
The Evaluation Partnership 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
FINAL REPORT  
 
to the European Commission 
Employment, Social Affairs and Equal Opportunities 
Directorate General  
 
Evaluation of ESF Information and Communication 
Activities 
 
(Framework Contract No. EMP.VC/2006/0297_01) 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

25 July 2007 
 
 

 
 



The Evaluation Partnership Ltd 
 

 

 1-1 

Evaluation of ESF Information and Communication 
Activities 
 
 
FINAL REPORT 
 

 
Submitted to: 

European Commission 
Employment, Social Affairs and Equal Opportunities Directorate General 
Unit H3: Communication and CAD 
B-1049 Brussels 
Belgium  
 
 
Submitted by: 
 
The Evaluation Partnership Limited (TEP) 
 
Business Address: 

Rosedale House, Rosedale Road 
Richmond - Surrey TW9 2SZ 
United Kingdom  

John P Watson , TEP Managing Director 

 
Evaluation Team: 
 
Mr. John WATSON 
Mr Benjamin WARD 
Ms. Andrea KOBILSKY 
Mr. Martin KÜHNEMUND 
Ms. Mirja GUTHEIL 
Ms. Melanie KITCHENER 
 



The Evaluation Partnership Ltd 
 

 

 2 

Table of Contents 

 

EXECUTIVE SUMMARY....................................................................................................................................................3 

1.0 INTRODUCTION...................................................................................................................................................10 

1.1 THE EVALUATION.................................................................................................................................................. 10 
1.2 ESF COMMUNICATIONS IN THE PROGRAMMING PERIOD 2000-2006....................................................................... 13 

2.0 ESF COMMUNICATIONS IN THE MEMBER STATES .................................................................................18 

2.1 ESTONIA ................................................................................................................................................................ 19 
2.2 FRANCE ................................................................................................................................................................. 25 
2.3 GERMANY.............................................................................................................................................................. 33 
2.4 ITALY .................................................................................................................................................................... 44 
2.5 POLAND ................................................................................................................................................................. 51 
2.6 PORTUGAL ............................................................................................................................................................. 59 
2.7 SLOVENIA .............................................................................................................................................................. 68 
2.8 UNITED KINGDOM ................................................................................................................................................. 75 
2.9 TELEPHONE INTERVIEW PROGRAMME.................................................................................................................... 83 

3.0 KEY CONCLUSIONS AND RECOMMENDATIONS.......................................................................................94 

3.1 KEY SUCCESS FACTORS ......................................................................................................................................... 94 
3.2 THE PRESENT POSITION OF ESF COMMUNICATIONS ............................................................................................. 101 
3.3 RECOMMENDATIONS FOR THE FUTURE ................................................................................................................ 110 

ANNEX: INTERVIEW GUIDES .....................................................................................................................................114 

 

 



The Evaluation Partnership Ltd 
 

 

 3 

EXECUTIVE SUMMARY 

A)  INTRODUCTION 

The present evaluation of the information and communication (I&C) activities for the European Social 
Fund in the programming period 2000-2006 was carried out by The Evaluation Partnership Ltd (TEP) 
between March and July 2007. Its main objective was to help the Commission to gain an overview of 
ESF communication activities during 2000-2006, and to understand how to better communicate the 
ESF towards the general public in Europe. For this purpose, the evaluation determined the key 
success factors behind the best communications practices during the period, assessed the present 
position of ESF communications and the deficits that exist, and made recommendations for ESF 
communications actions at European Commission level for the current ESF programming period. 

The data for this evaluation was collected through the following tools: 

• During the inception phase, the evaluation team conducted desk research and a series of 
interviews with relevant Commission officials to familiarise itself with the context and 
background of ESF communications, and gather information about the Commission’s own 
activities in this respect. 

• Visits to a representative sample of eight Member States (Estonia, France, Germany, Italy, 
Poland, Portugal, Slovenia and the UK), selected on the basis of pre-defined criteria. Each 
visit lasted approximately three days and included structured interviews with approximately 8-
12 representatives of relevant institutions and actors selected from three main groups 
(contributors to ESF communications, ESF beneficiaries, and informed independents / 
observers). 

• A series of telephone interviews with public authorities and stakeholders in those Member 
States which were not part of the field work visits. These interviews followed the same format 
and used the same interview guides as those conducted during the Member State visits.  

The data and information collected provided a solid basis for drawing well-founded and relevant 
conclusions about ESF communication activities. However, it should be noted that due to the scope 
and timeframe of the exercise, the evaluation and its results are subject to certain limitations: 

• First, the amount of information that could be gathered on the European Commission’s own 
ESF I&C activities during the programming period 2000-2006 was somewhat limited due to the 
high staff turnover in the relevant positions in recent years, and the fact that several relevant 
officials were not available for interviews.  

• Secondly, because the evaluation was to cover ESF communications across all EU Member 
States, it could only provide an assessment of key activities and actors, rather than a fully 
comprehensive picture of all ESF I&C activities and actors in the respective countries.  

• Finally, it was not possible with the available resources to systematically gather feedback from 
the end-users of ESF communications. Instead, the evaluation had to rely primarily on the 
views, opinions and experiences of relevant authorities and stakeholders at European, 
national and regional level.  
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B)  KEY SUCCESS FACTORS OF ESF COMMUNICATIONS 

During the Member State visits and telephone interview programme, a wide range of ESF 
communication activities and materials were identified as good practice. The key success factors 
behind these best communications practices can be summarised as follows: 

APPROACHES AND STRATEGIES 

1. Co-ordinated, strategic, long-term approach 

Given the multitude of actors that are involved in ESF communications at European, national, regional 
and local level, the existence of a co-ordinated, strategic and long-term approach is key to create 
synergies and avoid duplication of efforts or even sending mixed or conflicting messages. Activities 
should be harmonised, build on each other and be complimentary to the greatest extent possible 
across the different institutions and entities.  

2. Mix of tools and channels for different purposes  and audiences 

No single tool or channel is best suited to achieving the different objectives of ESF communications. 
An effective ESF communication that meets both the ‘operational’ objectives (i.e. accompanies and 
facilitates the effective implementation of ESF programmes and projects) and the more ‘general’ 
objectives (i.e. raising awareness and understanding of the ESF among the general public) must rely 
on a mix of activities, and be based on the characteristics and needs of the different target audiences. 

CHANNELS AND TOOLS 

3. Relevant and easily accessible information and s upport for (potential) beneficiaries 

Applying for and implementing ESF co-financed projects can be a daunting task for those unfamiliar 
with the procedures, rules and requirements. Communications for (potential) beneficiaries should take 
account of this, and emphasise opportunities (rather than restrictions and bureaucratic hurdles) so as 
to encourage applications. This requires a combination of tailored information materials, and 
opportunities for direct contact with competent authorities who can answer questions and provide 
advice and support. 

4. Reach out to local audiences 

The scale and nature of ESF projects means that it is often most effective to target local communities, 
e.g. through events or through the local media. The advantage of ‘going local’ is that the link between 
the ESF, its opportunities and impacts is much more easily established and conveyed in concrete 
terms locally than to a national audience. Communication activities that are focused on the local level 
are often best able to disseminate information that is relevant for the respective target audiences 
(including potential beneficiaries and participants, but also citizens at large), and thereby raise 
awareness of and generate interest in the ESF through a ‘bottom-up’ approach. 

5. Audiovisual media to generate awareness among a wider audience 

When trying to target a wider audience, audiovisual media, and especially TV, have shown to be the 
most effective. ESF communications that use this channel reach a maximum number of households. 
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While TV tends to be an expensive tool, and like all channels has its limitations, it can be valuable and 
effective to create a general, basic awareness among the general public. 

6. Actively engage the media to obtain coverage 

Coverage in the media is another very effective way of disseminating information about the ESF. Its 
main advantages are that it can reach a wide audience, and that it tends to be cost-effective (if 
journalists can be brought to run articles or features free of charge). However, the ESF is not 
necessarily a topic that is always readily picked up by the media, and the competent authorities need 
to develop ways of actively engaging the media, and of providing them with relevant information in a 
way and format that facilitates their work. For the reasons outlined above, the local and regional 
media has usually been a more ready recipient of ESF-related information than large national media. 

7. Encourage and enable project promoters to commun icate  

ESF beneficiaries (i.e. project promoters) can play an important role in communicating and informing 
about the fund, what it does and stands for. Through disseminating information about their respective 
projects and their results and impacts, beneficiaries can make a significant contribution to raising 
awareness of the ESF and its areas of action. The competent authorities can facilitate and enhance 
the communication activities of beneficiaries by encouraging them to disseminate information as 
widely as possible, and by providing active guidance and support (in terms of information materials, 
planning of events, effective press relations, etc.).  

