitiveness and learning
experiences) and is stressing out the importance of Al to foster competitivity and growth
amongst small national and European companies’.

Take-away for the Federal Planning Bureau: Within this context, IFls have great potential
to foster data-based innovation. These institutions could explore the possibility of
positioning themselves as high-quality anonymized statistics providers to make intensive
use of this valuable source and contribute within the compliance of their public-service
nature.

1.5. Environmental context

The United Nations Framework Convention on Climate Change (UNFCCC) points out that
the past nine years have been the warmest years on record within our history. The World

"*A.Paul, Katie (24/5/2023)Tecs execs protect their kids from their own products. America’s children deserve the same, at
https://www.fastcompany.com/90900166/tech-social-media-protection-children

'® James, David (30/4/2024) Why tec execs don’t five their kids phones, The Critic, at https://thecritic.co.uk/why-tech-execs-dont-give-their-
kids-phones/

'® Sustainable Development Goals, United Nations, at https://www.un.org/sustainabledevelopment/globalpartnerships/
7 EY PARTHENON, 2024 (December 2023), Geostrategic Outlook, How to thrive amid ongoing geopolitical complexity.
8 EY PARTHENON, 2024 (December 2023), Geostrategic Outlook, How to thrive amid ongoing geopolitical complexity.

'° Belgium adopts a national plan for the development of artificial intelligence (2311/2022), at https://www.actuia.com/english/belgium-
adopts-a-national-plan-for-the-development-of-artificial-intelligence/
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Meteorological Organization (UN) expects during next 9 vyears, temperatures will
sequentially beat these records.

Extreme weather events may reduce economic growth. According to Swiss Re Group in the
2012-2021 period, storms, wildfires, and floods alone caused losses of about 0.3% GDP
globally each year. To address the root causes of climate change and prevent further
worsening of extreme weather, many countries are implementing climate mitigation
measures. The US is devoted to improve buildings structures and protecting them from
hazards. Singapore is developing a new urban designing system based on nature to make
urban areas cooler; Tokyo is implementing cooling pavements. Australia is getting ready to
face more wildfires and cyclones or even tsunamis. By focusing on reducing emissions and
transitioning to sustainable energy, these mitigation strategies aim to slow down climate
change and lessen its social, economic and environmental impacts in the long run.

Climate migrants scaping from high-risk frontier areas are expected to reach different
pointsin North America and Europe. Given the politicaltension and polarization of societies
in both territories, social tension could arise. Economies will need to adapt and decide
where to make their adjustments.

To solve the challenges that climate change presents, Governments need to sound climate
policies. This offers a good opportunity to IFls to show and communicate how they
contribute to good decision-making for the stabilization of the countries’ economy and the
efficient and balanced use of their resources.

Environmental Context — Belgium

The public is concerned about the misuse of sustainability that organizations have been
doing; in fact, greenwashing reached such high rates that the European Union has passed
a directive prohibiting this practice.

In 2023 a study conducted by the EIB stated 59% of the people in Belgium would be willing
to accept more strictive government measures in people’s lives to address climate
change®. In the same study, 62% of all Belgian respondents claimed that their individual
behaviour could make a difference in tackling the climate emergency.

As a response to EU’s new fiscal framework, the role of the FPB as an IFl in analysing the
fiscal impact of climate adaptation and mitigation measures will become more critical.

Take-away for the Federal Planning Bureau: With emerging EU legislation, public concern
and strong support for climate action, the FPB can enhance its role by transparently
communicating the fiscal impacts of climate policies. Strengthening external engagement
with policymakers, media, and institutions is a possibility to reinforce its credibility and
ensure climate insights shape economic decision-making.

1.6. Legal context

The global legal landscape is evolving rapidly, driven by increasing regulatory complexity
and the need to address emerging societal and technological challenges. Legal obligations
are expanding across multiple domains, significantly impacting communication practices.
Key developments include stricter accessibility regulations, such as the European

2070% of young Belgians consider the climate impact of prospective employers when job hunting (21/03/2023), at
https://www.eib.org/en/press/all/2023-114-70-of-young-belgians-consider-the-climate-impact-of-prospective-employers-when-job-hunting
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Accessibility Act*', which mandates that public and private entities ensure their digital and
physical services are accessible to people with disabilities. Similarly, the General Data
Protection Regulation (GDPR)?*?, now a global benchmark for data privacy, continues to
shape how organizations collect, process, and communicate personal data, with hefty
fines for non-compliance reinforcing its enforcement.

Beyond accessibility and privacy, guidelines on diversity and inclusion are gaining
prominence. Governments and international bodies are introducing frameworks to combat
discrimination and promote equitable representation in workplaces and public
communications. These regulations require organizations to adopt transparent and
inclusive language, imagery, and practices, influencing how they engage with diverse
audiences. Additionally, the rise of artificial intelligence and digital platforms has prompted
new legal debates around accountability, intellectual property, and the ethical use of
technology, with jurisdictions racing to establish clear rules.

Freedom of speech, a cornerstone of democratic societies, is also under scrutiny. Legal
restrictions on expression are increasing in response to misinformation, hate speech, and
foreign interference, creating a delicate balance between protecting public interest and
preserving individual rights. This tension is evident in the European Union’s Digital Services
Act (DSA)®, which imposes obligations on digital platforms to moderate content while
ensuring transparency and user rights. These evolving legal frameworks are pushing
organizations to adapt their operations and communication strategies to remain compliant
and credible.

Legal context — Belgium

In Belgium, the legal context reflects both national priorities and alignment with broader EU
directives. The country has fully implemented GDPR, with the Belgian Data Protection
Authority (Gegevensbeschermingsautoriteit)* actively enforcing compliance across public
and private sectors. Accessibility regulations are also advancing, with Belgium transposing
the European Accessibility Act into national law, requiring public institutions and
businesses to enhance digital inclusivity by 2025. This has particular relevance for
government bodies and IFls, which must ensure their reports, websites, and
communication channels meet these standards.

Belgium’s legal stance on freedom of speech aligns with EU trends, balancing expression
with restrictions on hate speech and misinformation. The 2024 adoption of the European
Union’s Digital Services Act has prompted Belgium to strengthen its oversight of digital
platforms, with implications for how political and economic information is disseminated.
Additionally, the ongoing debate around "Particratie" has sparked calls for legal reforms to
enhance parliamentary autonomy and reduce party dominance, though progress remains
slow.

Take-away for the Federal Planning Bureau: The evolving legal landscape, with its focus
on accessibility, GDPR, diversity, and emerging regulations like the Digital Services Act,
offers the Federal Planning Bureau a chance to solidify its role as a trusted, independent

2" https://commission.europa.eu/strategy-and-policy/policies/justice-and-fundamental-rights/disability/union-equality-strategy-rights-
persons-disabilities-2021-2030/european-accessibility-act_en

22 https://gdpr-info.eu/
% https://commission.europa.eu/strategy-and-policy/priorities-2019-2024/europe-fit-digital-age/digital-services-act_en

24 https://www.dataprotectionauthority.be/citizen

13



Federal Planning Bureau (FPB) | Communication AS-IS

institution by ensuring its communication channels — reports, websites, and outreach —
are compliant, inclusive, and transparent, thereby reaching broader audiences amid
declining trust in traditional media.

1.7. History of IFls

Independent Fiscal Institutions history commenced with the foundation of the first known
ancestor of the IFl in Belgium (1936), which gave place to a pioneer, slow and progressive
wave of IFls’ instauration around the world along the 20™ century. This prompted the
creation of the Netherland’s IFI (1945-1946), Denmark’s (1962), Austria’s (1970), and the
United States of America’s (1974)%. The experience extracted from the functioning of these
first institutions inspired expert economists and academics, who floated the idea that
“countries could adapt some of the positive experiences of independent central banking to
the fiscal sphere” Von Trapp, Lienert and Wehner (2016), and bred a new wave of IFls
creation in the late 90s and early 2000s.

However, prior to the 2008 Global Financial Crisis, the IFI concept remained relatively weak
in the European Union, lacking mandatory status and widespread adoption. It was only
after the crisis that EU regulations mandated the establishment or strengthening of IFls to
ensure greater national ownership of budgetary and fiscal responsibilities, triggering a third
and most expansive wave of IFl growth in the 2010s. This third creation wave echoes until
nowadays. In fact, the number of established new Independent Fiscal institutions within
the OECD has tripled in the past decade and continues to grow. In the turmoil of the
financial crisis, rating agencies faced significant credibility challenges, while IFls in some
countries also encountered difficulties, though their broader role has since solidified.

“Today IFls are considered among the most important innovations in the emerging
architecture of public financial management”, Von Trapp, Lienert and Wehner (2016).

1940s 1950s 1960s 1970s 1980s 1990s
Netherlands Denmark /

Mexico
US

1. Hungary: The Office of the Fiscal Council in Hungary (established 2009) saw its resources significantly reduced at end 2010.
2. Slovenia: A first fiscal council with minimal resources ceased operations in 2012. As of 2017 a new fiscal council is in the process of being established.

3. Chile: A Fiscal Advisory Council was established by a decree of the Ministry of Finance in April 2013. There have been proposals for reform to give the Coun-
cilindependent legal standing.

4. Finland: In addition to the National Audit Office Fiscal Policy Evaluation Unit, a new Economic Policy Council was established in 2014 with a mandate to give
ex ante policy advice.

Source: OECD, Lisa von Trapp, lan Lienert and Joachim Wehner (2016).

25 Lisa von Trapp, lan Lienert and Joachim Wehner (2016), “Principles for independent fiscal institutions and case studies”, OECD Journal on
Budgeting, Vol. 15/2. DOI: http://dx.doi.org/10.1787/budget-15-5jm2795tv625. Where known, information on new institutions is noted in the
footnotes.
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1.8. Importance of Communication at the IFls

The OECD, along with other organizations such as the IMF and the EU, highlights the crucial
role of communication for Independent Fiscal Institutions (IFIs) in effectively fulfilling their
watchdog function over government finances. Since IFls influence fiscal policy through
persuasion rather than coercion, their analyses must reach stakeholders who can shape
government decisions. Media coverage, along with the strategic use of other
communication channels, plays a vital role in fostering informed constituencies. These
engaged audiences can, in turn, pressure governments to act responsibly in fiscal matters.
Empirical analysis indicates that countries where IFIs have a greater media impact tend to
achieve better fiscal outcomes, provided that key messages are delivered at the most
critical moments — particularly during the budget process. (IMF, 2013).

Effective communication should be seen in the context of the goals that an IFI pursues.
These goals can be formulated as follows (Raudla & Douglas 2020): 1) reduce information
asymmetry between the government and others (e.g. parliament, wider public), 2) increase
the accuracy of economic forecasts, 3) increase the importance of longer-term
sustainability of public finances and 4) strengthen the position of the guardian of the purse,
normally the Ministry of Economy. In each of these areas the communication endeavours
of the IFl play an important role. To reduce information asymmetry between the electorate
and the government for example the IFI needs to find communication channels to inform
the wider public on the state of public finances. In addition, if the government chooses to
neglect the longer-term consequences of their policies, it can be seen as the role of an IFI
to communicate this to the relevant audiences.

Box 1: New strategic opportunities for IFI’s

The focus of mistrust is shifting towards political leaders’ and systems’ legitimacy, the purpose
of politics, governments and institutions, as well as their capability to solve the citizens’ daily life
challenges. Herein lies the importance for the IFl’s to show their complete independence from
external forces and political influences, and the opportunity to channel the public’s trust
towards them, emerging as objective citizenry’s allies.

Potential strategic paths for IFI’'s emerge through collaborating more closely with local and
regional governments, the development of alternative communication channels — besides the
traditional media and journalists, which are losing the public’s trust —, and the approach to new
trusted enablers, like teachers or referential community leaders.

IFI’s are presented with the opportunity to enforce their role as effective organisms regarding
citizen “s financial suffering prevention in the medium and long term. A new strategic approach
would benefit from highlighting the paybacks of policy adjustments, fiscal sustainability and risk
assessment — also concerning the external climate shocks.

European IFI’s would benefit from emphasizing their connection with European institutions in
the regions where Europeanness is perceived positively.
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Box 2: Communication at the IFI’s

As pointed out by the OECD and the European Commission in their literature on IFI’s, Central
bank’s referential role towards the expansion of IFlI’s also reached their communications
activities. The IFI’s’ communications officials around the world point out central banks’ public
finance communications constitute their main reference to their own approach to the matter and
provide with good practices or ideas when coming to communications activities, management
and strategic positioning, which every IFl adapts to their own particularities and circumstances.

The OECD also highlights the relevance of central banks’ communications as references for IFI’s’,
and its studies and reviews on the institutions’ commes. include the examples and bibliography
regarding practices by the European Central Bank (How the ECB revitalized its communications|
The example of the ECB’s plain-language renaissance, OECD 2024). In a recent review, the
organization identifies key insights to improve IFI’s communications (OECD, GOV/SBO (2024)12).

1. Embed a communications culture within the IFl is vital. The whole organization needs
to understand the crucial role the comms. department holds, thus the importance
counting on a well-structured and fully professionalized team. This also provides with a
wider disposition from the internal audiences to change their old - non-effective
communications practices.

2. Open Up: It implies to capacitate other staff to communicate effectively to all the
audiences and to become visible ambassadors of the institution.

3. Use accessible language: Clear communication is considered crucial for IFI’s: “the
curse of knowledge means we tend to wrongly assume others understand complex
topics we understand well”. If the IFl ‘s staff is aware of the importance of
communication, they will easily understand narratives need to change.

4. Layer your communications: the same message is delivered in different ways, through
different formats, using different language, style and features, depending on the
audiences they are addressed to.

5. Use social and traditional media effectively: “Traditional media, like television,
maintains a strong reach even if it is in decline and marked by older users”, while social
media would offer direct contact with each individual, through a tailored message based
on their needs and interests.

6. Get creative: Innovative narratives and out-of-the box themed-charts, visualizations or
clip-videos call the attention of the audiences — even the specialized ones- and create
engagement with the IFI’s.

7. Track and refine your impact: the findings of the OECD (as well as other trends within
finance communications) show keeping track and stablishing meaningful and deep
performance indicators and assessment tools provides IFlI’s with a clear view of the
impact their actions and strategies have towards the accomplishments of the goals they
have been designed to reach. The OECD considers “successfulinstitutions” are focusing
over feedback and conversation.
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Chapter 2: FPB’s external communications

2.1. History and evolution

When it was first established on October 14th, 1959, under the name “Programming
Bureau” Belgium's Federal Planning Bureau (FPB) was given the mandate to work closely
with the Ministerial Committee for Economic and Social Coordination to develop economic
policy frameworks. Over the decades, Belgium’s institutional landscape has evolved
significantly, and the FPB has adapted alongside it. Its mandate has been adjusted multiple
times, along with changes to its official designation. It was only in 1994 that the institution,
one of the first Independent Fiscal Institutions (IFls) within the OECD, adopted the name by
which it is recognized today: the Federal Planning Bureau (FPB).

Unlike most IFIs, which primarily focus on fiscal oversight and macroeconomic projections,
the FPB has a significantly broader mandate. While it does engage in producing economic
and fiscal forecasts, its responsibilities extend far beyond those of a conventional IFI. As a
noteworthy example, the FPB is involved in estimating the costs of election programs
proposed by political parties, analysing the impact of investments and reforms under the
Recovery and Resilience Plan, and contributing to the assessment of policies related to
sustainable development, social policy, and environmental concerns (OECD, 2023).

Furthermore, the FPB plays an essential role in supporting the work of several other
institutions. It is involved in the communication activities of the Study Committee on
Ageing, the Secretariat of the Committee on Public Investment, the Institute for National
Accounts, the Pension knowledge center, the DNSH network and the Interfederal Statistical
Institute. These additional roles reinforce its function not just as an IFl but as a key
institution in Belgium’s broader governance and policy-planning framework.

The Law of December 21st, 1994, which established the FPB as a “body of public interest,”
explicitly linked its function to Belgium’s federal structure. The FPB was tasked with
ensuring the responsible administration of the federal government towards the various
regions and communities, reinforcing its role in supporting federalism. Moreover, it was
designated as one of the coordinators within the inter-federal system of national statistical
accounts (OECD, 2023).

Given its expanded responsibilities and the diversity of its work, the external
communication of the FPB is distinct from that of a typical IFI. It is not solely focused on
fiscal policy but also on broader socioeconomic, environmental and sustainable
development issues.

Because of these unique institutional features, the FPB's external communication strategy
addresses a wider audience than that of a standard IFI. It engages not only policymakers
and economists but also social partners, environmental advocates, regional
administrations, and the general public. This communication ensures that the FPB is
recognized as a transparent, independent, and reliable institution.

The breadth of the FPB's work necessitates a communication strategy that raises
awareness-about its extended responsibilities compared to other European IFls. While
many IFls are primarily known for their role in budgetary oversight, the FPB contributes to a
broader range of policy areas. A well-structured communication approach could ensure
that a wider audience understands this expanded role and recognizes the FPB as a critical
player in shaping Belgium’s economic, social, environmental and sustainable development
policies.
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Until recent years

As described in its last OECD’ external review (2023), the Federal Planning Bureau (FPB)
approached communications in a more decentralized and informal manner. Without a
dedicated communications structure, much of the Bureau’s external presence relied
heavily on the influence and initiatives of its Commissioner, who acted as both the voice
and face of the institution. This approach did not restrain the FPB from establishing its
credibility through high-quality analysis, earning a reputation among policymakers as a
reliable and impartial source for data-driven insights. However, this reliance on individual
initiative meant that the Bureau’s communication strategies lacked a broad consistent
framework and were at times reactive, limiting its ability to reach a broader audience or
establish a unified public image.

At this stage, communications were not a focus of the FPB but seen more as a secondary
activity compared to its core analytical work, expressed explicitly in its mandate. Limited
resources, including the lack of a communications budget, further constrained efforts to
build a clear framework for outreach or public engagement, leaving internal communication
and media relations practices largely ad hoc.

While this flexible structure allowed for responsiveness to policymakers’ needs, it also
created challenges as the FPB’s responsibilities expanded. The Bureau found itself pulled
into additional tasks without adequate resources to support effective public engagement.
In the absence of formal communication protocols, the FPB’s reputation as a high-quality
analytical institution became a double-edged sword: while it attracted attention and
opportunities, it also risked being dragged into partisan controversies.

Recent years

In order to meet these evolving demands, the FPB has taken steps to enhance structure and
coordination within its communication efforts through the creation of a communication
cell. With the help of a communications advisor, the Bureau is willing to improve its public
outreach and internal consistency, in an evolutionary process to reflect a commitment not
only to the FPB’s development but also to the public service mission it upholds.

The objectives of this working group have been among others on collecting best practices,
the use of simplified language, enhance (visual) content, and expanded social media
engagement. Nonetheless, operating without a dedicated communications budget still
presents as challenges to be addressed.

In short, the evolution of the FPB’s communication practices and functioning responded to
the expansion of its role and demonstrates a commitment to transparency and effective
public engagement, even if in a challenging context of limited and declining resources for
an ambitious agenda.
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2.2. Purpose, Mission and Value

The Federal Planning Bureau (FPB) is a de facto independent federal public institution thh
supports political decision-making with objective figures and facts. The FPB does so by
both making forecasts and analysing the policies implemented or planned in the economic,
socialand environmentalfields. It also studies the relationship between these policy issues
and sustainable development. The FPB receives its mandates from the federal
Government, the federal Parliament and social partners, and also makes its scientific
expertise available to regional, national and international institutions.

The FPB carries out its tasks independently, publishes the results of its studies and thus
contributes to the democratic debate.

The FPB carries out its tasks independently, publishes the results of its studies and thus
contributes to the democratic debate. /

PURPOSE

~N

Draw up studies and outlooks on economic, social and environmental policy issues and on
the integration of these issues within a context of sustainable development.

J

~

Consideration of the public interest.

Striving for excellence.

Independence of work.

Transparency of methods.

Scientific methodology and empirical validation of analyses.
Accuracy and quality of data.

Wide dissemination of its work. /

2.4. FPB’s Communication Goals

FPB’s Strategic Plan core goal is to support political decision-making process through research and

analyses of public policy measures. There were no concrete ‘formalised’ but more informal
communication goals for the entire organisation, such as:

Consolidate and enhance independence.
Strengthen the added value of the FPB.
Reinforcing employer branding.
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2.5. Communications Plan and Structure

Strategic positioning

The Federal Planning Bureau (FPB) has adapted its positioning over time in response to
evolving circumstances. The previous FPB Commissioner adopted a charismatic and highly
visible approach, frequently engaging with the media and public debates —particularly in
the French-speaking regions. However, as polarization intensified globally, this level of
exposure may have encouraged the perception by some that the FPB engaged in political
debates and had political view.

To safeguard its reputation for neutrality and credibility, the FPB has since adopted a more
measured and strategic public presence. It now focuses on setting the agenda for
discussions on fiscal sustainability while avoiding direct involvement in debates. Rather
than granting many interviews or making policy-oriented public statements and
recommendations, the FPB raises awareness through fiscal literacy and objective analysis,
engaging pro-actively with the press, and allowing the public to draw its own conclusions.
This approach aligns with its mission as an independent public service institution,
reinforcing its role as an impartial and trusted authority.

In line with this commitment, the FPB generally refrains from making policy
recommendations, with rare exceptions — such as the Sustainable Development Goals —
where it provides cautious, neutral guidance. Even in these cases, it exercises restraint to
avoid any perception of political bias. A recent example of this neutrality was the FPB’s
objective review of a pension reform proposal, which concluded that the reform failed to
meet its stated objectives. This assessment was accepted across the political spectrum,
prompting revisions without fuelling partisan controversy.

By carefully selecting the topics it addresses and maintaining strict neutrality, the FPB
minimizes the risk of contributing to political “noise” or polarization. While political actors
may occasionally misinterpret or misuse its data, the FPB remains vigilant in protecting its
reputation as an independent institution.

Box 3: Communication Models
Part 1

Independent Fiscal Institutions (IFls) play a crucial role in democracies by providing objective
data and analytical tools to support informed decision-making among citizens and their
representatives. They serve as reliable navigational aids, helping policymakers and the public
assess potential outcomes, risks, and benefits of various economic and fiscal options at national
and regional levels.

However, for IFIs to be truly effective, their findings must reach and be understood by their
intended audiences, the policy decision-makers, the media and the general citizenry. Limitations
on the awareness of the insights provided by IFIs (or how to use them) further limits the impacts
they might achieve.

Unlike regulatory bodies with enforcement powers, IFls typically exert influence through
persuasion rather than coercion. In some countries including Belgium, IFls provide in addition
the facts, figures and targets which forms the basis for the budget decision-making.

Communication — whether through direct outreach or media coverage — is the primary
mechanism by which IFls ensure their findings generate public awareness and accountability.

As interconnectivity became increasingly central in the 2020s, governmental institutions began
adopting more advanced engagement models to connect with broader audiences and
strengthen public trust.
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In the Federal Planning Bureau’s case, the importance of communications is heightened by
the fact that it does not provide recommendations per se. Instead, the FPB operates under
the paradigm of “making the calculations and providing the facts”, adopting a consultative
position (rather than an advisory one).

The Federal Planning Bureau operates across multiple dimensions, including functions
beyond the typical scope of International Financial Institutions (IFls). It serves as a direct
diagnostic tool and provider of technical analysis to the government on matters that often
extend beyond the traditional IFI mandate. Communication needs and impacts differ
across these roles.

Concerning its role as an Independent Fiscal Institution, communication on fiscal matters
is in the first instance supported by the government, which has established recognition
across all public segments, including citizens who are aware of the government's decisions
and their direct influence on daily life, thereby reaching a broad audience. By contrast,
communications from the Bureau related to its IFl activities tend to have a narrower reach.

Adopting a solid communications structure is vital for the FPB to fulfil its mandate, i.e. the
promotion of greater fiscal transparency and accountability, and the enhancement of the
quality of public debate on fiscal policy.

When IFls lack a solid communications apparatus, their power of influence and their
independency is below their full potential. Even with all reports published in their websites
(making them “available for all audiences”) they may lack accessibility. If IFls fail to
effectively communicate their value and purpose, they risk being perceived as isolated from
the outside world. As a result, their work may be overlooked by most of their audience,
limiting both their impact and their ability to grow or influence policy. Without strong
engagement beyond the executive and legislative branches, they risk lacking broader
support and could face potential dissolution if more powerful external forces deem them
inconvenient.

The OECD points out IFIs need to develop mechanisms to share their knowledge and spread
their work amongst its audiences and to “develop effective communication channels from
the outset, especially with the media, civil society and other stakeholders” in order to retain
their autonomy. As so, the effective and systematized communication of the FPB’s work
gains even more importance.

Need for professionalized communications.

The latest OECD’s review about the Federal Planning Bureau highlights the budget allocated
by the Ministry of Economy to maintain the institution is incommensurate to the economic
and technicaltasksitis endowed and performs. The IFI’s staff suffers from disproportionate
workload, and it is clear adjusting FPB’s budgetary circumstances to the governments
growing commissioned tasks is a pressing matter: “the Bureau is currently facing a situation
where it is expected to undergo real cuts along with broader efficiency savings in the public
sector” (OECD,2023). In 2024, it became expected that budget cuts could occur due to the
willingness of Government to undergo cuts across all administrative sectors.

Regarding its communications — and given the department's crucial role in fulfilling its
mandate — the situation is particularly critical. The IFI currently faces a severe shortage of
resources to support its communication needs and suffers from a low level of
communication skills beyond the communication advisor. This lack of expertise hinders the
IFI from establishing a strategic, coherent, and robust communications framework. A well-
structured approach, designed to achieve both specific and overarching goals, would allow
the institution to leverage synergies and maximize its impact.
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Until now, the FPB’s dedicated and committed scientific staff — despite lacking formal
training in Communications Science — has made commendable efforts to compensate for
these shortcomings by taking on communication tasks beyond their official scientific
duties. The FPB also deserves recognition for successfully hiring a communications
advisor. However, developing and coordinating a comprehensive communications
structure from scratch —within an institution as complex and demanding as the Bureau —
far exceeds what a single professional can realistically accomplish.

Given this situation, the allocation of an emergency budgetary package to strengthen and
professionalize the FPB’s communications efforts has become an urgent priority. Without
it, the IFl remains isolated, its independence is weakened, and its ability to reach its full
potentialis inevitably constrained.

Considering the FPB’s decades-long record of high-quality service to the government, its
collaborative relationship with the government, and its responsiveness to ministerial
requests, it falls within the Ministry of Economy responsibility to ensure the Bureau has the
necessary resources. Adequate funding is essential not only to sustain the FPB’s activities
but also to uphold the high communication standards required for its continued
effectiveness and impact.

References

The analysis of other seven IFIs to develop the benchmarking exercise for this review
concludes all those organisms - from Brazil, Colombia, Canada, Ireland, United Kingdom,
Spain and the Netherlands - are endowed with more commensurate resources to their tasks
concerning theircommunications than the Federal Planning Bureau. This situation includes
the fact that only one of them - the Netherland’s CPB- is endowed, as the FPB is, with the
task of analysing the costing of electoral proposals —which requires great deal of resources.
In addition, none of them are characterized by the complexity of languages management
that the FPB faces, which needs to extensively communicate with its audiences in Dutch
and French. Albeit German is also one of Belgium’s official language, it is only spoken by
small a minority of the population and, therefore, is not used for external communication
purposes by the Federal Planning Bureau.

Even the Canadian Parliamentary Budget Office, which operates in both French and
English, and the Spanish IFl, where only certain documents require translation into regional
languages, do not contend with a comparable linguistic burden. Furthermore, only one
other IFI—Spain’s—faces territorial and debt distribution challenges that are somewhat
similar to those of the FPB.

Within other economic and financial organisms, the role communications are considered
as relevant as any other management department, may that be the case of National or
Central Banks.

Potential lines of action

Could the Federal Planning Bureau activate its negotiation mechanisms to convey the concerning
situation of its communications apparatus’ state and needs to the Ministry of Economy?
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Communications model

Following academic definitions of Public Relations models, the Federal Planning Bureau
(FPB) has established a strong and confident position within the Public Information Model
(Stage 2) as defined by Grunig and Hunt (1984). The Bureau is now in the process of
transitioning towards an Asymmetric Two-Way Model (Stage 3).

Box 3: Communication Models
Part 1

As recognized by Public Relations scholars, the Public Information Model (Stage 2) focuses on
disseminating information to enhance an institution’s credibility and ensure the accuracy of its
messaging. This model operates in a one-way communication flow, meaning it lacks open
dialogue between the institution and its audiences.

Until 2008, this approach was the standard among financial and policy institutions, including
some Independent Fiscal Institutions (IFls) and rating agencies, which prioritized delivering
information over engagement.

The 2008 economic crisis, however, exposed vulnerabilities in this model, as the crisis
management and public relations strategies of certain institutions — particularly rating agencies
and some [Fls in specific countries — severely damaged their reputations. While this shift was
not universal across all IFls, with many retaining traditional approaches depending on national
contexts, the credibility crisis prompted a broader reevaluation.

By 2014, economic communication studies widely agreed on the need for such organizations to
transition toward more democratic models to rebuild public trust, emphasizing transparency and
accountability over one-way messaging.

As interconnectivity gained increasing relevance in the 2020s, other governmental institutions
began adopting more advanced communication strategies to foster broader engagement with
their audiences. For instance, certain IFIs began fostering broader engagement by increasing
interaction with parliaments — through hearings, reports, or consultations. This trend reflects a
strategic adaptation among public bodies to meet modern expectations for dialogue and
responsiveness, tailored to their specific roles and audiences.

Box 3: Communication Models
Part 2

The Asymmetric two-way relations model (stage 3)’s aim is to inform and persuade. Itis based
on the dialogue with the audience and the study of their profile to adequately categorized them
into subgroups to find the keys to persuade them, tailoring individual strategies and techniques.
The focus is to generate a change in the perceptions of the audiences and their attitude towards
the institution. This model assumes the issuing organization is fully in charge of the dialogue and
looks for the support and acceptation of its audiences. FPB has managed to mildly reach this
communications stage concerning its specialized and closer audiences - executive and
legislative sphere, economic journalists, IFI’s peers and Academy.
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At the Symmetric two-way relations model (stage 4) the basis of the relationship between the
organization and its audiences is negotiated and arises through the dialogue and common
agreement of both actors. In this way, both parties are informed by the other and adjust their
perceptions to the relationship with their conversation partner. Xifra, Cameron and Wilcox
(2012), as many other communications studies, have concluded a two-way communication
model is based on mutual understanding, and the idea that the institution also needs to change
or modulate its attitudes and behaviours along the way, taking their responsibility in the dialogue
instead of leaving the whole weight of the task to its target audience. The authors also detail:
“organizations use this type of communication to better understand how they should adjust to
the needs of their audiences and convince them of their point of view through dialogue and
engagement (...)” Xifra, Cameron and Wilcox (2012)

Wilbur Schramm points out the efficacy of bi-directional communication, which he considers
entails a balanced relationship between sender and receiver. Experts on financial and central
bank communications agree this kind of model is necessary for institutions and other public
organisms if they want to transcend over generations and evolve at the time its audiences
do.

In its early communication stages, the FPB’s outreach was largely built on direct, close
relationships with the executive and legislative branches, often fostered through personal
connections developed while providing advisory services to the government. Among these
specialized audiences — government officials, the media, and academia — the FPB has
solidified its position within the Public Information Model, earning a reputation as a
transparent, technically excellent, and reliable institution. These actors actively seek its
insights for clarity and guidance.

With the professionalization of its communication activities, the FPB has begun to adopt
elements of the Asymmetric Two-Way Model, particularly among its closest stakeholders.
It has started to establish a more structured communication framework, offering public
contact channels through its website, receiving inquiries and suggestions (mainly from
specialized audiences), and launching social media accounts where users can engage with
the institution.

However, regarding non-specialized audiences, the FPB remains largely within the Public
Information framework. Many individuals are still unaware of its existence or its role, though
those who are familiar with it tend to trust its work. While the FPB does receive some
interaction from non-specialized audiences, these instances remain relatively rare.

In recent years, the FPB has had a significant opportunity to advance towards a more
interactive, Asymmetric Two-Way Model for broader public engagement. Its mandate to
calculate the cost of electoral proposals during elections has increased its visibility,
introducing its work to wider audiences and strengthening public recognition of the
institution.
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Over the past decade, the reputation of central banks and financial organizations has
suffered significant damage. In response, these institutions have recognized that to restore
trust, uphold transparency, and fulfil their accountability obligations, they must transition
to more democratic and engaging communication models—a shift strongly supported by
insights from behavioural science.

In its latest papers on IFl communications (2024), the OECD emphasizes the need to rethink
communication strategies in public finance. It outlines modern, trend-adapted initiatives
aimed at revitalizing how public officials and independent fiscal institutions communicate
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about sustainability, debt, and budgeting. The OECD's recommendations advocate for
measures such as:

e Adopting non-traditional media and formats to enhance outreach and engagement.
e Fostering direct dialogue with citizens to build trust and improve financial literacy.

e Broadening public awareness to increase pressure on governments for greater
fiscal responsibility.

These new guidelines signal a fundamental shift, urging IFIs to embrace more open,
dynamic, and conversational communication models to strengthen their influence and
relevance.

Central Banks and other economic independent institutions follow this line, as Andy
Haldane, former Chief Economist at the Bank of England, states. In relation to the need to
adoptnew communications paradigms: “Trust and understanding require an evolution from
the traditional information model: It may be less about communication than conversation,
less about edicts than engagement, ideally on as personalized and localized basis as
possible. It may involve listening as much as speaking, understanding of the public as much
as public understanding, a two-way door. While communication means mouths,
conversation means ears as much as mouths (...) When it comes to central bank
engagement, (these institutions need to remember) the public are different folks”.
(Haldane, 2017).

Central bank communication academy settles the importance of an in-depth well
registered and analysed common public research process: “As a first step in any program
of central bank engagement, an improved understanding of these different folks is needed:
their concerns, their constraints, their degrees of understanding and distrust, their appetite
forinformation and their preferred means of receiving it (...) Knowing your audience is public
relations 101” (Haldane 2017). This view is also a core characteristic of the Asymmetric one
way and two ways relations communications models, too.

On the other hand, to establish a clear and consistent image, style, and positioning for the
FPB, it is essential to develop a standardized communications framework that defines the
institution’s strategic direction. This foundation would ensure continuity in the FPB’s
identity and messaging, independent of each Commissioner's personal style.