8. Raise awareness among participants and use them as multipliers 

Participants in ESF-financed projects are the ‘natural’ multipliers of information about the ESF, and 
about how it has impacted on their lives. It is therefore important that this collective is informed 
effectively about the fund. While all interviewed project promoters reported informing their participants 
of the ESF, and that the awareness of the ESF-funding among participants in their projects is almost 
universal, there are approaches that have shown to be particularly effective. These must rely on the 
right dosification of information (a few relevant key messages rather than too many details). In this 
context, ESF-branded gadgets and souvenirs can reportedly be a very effective way of creating 
awareness not only among participants, but also among their local communities.  

CONTENT AND STYLE 

9. Keep it simple 

Given the complex reality of the ESF (in terms of its key values, messages and objectives, rules and 
procedures, and institutional set-up), the most successful communication is often the simplest one. It 
should be clear and understandable, and not be over laden with complicated, technical, bureaucratic 
information. Rather, it should translate the complex content into accessible, comprehensible and 
recognisable key messages, and thereby simplify and reduce the information to what is essential to 
know for the different target audiences. 

10. Communicate the ESF through concrete projects a nd results 

The link to concrete projects and results is a key success factor not only in the communication by 
beneficiaries, but also in that of the competent authorities. The reality of the ESF can most effectively 
be conveyed to the public through concrete examples, which illustrate the ESF’s objectives and the 
impact it can have on ‘real people’. The more ordinary people can see the ESF’s (potential) relevance 
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for themselves and/or people they can relate to, the higher the likelihood that they will take note of the 
pertinent ESF communications, and that it will have an influence on their recognition, knowledge and 
appreciation of the EU’s contribution and of the fund. 

11. Create a homogeneous visual and verbal identity  

Project-focused communication brings with it the risk of a certain fragmentation of the fund’s image, 
and/or of a situation where the individual projects are found interesting and appreciated, but the ESF 
itself plays only a small role in people’s minds. Therefore, a clear and strong, easily recognisable 
visual (logos, colour schemes, fonts, imagery) and verbal identity (slogans, key message, writing 
style) for the ESF is important. Given that the scope of I&C activities in Europe continues to be 
primarily national, it seems clear that such a homogeneous identity for the ESF is important first and 
foremost within each Member State, and much less so across the entire EU. 

12. Emphasise the ‘human face’ of the ESF 

The most successful and effective I&C has shown to be that which focuses on the human dimension. 
This is both because the ‘human face’ of the ESF is its most salient feature (in comparison with other 
funds and instruments such as the ERDF), and because communication tools and activities that focus 
on people are generally found to be most appealing and interesting to the target audiences. This 
means that ESF communications should emphasise human stories and visual images (of participants 
in ESF-financed projects) to the greatest extent possible. Slogans and key messages too should be 
personal and appealing to the target audiences, and convey the key message that the ESF provides 
new opportunities for individuals (rather than be too abstract and institutional). 

13. Create synergies with topics and personalities of public interest 

Finally, the experiences in different Member States have shown that ESF communication is often 
most noticeable and widely received if it is linked to topics that are already of public interest. These 
can be specific issues that are present in media, or persons that command a widespread public 
interest (such as celebrities or well-known politicians). If ESF communication can ‘latch onto’ the 
interest generated by such topics or persons, and show how ESF-financed projects address them or 
are related with them, the press (and by extension the public) are very likely to take notice.  

 

C)  THE PRESENT POSITION OF ESF COMMUNICATIONS 

The evaluation has shown that there are a number of internal and external aspects that (positively or 
negatively) affect ESF communications in some or, in other cases, in all Member States. To assess 
the present position of ESF communications in Europe, a SWOT analysis  was carried out. SWOT 
Analysis is a strategic planning tool used to evaluate the Strengths, Weaknesses, Opportunities, and 
Threats involved in a project or in a business venture. It involves specifying the objective and 
identifying the internal and external factors that are favourable and unfavourable to achieving that 
objective. In line with the main purpose of the evaluation, the objective defined for the SWOT analysis 
was to “increase European citizens’ awareness and understanding of the ESF”.  
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 HELPFUL 
To achieving the objective 

HARMFUL 
To achieving the objective 

STRENGTHS WEAKNESSES 

INTERNAL 
(attributes  

of the 
organization, 
programme 
or activity) 

• “Human touch” of ESF projects can facilitate 
appealing I&C 

• Strong EU brand (flag) can enhance ESF I&C 
• Existence of networks and working groups 

can facilitate co-ordination and common 
approaches between I&C producers 

• ESF results can be perceived to be intangible 
and difficult to measure and convey in 
concrete terms 

• Complexity and variety of ESF priorities, 
projects, issues, values and objectives makes 
clear, uniform I&C difficult 

• The name “social” can be misleading, imply 
welfare benefits rather than support to find 
employment 

• Complexity of structures: Multitude of layers, 
I&C producers and strategies; lack of effective 
channels between layers 

• Heterogeneous visual identity, too many logos 
• In-house staff have limited I&C expertise and 

experience 
• Financial resources insufficient for large-scale 

campaigns  
• Systematic evaluation, monitoring and impact 

analysis is a challenge  
• ESF I&C not treated as a priority by the 

Commission 

OPPORTUNITIES THREATS 

EXTERNAL 
(attributes 

of the 
environment)  

• High awareness and appreciation of EU 
support in general among citizens in some 
Member States 

• Predominantly positive perception of EU 
activities in employment and social affairs 

• Pride, enthusiasm and gratitude of 
beneficiaries can facilitate wide dissemination 
of project results (incl. EU contribution) 

• Local nature of ESF projects can create 
considerable interest in local/regional media 
and communities 

• External expertise is available and can be 
used to enhance ESF communications 

• Limited awareness of the ESF, lack of interest 
in specificities about the EU by the general 
public 

• Negative attitudes towards the EU in some 
Member States 

• Perception of the ESF as being complicated, 
bureaucratic, and difficult to understand 

• Little interest from the (national) media in ESF 
projects (training is not “spectacular” enough) 

• Unclear incentives for Member States to 
emphasise the EU contribution in their ESF 
communications 

 

The evaluation has confirmed that it is a challenging task to increase European citizens’ awareness 
and understanding of the ESF. A recent Eurobarometer survey showed that, while 33% of EU-25 
citizens claimed to have heard of the ESF, very few actually had any concrete knowledge of what it 
does and stands for. Feedback gathered from relevant authorities and stakeholders suggests that the 
problems in communicating effectively about the ESF to the general public are in large part due to the 
fund’s nature. For one, unlike for example large infrastructure projects, the results of ESF projects are 
normally much less directly visible and tangible for citizens (except those who were directly involved). 
In addition, the diversity of the ESF’s objectives and fields of activity means that it can be difficult to 
convey its key values and messages in a way that is clear, easily comprehensible and appealing to 
citizens. The fund’s complex procedures and operational structures can further exacerbate this 
problem. Moreover, the receptiveness of the general public to details about the EU and its policies 
and instruments is limited, and in some Member States there are negative pre-conceptions to be 
overcome. Reaching the public can be difficult as ESF-related news and stories tend to receive little 
coverage in the national mass media (primarily because of the factors outlined above). 
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Nonetheless, and in spite of these difficulties and challenges, it has been shown that an effective ESF 
communication is possible. The Eurobarometer showed that there is a predominantly positive 
perception of the EU’s activities in the area of employment and social affairs, as well as a 
considerable interest in information about them. The good practice examples and key success factors 
identified by this evaluation point the way to how this latent interest can be catered to. Most 
importantly, ESF communication needs to play to its strengths and opportunities in order to maximise 
its potential for reaching and engaging the target audience. This includes emphasising the ‘human 
face’ (as the single most salient feature that defines and sets apart the ESF from other funds) in all 
communication activities; bringing the ESF from the realm of the abstract to the realm of the concrete 
by communicating through projects, and involving these in the communication efforts; coupling the 
project-focused communication with a clear communication of the ESF’s key values through 
appropriate and consistent messages, slogans and images; and exploiting the interest that exists at 
the local and regional level in the types of news and stories that the ESF can deliver. 

However, there are a number of systemic factors that have hindered the consistent and systematic 
application of these factors. The most important of these have to do with the multitude and types of 
actors that are involved in ESF implementation and communication. Not only do these often suffer 
from a shortage of communication experience and expertise, as well as a lack of resources to carry 
out potentially effective activities. The fact that in many Member States the ESF is managed and 
implemented through a variety of operational programmes and by a range of different authorities 
makes implementing a single, co-ordinated, strategic approach to ESF communication difficult. 
Different actors tend to have their own priorities, styles, logos, etc.  To a certain extent, they also have 
different agendas and incentives to retain some protagonism and recognition for themselves (rather 
than emphasising the EU’s contribution). While some improvements that should help to lessen the 
effect of these issues are in sight for the new programming period, the fragmentation of ESF 
communication activities continues to be a challenge, to a greater or lesser extent, across most of the 
EU. 

 

D)  RECOMMENDATIONS FOR ESF COMMUNICATIONS AT COMMI SSION LEVEL 

1. Networking and exchange of experiences 

Most interviewees, especially from among the national and regional authorities responsible for ESF 
communications in their respective Member States, felt that the main role for the European 
Commission lies in facilitating networking and the exchange of experiences and ideas. In this regard, 
the INIO network is perceived as very important and useful. However, members also expressed some 
criticism of the way it has worked during the past programming period, and made suggestions for 
improvements. The Commission should: 

• Create more opportunities to network informally during and outside of the INIO meetings.  

• Ensure that all members have easy access to each other’s contact details, establish an INIO 
email distribution list.  

• Introduce new members to the rest of the INIO group in order to develop and encourage a 
more personal co-operation.  

• Maintain the increased frequency of INIO meetings (at least three per year).  

• Use at least one meeting per year as a training session or seminar on specific subjects or 
good practices.  
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Entities other than the Managing Authorities that are normally represented in INIO (including 
intermediate bodies and ESF beneficiaries) could also benefit from networking and co-operation. 
Measures the Commission could take in order to facilitate this are: 

• Encourage and support the exchange of best practice between different Member States, 
different regions or actors in other Member States that have implemented similar projects.  

• Develop an extensive and segmented on-line database (possibly in the form of a map) of ESF 
projects across the EU.  

2. Support and guidance 

In addition to facilitating networking between Member States, the Commission should also play the 
role of providing more support and guidance for ESF I&C, in order to try to encourage and enable 
competent authorities to apply the key success factors and make use of the strengths and 
opportunities, while addressing the weaknesses and threats. The Commission could:  

• Provide concrete guidelines on the ESF’s visual and verbal identity, and stress the need for 
the authorities within each Member State to communicate the ESF in a homogeneous way. 

• Offer seminars on communication topics in order to train staff of relevant entities (not only 
Managing Authorities, but also intermediate / implementing bodies and beneficiaries). 

• Ensure that relevant information and guidelines for ESF communication reach not only the 
Managing Authorities, but also the intermediate and implementing institutions.  

• Information, including relevant regulations and rules, should be presented in a way that is as 
simple and comprehensible as possible. 

• Encourage and facilitate systematic evaluation and impact analysis of I&C activities by 
providing more guidance, support and indicators. 

• In general, the Commission should be seen to treat ESF I&C as more of a priority, in order to 
signal to Member States that these form an important part of ESF implementation. 

3. The Commission’s own I&C activities 

The majority of interviewees raised certain concerns about the possibility of the European 
Commission developing its own ESF I&C activities and tools. The risk is that this would add another 
layer to the already multi-layered system, expose the target audiences to another information 
producer, and further detract from the homogeneity of ESF communications. However, there are a 
number of I&C activities the Commission could carry out in order to add value, such as: 

• Publish a brochure with basic, plain and simple information about the ESF, which could be 
used and distributed by the different entities within the Member States dealing with ESF 
communications. 

• Improve the Commission’s own ESF website to provide easy access to basic information, 
project examples, and national contact points. 

• Consider producing a (series of) basic, adaptable TV spots that could be used and 
disseminated by different national / regional actors as part of their own I&C activities.  

• Launch an ESF project award competition at the European level.  

• More participation of Commission representatives in Member State events.  
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1.0 INTRODUCTION 

1.1 The Evaluation 

1.1.1 The Purpose of the Evaluation 

In March 2007, the Evaluation Partnership Ltd (TEP) was contracted by the European Commission’s 
Directorate General for Employment, Social Affairs and Equal Opportunities (DG EMPL) to undertake 
an evaluation of the information and communication (I&C) activities for the European Social Fund in 
the programming period 2000-2006. In the context of the new ESF programming period 2007-2013, 
DG EMPL aims to raise the visibility of the ESF as the main financial instrument of the European 
Union to develop employability and human resources, and wants to ensure that the general public in 
the different European Member States has a clear understanding of the ESF’s purpose and scope. 
The main objective of this evaluation is to help DG EMPL to gain an overview of the existing ESF 
communication activities during 2000-2006 and to understand how to better communicate the ESF 
towards the general public in Europe. 

More specifically, the objectives of the evaluation are to: 

• help the Commission clearly to understand how to better communicate on the ESF towards the 
general public, in line with its action plan to improve communication with Europe’s citizens (SEC 
(2005) 985 final) 

• capture the experience of the Commission’s communication activities during the previous ESF 
programming period, both as described by the Commission and as perceived by Member States 

• understand which communications activities worked well in the past and which did not 

• identify the conditions for success and the reasons for failure 

• determine the key success factors behind the best communications practices during the period, 
both at EU level and in Member States, and make an assessment of their relevance and 
application for the current ESF programme period 

• look at the communications practices of Member States and other DGs with a view to learning 
from their experience 

• conclude with a brief assessment of the present position of ESF communications and the deficits 
that exist at European level in the light of its promotional aims and objectives (e.g. key messages, 
ESF branding, policy visibility, diversity of offerings, etc.) 

• make recommendations for ESF communications actions at European Commission level for the 
current ESF programming period, particularly with regards to engaging with the citizens of the EU 

1.1.2 Methodology 

The work undertaken for this evaluation was divided into three phases,  carried out between March 
and July 2007: 
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During the first phase  from March to April 2007, the evaluation team carried out the following main 
tasks: 

• Desk research in order to familiarise itself with the functioning of the ESF in general and the 
ESF I&C activities in particular. A large number of relevant documents and other material were 
screened and reviewed, including general as well as legal documents on the ESF, existing 
evaluations and other studies on the effectiveness of past ESF I&C activities at the national as 
well as the European level, meeting documents and presentations of relevant bodies involved 
in ESF communication activities, as well as available information about I&C activities carried 
out by the national and regional ESF Managing Authorities during the 2000-2006 programming 
period. 

• In order to gain insights into the Commission’s own ESF communication strategies, objectives 
and activities, the evaluation team conducted six interviews with Commission officials who 
have experience and background knowledge of ESF communications for the 2000-2006 
programming period.  

• Another series of interviews was carried out as “pilot tests” with additional Commission 
officials, representative organisations of the social partners, and members of the INIO network 
from those Member States to be visited as part of the fieldwork during the second phase of the 
evaluation. In addition, the evaluation team used the first two Member State visits (see below) 
as “pilot tests” in order to validate and refine the methodology for the data collection. As a 
result of the pilot test, the tools for the data collection were updated and refined, and a 
systematic approach to the data analysis developed. 

 
In the second phase  of the evaluation, taking place between the end of April and the beginning of 
June 2007, the evaluation team carried out field work consisting of: 

• Visits to eight Member States in order to gain an overview of ESF I&C activities undertaken in 
the respective Member States during the 2000-2006 programming period, to meet a variety of 
actors involved in ESF communication activities, to collect evidence and to understand which 
I&C activities worked well as well as to identify the conditions for success and reasons for 
failure. The sample of Member States to be visited was selected based on a list of objective 
criteria, including size, geographical location, and different levels of awareness of the ESF, as 
well as perceptions and levels of interest in EU employment and social policy (based on the 
recent Eurobarometer). The sample 
chosen consisted of Estonia, France, 
Germany, Italy, Poland, Portugal, 
Slovenia and the UK (see the adjacent 
map). 

Each visit lasted approximately three 
days and included structured interviews 
with approximately 8-10 
representatives of relevant institutions 
and actors selected from three main 
groups (contributors to ESF 
communications, ESF beneficiaries, 
and informed independents / 
observers). The evaluation team had 
developed a different interview guide 
for each of these groups to ensure that 
the information collected was relevant 
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and comparable across the Member States. Interviews were normally conducted in English 
(and in some cases in French, German and Spanish). Moreover, approximately 2-3 ESF-
funded projects were visited in each Member State, and relevant I&C material was reviewed 
and compared. 

• A series of telephone interviews were carried out with public authorities and stakeholders in 
those Member States which were not part of the field work visits. These interviews followed 
the same format and used the same interview guides as those conducted during the Member 
State visits. The evaluation team strived to conduct between one and three interviews with 
individuals from each Member State. The purpose of this task was to collect perceptions and 
views of a wider range of actors involved in ESF communication activities in order to arrive at 
a better overall coverage of all European Member States, to assess the validity of the 
information gathered during the Member State visits for the EU as a whole, and to be able to 
draw general conclusions and recommendations for DG EMPL.  