By implementing a coherent and structured approach, the FPB would achieve greater
consistency, a unified purpose, and a distinct institutional identity that endures beyond
individual leadership changes. Rather than defining the Bureau’s image, each
Commissioner’s personal style would complement and enhance the institution’s broader,
long-term vision.

Potential lines of action

Could the Federal Planning Bureau fully embrace an Asymmetric two-way relations model?

Suggestions on procedures
A) Establish systematized procedures towards specialised audiences that would serve as
a structure to feed the conversation and strengthen relations.

B) Enhance its name-recognition and position as a trustful and useful compass to take
informed voting decisions towards its non-specialised audiences.

C) Establish conversational elements and closer contact with non-specialised. This
dialogue would rely over the categorization of non-highly specialized audiences in
subgroups to determine until what extent the FPB aims to impact each of them, through
which strategies, channels and actions.
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Structure

The Federal Planning Bureau is characterized by a very democratic, transversal and closely
intertwined structure. Its staff could be considered its greatest asset, whose commitment
to the institution has led them to collaboratively take care of the institution’s
communications activities on a pro bono basis during decades, without the orientation or
support of professionalized communications experts, and based on their own commitment
to promote the IFI’s work.

The FPB’s staff have been developing its communication activities through a
communication cell composed by members from each of the different departments
integrating the institution. These members are aware of the relevance of communication
over the Bureau’s potential impact, the fulfilment of its mandate and its importance for the
institution to reach its full potential.

Three years ago, the Bureau took a crucial first step toward the professionalization of its
communications by hiring a communications advisor. This move has been a breakthrough
in establishing a structured and strategic approach to enhancing the Bureau’s impact and
engagement with its audiences.

Despite the notable improvements achieved with limited resources, the Bureau now faces
a pressing need to further develop its communications framework to ensure greater reach,
effectiveness, and long-term sustainability in its engagement efforts.
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All the Independent Fiscal Institutions (IFls) examined in this review — except for the Irish
Advisory Council, which is still in the process of establishing its communications
framework — have a well-established, professionalized communications division with a
long-standing presence within the institution, either since its inception or developed over
time. Most of these IFIs maintain in-house communications departments, with the sole
exception of AlReF. Additionally, they clearly differentiate between media relations and
engagement with key stakeholders and broader strategic communications efforts, ensuring
a structured and effective approach to outreach and public engagement.

These elements are also present in international and national finance-based organisms,
such as National Central Banks, European Central Bank, European Commission, United
Nations or the International Monetary Fund. All these institutions have a civil affairs figure
or system, aimed to address and connect with the citizenry, and which encompasses many
actions and initiatives to promote institutional engagement.

Apart from their in-house activities, all the wider scope institutions and most of the
examined IFls hire external support service providers to take care of specific tasks or
activities within the whole communications area, which has permitted them to reach
successful positions through the clear differentiation and assignation of highly specialized
tasks.

Multilingual environment

Belgium has a uniquely complex cultural, political, and economic structure. This
complexity presents significant challenges for the Federal Planning Bureau (FPB),
particularly as the country officially recognizes three widely spoken languages, each
geographically distributed across three distinct regions. Given its national and regional
mandate, the FPB must communicate effectively in multiple languages.

Routine communications — including press releases, website updates, social media posts,
and mailings — are always issued in both Dutch and French. In rare cases, content may be
produced solely in one of these languages. Translations are handled in-house, but during
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periods of high demand or staff unavailability, external translators are used to ensure timely
delivery. The Federal Planning Bureau’s translation service utilizes a specialised translation
tool equipped with a glossary of technical terms and a database of previous translations.
This system ensures consistent translations across FPB publications and reports.

Additionally, the FPB evaluates on a case-by-case basis whether materials should be
written in English, primarily when legal or conventional requirements dictate (as in
communications with Eurostat or the European Commission). The FPB website is also
partially translated into English.
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As a best practice in transparency, many International Financial Institutions (IFIs) provide
their materials in both their official language(s) and English. Among multilingual countries,
the Canadian Parliamentary Budget Office (PBO) presents a situation somewhat
comparable to that of Belgium’s Federal Planning Bureau (FPB). The PBO is legally required
to publish all its materials in both English and French. To meet this requirement, it employs
a translation officer responsible for overseeing all translation tasks and also outsources
some translation work. Additionally, the PBO consults academic experts in Plain Language
to ensure clarity in both languages.

Spain’s Independent Authority for Fiscal Responsibility (AIReF) might also appear similar to
the FPB due to both countries’ comparable public policy frameworks and territorial
structures. However, AlReF is only mandated to translate its website’s titles and subtitles
into Spain’s four co-official regional languages. Meanwhile, it translates all technical
materials into English and makes them available online, though these translations do not
extend to social media content or other communication channels. For its English
translations, AIReF outsources the work to atranslation company and assigns different staff
within each division to proofread the translations, given the highly technical nature of the
content.

Importance of Communications Culture

The FPB's technical excellence has been recognized in various studies, reviews, and by its
stakeholders. It is tasked with more responsibilities than other IFls considered the "golden
standard." However, a key distinction is that while the FPB is beginning to incorporate a
communications culture to complement its technical work, its peer institutions have
already fully embraced this approach.

Currently, the FPB does not fully leverage strategic communication to highlight its work and
the value it provides. As a result, despite its strong technical expertise, there remains
significant room—and a clear need—to expand its reach and impact. Strengthening its
communication efforts would not only enhance its visibility but also help position the FPB
as a leading IFl among its international peers.

Awareness of the importance of communication within the FPB staff is unevenly
distributed. Staff perspectives on the matter can generally be categorized into three distinct
approaches.

- Fully aware of the need for communications. A segment of FPB staff
recognizes that communication is essential for any modern institution. They
understand that the prestige of an independent organization depends on its
influence across all dimensions and value the importance of sharing their work
with the external world. For them, reaching all FPB’s audiences is crucial—not
only to enhance the institution’s impact but also to increase their own job
satisfaction and motivation.
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This group is actively involved in FPB’s communication efforts, not just for
personal growth but for the institution’s overall success. They see
communication as a strategic tool that should be prioritized and continuously
improved. Their insights and suggestions offer valuable perspectives on how
FPB can strengthen its position, and their internal knowledge significantly
benefits the communications division. However, their enthusiasm for
development is often met with a lack of understanding from some colleagues.

In context: Recent workplace and staff studies support this perspective,
showing that newer generations are reshaping the way jobs are perceived. Once
basic financial needs are met, employees increasingly seek meaning and
purpose in their work — something they believe is amplified by workplace
communication and engagement strategies.

Open but unclear about Communication’s role. Another segment of FPB staff
is uncertain about what a comprehensive communication strategy entails and
the value it can add. The most widespread misconception among them is that
"communication" simply means managing media relations and tracking the
Bureau’s presence in newspapers. Many are unaware of the benefits an
integrated communication system can offer, the influence and visibility other
peer institutions have gained through strategic communication, or the
resources they allocate to sustain and expand their outreach.

As aresult, they do not see the need to strengthen FPB’s communication efforts
and are generally uninterested in participating. For them, an ideal
communication model would focus solely on media engagement, as they are
unfamiliar with the broader scope of modern communication strategies. This
limited perspective is understandable, given their lack of exposure to
contemporary communication practices.

Nonetheless, their willingness to share honest feedback during the interview
process reflects FPB staff’s overall commitment and collaborative spirit.
Despite viewing communication as a secondary function, they have engaged
respectfully and constructively in discussions on the topic.

Sceptical or opposed to Communication efforts. The final and smallest group
of staff members actively opposes expanding FPB’s external engagement
beyond publishing reports on its website. These professionals align with a now-
obsolete approach once favoured by economic institutions.

This group views FPB’s primary audience as the specialized members of the
Executive and Legislative branches who deal with budgetary and economic
matters. As a result, they see little value in hiring communication advisors or
professionalizing communication efforts within the Bureau. Some may even feel
uneasy about the growth of the communications department, particularly given
the heavy workload already experienced within the institution.
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According to the OECD, the key distinction between the most impactful IFls and their peers
lies in their holistic approach to communication. Embedding a communication culture
within IFls is recognized as one of their best practices.

The OECD’s latest publication on IFI communication, How We Communicate the Public
Finances Review (2024), highlights several examples of best practices. A crucial
commonality among these institutions — one that must be acknowledged for a fair
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comparison with the Federal Planning Bureau — is that most of them have integrated
communication from their inception.

Forinstance, despite AIReF’s limited resources at its founding, it has always allocated part
of its budget to communication, making it a core pillar of the institution. Over its 10-year
history, this communication culture has become deeply ingrained, with staff naturally
considering communication an essential function of the IFl. AIReF’s economic analysts
routinely think about how to present their findings effectively and which aspects of their
studies might generate the greatest impact. Their requests to communication advisors
often focus on maximizing the value of materials that, while not officially published as part
of their mandate, could still benefit students and academics.

Even recently established IFls, such as Brazil’s IFl and Colombia’s CARF, have recognized
the importance of communication. Despite their small size — comprising just 10 to 13 staff
members — they have already incorporated at least one communications professional and
trainees into their teams.

In contrast, the FPB only introduced professional communications three years ago, despite
its long history. This long-standing absence of structured communication practices poses
a challenge, as shifting from entrenched routines to a more strategic approach can meet
resistance and slow integration.

Given FPB’s current talent recruitment landscape — and the fact that 40% of its staff is set
to retire within the next ten years — strengthening the collaboration between the
Communications and Human Resources departments is particularly important.

A study conducted on students’ perceptions of FPB highlighted a contrast: while the
organization was positively recognized for its technical expertise, competitive
compensation, and strong training programs, it was also perceived as "bureaucratic,"
"static," and "obsolete." Addressing this requires a strategic communications effort to
reshape its image.

To foster an integrated communications culture, periodic meetings and targeted initiatives
should be established to ensure effective collaboration across departments. Strengthening
the relationship between HR and Communications will not only enhance FPB’s public
image but also improve employer branding and talent acquisition — key factors in securing
the institution’s long-term success.

The survey results highlight employer branding as a critical factor in positioning the FPB as
an attractive workplace. Data from LinkedIn and other studies further emphasize the
importance of a strong brand presence for attracting top talent. For the FPB, this means
strategically showcasing its mission, impact, and work environment to prospective recruits.

Potential lines of action

Could the Federal Planning Bureau foster communication culture within the institution through
the implementation of specific actions for current staff?

Suggestions on procedures

A) Communication and Human Resources areas work together to include references to the
value of communication culture at employment offers publications and during the
selection processes.

B) Question candidates about their willingness to act as a technical spokesperson in
representation of the Bureau.

C) Presentto new employees - at their arrival - the possibility to sigh a GDPR authorization
to appear in FPB’s communication channels.
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Crisis plan

As established by reputational communications science, a crisis plan serves as a support
tool to help organizations respond rapidly and coherently to unexpected threats while also
preparing them to face potential risks. It functions as a structured guide, outlining the most
effective strategies for managing crises arising from contextual circumstances. To be fully
operational, a crisis plan must include a post-crisis phase that assesses the extent of
reputational damage, monitors the crisis's implications, and identifies areas for
improvement to strengthen the institution.

Three years ago, the sudden passing of the Federal Planning Bureau’s (FPB) Commissioner
— who played a central role in the institution’s representation and external relations —
posed significant risks to its communications and public relations strategy. With much of
the FPB’s visibility and relevance tied to the personal skills and network of the late
Commissioner, the institution faced the threat of destabilization, which could have led to
regression or even discontinuation in its communications efforts. At the time, the FPB had
a relatively underdeveloped communications structure, further increasing its vulnerability.

However, the organization's long-standing institutional knowledge, intersectional
teamwork structure, and committed staff enabled a smooth transition of the
Commissioner’s functions to Saskia Weemaes — a highly reliable and experienced officer
— who served as interim Commissioner from 2021 to 2023. Additionally, the recent
recruitment of a communications advisor strengthened the FPB’s ability to manage the
situation effectively and mitigate potential risks.

Today, recognizing the importance of preparedness, the Federal Planning Bureau is
considering the development of a formal crisis communications plan to safeguard its
stability and reputation in the face of future challenges.

Potential lines of action

Could the Federal Planning Bureau develop a Communications Crisis Plan with structure and
orientation in the event of a crisis? It could include preventive actions or risk assessment
processes, and a post-crisis plan to evaluate the damages and locate improvement points when
addressing potentially dangerous circumstances for the IFI’s reputation.

Clear Communication

The OECD'’s principles for Independent Fiscal Institutions (IFls) state that only 50% of an
IFI’s success in reaching its full potential depends on the quality of its reports. The other
50% relies on how effectively its conclusions and findings are transformed into knowledge
and communicated to its audiences — especially the general public.

On this note, philosopher Onora O’Neill (2014) has argued that “reporting does little for
accountability and trust-building. If reports are mostly unread or unreadable, smothering
people in more words and numbers could even detract from trust and accountability.”

Claude Shannon, the founder of information theory, measured the effectiveness of
communication based on its ability to reduce uncertainty for the receiver rather than on the
quantity of words or digits. If a report’s complexity discourages readers or overwhelms
them, Shannon would consider that reporting act as disinformation. Similarly, Haldane
(2017) observes that “for a chunk of society, the very volume of reporting may be increasing
uncertainty and impairing information, understanding, and trust.”

30



Federal Planning Bureau (FPB) | Communication AS-IS

The history of economic-related communications illustrates how, in past eras — when
institutional trust was high — complex language did not pose a problem. At the time, “little
was published, even less read. Public discourse was infrequent, and attentive audiences
were narrow. Complex language added to the ‘mystique’ of institutions, including central
banks, as a sign of technical competence.” However, today, “complex language is more
likely to breed mistrust than mystique (...), becoming a source of scepticism rather than
reassurance.” (Haldane, 2017).

The Plain Language Movement emerged in the Anglo-Saxon world to combat disinformation
and public disengagement with institutional communication. Its principles and standards
quickly spread among European financial, economic, and monetary policy institutions,
particularly after the 2008 economic downturn, as a means to address reputational crises
and rebuild trust with the public.

Authors Mario Tascon and Estrella Montolio (2020) expanded on the Plain Language
concept, elevating it to a new level by advocating for people’s Right to Understand the
systems they live in—their economic environment, public administrations, transactions,
and procedures. In their pioneering book, The Right to Understand: Clear Communication,
the Best Defense Tool for Citizens, they introduced the concept of Clear Communication,
which they define as “a comprehensive strategy oriented toward audiences and an
essential part of an institution’s public service role. It influences product development
systems, the accessibility and usability of digital processes, and more. (...) In times of
confusion and ‘infoxication,’ clarity is power.”

The absence of Clear Communication standards has significant consequences for citizens,
policymaking, and the economy. Studies have shown that a lack of clarity in institutional
communication contributes to high Non-Take-Up rates of public policies, preventing
individuals from accessing benefits and services they are entitled to.

The Federal Planning Bureau (FPB) recognizes the importance of Plain Language standards
and accessibility. To enhance its communication practices, the FPB regularly researches
and evaluates solutions and best practices adopted by similar institutions. It remains aware
of the various approaches others have taken to address comparable challenges.

In recent years, the FPB has made efforts to improve the accessibility of its reviews by
launching a new website with a clearer, more user-friendly layout and a visually appealing
format. Additionally, it has simplified the language and structure of its reports to make them
more accessible to a broader audience.

The OECD’s latest report on the FPB highlights its progress, noting that the length of its
reviews is now in line with its IFl peers. The report also assesses the complexity of the FPB’s
language at a college level, which currently meets the institution’s communication needs.

The FPB includes a synthesis in its technical reports and provides plain-language
summaries through press releases on its website or emails to journalists, depending on the
case. These summaries explain report content in simple terms and support the FPB’s
communication efforts for all audiences.
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Box 4: Plain Language Movement

The Plain Language movement was originated in the USA and the UK in the 1940s and evolved in
a more consistent way around the 70s, when the USA federal government asked regulation
writers to be less bureaucratic. Since then, US presidents, like Nixon, officially embraced Plain
Language standards to ease conversation with the citizens and as a commitment exercise with
their understanding of the administration affairs. In fact, in 1977 the Federal Communications
Commission issued rules for Citizens Band Radios based on the concept. The movement has
evolved along with the country’s history and has been promoted by its presidents. For example,
in the 2010s Obama signed the Plain Writing Act of 2010 into law.

In European institutions the standard was only embraced in the 2000s. Central bank
communications are starting to comprehend that the “change in the nature of public language —
shorter, simpler, shriller - puts an even greater premium on institutions making themselves
understood, despite (indeed, because) of the technocratic task with which they are charged. That
means speaking in words and sentences that land rather than levitate with the public, that
connect rather than divide public opinion, that illuminate rather than darken public debate”.
Haldane (2017).

Different international organizations specialized in public policy, finance, economy and
monetary policy, such as the UN, have adopted the precepts of the Plain Language Movement to
their communications strategies.

Giving the importance Clear Communications have for the common citizen, institutions
hold great deal of responsibility to reach their audiences and orient them towards their
information, as well as making it available in the easiest way possible. This would also entail
to always bear in mind the person to whom the information is addressed and to adapt the
channels, the format and the messages to the different segments that conform the public.

Personalized messages for the general public are crucial, but to succeed they need to be
built over three cross-cutting pillars: storytelling, personalization and localization. As
addressed by Haldane (2017) when talking about Central Bank communications:
“Messages wrapped in real-world narratives are more likely to stick than those wrapped in
numbers. Messages which are personalized are more likely to stick than those that are
anonymous. And messages that are local are more likely to stick than those that are
national(...) Personalizing and localizing messages has been found to increase their reach,
and their chances of being acted on, in a wide variety of public policy settings (...) analysis
of the regional and distributional split is important for understanding the economy and
localizing messages about how it is performing. Localizing also makes it easier to convey
information as connected stories rather than as disconnected data (...) Yet localized and
personalized messages often flow less easily from the mouths of central banks (...) They
have tended to have a national rather than local focus, to weigh the objective over the
emotional, to be fact rather than anecdote based. That does carry a cost.”
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Chapter 3: Relation with Audiences

Classification of audiences can be carried out

following a wide range of criteria, depending General
on each organization needs or interests. The Public

nature of their activities, what they can provide
to each audience and the interest each
audience holds to sustain a relation with the Think Tanks
organization are important to define how to Academics
segmentate across different audiences.
According to OECD’s standards (similarly to
other studies focused on IFls), audiences can Executive
be split across 5 different spheres: Executive and for
and/or Legislative, the Media, Think Tanks and
Academics, IFI’'s Peers and the General Public.
For an effective and well-structured
communications plan, the several audiences
need to be analysed and classified in order to develop specific strategies, tactics, actions
and evaluation methods regarding performance. The Federal Planning Bureau has proven
to be well known among highly specialized audiences, holding a solid position among the
Executive and Legislative sphere and it is well acquainted in the Media.

Legislative

The Bureau collaborates with academic institutions and federal public services; however,
its engagement with think tanks, university students, and IFl peers is not as fluent as with
other stakeholders, while engagement with the general public remains largely unexplored.

An analysis of the FPB’s communications framework—drawing on its historical trajectory,
internal As Is assessment, and external evaluations, such as the OECD’s latest review—
highlights the institution’s need and ambition to expand its outreach to broader audiences.

Taking inspiration from the successful communication models of its IFI peers and
established best practices in communication management, the FPB still has the room to
expand to other audiences.

3.1. The executive and/ or Legislative sphere

The FPB’s influence within Belgium’s legislative and executive branches largely stems from
direct, personal interactions with the Commissioner—a dynamic highlighted by the OECD
as a key strength. However, this person-centred approach makes the FPB’s effectiveness
highly dependent on the Commissioner in office, leading to potential shifts in impact with
each leadership change.

The Federal Planning Bureau has engaged actively with parliamentary commissions, having
attended four sessions since Commissioner Baudouin Regout assumed office in March
2023. However, no formal procedures currently govern FPB’s hearings or presentations
before parliament. In the absence of structured protocols, FPB relies on direct outreach and
informalinteractions to maintain its connection with parliamentarians.

During the last parliamentary election, FPB was mandated to provide cost assessments for
electoral proposals. To fulfil this mandate effectively, FPB reached out to the heads of staff
of various political parties. These interactions were intended to clarify FPB's process,
demonstrate what FPB can offer, and discuss ways to operationalize the role of the
institution. Through these efforts, FPB cultivated a respectful relationship with political
parties, which recognized FPB’s skilled staff and view their insights as influential and highly
professional.
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Currently, FPB also keeps track of any requests or presentations made before Parliament.
The same does not occur for the mentions or discussions related to its work on the
parliamentary floor. This information could maintain awareness of its position within
legislative discussions and understand how its contributions are perceived within the
broader governmental landscape.

Although FPB does not yet have a formalized system for engaging with parliamentarians, it
has expressed interest in considering hosting an introductory event for newly appointed
parliamentarians, an initiative that would be valuable in establishing early connections and
fostering mutual understanding. Such event would provide an opportunity to introduce
parliamentarians to the Bureau's mission, key areas of focus, and ongoing projects.
Recognizing the importance of this relationship, the event would not only build rapport but
also position the Bureau as a trusted resource, offering parliamentarians insights and data
that support informed decision-making.
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Various IFls worldwide hold annual or biennial meetings with members of congress and
other political representatives. These gatherings provide an opportunity to strengthen
relationships, address lawmakers' questions and needs, and showcase how IFls can
contribute to enhancing democratic governance and supporting informed fiscal decision-
making. Additionally, these meetings serve as a transparency initiative, demonstrating
accountability in fulfilling their mandates.

Potential lines of action

Could the Federal Planning Bureau develop more systematized ways to establish and maintain
relations with the legislative and executive spheres audiences?

Suggestions on procedures

A) The Bureau could consider organizing yearly or once every two year - meetings with
Belgian parliamentarians and include political and executive representatives of each
Belgian Region to stablish stronger relations with the regions and initiate an approach to
address the common citizens.

B) The Bureau could maximize the benefits of these events handling them questionnaires
or tablets where they could anonymously answer simple questions at the end of the
encounters. The aim would be extracting insights that provide valuable information to
keep feeding and adjusting the institution’s Public Relations strategy. It would provide the
IFI with a record of reliable information about their reputation amongst this audience
group, help it locate potential threats, betterment areas, strengths, find common ground
and stablish conversation.

3.2. The Media

During the mandate of the previous Commissioner and prior to the hiring of the
communications advisor, the relations with the press were based on the head of the IFls
and technical staff’s personal experience/closeness to journalists. The FPB couldn’t afford
to allocate resources for the maintenance of its communications apparatus which worked
at an informal level.

After being tasked with analysing the costs of electoral proposals, the FPB recognized that
relying solely on its original communication system was not an option, as it would have left
the institution highly vulnerable. In response, the FPB decided to hire a communications
advisor.
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The sudden passing of the late Commissioner underscored the need to formalize
communication processes, as the institution’s media relations had been largely dependent
on the Commissioner’s presence. This potential disruption was mitigated by the recently
appointed communications advisor—hired months earlie—and the dedication and
expertise of key FPB staff who had worked closely with the Commissioner.

Since the advisor’s hiring, in just two and a half years, the FPB has successfully
systematized its media relations, establishing a solid foundation for continued growth. This
has brought greater stability and security to the institution. The communications advisor
has streamlined operations by unifying gatekeeper and journalist databases, organizing
well-coordinated press conferences, and centralizing media inquiries. Requests are now
efficiently directed to the most suitable technical officers, ensuring clear, responsive, and
well-structured communication.

The Federal Planning Bureau organizes briefings on a variety of other topics. In 2024, FPB
conducted online briefings on subjects such as indicators for sustainable development and
public investments, demonstrating a broader approach to stakeholder engagement. These
briefings serve to inform the media and other interested parties about key findings and
developments beyond fiscal estimates.

FPB keeps attendance lists for press conferences and briefings to track journalist
participation. However, due to time constraints and competing priorities — such as sending
press releases, handling interview requests, and managing social media — this data is not
systematically monitored or recorded. Tracking is done when time allows, rather than as
part of a structured process.

The IFI’s press conferences are characterized by the closeness the institution shows to the
journalists, who often ask questions which pertain not only to the conclusions of the
reviews but also the models and tools used for their development and technical doubts
concerning economic processes. The Federal Planning Bureau makes a proactive effort to
meet the individual requests from journalists and makes itself available to answer them
after the press conferences. This entails answering concrete questions from radio or TV
outlets, allocating space to carry out the recordings of comments about the presented
review, or making the Commissioner available - as well as other technical staff involved in
the development of the different reviews.

The Bureau has been endowed with a very light presence on TV and hasn’t appeared to
present itself, its work or goals to the citizenship through wide scope media and closer
formats — such as more general TV interviews. During the last years, it has been focused on
providing its communications apparatus with a solid structure. As so, and due to the lack of
resources, endowing the IFl with visibility among the common citizens hasn’t been a
priority.

The election costing program has broadened public awareness of the FPB. This new
exposure can be an opportunity for the FPB to proactively shape its narrative, ensuring that
citizens understand its mission and contributions, rather than leaving that interpretation to
the media, political parties, or politicians. This is particularly crucial at a time certain
political groups have attempted to undermine the Bureau’s work to defend their electoral
proposals. Without a clear, direct image before the public, the Bureau risks potential
challenges to its mandate now that its analyses will reach a wider audience.

In fact, media interest in the work of the FPB has been notably strong, with journalists and
media gatekeepers showing both enthusiasm and a genuine appreciation for its
contributions. The FPB's reports and analyses are highly regarded as they provide data-
driven insights on critical issues ranging from economic trends to social policy impacts. As
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far as the numbers of mentions in the Dutch and French-language press indicate, the
numbers have been constant, with punctual increases motivated by circumstantial factors,
i.e. in 2022 we can associate the increase in mentions due to inflation rise. With a
multilayered territory and a multi-lingual country to inform, the similar number of articles in
both articles can suggest their work is not being disproportionately shared in a solely
language.

Annual evolution of the number of articles in the Dutch- and French-language press (2010-2022)
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Establishing closer connections with citizens would allow the FPB to find allies and frame
fiscal sustainability as a vital factor in the electoral decision-making process. This approach
would open pathways for the FPB’s analyses to directly support democratic practices.

With the recent addition of a new team member in the communications division, the
Federal Planning Bureau is poised to take a major step forward in enhancing its visibility.

References

Many global and national organizations establish strong relationship networks with
national media to spread their message through very diverse formats that transcend one-
direction informational models — which have lost efficiency over the years. These kind of
proposals for collaboration helps institutions get better acquainted with non-specialized
media and the common citizen. They provide these actors with good quality information,
new and updated topics, and help them fulfil their public service mandate.

Spokespeople interviews in TV and radio are one of the communication’s Good Practice
among the IFls around the world, as stated by all the IFls that have participated as sources
for the elaboration of this report: Ireland, Brazil, Netherlands, UK, Colombia, Canada and
Spain.

The Office for Budget Responsibility (OBR) in the United Kingdom prioritizes the visibility of
its President as a key tool for fostering public familiarity and understanding of the
institution. In addition to the President, technical staff also play a role in public
engagement, particularly through social media. Other IFls worldwide adopt similar
approaches. The Netherlands Bureau for Economic Policy Analysis (CPB), for instance, has
a well-established presidential figure and is now expanding its representation to include
technical staff. Organizations such as the European Central Bank, the European
Commission, and the International Monetary Fund are also strengthening the human
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aspect of their communications by linking their institutions to recognizable faces and
personal stories.

Furthermore, reaching out to media outlets to establish agreements is one of the United
Nations’ Sustainable Development Goals (SDGs), that calls for the establishment of
multitask holder partnerships.

Potential lines of action

Could the Federal Planning Bureau explore the possibility to establish collaboration agreements
with TV/ radio outlets and programs?

Could the Federal Planning Bureau endow its Commissioner with more visibility among non-
specialized audiences, to extend its representative functions to other staff members and to
increase its presence on TV and radio — at international, national and regional levels-, through
diverse audiovisual formats, such as presentation interviews?

3.3. Academics and Think Tanks

The FPB research indicated limited engagement with university students, who often view
the institution as technical and distant, unaware of its role or relevance to their daily lives
or studies. This suggested a gap in visibility among younger academic audiences.

While FPB maintains robust connections within governmental and political circles and
collaborates with academic institutions and federal public services, its direct engagement
with think tanks and university students is less extensive, despite staff maintaining
university contacts through former colleagues. This limits opportunities to connect its
expertise with a broader public and reinforce its public service role beyond specialised
sectors.

Still, the FPB often collaborates with universities and other research institutions in projects
or studies. For instance, the FPB has collaborated with the KU Leuven -together with other
European organisations for project MIGAPE (co-funded by the Rights, Equality and
Citizenship Programme of the European Union) to elaborate Projections of the Gender
Pension Gap in Belgium using MIDAS. More recently, on December 2024, the FPB released
a study on the costs of supplementary pensions with KU Leuven.

Potential lines of action

Could the Federal Planning Bureau establish collaboration agreements with universities and
the academia? It should organize and host events addressed to connect with undergraduate
and recently graduate students from diverse study fields such as Economics, Communications,
Sustainable Development, Graphic Design and linguistics. Making its space available to
students or faculties related to issues the FPB works on would help it to get acquainted with its
audiences.

Suggestions on procedures

A) The events could follow Open Days dynamics, like the Netherland’s CPB’s initiative.

B) The FPB could open its space to welcome other economic or highly technical
organizations letting them host their events as part of collaboration agreements and
could consider charging a fee for the use of its premises to get extra resources to invest
over its communications activities.
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3.4. Common Citizens

Common Citizens are creators of culture, behaviours, trends or beliefs. Within the different
countries or territories, the citizens have for long interacted bidirectionally with their
institutions, shaping them and being shaped by them. Institutions work for citizens and
often citizens can also contribute to create and improve institutions.

This is well noted by international economic and social coordination institutions, such as
the United Nations, which consider - on the Sustainable Development Goals framework -
the engagement of citizens vital in public institutions’ establishment and their enforcement
processes.

When coming to Independent Fiscal Institutions, the OECD considers the engagement with
common citizens is a strategic move to design “effective and viable over the long run IFIs”.
In this regard, itis important to highlight that the IFIs’ influence power towards governments
is based on persuasion, rather than legal sanctions or punitive measures; as so, isolation
from society limits the IFIs’ capabilities and opportunities to amplify their impact. Engaging
citizens is also essential to promote good governance, transparency and independence.

Public policy, economic and financial communications strategies in the last century were
designed to impact the key information intermediaries — markets, economists and news —,
rather than the common citizens. Yet, within the last two to three decades, Behavioural
Science studies have shown this approach remains insufficient to meet the minimum
standards demanded to the institutions nowadays. Haldane (2017) stresses out this idea
when talking about his experience as Chief Economist at the Bank of England: “It is the
public who decide, ultimately, whether central banks are serving society well or poorly”.

The role of the FPB already has a direct impact on citizens through their work, notably with
electoral costings informing the public on socioeconomic, environmental and sustainable
development matters and with the possibility to influence voting behaviour. The challenge,
therefore, is to determine how the FPB can make its insights relevant and accessible. FPB’s
distant approach has limited its ability to promote fiscal sustainability awareness among
citizens. While it produces crucial fiscal information, it has yet to find effective means to
engage the public in ways to highlight its relevance in daily life.

By producing high-quality reports and establishing strong communication channels, FPB
can shape public discourse and foster informed citizen engagement with fiscal policy.
McMahon and Haldane’s research for the Bank of England offers an approach to enhance
the reach of organizations: the Bank’s collaboration with the University of Cambridge has
led to initiatives such as citizen panels, youth forums, and an educational outreach
program.

Atthe FPB, communication department hasn’t been professionally implemented until three
years ago. This absence of a dedicated communications framework has created resistance
to shifting from traditional methods towards new approaches, making it challenging to
establish a more permeable, adaptive communications culture. Addressing this will require
sustained focus on communications in the coming years, both to strengthen connections
with peer institutions and to build a more robust, structured communications apparatus.

References

To foster awareness of its work within the national, regional and local territories of the
Member States, the EU develops protocols to highlight and raise knowledge about its
endorsement of initiatives. It also requires the use of display panels to identify
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infrastructure-related actions funded by the EU, commemorative plaques, banners, or
promotional items.

As recommended by the field of communications strategic planning and organizations such
as the European Union?, good communication calls for the identification of an
organization’s various audiences, their sentiment and behaviours; “there is no such thing
as general public” (Smith, 2004). Holding extensive knowledge about the different groups
that compose the common citizen sphere, and their particularities is vital for all
organizations. To get that information IFls carry out surveys, polls and deep sociological
analyses of their digital tools’ metrics. Since 2015 the Netherland’s CPB carries out (every
3 years), a Reputation Analysis that has provided it with valuable insights about the
common citizen’s sentiment towards the institution, its evolution and the effect of its
communications plans and campaigns.

Potential lines of action

Could the Federal Planning Bureau develop a periodic reputation survey amongst Belgium
citizenry to find out about its interests, its perception of fiscal policies, its knowledge about the
institution, and to determine possible ways to be useful to society and connect with them?

Suggestions on procedures

A) The survey could be carried out every 3years and include the common citizen subgroups’
classification bearing in mind their demographical characteristics, ideologies, ages,
education levels, interests or the way they get informed.

B) FPB could follow the European Commission “Better regulation” toolbox 2023 — Tool #51.
Consulting stakeholders, as a reference to extract ideas and to adapt to its own interest
for the development of its consultation systems.

Could the Federal Planning Bureau create an online open education space based on clear
communication principles to make itself approachable and grant Belgian citizenry the
opportunity to educate themselves on fiscal policy and economic sustainability?

Suggestions on procedures

A) FPB could implement a “Fiscal policy for ordinary people” online space or interface with
educational purposes, complimentary to its highly specialized web page, where
common citizens would have access to dynamic and schematic information about the
institution and the real implications fiscal policies and its non-compliance have over
their daily life, stressing out real life facts.

B) The interface could offer an introductory course, flashcards, videos and infographics,
and show the way the institution is contributing to tackle climate change and the
importance for the country to abide by the expenditure rule — not a very regarded issue
within the executive and political spheres.

26 Communication and Visibility Manual for European Union External Action (2022)
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The dilemma of common citizens

For IFls, the core mission has always been to provide in-depth analyses that inform
decision-making at the highest levels. This commitment to technical excellence means that
much of their communication is made in specialized language and supported in statistical
data — tools that may not be accessible to the common citizen. Yet, in a democratic
context, where public understanding of fiscal matters can drive accountability and political
stability, there is an increasing pressure to translate this expertise into more accessible
formats.