In the third phase  of the project (June - end of July 2007), the evaluation team analysed the findings 
of the data collection effort. A first set of initial conclusions were presented to the Steering Group in 
the form of a presentation. This draft final report contains the results of all fieldwork, presents a 
systematic analysis of key success factors and of the present situation of ESF communications, and 
makes recommendations for DG EMPL in order to improve ESF communication activities for the next 
programming period and to reach the general public more effectively. 

1.1.3 Limitations and challenges 

It is important to note that due to the scope and timeframe of the exercise, the evaluation and its 
results are subject to a number of limitations. These are: 

• The amount of information that could be gathered on the European Commission’s own ESF 
I&C activities during the programming period 2000-2006 was somewhat limited. This was 
primarily due to the high staff turnover in the relevant positions in recent years, which meant 
that many officials who currently deal with ESF communications have only recently taken up 
their posts. At the same time, many of the officials who previously held the relevant posts were 
not available for interviews. 

• Because the evaluation was to cover ESF communications across the entire EU, the amount 
of time and resources that could be spent on each Member State were limited. Each of the 
Member State visits only lasted for approximately three days, which was not sufficient to arrive 
at a fully comprehensive picture of all ESF I&C activities and actors in the respective 
countries. Instead, the evaluation focused on highlights and key actors, and thereby produced 
relevant and largely representative findings and conclusions. However, it cannot claim that the 
data upon which these were based is exhaustive. 

• It was not possible with the available resources and within the given timeframe to 
systematically gather feedback from the end-users of ESF communications (i.e. project 
participants and the general public). Instead, the evaluation had to rely on the views, opinions 
and experiences of European, national and regional authorities, ESF beneficiaries (project 
promoters) and informed independents / observers to assess the different communication 
activities and tools.  

 



The Evaluation Partnership Ltd 
 

 

 13 

1.2 ESF communications in the programming period 20 00-2006 

The following section provides the background to ESF communications in 2000-2006. It summarises 
the evaluation team’s key findings from the initial desk research and the round of interviews carried 
out during phase I. 

1.2.1 The legal basis: Commission Regulation (EC) 1 159/2000 

The legal basis for communications of the European Social Fund (ESF) during the 2000-2006 
programming period was Commission Regulation (EC) No 1159/2000,1 which broadly defined the 
publicity measures to be carried out by the Member States concerning assistance from the Structural 
Funds.2 Article 1 of the Regulation set out that “information and publicity about assistance from the 
Structural Funds is intended to increase public awareness and transparency regarding the activities of 
the European Union and create a coherent picture of the assistance concerned across all Member 
States”. It also defined the respective roles of the Commission and the Member States, in that the 
Managing Authorities responsible for implementing the assistance were responsible for “publicity on 
the spot”, and that this publicity was to be carried out in cooperation with the European Commission, 
which also had to be informed of all measures taken for this purpose. 

The aims of the information and publicity measures as well as the target groups were defined by 
Regulation 1159/2000 (articles 2 and 3.2) as: 

• to ensure transparency for potential and final beneficiaries  (i.e. to inform them “about the 
opportunities offered by joint assistance from the European Union and the Member States”), 
and 

• to inform the general public  (“about the role played by the European Union in cooperation 
with the Member States in the assistance concerned and its results.”) 

In order to ensure transparency for potential and final beneficiaries, Managing Authorities were 
required to make the “assistance packages” public, “including an indication of the involvement of the 
Structural Funds concerned”. Regulation 1159/2000 also set out that information and publicity 
material should be presented in a uniform fashion and in accordance with detailed rules set out in the 
Regulation. Furthermore, the Regulation held that it “would be desirable” to use the following 
description of the tasks of the ESF: “Helping develop employment by promoting employability, the 
business spirit and equal opportunities and investing in human resources”. 

With regard to the second aim of informing the general public, Regulation 1159/2000 outlined that the 
Managing Authority in the individual Member States was responsible for informing the media “in the 
most appropriate way” (such as press releases, the placing of articles, supplements in the most 
suitable newspapers, websites, publications etc.) about the structural assistance part-financed by the 
European Union, in order to make the public more aware of the results achieved by the ESF. This 
information should include a “balanced reference to the Union’s contribution.”  

                                                      

1 Commission Regulation (EC) No 1159/2000 of 30 May 2000 on information and publicity measures to be carried out by the 
Member states concerning assistance from the Structural Funds 
2 Interviews with Commission staff indicated that the Regulation was developed by DG REGIO, which had the leading 
responsibility for the structural funds, and was supported by other Directorates General 
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Interviews with Commission officials indicated that for most of the ESF programming period 2000-
2006, the Commission wanted to focus the information and communication activities mainly on the 
first of the aims described above (transparency), i.e. to inform specific groups of relevant stakeholders 
– in particular entities eligible to apply for ESF funding – in order to convey the message that there is 
a fair access to EU funding for a broad range of actors (rather than for a closed group only). It was 
suggested that this focus may have been partly a result of the corruption scandal that led to the 
resignation of the Santer Commission in 1999. The second aim (information of the general public 
about the role played by the EU in general, and the ESF in particular) seems to have played a more 
secondary role at the beginning of the programming period. However, this situation appears to have 
changed somewhat with the renewed emphasis across the Commission on communicating to the 
general public after the Dutch and French “no” votes to the European Constitution and the 
presentation of the White Paper on a new EU Communication Policy in February 2006. 

In terms of roles and responsibilities, Regulation 1159/2000 also set out rules for the implementation 
of information and publicity measures, stipulating that the Managing Authority shall present a 
communications action plan , covering each operational programme and each single programming 
document. Each communications action plan had to include: 

• its aims and target groups; 

• the content and strategy of the resulting communications and information measures, stating 
the measures to be taken under the different objectives under each Fund; 

• its indicative budget; 

• the administrative departments or bodies responsible for implementation; 

• the criteria to be used to evaluate the measures carried out. 

Under the heading “Partnership and exchanges of experience” (article 5), the Regulation stated that 
the Managing Authorities “shall inform the Commission of the initiatives they take so that it may 
participate appropriately in their realisation.” The Commission was to provide technical assistance 
where necessary, and make its expertise and material available to national authorities where 
necessary. The Commission also had the task to facilitate the exchange of know-how, in particular 
through networking (see below for more on the INIO Network). Regulation 1159/2000 also set out that 
Monitoring Committees play a key role in ensuring the quality and efficiency of information activities 
and that they have to assure adequate information about their work (article 4). 

The interviews with Commission officials suggested that Regulation 1159/2000 was the only binding 
instrument from the Commission’s side for communicating the ESF in the programming period 2000-
2006. In order to inform national communications officers about the Regulation and to explain the 
requirements it set out in more detail, the Commission’s ESF communication officer participated in 
conferences in the individual Member States. Moreover, those countries that joined the European 
Union in 2004 had to agree on the acquis communautaire before the enlargement, therefore 
Regulation 1159/2000 was equally binding for them. 

1.2.2 The Commission’s approach to ESF communicatio ns 2000-2006 

As can be seen from the above, the primary responsibility for ESF information and communication 
activities lies with the Member States. Nonetheless, there is also scope for Commission action in the 
form of supporting Member States, facilitating the exchange of experiences and best practices, and to 
a limited extent carrying out its own activities (such as producing EU information material on the ESF). 
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However, the interviews with Commission officials suggested that during most of the programming 
period, there were few centrally planned activities from the Commission side regarding ESF 
communications. DG EMPL’s external communication strategy adopted in 2006 acknowledged that 
“there has been relatively little activity on the part of the Commission to communicate concrete 
examples of what the ESF achieves on the ground.” 

The role of ESF communications within DG EMPL 

The interviews with Commission officials indicated that up to the year 1999, the Commission’s ESF 
information activities had been outsourced to a private company. However, the contract terminated in 
the beginning of the 2000-2006 ESF programming period, and ESF communications were re-
assigned to DG EMPL. At that time, DG EMPL’s Communications Unit reported directly to the 
Director-General. Within the Unit, three officials who were primarily responsible for ESF 
communications took up their posts around the end of 1999. Among their responsibilities were the 
management of the INIO group and the organisation of its meetings. They also began developing an 
ESF communications strategy (however, it appears that this was never implemented), and produced 
various information materials, including a brochure about the ESF in all languages of the European 
Union, and a dedicated ESF website with a short, easy-to-remember URL. Overall, it seems that DG 
EMPL took quite an active approach to ESF communications at the very beginning of the 
programming period. 

However, it was indicated that the appointment of a new Director General in mid 2000 had significant 
implications for ESF communications. Some interviewees suggested that the new Director General 
attached less priority to communications in general, and to ESF communications in particular, 
believing that it was best left to the Member States, who had the legal responsibility for it anyway, as 
set out in Regulation 1159/2000. As a consequence, the Communications Unit was removed from the 
direct control of the Director General, and re-allocated to Directorate G (and little later Directorate I, 
and eventually Directorate H). At the same time, its human resources seem to have been reduced as 
well, and the number of officials responsible for ESF information and communication was reduced 
from three to one; when the last remaining ESF communications officer left in 2002, the post 
remained vacant until 2006. In addition, there were frequent changes in the leadership of the unit.  

All of these circumstances appeared to make it very difficult to maintain a consistent communications 
approach for the ESF. The interviews with Commission staff suggested that ESF communications 
were clearly not attributed a high priority during the 2000-2006 programming period as a whole 
(although there were sporadic attempts to raise their profile). Given the limited resources allocated to 
it, the influence of the Commission on ESF communications faded. Part of DG EMPL’s response to 
this has been the launch of a framework contract to communicate on the ESF at EU level from 2007 
and to complement the communication efforts of Member States. 

The Informal Network of ESF Information Officers (I NIO) 

The main vehicle for interactions on ESF communications and exchange of experiences between the 
European Commission and the Member States is the “Informal Network of ESF Information Officers” 
(INIO). The Network was set up by the European Commission in 1995 as part of the Commission’s 
information and communication strategy for the European Social Fund, and is still in place today. It 
consists of representatives of the Commission working on ESF issues, and at least two 
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communications officers from each national ESF administration,3 appointed by the respective national 
Ministries. According to a presentation4 by the Commission at the 2000 INIO meeting, the tasks of the 
Network members include: 

• to coordinate the implementation of national publicity measures within each country; 

• to have a permanent contact with the Commission and with other Member States in 
communications matters; 

• to facilitate the transfer of good practice to Employment and ESF national operators; 

• to develop common performance indicators and evaluation parameters. 

The INIO members normally meet on an annual basis to exchange their know-how and best practice 
of communicating the ESF in the individual EU Member States. They also discuss common 
communications issues, especially in relation to the European Employment Strategy (EES) and the 
European Social Fund’s visibility. The Network also sees itself as playing a key role in organising 
events to communicate the ESF. 

In the beginning of the 2000-2006 ESF programming period, in April 2000, the INIO Network held a 
seminar which offered workshops for its members. These workshops aimed at giving some guidance 
on the provisions set out by Regulation 1159/2000, such as on the communications action plan, the 
role of the Managing Authority and the respective information officer, key messages of the ESF and 
the Employment Strategy, as well as on the key issues for ESF communications, including the 
communications context, public opinion and target audiences.5  

Minutes from the INIO meetings held between 2001 and 2006 indicate that meetings tended to focus 
primarily on presentations by Member States of their respective ESF communication activities, as well 
as occasional presentations by the Commission on issues such as “Using success stories”. At the 
2005 meeting, the Commission (to be more precise, the new Head of DG EMPL’s Communication 
Unit) announced that, in line with the Commission’s new Communication Action Plan, DG EMPL 
aimed to use the network “in a more dynamic and proactive way than has been the case in the past”, 
and suggested that the network should “meet more frequently – two to three times a year”.6 However, 
it is not clear whether these calls have had a significant effect to date, although it is noteworthy that 
2006 was the first year in which two INIO meetings took place (in April and in October).  

Monitoring of Member States communication activitie s 

While INIO was the main forum for the exchange of experiences among Member States and the 
Commission, the actual monitoring of publicity measures undertaken by the Member States in 
accordance with Regulation 1159/2000 was primarily the responsibility of the country desk officers in 
the Units responsible for the monitoring of national ESF policies as a whole (including the negotiation 
of the operational programmes, contact with , control of the implementation, follow-up and evaluation, 

                                                      

3 It should be noted that the Commission currently only reimburses the travel expenses of one official communication officer 
per Member State, but that any number of officers can attend INIO meetings as long as the Member States pay for their 
travel. 
4 Power Point Presentation by the European Commission, Employment and Social Affairs DG, Information & Publications, 
“The informal Network of ESF Information Officers” 
5 Meeting minutes, 7th Meeting of Employment and ESF Information Officers’ Informal Network, Waterloo, Belgium, 11-12 
April 2000 

6 Draft Summary Minutes: Twelfth Seminar of the Informal network of ESF Information Officers, Brussels, 21 October 2005 
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etc.). It appears that the Communication Action Plans developed by the Managing Authorities at the 
beginning of the programming period were submitted to these desk officers, who would review them 
(often with the assistance of the ESF information officers in the Communication Unit) in order to check 
if they complied with EC Regulation 1159/2000. Desk officers are also responsible for monitoring the 
implementation of the communication activities on an ongoing basis as part of their overall monitoring 
work via the Annual Reports and Monitoring Committee meetings. 

However, most interviewees acknowledged that communication was not much of a priority in the 
overall monitoring processes, and that desk officers had neither sufficient time nor expertise to keep a 
close eye on the information and communication activities undertaken in the Member States, 
especially after the level of support provided initially by DG EMPL’s Communication Unit decreased 
significantly after the latter’s restructuring.  
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2.0 ESF COMMUNICATIONS IN THE MEMBER STATES 

This chapter contains the reports on the eight Member State visits, as well as on the telephone 
interview programmes. All reports follow the same basic structure: 

1. Operational structures for ESF communications 
• Which actors are involved in ESF communications (at the national, regional and local / project levels)? 

• What is the division of roles and responsibilities? 

• What is the approach to ESF communications in the Member State? How is the co-ordination and co-
operation between the different levels organised? 

• What are the strengths and weaknesses of this approach? 

2. ESF communication objectives and priorities 
• How do the different actors themselves define the objectives and target audiences of their 

communication activities? 

• In practice, what are the priorities that guide ESF communications? How much emphasis is placed on 
informing the general public about the ESF? 

• According to interviewees, what is the degree of awareness and the prevalent perception of the ESF 
among the general public in this Member State? What factors have to be taken into account in the 
communication efforts? 

3. Communication success stories and good practice 
• Which communication activities (“institutional” communication as well as for the general public) worked 

especially well in the view of the interviewees, and why are these perceived to have been successful? 

• How exactly were they planned and executed so as to achieve their objectives? 

• Were there any communication activities that were perceived as less successful, and why? 
• What emphasis was placed on the ESF (or EU contribution) vs. the operational programme / project / 

Managing Authority etc.? 

4. Key success factors 
• Given the past communication activities and the social / economic / political background in the Member 

State, what conclusions can be drawn about effective communication of the ESF, including key 
messages and branding? 

• What other key factors can be identified that are likely to determine the success of ESF 
communications? 

• What are the most important difficulties and challenges in achieving the communication objectives? 

5. Role of the Commission 
• How do interviewees perceive the role of the Commission in ESF communications during the last 

programming periods? 

• How could the Commission support the communication activities in the Member State? 

• What lessons can be learned from the experience in the Member State with a view to future 
communication activities at the EU level? 
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2.1 Estonia 

The fieldwork in Estonia took place in early June 2007. Interviews were conducted with 
representatives from the following entities: 

• Ministry of Social Affairs  

• Ministry of Education and Research 

• Ministry of Economic Affairs and Communications 

• Enterprise Estonia  

• Estonian Labour Market Board 

• Foundation for Lifelong Learning Development 

• ESF Project (Beneficiary): Non-Estonian's Integration Foundation  

• ESF Project (Beneficiary): Innomet Project 

2.1.1 Operational structures for ESF communications  

During the programming period 2000 to 2006, Estonia developed a National Development Plan for the 
implementation of the EU Structural Funds. Priority 1 of the National Development Plan, Human 
Resource Development, was co-financed by the European Social Fund (ESF). The primary objective 
of Priority 1 was to enhance and improve the employability of the Estonian labour force. This objective 
was to be attained by applying the following four measures: 

Priority 1 Measures Descriptions 

Measure 1.1 Educational system supporting the flexibility and employability of the 
labour force and providing opportunities of life long learning for all. 

Measure 1.2 Human resource development increasing the competitiveness of 
enterprises. 

Measure 1.3 Inclusive labour market. 

Measure 1.4 Enhancing administrative capacity. 

 
There were (and still are) numerous government ministries and other organisations responsible for 
and involved in the operational implementation of the ESF. Added to this, there was a range of 
information and communication activities undertaken by these entities. The structure of the entities 
involved (both in terms of the operational implementation but also the communication activities) can 
be divided into three levels – a Managing Authority, the Intermediate bodies and the Implementing 
agencies. The following describes the entities involved and outlines their respective roles with a focus 
on communication: 

• The Estonian Ministry of Finance was (and still is) the Managing Authority and was 
responsible for the management, co-ordination and financial control of interventions 
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supported by the ESF. It does not manage any operational programmes itself, but provides 
support to the other Ministries that undertake this role. 