The Federal Planning Bureau is currently facing this dilemma. Traditionally, the FPB has
maintained a more technocratic approach, focusing on detailed, methodologically robust
reports intended for a narrow audience of experts and policymakers. Its communications
have been characterized by precision and complexity — a style that has served it well in
establishing its authority in socioeconomic, environmental and sustainable development
matters. However, there is some pressure for financial institutions to bridge the gap
between technical analysis and public comprehension.

On one side, engaging with common citizens may bring benefits, as a more accessible
communication strategy can demystify the complex world of fiscal policy, empowering
individuals to better understand how economic decisions impact their everyday lives. This
transparency fosters an informed citizenry that is more capable of holding decision-makers
accountable, ultimately reinforcing the democratic process. Furthermore, by cultivating
public support, the FPB may find itself better insulated against politically motivated
challenges that seek to undermine its independence, if they happen to occur. When citizens
value and understand the institution’s work, they are more likely to defend its findings
against misinterpretations or politically driven criticisms.

On the other hand, the shift towards public-oriented communication presents significant
challenges. The FPB operates with limited resources, and reallocating efforts towards
creating accessible content risks diverting resources from its primary mission. Simplifying
technical reports without losing essential details is a complex task that demands both
innovative communication strategies and a deep understanding of the audience’s needs.
Oversimplification could lead to misunderstandings or a loss of nuance.

In navigating this delicate balance, the FPB is forced to weigh its dual responsibilities:
maintaining its reputation for technical excellence while embracing a more inclusive
communication approach. The institution will decide internally whether to invest in new
communication tools and methodologies or continue prioritizing traditional, expert-
focused reporting. Ultimately, this dilemma is not unique to the FPB but reflects a broader
challenge facing IFls worldwide — a challenge that underscores the tension between
specialized expertise and the democratic imperative to engage with all citizens.
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Chapter 4: Channels and Contents

While FPB has historically focused on technical publications and reports, its messaging
strategy is evolving to become more structured and responsive, namely through the
development of a new website, which aims to strengthen its ability to manage the
presentation and timing of its outputs more effectively, ensuring that they resonate with
both technical and broader audiences. These updates reflect FPB’s commitment to adapt
the delivery of its message in a more aligned format with its objectives and audience needs.

Nonetheless, media systems have experienced major changes during the last decade. In
the past mass media - TV networks and mainstream daily newspapers — used to reach vast
audiences. Nowadays targeted media’s influence is growing amongst contemporary
societies, generating very homogeneous audiences reachable through narrower impact
strategies. As so, localisation — beyond the geographical dimension- is gaining ground, as
well as media platforms that introduce individualized and personalized contents. These
changes call for an adaptation of the communications and Public Relations strategic plans
with complementary tactics and tools.

In line with the new communications trends, communications plans within institutions
have proven to have more impact when portrayed from a human perspective -
humanization of its contents —, including story-telling structures, clear communication,
personalization of the contents, gamification, transparency, honesty and social
responsibility.

As a general practice, many institutions prioritize reviewing and learning from their past
publications to improve their communication strategies. This approach allows to build on
successful tactics and avoid repeating previous missteps, creating a cycle of growth and
refinement.

By analysing past successes, they identify which formats, tones, and topics resonated the
most with their audience, leveraging this insight to replicate effective methods in future
communications. Mistakes, on the other hand, offer valuable lessons, highlighting areas
that may need clearer messaging, more engaging formats, or a different audience
approach.

This practice of self-assessment not only enhances content quality over time but also
fosters adaptability and responsiveness. Institutions that emphasise this kind of reflective
improvement are more attuned to evolving audience needs, positioning themselves as
reliable sources that consistently meet their audiences' expectations.

As the main indicator of its communications’impact, FPB monitors the number of mentions
it gets in digital and analogical newspaper and the evolution of its social media followers —
X and LinkedIn. Concerning its web page impact, the FPB keeps track of the evolution of
visits to its webpage, the number of web users and the permanence time within the online
space.

Altogether, these indicators show the IFI has developed a steady and growing visibility
journey and managed to carve out its own space within technical and specialized
audiences. Its connection with its audiences is stablished through their professional
activities, which are mainly linked to economic, social and environmental matters. It also
studies the relationship between these policy issues and sustainable development.

OECD standards and IFIs’ Principles stablish Independent Fiscal Institutions should
“develop effective communication channels from the outset, especially with the media,
civil society, and other stakeholders. Given that the influence of IFls in fiscal policy making
is persuasive (rather than coercive by means of legal sanctions or other punitive measures),
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media coverage of their work assists in fostering informed constituencies that may then
exercise timely pressure on the government to behave transparently and responsibly in
fiscal matters” (von Trapp, L. and S. Nicol (2017).

The FPB utilizes numerous quantitative KPIs, such as number of press articles, number of
website visitors, number of report downloads/consultations or subscriptions for events
organised by the FPB. These metrics provide a valuable opportunity to assess the success
of implemented tools and strategies, guiding the organization in refining and establishing
new pathways forward. In other cases, namely the statistics derived by social media
platforms or the mentions the FPB receives in parliamentary floor, information is not being
collected and analysed due to resource-constraints (data gathering and processing is often
too manual and time-consuming vis-a-vis the limited resources of the institution).

However, there is a growing need for a more automated system, potentially incorporating
Al, to streamline KPI tracking and improve data handling. Additionally, the focus has evolved
from purely quantitative metrics to a balanced approach that values both quantity and
quality. Quantitative KPIs reveal the extent of an initiative’s impact, acting as the first layer
by indicating whether objectives are being met and to what degree.

Quality metrics, on the other hand, add depth by offering insights into how implementation
is performing — evaluating how various tools, techniques, and strategies work in synergy to
fulfil their intended goals.

Based on this perspective, simplifying the process for monitoring quantitative KPls and
broadening the scope to include qualitative indicators could be helpful. These qualitative
insights, gathered from feedback and conversations, will help shape a more holistic and
adaptive evaluation model.

Where to find the public?

To increase their outreach institutions must tailor their communicational strategies and
tactics to their own reality. For the case of Independent Fiscal Institutions, their nature gives
them the possibility to be proactively invited by newspapers and tv channels to showcase
their work. Or, at least, such means of communication often incorporate the information
provided by IFIs and their own content, providing a news coverage of IFIs’ studies and
reports.

Additionally, IFIs count on their own spaces to proactively engage individuals, having a full
responsibility on how to proceed. Whether on how to structure their website, what social
media to have or what content to create, IFlIs can have their own idiosyncrasies and fully
define what strategy to move forward.

As so, it becomes important to understand their country-reality and how the citizenry
interacts with the offer they have in terms of news access.

In the case of Belgium, the results presented below consist of information collected by the
Centre for Information on the Media (CIM) for their report on “Media consumption in
Belgium”? and in the “Digital News Report”?® provided by Reuters Institute and the
University of Oxford.

27 https://www.cim.be/resources/news_images/CIM_EstablishmentSurvey2024_NL.pdf

28 https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2024/belgium#_ftn1
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e Trust in news has been oscillating and was around 44% in 2024. Frech-speaking
significantly trust the news less than Flemish-speaking (35% compared with 51%).

e TV is still the device with highest penetration (95,2%) followed by Smartphones
(90,6%) and Laptops (78,5%). Other portable devices, like Radios (63,4%) and
Tablets (54,9%), also have expressive penetration rates.

e The main source of news is online (including social media) (75%), with TV
continuing a downward trend of influence (from 75% in 2016 to 52% in 2024).
Traditional printed media has kept decreasing (20% in 2024) at the same path as
social media has been increasing (40%). Only 15% assume to pay for online news.

e Indigital devices, smartphones are the preferred ones for news (72%), followed by
Computers (61%). Tablets lag a huge distance behind and present a constant trend
(around 23%).

e Among social media Facebook ranks as the most popular platform (65% in overall,
in 32% for news), followed by YouTube (49%, 16%), WhatsApp (56%, 14%),
Instagram (39%, 14%) and Facebook Messenger (47%, 12%).

e The popularity of social media goes together with its users’ number. The four social
media platforms with more users (in December, 2023) were®®: Facebook (8.4
million), Messenger (6.2 million), Instagram (5.2 million) and LinkedIn (5.17 million).

Users in December 2023 -
(In millions)

0 1 2 3 4 5 6 7 8 9
Facebook I 8,4
Messenger NN 6,2
Instagram I 5,2

Linkedin I 5,17

e Attending to the seniors’ (above 65 years old) digital gap — 34% with less usage of
social media vis-a-vis Belgian average - it is expected to find a demography
distribution of citizens across different platforms.

2 https://napoleoncat.com/stats/social-media-users-in-belgium/2023/12/
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4.1. FPB’s Web page

The FPB has recently (December 2024) renewed its website. The previous version of the
website was often perceived as old-fashioned and not user-friendly. This digital
shortcoming limited FPB’s accessibility to both the public and media, affecting the overall
visibility of its work and making it difficult for stakeholders to stay informed about upcoming
events and publications. Recognizing these issues, FPB developed a new website aimed at
modernizing its digital presence.

One key feature under consideration for the new webpage is a dedicated news section. This
could include recent mentions of FPB in the media, relevant articles, and updates, allowing
visitors to see how FPB is engaging in current economic, social and environmental and
sustainable development discussions. Such a section would not only improve
transparency but also help foster a connection between FPB and its audience by
showcasing its influence and participation in public discourse.

Among the novelties of the new web page, the FPB now presents an events calendar, which
can serve as a key resource for stakeholders to map important events, document releases,
and media-related updates. This update responds directly to a need identified by the OECD
in 2023, “although stakeholders would like to see a more precise calendar with upcoming
dates, many are contingent on unpredictable government timelines.”.

The new website’s design aims to resolve these issues by implementing a more dynamic,
accessible layout that better meets the expectations of modern users, including a
centralised calendar for media and stakeholders to follow FPB's agenda in real time. This
digital update represents a step forward for FPB, addressing current limitations and
establishing a more transparent, user-focused online platform.

Additionally, the new web page became more user-friendly by expediting the way users
could navigate and find information within the webpage. In that spirit, the tabs related with
the day-to-day work of the IFI (Publications, News, Data) have their own search bars, to
select posts by Thematical area, Date or, in some areas, by Author.
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Website impact

Websites work as effective information repositories. They provide access to deeper
information and serve as a presentation letter that shows the external world what an
organization does. The kind of data institutional web pages provide is strongly related to
specialized and close audiences. Because of that, website’s aesthetics, disposition and
contents — videos or infographics —, which are sometimes incorporated with the aim to
connect with the citizenry, end up limiting its impact and reach to specialized publics.

Regarding FPB — and most IFls —, it is important to bear in mind the fact that common
citizens are still very unfamiliarized with the existence of this kind of institutions, which
makes it unlikely for them to access their websites and therefore, for the features included
on these spaces to prompt any impact over them.

However, concerning specialized audiences, to include support materials in a website has
been proven to increase the time users spend in the site and its consultation rates. They
could ideally also position the institution as a good source of information and a consultive
tool, and strengthen its reputation, as it does in FPB’s case.

e For 2022, the access to the website was majorly done via search engines (like
Google), encompassing 82% of total accesses. Afterwards, the most used source
of access were direct links (14%). The trend confirms the importance of SEO (Search
Engine Optimisations. For instance, in 2017, search engines were used in 67% of
total access, while direct links accounted for 25%.

e The tendency over time has been for an increasing of the use of mobile to access
FPB’s website. In fact, considering the 5-years period between 2017 and 2022, the
proportion of mobile users has tripled (to 37%) atthe expenses of the desktop users.

Annual evolution of device category: desktop, mobile and tablet (%)
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e FPB’s website is meant to serve citizens with different native-languages. In specific,
there is the possibility to show the website’s content in French, Dutch and English.
Looking at the evolution of the languages shown to display the website there isn’ta
wide change in preferences: Dutch is chosen in around 40% of the cases and 30%
picks the French option.
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Annual evolution of the language role of website users (2018-2022), in %
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e FPB’s website session duration has been decreasing on average — while for mobile
users it has been kept steady. Based on the last Digital Experience Benchmark
Contentsqueares’ Report®®, the FPB’s website duration per session is close to
average. The study analysed data from 20 billion user sessions around the world and
was able to track average time on page amongst 10 fields or industries. It lacks
information about institutional websites, but it analysed Financial Services web
pages — which would be the closest analysed field to FPB’s activities —, concluding
their average time on page was 60 seconds.

If this data is monitored across time it allows to conduct user path analysis. This
approach helps assess whether high session duration rates or a large humber of
page views per session indicate genuine user engagement or potential difficulties in
navigating the website due to a complex structure.

Annual evolution of average session duration on the website for all users, desktop and
mobile users (2009-2022)
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80 Contentsquare, 2023 Digital Experience Benchmark — User Experience Report and Interactive Explorer: https://contentsquare.com/digital-
experience-benchmark-2023/ and Statista Most Popular Websites worldwide time per visit ranking (2023):
https://www.statista.com/statistics/1201901/most-visited-websites-worldwide-time-visit/
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e Within website analytics it is necessary to differentiate amongst Users and New
Users. While Users refers to active operators - the number of people who engaged
with FPB’s website during a date range -, New Users denote to the number of
people that accessed the webpage for the first time during the examined date
range — measured considering access from different servers. New Users rates
could provide insight on the breath of name-recognition and knowledge about the
institution and locate punctual strategies’ impact. Although with a constant
increase, 2022 represented an exceptional year of accesses to the website, most
likely related with the inflation phenomenon.

Annual evolution of the number of users (2009-2022)
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4.2. Media coverage

Until recent times, many IFls considered mentions in the press as one of the most valuable
Key Performance Indicators of their impact, as a reference to determine the IFIs’ reach
scope towards the media, the stakeholders and the common citizens. However,
communication studies and trends show societal behaviour towards news and information
sources is experiencing major changes in what concerns civil society. The decreasing
credibility in the media is impacting the rates of common citizens that get their information
through newspapers.

Thus, itis accurate to consider impacts on the press are relevant and provide an idea of the
institution’s presence among its specialized and interested audiences - those interested
enough to have access to newspapers and read through the economy section.

The FPB’s numerous mentions in the media also show its work adds value to the journalists
at a national and — up to some extent - regional level, which has been substantiated by its
stakeholders. They indicate the Belgian IFl has managed to develop an articulated strategy
when concerning its relations with the media, and that it has succeeded to set its own
space and reputation within their agenda. This data also demonstrates the effectiveness of
the IFI’s press notes’ divulgation processes.

Over atime span of 12 years (2010-2022), the FPB was mentioned on average 909 times per
year in the press. The tendency of the mentions has proven to suffer volatility. In fact, we
can relate the increases in mentions in some years with some specific events, i.e. for 2022
a sudden increase in the number of mentions can be temporally associated with the
increase in inflation. From a bilingual perspective, FPB behaviour has been of equilibrium:
the number of mentions across Dutch and French press has been kept approximately same.
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Annual evolution of the number of articles in the Dutch- and French-
language written press (2010-2022)
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These variations should be analysed with caution, as media impacts can result from
numerous factors beyond the communication strategies implemented by the IFI. Similarly,
a decline in the FPB’s media presence does not necessarily indicate a decrease in
recognition or familiarity among its specialized audiences—on the contrary, consistent
news coverage would likely contribute to a cumulative effect, strengthening its presence
over time. Moreover, FPB’s media mentions do not necessarily mean the institution is
effectively reaching audiences beyond its core specialized sphere. These impact rates
remain insufficient to accurately assess how audiences engage with the IFl and to what
extent its communication efforts are reaching beyond its most specialized publics.

References

Within the IFls sphere, some of the most highly regarded organisms, such as the Office for
Budget Responsibility (UK) or the Canadian PBO, use quality and strategically located KPls
- specifically linked to the accomplishment of an individual clear target —, to determine their
impact over their publics.

Due to the weakening of traditional media and their communication’s apparatus evolution
(positioning them within new communication model stages) these IFls consider the number
of mentions in the press does not offer enough insights about the outreach level of their
communications activities. Instead, they prioritize the quality of the impact. As the OECD
also points out: “It should be noted at this point that communications impact is not
everything. It will not guarantee good fiscal outcomes”™.
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Box 5: Changes in the Media landscape

The Media Review 2024 by Kreab concludes the whole traditional news sector faces major
challenges such as loss of credibility, misinformation and adaptation to new technologies.
Format innovation and interactivity are essential to reach significantly numerous groups of
people and more diversified audiences.

This data provides some hints about possible support points in which to base a more strategically
developed communications plan for FPB, and sheds light about the value of impacts in the media
to determine the institution’s influence or visibility amongst Belgian global population.

Concerning the international public sphere and regarding this matter, the OECD points out at the
changes the media landscape is experiencing, with “shift towards more digital environments, and
away from traditional sources” (OECD from Newman et al., 2023). The organization considers
“many are turning away from news entirely amid and often-depressing news agenda”. Which it
considers, “as well as spelling trouble for well-informed democracies, this spells trouble for how
citizens engage with the public finances”. When talking about communications at IFls, the
organization highlights the importance of migrating towards other channels and spokespeople:
“New generations are eschewing conventional ways of receiving their information. Instead, they
are embracing more engaging platforms such as video-led networks (...) Moreover, mainstream
journalists struggle to get attention on networks such as Instagram and Snapchat, where
personalities, influencers, and ordinary people are more prominent even for news (OECD 2024
from Newman et al, 2023).