• The Ministry of Social Affairs was the intermediate body with overall responsibility for Priority 1 
(and specific responsibility for Measure 1.3). Part of this Ministry’s remit was to handle ESF 
information and communication activities at national level and coordinate actions centrally.  

• The Ministries of Education and Research (responsible for Measure 1.1), Economic Affairs 
and Communications (responsible for Measure 1.2) and the State Chancellery also played a 
role in communications, predominantly for those measures for which they were each 
responsible.  

• Each of these Ministries has direct links with the implementing agencies (as they are known in 
Estonia). These agencies also have a communications role to play. They are predominantly 
responsible for communicating to the beneficiaries (ESF projects).   

• ESF beneficiaries (ESF Projects) play their part in the communication of the ESF. 
Communication activities and actions at this level are generally targeted at a local audience. 
Additionally, final beneficiaries have the responsibility of informing project participants of the 
ESF contribution. 

The following diagram illustrates the operational structure of ESF communications as described 
above. 

Communication objectives 
and target audiences at each 

level 

ESF implementation structure in Estonia 

- National level communication 
activities for all EU Structural funds. 
- Policy makers, other Ministries, 
general public. 

- National level communication 
activities for all ESF funds 
- Policy makers, other Ministries, 
social partners, local government, 
association of municipalities and the 
general public. 

- National level communication 
activities for specific ESF Measures 
- Policy makers, other Ministries, 
general public, local government, 
association of municipalities, 
implementing agencies. 

- Local/regional and some national 
communication activities for specific 
ESF Measures. 
- Beneficiaries and potential 
beneficiaries, local government, 
association of municipalities. 

- Local, regional communication 
activities. 
- Project participants, local 
organisations and people. 
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2.1.2 ESF communication objectives and priorities 

Centrally, the main ESF communication objectives and priorities for the Ministry of Social Affairs are 
focussed around: 

• Conducting communication activities to raise awareness of the ESF and the positive impact it has 
in Estonia; 

• Providing clear and comprehensive information about ESF funding opportunities, calls for 
proposals and application procedures; 

• Supporting the operational requirements of ESF implementing agencies and projects 
(beneficiaries). For example, guidance on complying with the ESF publicity rules – where and 
when to use the ESF logo, how and when to inform project participants. 

The target groups for these communication activities are predominantly institutional stakeholders 
including the Association of Estonian Cities, the Union of County Municipalities, non-governmental 
organisations, as well as numerous social partners.  

The general public is also considered one of the Ministry’s target groups. The main approach taken to 
communicating to the general public has been via the Press. The Ministry has a good relationship 
with a couple of Estonian daily newspapers and have managed to generate some good coverage for 
the ESF. There was a consensus among those interviewed that this has had some impact on the 
awareness of ESF among the general public. Another communication initiative aimed at the general 
public was in 2006, when the Ministry launched an ESF trailer which was broadcast on Estonian 
national television. The trailer was used to promote a series of ESF Info-days organised across the 
country. 

At the level of the intermediary and implementing bodies, the objectives and priorities of ESF 
communication concentrate on delivering information to ESF beneficiaries (and potential 
beneficiaries). For example, the Ministry of Economic Affairs and Communications in conjunction with 
Enterprise Estonia have the primary aim of informing the business community about ESF funding. 
They specifically tailor their information and communication efforts to this target group. Likewise, the 
Ministry of Education and Research in conjunction with Foundation Innove concentrate their 
communication efforts on the education / learning sector and customise their communication tools 
accordingly.  

In addition to communicating to their specific target audiences, the intermediary and implementing 
bodies also look to the media in general. Like the Ministry of Social Affairs, they too have good 
relations with newspapers and use this to promote ESF projects via success stories for instance.   

ESF beneficiaries (the projects) also play an important role in communication. Their main target group 
are the potential participants of their respective projects. They have to employ a wide range of 
communication actions in order to attract participants. Much of their time is spent on communicating 
how a project might benefit potential participants. In this sense, the communication priority is less 
about promoting it as an ESF funded project (although there are communications of this sort). 

According to all interviewees, there is a relatively high awareness of EU Structural Funds in Estonia. 
A public opinion study coordinated by the Ministry of Finance in 2006 found that 28% of the 
population had heard of the funds (this figure was 24% in 2005).  In terms of the different funds, 53% 
of respondents were aware of ESF compared with 63% and 67% who were aware of the European 
Agricultural Guidance and Guarantee Fund (EAGGF) and the European Regional Development Fund 
(ERDF) respectively. Although the polls point to these levels of awareness, feedback from 
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interviewees suggest that the general public do not have a detailed knowledge of the funds. There 
was a general impression among interviewees that the idea of EU funding and support continues to 
be much more linked to infrastructure projects (generally financed by the ERDF), mainly as a result of 
the big and very visible projects (roads, bridges, etc.). However, many believe this situation is 
changing and will continue to change as word of ESF projects and their successes continues to 
spread. 

Several interviewees reported that while the perception of the EU, and in particular of the Structural 
Funds and their contribution to Estonia’s development, is generally positive there is also a level of 
scepticism surrounding the EU and funding.  

2.1.3 Communication success stories and good practi ce 

This section presents some of the successful communication initiatives, activities and tools 
highlighted by those interviewed as part of the evaluation. 

• Good relations with a major Estonian daily newspaper – 
Päevaleht: The Ministry of Social Affairs has established a 
good relationship with Estonia’s largest national daily 
newspaper, Päevaleht. This relationship has enabled some good ESF coverage at national 
level. For some time now, Päevaleht has published a weekly supplement entitled Europe and 
Employment which often features ESF related stories and information. Beneficiaries and the 
other Ministries have been encouraged to send in ESF success stories to be used in the 
weekly supplement. In 2006 there were four articles published specifically on the ESF. This is 
seen as one the more successful ways in which awareness of the ESF among the general 
public has been raised in Estonia.  

• ESF Information days (Info-days): Since 2004, a series of ESF “Info-days” have been 
organised by the Ministry of Social Affairs. These are run on an annual basis in co-operation 
with all 15 Estonian county governments. The Info-days have been designed to communicate 
information on all four measures under Priority 1. Leading up to each of the Info-days the 
Ministry of Social Affairs has generated publicity through media coverage at local and national 
level. This has ensured that awareness levels have been high among the target groups 
(beneficiaries). In 2006, circa 500 people attended the Info-days and feedback from 
participants suggests that these events are an effective method of communicating information 
on the ESF. Info-days have also included information relating to the EQUAL programme. Last 
year, one particular communication tool that proved to be popular with participants was a short 
film about the outcomes of several EQUAL projects. Another successful element of the ESF 
Info-days was an ESF project photo exhibition displaying photos of almost 90 ESF project 
success stories. This exhibition was also featured in the Estonian Parliament and officially 
opened by the Chairman of the Parliament. 

• ESF web store: In 2004, an ESF online web store (http://esf.mseesti.ee) was 
launched selling ESF souvenirs and gadgets (from pens to umbrellas) 
displaying Estonia’s ESF logo. While the general public has access to the 
web store and are free to buy items from it, the main customers are ESF 
beneficiaries. They are able to purchase ESF branded goods to use as 
publicity for their projects. Projects also benefit in that the goods are 
competitively priced (economies of scale). The ESF web store is perceived 
as a success both as a commercial entity, and as another way of 
communicating the ESF in Estonia.  
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• ESF journalist event: Another action deemed successful was an event organised for 
journalists to further promote the ESF and generally raise their levels of awareness. While only 
five journalists attended, the event generated quite a bit of publicity at national level, 
particularly as an Estonian Minister was involved and held a press conference 
afterwards.    

• Introduction of the Estonian ESF Logo: The introduction of the Estonian ESF 
logo in 2004 was (and still is) viewed as very positive step for helping to 
communicate ESF the throughout Estonia. The logo has become popular among 
project promoters (beneficiaries) and hence there is widespread use of the logo 
on project related material.  

2.1.4 Key Success factors 

In Estonia, the main challenges and difficulties for communicating ESF to the general public can be 
summarised as follows: 

• Although there is some awareness of the ESF among the general public in Estonia, for the 
majority of citizens this is superficial as they have limited knowledge of what it actually is. 
Furthermore, the concept of EU funding may be apparent but, in general, people are not able 
to distinguish between the different funds (e.g. ESF & ERDF). 

• There is a degree of scepticism about Europe and European funding in Estonia (while this is 
not on a major scale, it still exists). There is a perception that there is a lot of bureaucracy and 
added to this, many do not see where the funds go.  

• The results / outputs of the ESF are generally viewed as difficult to communicate, particularly 
in a visual format. This is linked to the fact that the results of ESF funding are not tangible – 
they are about “people” not “products” or “bricks and mortar”. Although this is a recognised as 
a challenge, numerous communication activities have been developed to get round this issue. 
All interviewees mentioned that it was important to communicate the philosophy of “brains 
before buildings”. 

In terms of communicating to beneficiaries and participants of ESF funded projects, the following 
challenges and difficulties have been identified: 

• Generic ESF communication material developed for beneficiaries (and project participants) 
can be ineffective if it is not tailored enough to a specific target audience. The nature of ESF 
projects varies considerably in terms of who they involve and what they focus on. While 
generic communication material may be acceptable to one target group it may be completely 
incomprehensible or uninteresting to another. For example, generic communication material is 
not likely to be equally attractive to those in education, tourism and business, as their clientele 
are so different. This can affect the use of communication material developed at the central 
level. 

• The participants of ESF funded projects are often some of the most disadvantaged people in 
society. First and foremost, these people are looking at what the project can offer them and 
how they might gain from participating. Their interest in who has funded the project is very 
much secondary and often does not even enter the equation. In this sense communicating the 
ESF (and any funding programme for that matter) to participants is a real challenge. 

Based on the interviews conducted and materials reviewed in Estonia, the main factors identified as 
contributing to the success of ESF communication activities are: 
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• Effective co-ordination and networking between ESF communication actors (Managing 
Authority, intermediate and implementing bodies, and beneficiaries) to exchange experiences 
and ideas, create common tools and approaches, and to highlight good practice.  

• Employing a mix of communication activities and ensuring that communications are targeted. 
In attempting to communicate the ESF effectively, adopting a communication approach 
comprising one or two activities will not work. A range of activities are required, and the more 
these are tailored to the target audience, the more effective they will generally be.  

• ESF communications that avoid facts and figures and focus on how a project has changed 
someone’s life. Communications that highlight real life success stories that demonstrate how 
ESF projects have had a life changing impact on people’s lives. Such success stories are far 
more likely to appeal to people than facts and figures as they touch on people’s emotions and 
their “human side”.   

• Leading on from the point above, success stories at regional and/or local level are generally 
more effective as the captive audience is more likely to have something in common with the 
story, whether it be that they live in the same town or that they are familiar with the institution, 
school or business where the ESF project is taking place. Additionally, local and/or regional 
media are more likely to be interested in running a story.  

• In order to create awareness, a common visual identity for the ESF is very important, including 
the use of appropriate images to communicate its values. While the introduction of an ESF 
logo for Estonia has enjoyed some success in communicating the ESF band, there is a 
consensus that it might be more effective to have one brand for all structural funds. For 
example, by simply using the EU flag. This is a symbol that is widely recognised in Estonia.  

• The use of external communications expertise is key to helping those responsible for ESF 
communications at national and local level understand the information habits and needs of 
target audiences and how to best meet them.  

2.1.5 Role of the Commission 

During the last programming period, it was the Estonian Ministry of Social Affairs that had most 
contact with the Commission regarding ESF communications, predominantly via the INIO network. 
There was positive feedback about the INIO network from the Estonia representatives that participate 
in it. It is viewed as an important and useful forum in which to learn what other Member States are 
doing, to exchange experiences and to gather ideas.  

There is a general feeling that the INIO meetings are rather formal and that they might benefit from 
representatives being given more opportunities to network informally. (For example, an organised 
lunch or evening event, where possible). This might have the effect of an increase in contact and 
collaboration between Member States outside the INIO meeting itself, which currently is reported to 
not happen very often. This is something that Estonia would be interested in.  

It was felt that one meeting per year was definitely not enough, and the recent drive to have two or 
even three meetings per year was welcomed. It was also suggested that in addition to the regular 
working meetings of the network, it would be beneficial if the Commission offered training seminars on 
specific subjects, which should pick up on examples of good practice from the Member States. 

Overall, other than coordinating the INIO network with the aim of facilitating networking and the 
exchange of good practices, most interviewees felt that there was not much more the Commission 
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could do, as the planning and implementation of ESF communication activities is best left to the 
national and regional authorities, who know their countries and target audiences the best. 

However, there were several suggestions made that the Commission should take into consideration: 

• While it is recognised that EC officials have a limited amount of time, it was suggested that at 
several points throughout the programming period it would be beneficial if a Commission 
representative could attend a Member State event. The purpose of such a visit could be an 
effective ESF communication/PR exercise in itself. It would be an opportunity to engage with 
ESF stakeholders (in the case of Estonia – the Managing Authority, the intermediate and 
implementing bodies and the beneficiaries) and to show the “human face” of the Commission. 
It would also be an opportunity for the EC representative to visit some ESF projects and to get 
a first hand glimpse of the good work being carried out.  

• It was also suggested that the Commission could initiate an ESF project award competition at 
European level. At local, regional and national level in numerous Member States there are 
award schemes in place for ESF projects. Evidence suggests that many of these schemes 
have been successful particularly at generating good publicity. An ESF project competition at 
EU level is viewed as an excellent way to generate further publicity for ESF within the Member 
States. 

 

 

2.2 France 

The visit to France took place in early June 2007. Interviews with the following entities were 
conducted: 

• Representatives of the French Ministry of Employment 

• The Executive Agency on the national level responsible for administrating ESF projects 
(RACINE) 

• Representatives of one operational programme in the regions (the regional programme for 
Nord-Pas de Calais, chosen because it is eligible for all four streams of the ESF, Objective 1, 
Objective 2, Objective 3 and EQUAL) 

• Representative of the regional executive agency charged with administrating the ESF in Nord- 
Pas de Calais 

• Representative of the Assembly of the French Regions (Assemblée des départements de 
France) which represents the interests of the regional Managing Authorities 

• Representative of an independent evaluation consultancy which carried out a review of the 
communications for the structural funds in France on behalf of the French government 

• A representative of the MEDEF, the French employers union 

• The Head of the European Commission’s Representation to France 

• Two ESF beneficiary entities (two vocational programmes) 
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2.2.1 Operational structures for ESF communications  

In France, the different entities primarily responsible for and involved in ESF communications can be 
found principally on four administrative levels. In addition to the national level, the ESF is 
communicated on the regional, departmental and beneficiary level. France is divided into 26 regions 
(including the four overseas regions), and 100 departments, with varying degrees of responsibility for 
the ESF depending on their eligibility for funding. Below the departmental level, the local project 
managers and beneficiaries are responsible for communicating the ESF to the participants in the 
programme. The management of the ESF is organised in the following way:    

•••• National: The Ministry of Employment is the central Managing Authority for the ESF in France, 
and the principal Managing Authority for the Objective 3 funding and EQUAL. Supporting its 
activities is the Executive Agency on the National level, RACINE. The different authorities 
involved in the ESF on the national level are coordinated by a National Coordination 
Committee (Comité National de Suivi), which meets twice a year and is chaired by the Minister 
of Employment.  

•••• Regional: The most important regional Managing Authorities are the regional Prefects, who 
represent the French state in the regions. They are principally responsible for managing 
Objective 1 and 2 funding.  The regional prefects and the President of the Regional Council 
co-chair the regional programming bodies, called the Comité Regional de Pilotage. The 
prefects work closely with the Regional Assembly on communications, and work with a 
separate Executive Agency (the DRTEFP), which is responsible for managing the regional 
programme.  

•••• Departmental: The Departmental level also plays a role in communicating the ESF. Forums, 
conferences and other events are organised for the beneficiaries of the programme on the 
departmental and local level. The Association for the Departments in France (l’Assemblée des 
Départements de France) includes a large volume of information on the ESF in its newsletters 
and communications with its members in the French Departments.  

• Beneficiaries: The entities managing projects funded by the ESF (beneficiaries) are 
responsible for complying with formal rules which include elements of communication 
(informing project participants of the ESF contribution). In some cases they go beyond this 
mandate to engage in a broader range of communication activities.  

On the national level, the human resources dedicated to information and communication staff is 
estimated to be the equivalent of around 10 fulltime positions, allocated between the Ministry of 
Employment, RACINE and external contractors. On the national level, the main tasks associated with 
communications are drawing up a communication plan, managing the external contractors who are 
responsible for carrying out communications actions targeted at the general public, including 
advertising and media relations, developing communication tools such as brochures, and organising 
conferences, forums and events.  