Different IFls carry out surveys and polls periodically to get better knowledge of their
reputation amongst different publics. The Netherlands’ Central Planning Bureau (CPB)
conducts an awareness and reputation survey amongst the wide public. This has provided
the institution with valuable inputs and served as an objective proof of the IFI’s relevant role
in society. The CPB also carries out surveys amongst its internal publics, which is also
considered “a core practice” at Belgium’s Federal Planning Bureau (FPB), where one survey
has been carried out by university students among young adults (between 24 and 30 years
old) since the very recent professionalization of its communications activities. The Office
for Budget Responsibility (UK) also carries out surveys amongst its internal publics.

4.3. Social Media - Linkedln and X

FPB has integrated social media into a stage 2 communication model, primarily using these
channels in a largely unidirectional manner. With limited exceptions where it engages with
its closest and most specialized audiences, FPB’s approach focuses on informing rather
than persuading, engaging, or fostering dialogue.

Within the social media landscape, FPB maintains institutional accounts on LinkedIn and
X, while its Commissioner does not have a social media presence. These platforms are
used to share institutional activities, announce the release dates of studies, and
disseminate the studies themselves.

The Sustainable Development Department is the only department that issues
recommendations — albeit relatively mild ones. Given its focus on socially relevant topics,
this department is well-positioned to create content that resonates with broader
audiences, particularly younger demographics. Its thematic emphasis allows for more
creative storytelling approaches, showcasing the tangible impact of FPB’s work on citizens'
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daily lives. Nonetheless, given the broad scope of the IFl and its founding values — to remain
impartial, neutral — the selection of specific topics could be perceived as a political choice.
Toupholditsindependence, the FPB faces the challenge to balance coverage across social,
economic, environmental, and sustainable development issues.

Presence on X, formerly Twitter

Social media remains a valuable and necessary tool for institutions to inform the public.
However, its relevance and strategic orientation are increasingly uncertain. Since its
rebranding as X, the platform has experienced a decline in influence, as its role in public
debate has been overshadowed by the heightened visibility of polarized discourse.

Following the policy change permitting a range of explicit content, the platform suffered a
significant shift in its dynamics. In response, some Independent Fiscal Institutions (IFIs)
have already chosen to close their X accounts — such as the Canadian Parliamentary
Budget Office — while others, including the Irish Fiscal Advisory Council, are either
considering this step or actively preparing alternative strategies. The European Commission
has also opened a formal investigation for possible breach from X of the Digital Services
Act®'. In that sense, the Federal Planning Bureau is currently waiting for the results of the
investigation to decide about its continuity in the platform.

Concerning this social media, FPB holds two different accounts, each one oriented for a
different language: one in Dutch and other in French. FPB follower’s trajectory shows a
steady growth that slowed down after the COVID pandemic (2020). Albeit the Dutch
account grows faster in terms of new followers, there is no direct reason to explain these
results.

New followers per year on the Dutch and French FPB's Twitter pages (2018-2022)
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However, the available data shows a wider difference between the number of views
published in the Dutch and French Twitter pages of FPB. On average, the tweets published
in the Dutch twitter page have 40% more views than the ones posted in the French twitter

page.

31 https://ec.europa.eu/commission/presscorner/detail/en/ip_23_6709
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Annual evolution of the number of tweet views on FPB's Twitter pages (2018-2022)
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Performance on X: FPB vis-a-vis other IFls

The comparison of IFl engagement across countries has been estimated by analysing the
proportion of each institution’s social media followers relative to the total population of its
respective country. The data indicate the number of people per 100,000 inhabitants who
follow each institution on X. Based on this metric, Belgium ranks 5th. However, to draw more
meaningful conclusions, it would be valuable to examine additional factors, such as the
prevalence of social media usage across the countries included in the comparison.

Absolute nr. of followers in X and nr. of followers / 100.000 inhabitants
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Presence on LinkedIn

It is a highly specialized growing social network, which supports conversation with certain
publics from a professional approach.

The number of followers of the FPB shows an upward trend in LinkedIn. The rhythm of
increase has been highly volatile and between July-2022 and May-2023. Since last year’s X
- former Twitter — debacle, LinkedIn is becoming more personal and, as Microsoft Corp
revealed, “users have shared 41% more content on the network than they had in the same
period in 2021”. Internet culture experts, such as Bloomberg’s newsletter author, Sarah
Frier and the author of the successful newsletter Embedded, Kate Lindsay, have frequently
echoed this trend: “writing earnestly on Linkedln was once derided as awkward and
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professionally desperate (...) Now, trying to become a so-called think-fluencer seems
strategic” (Frier, 2023).

The Federal Planning Bureau only holds a LinkedIn account where each post is shared in
Dutch and French language. All-in-all the number of posts in French have been equal to the
number of posts in Dutch and there was an upward trend in the monthly number of posts
published.

Monthly evolution of the number of new followers on LinkedIn and the number of
LinkedIn posts (July 2022-May 2023)
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The data available shows that page views experienced significant variation between May-
2021 and May-2023, with major peaks around January-2022 and March-2023. These spikes
represent the highest engagement levels, suggesting that specific events or content types
may have successfully attracted audience interest. In contrast, several months, especially
in 2021, display lower levels of page views.

The number of LinkedIn posts shows some fluctuation but remain fairly moderate for most
of the observed period. However, there is a marked increase in the number of posts leading
up to March 2023, which correlates with the spike in page views during that month. This
suggests that increased posting activity may have contributed to higher engagement levels,
demonstrating a possible link between posting frequency and page views.

Despite the increase in posts around March 2023, the number of posts appears to decrease
sharply in April 2023, accompanied by a decline in page views. This pattern may indicate
that consistent posting is necessary to maintain higher engagement, and sporadic activity
could lead to fluctuating metrics.
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Monthly evolution of the number of page views of FPB's LinkedIn page and the number
of LinkedIn posts (from May-2021 until May-2023)
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In addition, increased posting appears to have a positive impact on page views. However,
sustaining engagement over time requires further analysis. The data suggest that regular,
high-quality posts and varied content formats may contribute to maintaining audience
interest. Understanding the relationship between posting frequency and page views
provides insight into how FPB’s LinkedIn presence evolves and the factors influencing its
visibility on the platform.

Performance on LinkedlIn: FPB vis-a-vis other IFls

The comparison of IFls across countries has been estimated by analysing the proportion of
each institution’s social media followers relative to the total population of its respective
country. The graph ranks nine IFls by their number of followers per 100,000 inhabitants.
Based on this metric, Belgium ranks 3rd. However, to draw more meaningful conclusions,
it would be essential to examine other factors, such as the overall prevalence of social
media usage in the countries included in the comparison.
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References

As shown in several studies, the social media context has rapidly changed over the last few
years. The new communication trends directly address common citizens, who are willing to
know more about their institutions and to connect from a humane perspective with them.
This has prompted the arrival of Instagram to most international prestigious finance and
economic-related organizations, private corporations or NGOs. Through their Instagram
accounts organizations reach a wide age range of audiences and get the opportunity to
show its spaces, activities and experiences, with a close approach.

Instagram also brings the possibility to embrace other powerful communication trends:
nudging and gaming - considered by the European Central Bank’s communications
guidelines “dynamic processes of two-way learning between central banks and the general
public” —, which improve “the potency and reach of their messages and the quality and
quantity of the feedback they receive on them” (Haldane, 2017). Content gamification has
proven to be an effective tool to engage with younger audiences and enhance the
institutions’ visibility.

Potential lines of action

Could the Federal Planning Bureau open an Instagram account, as new channel to communicate
with less polarized and specialized audiences, from a closer perspective, and with a more solid
structure and defined medium-term outlook?

Suggestions on procedures

A) The channel could firstly emerge as a centralized representation of the whole institution.
After carrying out a performance assessment of the implementation of the tool, FPB’s
communications department could analyse if — and to what extent- creating social
media accounts exclusively for the Commissioner could benefit the general strategy.

B) The contents’ formats could be adapted to the desired goals. For instance:

Photo dumps could be used to illustrate the Commissioner’s daily life, presence at
national/international official trips, or thoughts on a specific daily life event and how
it is impacted by fiscal policy.

Videos or Reels could also include a recap with the mostimportant achievements or
steps taken by the institution within each week, fortnight or month. Moreover, it
could cover the Commissioner’s or other high representatives’ visits or participation
at events or having the Commissioner doing a small recap on the meeting he just
attended, its importance and FPB’s role on the topic discussed.

Stories could cover FPB’s internal activities, the evolution of joint campaigns
propelled by the Civil Affairs Official, activities with civil society, day to day life within
the institution, presentation of the trainees and their tasks, their impressions on the
experience.

C) Instagram also offers the opportunity to educate wider audiences about simple
concepts related to fiscal policy and debt sustainability through simple and aesthetically
attractive charts and diagrams or simple messages — as shown by @Eurostat or the
Official European Commission account for Digital EU.
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Potential lines of action

Could the Federal Planning Bureau establish reputational Key Performance Indicators and
adopt advanced assessment tools—such as Data Science for Sentiment Analysis, polls, and
surveys—linking them to measurable independent targets, quality-based indicators, and
behavioural research findings to generate deeper strategic insights and adapt to evolving
communication trends?

Suggestions on procedures

A) FPB could also benefit from establishing in a more clear and detailed way the connection
amidst the communications plan individual goals and the specific strategies, tactics,
techniques and tools developed to accomplish them. This would enable the IFI to
objectively determine the extent to which its targets have been met, as well as to identify
the most efficient or favourable techniques to do it. It would also favour the use of data
for evidence ROI — Return of Invest —, content tailoring and message adjustments.

B) Taking record of this data could help objectively trace and evaluate the circumstances in
which FPB’s contribution to democracy increases or decreases and to find out why or
how.

C) FPB would benefit from using Artificial Intelligence audience segmentation tools.

4.4. Newsletters

The FPB has faced various challenges in its mailing and newsletter communication
strategies, primarily due to GDPR compliance, technical limitations, and logistical hurdles.

The GDPR regulations have also limited the FPB’s ability to collect detailed user
engagement data, permitting only anonymous statistics (such as received and opened
counts) through the Flexmail system. This limits the ability to gain insights into specific user
interests and overall engagement with FPB’s content.

In December 2022, the FPB migrated to a new cloud-based mailing system, Flexmail, which
provides options such as anonymous statistics, deferred mail sending, and a template
system to streamline communication. However, the transition resulted in a decrease in
subscribers. Additionally, subscription issues have arisen due to firewall restrictions,
particularly affecting journalists and other external stakeholders who cannot easily
subscribe through Flexmail. Consequently, press communications continue to be managed
via traditional mailing methods.

The FPB offers five mailing categories: publications, press releases, databases (e.g.,
inflation forecasts), events and job announcements. While the Flexmail system has
improved continuity and operational efficiency, the lack of topic-based subscription
options has reduced the personalization of mailings. This choice was made due to the
varied frequency of themes, which can span years, potentially leading to infrequent or
unpredictable mailings for certain topics.

Historically, the FPB attempted to establish a core activities newsletter; however, it was
discontinued due to challenges with content regularity and limited staff capacity. Presently,
the lack of a general newsletter limits comprehensive outreach regarding FPB activities,
although new features and periodic improvements may provide a basis for future updates
to this system.
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Potential lines of action

Could the Federal Planning Bureau create a monthly newsletter?

Suggestions on procedures

The Federal Planning Bureau could include a segment with its most viewed (or reacted)
LinkedIn and X’s posts.

The Federal Planning Bureau’s newsletter could include mini-blog entries where its staff
would comment on their daily professional life from a personal point of view.

The Federal Planning Bureau could use its newsletters to launch at least one survey per
year to know more about its closest audiences and measure their sentiment towards the
institution, as well as engaging on conversation with them.

4.5. Events

Currently, events can be organized by FPB staff members by filling their proposals for
approval without a unified system. The lack of centralized coordination affects both the
institution’s visibility and the consistency of communications with target audiences.

The FPB has hosted a variety of events in recentyears, including several webinars on diverse
topics and an in-person conference focused on public investment. Webinars can be
recorded and made available on the FPB’s YouTube channel, enhancing accessibility and
extending the reach of each session beyond live attendance. However, there is currently no
comprehensive record of all past events, nor a systematic approach to tracking
participation, engagement, or follow-up.

Potential lines of action

Could the Federal Planning Bureau develop a centralized system to document and manage
events to streamline coordination and maintain a detailed archive of event types, attendance

figures,

and engagement outcomes? Such an archive would support long-term planning and

strategic communication efforts, maximizing the impact of both virtual and in-person
engagements.

A)

Suggestions on procedures

Due to its expanding presence amongst the most specialized audiences through its
participation at events, FPB could train at least one spokesperson in both its General
Directorate and its Sectoral Directorate — the most active areas referring to events -, to
represent the IFl in specialized and highly technical events. Thus, both Division Directors
would be able to delegate their attendance while still benefiting from FPB’s presence and
favouring a sustainable growth of this communications strategy.

Both divisions participate in Data Management, Public Policy evaluation and thematic
events, which favours the IFI’s expansion towards diverse knowledge areas.
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Chapter 5: FPB’s External communications SWOT Analysis

The preceding chapters have provided a comprehensive assessment of the Federal
Planning Bureau’s (FPB) communication landscape, detailing its historical evolution,
current practices, audience relationships, and channel effectiveness. This analysis has
highlighted FPB’s strengths, such as its technical credibility and stakeholder trust,
alongside challenges like resource constraints and an underdeveloped digital presence.
The following SWOT analysis consolidates these insights, offering a structured framework
to identify internal and external factors that shape FPB’s external communication strategy
and inform potential lines of action for enhancing its impact.

STRENGHTS WEAKNESSES

- Consolidated and respected image among
specialized and technical audiences, due to its
long history and experience.

- Highly collaborative, committed staff with
excellent technical reputation.

- Good relations with the media.

- Limited resources to its needs and mandate.
-Short trajectory of communications
professionalization.

- Low formalized procedures to embed a
communications culture within the institution’s
structure.

- Overworked staff.

- Limited direct engagement with the general public.
- Risk of continuity

- Lack of an independent budget

- FPB is present in the media (700 news articles in
2024) but not being recognized among the citizenry

OPPORTUNITIES THREATS

- General drop of trust rates in non-independent
institutions (general government), creates a
demand for trustful, objective and independent
sources.

- New configuration of the media dynamics:
citizens look for information through social
media, direct sources and demand more
interaction and conversation.

- Gained importance of fiscal rules due to the
New Fiscal European Framework and the
mandate to ease the adaptation to a New Fiscal
National Framework.

- Direct wide exposition to the citizenry due to
the costing of electoral proposals — opportunity
to stablish close contact and to position itself as
a guiding ally.

- Highly wide mandate without enough allocated
resources, endangerment of its independency to
choose the most relevant areas of analysis.

- Risk of further enlargement of the mandate (new
secretariat or new missions)

- Low ownership of the narrative transmitted to the
citizenry about the institution.

- Potential unpopular conclusions in the eyes of
common citizens.

- Exposed to politization, attacks or misused of its
work by political parties due to its broad mandate
(e.g. analysis of cost of political programs).

- Language of the Commissioner (impact on media
presence and requests)
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Benchmarking

2.1. Communications amongst IFls and other organizations

Independent Fiscal Institutions differ across the globe, as they are shaped and build on top
of a specific local context. The benchmarking exercise made below was made to grasp
different communication models in possibly unsimilar IFls.

The choice of what peers to include was settled in a 2-stages process: first, four of these
IFIs were similar institutions that could together embrace a common institutional design
and, from a formal point of view (as per OECD’s Fiscal Advocacy Index in (OECD, 2024) -
Canadian PBO, the Netherlands CPB, the UK OBR, the Irish Fiscal Advisory Council and
Spanish AIReF.

Afterwards, given the different nature of this report, we intended to broaden the vis-a-vis
analysis to other IFlIs who would be — at first sight — out of orbit to compare institutional
setting but could provide in hypothesis an interesting approach in terms of their
communication actions. For that matter, South America was considered a prone territory
to possibly find models of communication grounded on a sense of novelty — as per the IFls
themselves.

In that sense, we have added the Brazilian and Colombian IFls (both relatively recent in
terms of foundation) to the comparison. The premise of this choice also considered that
these IFls would not have the weight of time on them: as more recent institutions their
internal modus operandi could potentially deviate from the ones found in more antique and
stabilized institutions.

All-in-all, the pick of these IFls/organizations tried to mimic an assumption that two
different type of institutions were found: on one side, non-political stable institutions
probably more conventional in their communication strategies. And, on the other side,
institutions assumably bolder in their communication strategies, either due to their
different nature or to their novelty.
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IFI Brazil

IFI Canada
((:4:]0)]

IFI Colombia
(CARF)

IFl Ireland (Irish
Ad. Fiscal
Council)

IFI Netherlands

(cPB)

IFI United
Kingdom (OBR)

IFI Spain (AIReF)

Federal Planning
Bureau (FPB)

Foundation year

Total Staff Number

Num.

Communications

staff

Social Media
platforms

2016

14-15

1 professional

2 trainees

LinkedIn
X
YouTube
Facebook

Instagram

2006

40

LinkedIn
X

YouTube (last
new content: 7
years ago)

2022
8 - full time

+ 5 no exclusive
dedication

LinkedIn
X
YouTube

Instagram

2012
5 - full time

+ 6 no exclusive
dedication

1-50%
dedication

LinkedIn
X

YouTube

1947

150 — full time

6— full time

+1-30%
dedication

LinkedIn
X

YouTube

2010

50 approx.

4 - full time

+1-50%
dedication

LinkedIn
X

YouTube

2014

75 — full time

1 - full time

1-35%
dedication +
outsourced team

LinkedIn
X
YouTube

Facebook

1959

100 (93 FTE)

LinkedIn
X

YouTube

For the following exercise, we will analyse IFI’s social media activity on LinkedIn and X by randomly selecting November 2024 as the data collection
period. This approach ensures an objective and unbiased evaluation of IFI’s social media strategy. By examining key metrics such as posting frequency,
engagement levels, and content type, we can gain valuable insights into the effectiveness of their digital presence. This analysis will help identify
strengths, areas for improvement, and opportunities to enhance audience engagement and brand visibility.
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IFI Canada
(PBO)

IFI Colombia
((o7:0313)]

IFl Ireland
(Irish Ad.
Fiscal
Council)

IFI Netherlands
(CPB)

IFI United
Kingdom (OBR)

IFI Spain (AIReF)

Federal Planning
Bureau (FPB)

Number of
followers in
LinkedIn

Number of
followers in
Linkediln /100.000
inhabitants

Number of posts

Number of likes
(average per post)

Number of
comments

Number of shares

Engagement rate
per post ((likes +
comments +
shares)/number of
posts)

Posts’ content

2131

14

51 (3,6)

3,9

Reports - 2

Opinion article - 1
Interviews - 3
Events - 2

Future
announcements - 4
Presenting the IFI - 2

1427

28 (3,1)

3,8

Reports - 7
Events - 2

1246

35 (35)

42

Reports - 1

781

15

33(33)

40

Reports - 1

11286

59

281 (35,1)

14

37,25

Reports — 1
Opinion articles -3
News’ mention —2
Interview — 1
Jobvacancy -1

1427

0 (only 1 since
account was
created)

4121

1

112(10,1)

18

12,2

Reports - 8
Events -1
External review -1
Social impact
initiative -1

2753

20

78 (13)

14,5

Activities Report —
2 (FRand NL)
Announcing new
director-2 (FR and
NL)

Job vacancy -1
(NL)
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Platform

IFI Brazil

IFI Canada

(J:10)

IFl Colombia
(CARF)

IFl Ireland (lIrish
Ad. Fiscal Council)

IFI Netherlands

(cPB)

IFI United
Kingdom (OBR)

IFI Spain (AIReF)

Federal Planning
Bureau (FPB)

Number of
followers in X

Number of
followers in X
/100.000
inhabitants

Number of posts

Number of likes
(average per post)

Number of
comments

Number of shares

Engagement rate
per post ((likes +
comments +
shares)/number of
posts)

Posts’ content

21373

10

50

252 (5,04)

81

6,84

Opinion article - 2
Interviews - 3
News’ mention —43

Presenting the IFI - 2

4275

11

Left X; no
activity since
June-24

4909

11 posts (one
thread with
10 posts)

259 (25,9)

159

38,5

Reports — 11

2257

43

9 posts (two
threads with 4 and
5 posts)

59 (6,5)

25

9,4
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Good Practices Guide

To spot the most useful Communications Practices for FPB, minding its characteristics,
mandate and goals, other Independent Fiscal Institutions have been examined and
interviewed: Brazilian IFl, Colombian IFI (CARF), the Canadian IFI (PBO), Netherland’s IFI
(CPB), Irish IFI (Irish Fiscal Advisory Council), the United Kingdom’s IFl (OBR) and the
Spanish IFl (AIReF). To add the greatest value possible to this review, other institution’s
practices have been analysed as well.

Regarding this second group of institutions, in some cases the selection criteria was based
in their potential common purpose with FPB. Others have been selected minding their
mandate to foster democracy and having data-based activities, such as central banks or
statistical institutions (Central Banks, IMF and Eurostat), or a similar multi-layered and
intersectional organizations that face the challenge to connect across different audiences,
like the European Commission and the United Nations.

Within the good communications practices spotted it has been possible to identify a series
of concepts underlaying the most successful communications actions and tools within IFls
and other organizations. These elements have an intersectional nature and are intertwined
within the whole communications strategy at institutions. These are related mainly (but not
exclusively with) clear communication (accessibility and Plain Language standards),
localization and segmentation by audience, humanization, storytelling, regionalization and
physical presence.

Summary of Good Practices

Adopt Plain Language and Clear Communication: Ensure reports use accessible
language, avoiding unnecessary technical jargon while maintaining accuracy.

Provide Multiple Report Formats: Offer different report versions (e.g., 2-page, 20-page,
and full-length) so audiences can choose their preferred depth of analysis.

Enhance Report Readability: Use interactive indexes, infographics, and summary boxes to
highlight key findings and improve comprehension.

Improve Web Page Design: Optimize the website with clear navigation, intuitive content
segmentation, and strategies to improve accessibility.

Increase Media Presence: Expand media engagement by encouraging multiple
representatives (not just senior officials) to participate in interviews and briefings.

Strengthen Relationships with Journalists: Establish regular press briefings and
background sessions to ensure accurate reporting on FPB findings.

Prioritize Social Media Strategy: Focus on high-impact platforms like LinkedIn and X,
adapting content to maximize engagement.

Leverage Interactive Digital Content: Introduce explainer videos, live Q&A sessions, and
webinars to make fiscal information more accessible.

Utilize Gamification Techniques: Enhance audience interaction with quizzes, polls, and
engaging formats that simplify economic concepts.

Partner with Influencers and Opinion Leaders: Collaborate with credible voices to
expand FPB’s reach and engage diverse audiences.

Develop Fiscal Literacy Materials: Create educational guides, blog posts, and short
explainer videos to improve public understanding of economic issues.
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Engage with Schools and Universities: Offer guest lectures, open days, and tailored
materials to foster fiscal awareness among students.

Launch Newsletters and Podcasts: Provide digestible updates on economic topics
through regular newsletters and short podcast episodes.

Conduct Surveys and Audience Research: Gather feedback on audience preferences to
tailor communication strategies and improve outreach.

Host Public Engagement Events: Organize open visits, webinars, and forums to strengthen
public trust and institutional transparency.

Train Internal Staff on Clear Communication: Provide training sessions to enhance staff
engagement with the media and the public.

Chapter 1: Independent Fiscal Institutions

1.1. Clear Communication and Plain Language

The United Kingdom IFI (OBR) and Canadian IFI (PBO) are two IFls considered amongst
its peers particularly successful. Both share the fact that most of their efforts and
resources are focused over the development, design, accessibility and availability of their
published materials. Their communications assessment is based on the downloads,
clicks and access to their publications within their webpage.

The IFI from the UK pays special attention to the readability and access standards to its
reviews, always looking for new ways to portray the information in the simplest way
possible. The institution takes care in-house of the whole review developing process:
graphic design, internal coherence assessment, adequation to accessibility standards in
the webpage and adequation to Plain Language principles. In this regard, OBR constantly
tests and assess their reviews’ complexity levels. For this purpose, the comprehensibility of
their materials has been tested among high school teachers. Currently, Al-driven tools are
used with the intent of having their materials intelligible to a standard university degree
student from any knowledge field. The institution even promotes consultations amongst its
closest stakeholders and internal audiences to research about ways to improve the delivery
of their findings, such as defining the optimal length of the documents.

As so, the OBR - like the Canadian PBO - has started replacing long reports with shorter
materials that are complemented by more in-depth documents, offering personalized
materials for different audiences. To achieve this goal, the institution’s staff has agreed that
reports need to provide the information within a 2-page, a 20-page and a 200-page length
document, where the user chooses the degree of depth according to their interest.

The Netherlands IFI (CPB) also gives great importance to its technical documents’
development processes, specially to their format, structure, readability and accessibility -
which are periodically tested. CPB’s communications department devotes many of its tasks
to make sure the creation and delivery process of its reports are curated in detail. Having
that in mind, their contents are produced with the participation of an information specialist
(to manage data flows in the publications) and a specific function for infographics design,
willing to create a visual design adapted to the brand’s materials - provided by an external
company hired to create their brand image.

Concerning the importance given to Clear Communication and Plain Language standards,
the IFI counts on guidance and expertise of an externally hired writing coach thatis available
to support the whole process of materials’ development. The IFI also provides all its new
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staff members with a writing course to help them create messages oriented to inform the
public in the most clear and accessible way possible.

1.2. Website structure
Spanish IFI (AIReF)

The Spanish IFl (AIReF) uses its online space as one of its main tools to reinforce its
commitment with transparency and openness. Through its website the institution conducts
a notable and thorough exercise. AIReF’s web page also serves as a repository of all its
reviews and studies, as an informative tool through the publication of the IFI’s news, an
educational tool for highly specialized publics and a reference material aid for journalists
and other experts. Other remarkable sign of AIReF’s efforts to create a more accessible
online image through its website is the fact that all its most recent contents are available in
English, which connects the IFl with the international sphere, and, to some extent, the co-
official Spanish languages - following the national regulations on the matter-. It also
includes an optimal Search Engine Positioning (SEO) strategy.

The institution has also made great efforts to adapt this space and its contents to the
communication trends since its last evaluation:

e |t has elaborated and published short videos about its publications — also available
at its YouTube channel.

e |t has designed and published infographics explaining different fiscal policy
processes or its studies’ conclusions.

€ €
INFORME PRESUPUESTOS
SANDEACTIACNS 2t
:
y =

Source: AlReF.es

It has improved the space’s look and feel, changing the Home space aesthetics and design
to enhance intuitive navigation, including a multimedia rack and prioritizing the use of
images over text

The Canada IFl (PBO) aims to prevent overwhelming the user with data and complex
information and focuses over calming colours and a local image. Its home page shows the
images of its reports and their brief descriptions.
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The PBO provides independent economic and
financial analysis to Canada's Parliament

e
o
L_E

Source: PBO Canada

The Parliamentary Budget Office (PBO) provides the option to read the complete version of
its reviews within their own webpage, where they make available an interactive index that
brings the user to the specific chapteritis looking for. Canadian PBO also gives the user the

opportunity to find the Report and the Communications about them in an extra tag, and the
possibility to download the PDF document.

Published on June 28, 2024 [) PDF

This report provides an updated independent cost estimate of the Development and Acquisition phases of the Polar
Icebreaker Project.

Communications 0

Source: PBO website

The first information the user gets when opening a report is a colour square with the

Highlights, the most relevant data and conclusions from the report, focusing on the real-life
implications of the study’s findings.

ON THIS PAGE

» L ot 3834 Ly Top 7
[ Summary
The Polar lcebreaker Project: 2024 Update intraduction
S Crvigtee: Alert K Estimates
Pubtated w e 8, 034 ) FOF
Data and Methodology
This report provides eost estimate of the and Acquisiion phases of the Polar Assumed Praject Timelines
Icebreaker Project.

Total Project Costs
Sonsitivity Analysis
Modelling Uncertainty
Appendix A - Modelling Acquisition Costs

e R

Highlights band

The acqutsition of 2 Polar lcsbreakars b extimated 19 ot $8.5 bilion. Ths
i O st Diveliinent At Aeyssution

1 Polar Icebeeaker s expacted 1o be delvered in 2030-2031, and the
‘second in 2032-2033. This fepresents 3 13na 2 year delay for the first and
‘second vessels, respectively, rolathe o prior PBO woek on this Project in
2021

Arctic and Offshora Patrol Ship

Juint Support Ship

Offshore Oceanagraphic Sclence Vessel
Lewis and Clarke-class Underway
Replenishment Vessel

Source: PBO - example of a public policy evaluation review.

PBO also adds a summary at the beginning of the report characterized by Plain Language

and a very neat and simplified aesthetic design. The summary usually includes a table ora
graphic to call the readers’ attention.

Within the report, PBO gives great importance to the aesthetics and attractiveness of its
documents; because of that, the IFI considers it very important to illustrate its reports with
pictures that contribute to localize, personalize and connect the information with civil life.

65



Federal Planning Bureau (FPB) | Communication AS-IS

The Canadian PBO considers the use of varied and attractive images one the practices that
has rendered them the best results, and they count on access to premium picture libraries.

Additionally, within its website, Canadian PBO organizes all its tools under a common box,
illustrated by an image and a text description to call the user’s attention and orient them.

tome About Communications = Publications Additional Analyses Iools Election Proposal Costing

Homa + Tools

Tools
- November 16, 2023 September 26, 2023 September 13, 2023 PBO's COVID-19
IR oo pissbiiny Force Structure Model > FSR At-a-Glance Anshysis
Sl Benetit Tool of Canada’s military, % The At-a-Glance tool Microsite featuring the
The PBO COB tool is The PBO Force visuslizes and PBO's COVID-19
designed to allow users Structure Model of summarizes key driver. analysis products,
1o obtain estimates of Canada's miltary.
February 19, 2024 March 14, 2024 g July 31, 2023
% e i
ersonnel Public debt charges 3 Ready, Reckoner
Analysis Tool ﬁ calculator. = Online tool to estimate
vernmont's This tool is designed to @ the potential impacts on

largest operating cost is provide an estimate of faderal budgetary.
its staff ~ personnel the interest costs.

Source: PBO website

On its side, the United Kingdom IFI (OBR) presents the user a two text-lines description
of every chapter of the main publications in its website, with the option to download the
PDF version of the document, direct access to the Executive summary and to the full report.

6 March 2024

Economic and fiscal outlook - March 2024

The lotest update of our forecasts was published on & March 2024 in the March 2024 Economic and fiscal
outlook. Read the Executive summary for the key messages of our forecast or the full report on our

website.

r‘\ Economic and fiscal outlook - March 2024
po . .
[ ] o

Chapter 2 sefs out our forecasts for the economy over o five-year horizon. We cover our latest forecast

changes in light of recent davelopmants and the effact of policies in the Spring Budget

In Chapter 3, details the policy measures announced since the Autumn Statement last Movember, provides an
update on selected previous measures, and discusses palicy risks and unceriainties.

Source: OBR - United Kingdom

It also offers an “At a glance view”, a very graphic summarized view of the review’s
conclusions and the supporting documents of the report, a chart and tables repository with
all the graphics that complement each of the review’s chapters. Finally, like the Canadian
PBO, OBR’s mandated publications allow the user to read the whole report within the
institution’s site, which benefits users’ permanence rates, and offers an index to easily
access to the different chapters.

At a glance

ic and fiscal outlook - March 2024

b Spring Budge 2024,

Foreword
aven
07 % T $scel autoak |EFOH
t0.2028.29,

o

Supporting documents

@ March 2024 Economic and fscal ouflook ~ charts and tobles: Exscutive summary
{

.
@ March 2024 Economic and fscol outlook ~ charts and tables: Chapter 2

A successful format amongst all OBR’s audiences is the Tax by tax, spend by spend space,
where OBR provides all kind of simple information grouped by topic that links data to real
life elements.
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Tax by tax
(o | (] n -
Income tax National Insurance VAT Onshore corporation
Contributi (NICs) tax
Lontupe 2 17 Ape 2024 Lot wpdated: 17 Ape 3024
L4 3 ~ A
Oil and gas revenues Fuel duties Capital gains tax Inheritance tax

7 Ape 2024 Lot updated: 4 Apr 2024 Lowt updssed: 17 Apr 2024 ot wpdated: 17 Apt 2024

Source: OBR

To promote fiscal literacy OBR has created the Brief guides and explainers space within its
website where it places its own Brief Guide to public finances.

Overview
In each forecast we assess Spending and receipts in 2024-25
how the public finances are likely 50

to evolve on the basis of exist
Abriof guide to the ve on fhe basis of existing

public finances Government fox and spending

Deficit £87bn

W B B oG
@ 8 &

policies and our best guess at the
likely evolution of the economy. In

particular we fry 1o estimate:

5]

Spending

* how much meney the

"

o w o & o

£1,226bn

public sector will raise from
taxes ond ofher sources of

Brief guides and revenue. In 2024-25, we
explainers

Per cent of national income
g
i

expectitta raise £1,139 billion,
equivalent to around £39,000
per household or 40.9 per cent

of nafional income.

Source: OBR

1.3. TV, radio and Spokespeople visibility

United Kingdom’s IFI (OBR) deems the presence its President in the mainstream media
one of its most valuable tools to foster knowledge and familiarity of the institution towards
its external audiences. The institution is trying to extend its visibility to other members such
as technical professionals. The IFI’s communication strategy includes and encourages its
President to give interviews, especially those meant to be spread through TV and radio
media outlets. OBR’s Presidents interviews and appearances are considered very valuable
by the media and granted prime-time visibility.

Hice for Budget Responsibili
of Budget Responsibility

Source: OBR’s X account
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The institution holds very clear limits when facing interviews and uses those occasions to
enhance its mandate’s limits. When journalists ask other kind of questions the institution
moto is to “just don’t answer the questions it can’t answer”. The spokesperson promptly
explains the institution is not allowed to answer or it is legally unable to comment on
government policies - for example.

SR

Source: OBR’s YouTube channel Source: OBR’s X account

The institution has managed to overcome its most popular and charismatic president’s
name. Duringits first 10 years of history, OBR was directed by a well-known and experienced
spokesperson, seen by the general public and experts as a “personification” of fiscal policy
and the IFI’s values.

As the mandate evolved, concerns about his substitution — due to his strong link to the OBR
- raised. As a risk-preventive strategy, in all its public appearances or interviews the
President was oriented to always answer the questions on behalf of the OBR, referencing it
and stressing the fact he is part of the institution. The OBR’s experience showed its first
President and the institution where mutually enhancing their reputation and recognition.

The Netherlands Bureau for Economic Policy Analysis (CPB) has been trying delegate in
the last years some of the representation tasks to other staff members (rather than just its
Director) with the aim to expand its visibility and enhance its participation.

The IFl also undertakes interview preparation and offers training sessions to its researchers.
Videos of junior analysts explaining their conclusions or development processes in very
simple ways are also spread-out.

CPB’s staff and director are encouraged to concede arranged TV, radio and newspaper
interviews. To strengthen the IFI’s relation with journalists and the media, its director holds
yearly catch-up sessions one on one with the institution’s closest or more relevant
journalists, who take the opportunity to ask for further interviews.

For the CPB, the importance of TV and radio interviews or the transference of its visibility to
its staff members lies within one of its most relevant motoes: “to show people CPB is made
of people, not made of calculators”.

° Play episode

The Central Planning Bureau has a clear message to politicians: ‘Not everything is
possible, and certainly not at the same time!"

Geld of je

writes that shat

leven

[N) Pieter Hasekamp | directeur Centrasl Planbureau

Source: CPB’s media presence
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The Netherland’s IFI (CPB) exemplifies the potential of innovative information formats and
strong relations among institutions and media outlets. In fact, one of the features the Dutch
IFl is especially proud about is its appearance at the national, satirical prime-time news-
show “Even tot hier” (“So far”), which comments various news items and creates musical
numbers about them. During the run-up to the last elections in the Netherlands the debate
was focused on whether the costing of the parties’ election programs was useful. Some
political parties didn’t want to participate in the process and questioned its efficiency. The
show created a song about the CPB, interpreted by a well-known Dutch singer, Alain Clark,
where the IFl was praised, and the program exposed the importance of its activities.

£ b The CPB.
"GoCPBI" 4 They give hard facts

Source: Even Tot Hier, season 10, NPO (Netherland’s National Public Broadcaster) start.

The song’s lyrics illustrate national media’s support to the CPB: “...But there is one place
that is absolutely crazy. They are so intelligent there, with calculation models that tell you
everything. So, go, don’t hesitate for a moment, have your numbers looked at. Go CPB -
They calculate everything. The CPB. They give hard facts. So come with us to the CPB”.

This event exemplifies the knowledge national general media holds about the IFI. It also
shows media outlets understand the importance of the institution in the Netherlands,
believe in its trustworthiness and independence, and consider it is their duty — within their
public service commitment- to protect it and let their audiences - the citizenry- know why
its work is important.

Brazilian IFI has external agreements with the Senate’s media outlets - TV channel, radio -
to develop joint strategies and communications actions and to place its contents within the
different programs available:

- TV Senado that offers Senado Noticias - news program with 3 daily emissions -,
the Economic Agenda - a weekly program focused on economy -, and
Citizenship, a multi-thematic program about issues related to common citizens
and public management.

- Radio Senado: which emits Senate Connection, a daily news program, Gender
Program, focused on gender issues, Cultural Programs and Brazil’s Voice, with
more political content.

The IFl also develops joint coverage and campaigns with the Senate Communications office
to spread its information amongst its social media platforms and get broader visibility.

1.4. Traineeships

Within the IFIs’ dimension, the Spanish IFI (AIReF) has very successfully implemented this
communications action, based on humanization, career promotion and employer branding
techniques.

The IFI offers recently graduated and master students the opportunity to train at its offices.
After a decade, AlIReF’s traineeships are becoming more prestigious and familiar to
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economy students. In fact, when searching for “AlReF” on Google organic search tool, the
7th top searched related topic is “becas AlReF” (Traineeships at AlReF), and Universidad
Complutense — which would be the 10th. AIReF is granting its trainees and its organization
great reputation amongst the new generations of economists. Some of its former trainees
occupy -or have occupied- prestigious positions at the Bank of England, Bank of Spain or
the Spanish Presidential Advisory Office. This initiative also enhances the IFI’s visibility in
the regional level, as the traineeships are developed in collaboration with universities from
diverse Autonomous Regions.

1.5. Social Media

Concerning social media, IFls have different approaches concerning their X’s accounts.
Canadian PBO has decided to close it, the Netherlands CPB is noticing the effects of the
platform’s crisis and while it sees it as a way to better reach wider audiences, perceives a
shift towards more polarization and less utility. The Dutch IFl is very hesitant to reply to any
messages at X and prefers to relegate the tool to a spreading use rather than to engage with
other users. Based on similar observations, The Irish Fiscal Advisory Council embraced the
use of BlueSky as a plan B social network to fully replace the use of X, if or when needed.

1.6. Education Campaigns

Brazilian IFl is developing a Plain language campaign based on a dictionary of fiscal and IFI
terms, explaining every concept in a very simple way, to foster knowledge of the pillars of
the institution and its mandate.

The Netherlands CPB could be considered the most present IFl amongst the common
citizens, with mild visibility rates amongst them, as its Reputation Review 2023 shows. This
entails the fact that high-school level teachers and students have heard about the
institution, the country has subjects within its education curriculum that include fiscal
education, and the IFI has been exploring the possibility to include direct mentioning of their
name at books and teaching materials. Amongst its staff, the IFl counts on a working
professor who writes solely for high schools, producing materials related with economic
and education topics.

Concerning fiscal literacy, high school teachers know about the existence of the IFl and its
activities. They often establish contact to request information about different issues, either
to prepare their own materials for their classes or to have some guidance on how to
introduce fiscal literacy to their pupils. The process is lies from a reactive approach on the
IFl side —it does not proactively reach out to high schools, but answers to their demand. For
the CPB, these contacts are a vital element to help the IFl transcend and to be coherent
with the nature of the institution, focused on mid- and long-term, as “the students from
today will be the politicians and adult citizens of tomorrow”.

CPB also offers economy university students the opportunity to visit its offices in an Open
Day and introduce them the institutions’ functions and tasks through a guest lecture. The
IFI’s staff prepare very curated and personalized materials for the Open Day, focused on the
storyline and key messages to share. The frequency of these visits is bases on its demand
and has been increasing.

Canadian IFl is also including fiscal and IFI literacy campaigns and materials, following the
Canadian Parliament Library’s reference. The Library of Parliament in Canada presents
with very attractive, clean and modern aesthetic different introduction educative materials
to know more about the Parliament’s activities.
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People in Parliament

People in Parliament How Parliament Works

Source: Parliament of Canada, https://learn.parl.ca

This organism also shows educational dynamic and very simple animated videos where it
explains the Parliament’s functioning, and responsibilities — with more than 40.000 views.

WHAT IS
PARLIAMENT

Source: Parliament of Canada, YouTube

1.7. Open communication channels - WhatsApp or Telegram

Brazilian IFl, the Canadian PBO, and CARF (Colombia’s IFl) have open communication
channels with their closest stakeholders; some IFl’s use these channels to inform
journalists about the release of new reviews; some other use it as a direct channel to inform
and stablish direct and fluent contact with parliamentarians.

1.8. Surveys and questionnaires

The Netherlands and the UK IFls develop surveys and questionnaires. The OBR uses these
tools to ask its internal audiences about decisions concerning their functioning or details
about their materials. The CPB carries out an internal employee satisfaction review, where
it includes questions about the communication department. It also develops a survey
amongst its global population to measure its sentiment towards the institution.

Bekendheid- en
reputaticonderzoek
Centraal Planbureau 2018

Source: Central Planning Bureau, CPB, Netherlands.

Its aim is to better understand the institution’s audiences, their behaviours and
perceptions, and the nature of its relationship with them. The study is undertaken by an
external company every three years. The last review has shown, for instance, 21% of the
respondents know what the IFl does and 50% of the interviewees consider the IFl leans
towards right-handed views, and 50% considers it leans towards left-handed views.
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1.9. Blogs

To engage with common citizens and less specialized audiences, all staff from the
Netherlands IFl is asked to collaborate on the creation of the IFI’s blog. The requirements
for the entrances are:

- To focus on fiscal and economy-related issues.

- To be written from the author’s personal life and experiences — small details,
thoughts or experiences- and in a very accessible way.

This kind of approach has resulted in building a better connection between fiscal issues,
the IFI’'s publications and daily life; it humanizes the institution and gives visibility to the
staff. Authors are advised to focus their conclusions or messages on justifying the IFI’s
performance or how citizens can support the institution. To make sure the blog entrances
add value to the readers, all the staff members at the IFl receive a workshop on how to write
blog posts.

The CPB also works with a communication’s academic expert — professor on
communications science -, that offers training seminars to the staff.

1.10. Internal staff and civil society engagement

As part of the Government of Canada Workplace Charitable Campaign (GCWCC), the
Canadian IFI (PBO) takes part in different activities aimed to positively impact Canadian’s
society and enhance the relations among its internal staff.

The employees organize in-house events to raise funds for those in need in Canadian
communities and to help charities across the country:

Bibliofest: To welcome the summer - and collect donations for the
Government of Canada Workplace Charitable Campaign -, the IFI
participates in a musical festival organized by the PBO’s and the Library of
Parliament, where the participants sell their books and home-baked foods
for charity.

Annual art auction: The staff are encouraged to donate their original art,
craft, service or experience. Some of the examples that could be used as
auction items are a meal at their home or a restaurant, an afternoon making
glass art, well-being treatments, services or experiences.

Soup of the day: It consists of a luncheon event in support of the Charitable
Campaign (GCWCC). The staff prepare different soups to create a buffet to
have lunch with colleges during a working day.
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Chapter 2: Other international organizations

2.1. Use of Instagram

Many political or institutional spokespeople have their own personal Instagram accounts.
Instagram is the chosen tool to connect with audiences for many worldwide multilevel
organizations, whose communications structure consists of a general web site and
Instagram profile to represent the organization.

European Committee International European Central
of the Regions Monetary Fund Bank

jondo - Enviarmensale % -

e02en0-00

2.2. Gamification

Many institutions gamify their communications actions; it is a way to foster engagement,
feedback, to know the organizations’ audience and enhance social media presence. The
European Central bank is a good example of an institution that implements this practice.
Eurostat also uses gamification to spread knowledge about its publications through social
media, which enhances its public interest and promotes conversation and interaction, at
the same time it provides with behavioural information about its followers.

Py
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Source: @europeancentralbank Source: @eu_eurostat | Eurostat
2.3. Influencers

Many organizations benefit from the influence and visibility of niche opinion leaders and
recognizable figures amongst the category of audiences they want to engage with or
mobilize.

The United Nations implemented the Good Will ambassador figure decades ago; it also
established collaboration agreements with influential opinion leaders and hires influencers
to spread their information and reach targeted audiences.

European Commission partnered in Instagram with many influencers to prompt targeted
public to vote in European elections. Moreover, the European union Program on Digital EU
carries out a Digital Ambassadors initiative, where it brings together journalists, editors and
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influencers, active in the field of digital & tech topics across Europe. The event entails all
the participants’ visit to Brussels to celebrate discussions and exchange creative ideas and
learning opportunities.

2.4. Partnerships And Agreements

OECD partners with the G20 and the G20 Presidency to promote initiatives and campaigns.

Organised by Q» OECD With the support of Brazil 620 Presidency 2024

¢

BETTER POLICIES FOR BETTER LIVES Gzoﬁx
BRASIL 2024

One of the United Nations Organization’s good practices to implement its global goals in
a specific territory is to use a varied and well-curated network of partnerships with local and
regional community-oriented organizations. The organization also stablishes partnerships
with media outlets — TV and radio - to spread its messages through communications
campaign and under the wing of this company’s Corporate Responsibility. The UN is also
known as a pioneer on the establishment of what nowadays is known as partnerships with
influencers and Key Opinion Leaders, through the establishment of the Good Will
Ambassador figure.

2.5. Economic, financial education campaigns and contents

The OECD - Organization for Economic Cooperation and Development -, organizes the
Global Week Money, an awareness-raising campaign on the importance of ensuring that
young people become financially aware from an early age.

024 %50

Source: globalmoneyweek.org

The European Banking Federation also carries out its own finance literacy program, the
European Money Week and the European Banking Summit, having a specific website for
these initiatives. To develop these programmes the European Banking Federation partnered
with a private sector company, Kahoot! And the Global Money Week.

EUROPEAN MONE
A DECADE OF BO!
EUROPE'S FINANCIAL
EDUCATION: WHAT NEXT?
ROPEAN
EUFNEY
WEEK202

Source: europeanmoneyweek.eu

74



Federal Planning Bureau (FPB) | Communication AS-IS

2.6. Literacy Newsletter

Eurostat has developed a literacy strategy to be carried out through many different tools
and different channels; It offers webinar sessions, where it teaches about its activities,
functioning, the data it provides to the public, where to find it, how to use their tools, etc. It
has also created a literacy newsletter “for a better understanding of statistics” and even a
podcast disseminated through its Instagram page.

8 ec.ourcpe.eu

NEWS ARTICLES 22 March 2023

Publicidad

Would you like to improve
your understanding ... mas

Statistical literacy newsletter

finance statistics

Podcast: government ‘
from Ato Z

yachenkolstock adobe.com
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Experimental
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@ TAP HERE TO LISTEN
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#StatsinAWrap

Suscribirte . i g
eurostatsm Eurostat podcast series Stats in a Wrap

Source: @eu_eurostat advertising Source: @eu_eurostat Source: ec.europa.eu

2.8. Podcast or minipodcasts

The European Central Bank (ECB) also produces its own podcast.

'.\!:
THE

EC

PODCAST

Financial stability in
a ChatGPT world

John Fell

Stefania Secola

FINANCIAL STABILITY IN A CHATGPT WORLD

TUNE IN

Source: Instagram, @europeancentralbank

2.9. Awards and competitions

Many educational campaigns and initiatives include awards and knowledge contests. As
part of its literacy activities, the OECD organizes competitions during the Global Money
Week.

2.10 Web sites “for Dummies” or guide assistance

The OECD hosts two different potential references as guide sites, its OECD Better Life Index
and the Make a Difference with us, that prompts the users to participate and is known within
Environmental and Climate communications as a best practice to enhance connection
with the audience. The disposition of information in the site is very clear and simple with
attractive colours and figures, very little text and direct messages
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2.11. Civil society engagement events

The National Bank of Belgium carries out open visits and other educational activities at
branches that include explanatory talks about the Banks’ mission and functioning. The
visits are open during the academic year and require booking.

W subscribe to our
newsletters

Source: OECD

Educational material

For the youngest visitors

Children's booklet - Investigation at the Natlanal Bank N
b &

Source: National Bank of Belgium

2.12. Engagement strategies —initiatives on field

In 2016 the Bank of England implemented a wide engagement strategy to become closer
to the common citizens. During that year the Senior Bank officials made approximately 60
visits to the Bank’s regional agencies across the UK. As Haldane (2017) declares: “Bank
Officials visited nearly 5 000 companies and charities; the Bank ran a school competition,
involving over 250 schools; and it hosted a Future Forum, at which it engaged openly with a
board cross-section of the public on a wide range of issues.

The Federal Reserve has a long-standing and extensive commitment to promote
community development at the national, regional and local levels. “That includes working
with communities whose residents are low — and moderate-income. The initiatives of the
Community Development team at the San Francisco Fed illustrate examples of this work”
(Haldane, 2017). In 2015 the Federal Reserve also created the Community Advisory
Council, where 15 citizen representatives were invited to take part. This Advisory Council
meets with the Federal Board twice /year to offer their views and recommendations on
policy issues and specially those related to low and moderate-income citizens.

European Youth Forum partners with different organizations to carry
out charity and community activities devoted to engaging with their
audiences, such as its latest tree planting, which also connects with one
of the biggest concerns for its audiences —the youth: mitigation of climate
impacts. The initiative was part of the communications campaign
#DiscoverEu, launched by the European Union through the European
Youth Portal.

Source: @DiscoverEu
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Annexes

Annex A: Evaluation Team

The final Team composition is as follows:

Lucia Olivera, strategic communications expert, specialized in institutional
engagement. Independent consultant with experience at United Nations Brazil and
Spain (ACNUR), the Instituto de Pesquisa Ambiental da Amazonia (Brazil), Spanish
Ministry of Industry, and the Council of Science and Education in Cantabria, Spain.
Lucas Sousa, Project Manager at AARC Consultancy, with previous experience in tax
consultancy.
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Annex B: List of interviewees
FPB

Macroeconomic forecasts and analyses Division
Sustainable development Division
Commissioner’s Office

FPB workers

International IFls

EU IFI Network

Colombia IFI (CARF)

Brazil IFI - Instituicao Fiscal Independente.

Canada IFI - Parliamentarian Budget Office.

Netherlands IFl — Netherlands Bureau for Economic Policy Analysis CPB
Ireland IFI - Irish Fiscal Advisory Council.

UK IFI - Office for Budget Responsibility OBR.

Spanish IFI - Autoridad Independiente de Responsabilidad Fiscal
Other professionals on communications and public management
UNICEF - United Nations.

Plain Communications independent advisor - FundéuRae.
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