On the national level, but especially on the regional and departmental level there is a need for 
specialized support, because the staff of the regional executive agencies are normally not specialised 
in communications; and do not necessarily have the time and expertise to produce effective 
communication tools or organise activities. The capacity of the regional assemblies and prefectures to 
assist them on communication related tasks varies greatly from region to region. Interviewees 
acknowledged that the capacity to communicate strategically about the ESF (especially with regard to 
the general public) varies from region to region.  
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The Managing Authorities and executive agencies for each operational programme are responsible 
for communication activities linked to the running of projects, including publishing calls for proposals, 
informing beneficiaries about the rules and requirements, and publicity of their respective operational 
programmes in general (including the contribution of the ESF and other Structural Funds). 

2.2.2 ESF communication objectives and priorities 

The global communication objectives are set by the Ministry of Employment, which has taken on itself 
to draw up a long-term global communication plan. The strategy informing the deployment of 
communications actions from the national authorities was to begin gradually by first targeting the 
regional level, then carrying out actions targeting the general public after having built capacity on the 
regional level. When the momentum started building on the local level, the priorities on the national 
authorities began to include providing information to the general public, through large scale 
advertising campaigns in the general media for instance.  

On the regional level, and also among institutional partners, communications are focused on more 
specific target groups. In most regions, the main communications objective is to inform project 
beneficiaries of the rules they need to comply with and their responsibilities under the programme. It 
is often difficult for regions to strive realistically towards additional communications objectives, such 
as informing the general public, due to a lack of resources and professional communications staff. 
However, in regions which receive a significant amount of funding from the ESF (which are eligible for 
all of the four programmes for instance), the objectives of communication activities often go beyond 
communicating the programme requirements to beneficiaries and include for example communicating 
the ESF to important local stakeholders such as elected officials or local journalists.   

The first strategic priority that has guided ESF communications during the programming period has 
been to create a more professionalized culture of communication between all of the different actors 
involved, including institutions and social partners. The second priority area has been communicating 
the importance of the ESF to the general public, through a global radio and TV advertising and public 
relations campaign. Finally, the third priority area has been to involve the beneficiaries (ESF project 
promoters) in communicating the ESF. 

According to the interviewees, it is hard to estimate the level of awareness of the ESF among more 
than 60 million French citizens.  While it is probable that a large number are aware of the fact that the 
European Union provides support for social policies in the Member States through the Structural 
Funds, it is also likely that very few would be able to identify the ESF specifically as one of the most 
important ways in which the EU intervenes in social policy.  There is a lot of scope to further clarify the 
role that the ESF plays within the Structural Funds and make the link between the ESF and social 
policy in France among the general public. 

2.2.3 Communication success stories and good practi ce 

In terms of the priority areas and objectives guiding ESF communications, significant progress has 
been achieved towards the first priority of creating a more professional culture of communication. In 
this context, the fact that France has had a detailed communications plan and strategy has been very 
important. The objective of creating a more professional communications culture has concretely been 
achieved by setting up networks uniting representatives of different institutions, organizing national 
and regional forums, and developing publicity materials and templates on the national level that can 
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be adapted according to the communication needs at different levels. These efforts can be judged to 
have created a significantly more professional culture of communication among the institutions 
responsible for communicating the ESF.  

The second priority area has been communicating the importance of the ESF to the general public, 
through a global radio and TV advertising and public relations campaign. This campaign was run in a 
thorough and professional manner, and had a positive impact on the perceptions that citizens in 
France have of the ESF.   

The timeline for the planning and execution of the communication activities for the ESF in France 
during the programming period is as follows:  

• 2000: Forums on the ESF were organized in each French region, uniting stakeholders from 
the regional and departmental level.  

• 2001: First national Forum on the ESF held in Paris, for 100+ participants.  

• 2002: The Ministry of Employment hires an external contractor to provide communications 
support and assistance with publicity and public relations.  

• 2003: Website on the ESF targeted at the General Public goes online.  

• 2003: First phase of the advertising campaign, involving 37 advertisements in various 
publications targeted at the general public and at professional audiences. A large number of 
brochures targeted at specific target audiences (such as small business owners or persons 
seeking training opportunities) were distributed (with an average circulation of 10,000 copies 
per target group). A number of forums and conferences were also organized, including a large 
forum held in Paris for 350 attendees, including a number of journalists.  

• 2004-2006: Final phase of the communications campaign. Creation of an online project 
database containing in depth information on 350 specific projects, communicated in a clear 
and non-technical style. A public relations campaign targeting radio stations was launched. 
Presentations on specific projects were offered for free to local radio stations in France. Out of 
1000 local radio stations that were offered the material, 122, or 12% ran them. For three 
weeks in 2005, advertisements were sent at regular intervals on France’s three main television 
stations targeted at the general public, familiarizing the general public with specific projects 
carried out as part of the ESF programme.  

Of the many communication activities carried out in France, the following were identified as very 
successful by interviewees: 

• ESF Project Database: The ESF Project Database 
(Forum des Projects) was identified as a key tool to 
support the effort made at presenting the ESF through 
concrete projects. The database contains information 
about 300 projects, and aims to go beyond technical and 
financial specifications to tell the story of the project and 
its human impact. The database allows journalists for 
example to quickly identify projects that are relevant to 
their region or their journalistic specialization, and it 
allows the general public to get a concrete idea of what 
is being done in France as a result of the ESF funding. 
While the database has been very useful, keeping it up 
to data is costly in terms of human resources. 
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• Common Branding of the Four Streams of the Programme (Objective 1,2,3 and EQUAL):  A 
common visual identity was developed for the ESF during the 2000-2006 programming period. 
The branding emphasises the core values underpinning the programme, in order to make the 
ESF more concrete and tangible:  � Flexibility  � Entrepreneurship � Professional insertion � Equal chances 

This brand has been successfully transmitted to the 
regional level, where it is used on brochures and 
information materials distributed for example by the 
regional Executive Agencies.  

• Media Relations Programme Targeted at Regional Radio 
Journalists: A public relations campaign targeting radio 
stations was launched in 2004. Presentations on specific 
projects were offered for free to local radio stations in 
France. Out of 1000 local radio stations that were 
offered the material, 122, or 12%, ran them. The spots 
were relatively simple to produce, as the information 
they were based on were contained in the project database. In contrast to the advertising 
campaign, the media relations programme did not have a separate budget for paying radio 
stations to run the spots. Instead, the radio stations voluntarily ran the spots, as they were 
deemed to be of high enough journalistic quality and relevant to local affairs by the radio 
stations. The advantage of this approach is that it is a cost effective means of targeting the 
general public (although some investment needs to be made in creating the audio spots and 
compiling the database of projects).  

• TV Advertising Campaign: As part of the communications 
campaign targeting the general public, the Ministry of 
Employment ran a series of advertisements from 22 November to 
16 December 2005 on the three national French television 
stations, TFi, LCI and RFO. The advertisements were broadcast 
daily during this period, from Monday to Friday. The campaign, whose common theme was 
“Ensemble pour l’emploi”, featured specific ESF projects and interviews with project 
beneficiaries and participants. The key messages of the advertising campaign were:  

− Europe is taking action in favour of employment in close cooperation with the national 
authorities 

− Europe is taking concrete actions on behalf of persons who have difficulty integrating 
into the job market 

− Europe is working with the national authorities to combat discrimination  
− Europe is supporting businesses, associations, social partners and local governments 

in their efforts to create employment opportunities and fight workplace discrimination  

• Seminar on good practice (Forum Europemploi): The Ministry of Employment has run two 
large events on the ESF, called the Forum Europemploi. This seminar brought together 
decision makers, project managers, industry representatives, ministry officials and journalists 
to participate in work shops and receive a briefing on the ESF. 350 persons in total attended 
the seminar. According to interviewees, the seminar was a great success, in that it brought 
people from different projects together to learn from each other. The idea behind the seminar 
was thus not only for participants to exchange practical knowledge, but also to enhance their 
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general awareness of what the ESF stands for. After the event, a brochure was published, 
containing a summary of each of the projects that were presented.  

• Forum AGORA: The executive agency for EQUAL, RACINE, organises forums on specific 
topics related to the ESF, such as age management. The forum presents concrete projects 
which have been run under the ESF. The forum has an original format: it is divided into four 
thematic areas related to the over arching topic (for example age management within 
businesses, age management within regions, age management tools, European age 
management challenges). Within each of the four themes, decision makers, experts, business 
leaders and ESF beneficiaries are invited to present and to network.  The AGORA unites 
participants from across Europe, further increasing the European dimension of this tool for 
communicating the ESF.  

2.2.4 Key success factors 

Although communicating the ESF in France is complicated due to the number of institutions involved 
on different administrative levels, the Ministry of Employment has boosted effective communication 
significantly by putting in place a clear communication strategy which can be operationalised as a 
communication plan by the institutions involved down to the beneficiary level.  

Highlighting the contributions of the European Commission to social policy was especially challenging 
during the 2000-2006 programming period. The campaign targeted at the general public coincided 
with the debate around the European Constitution in France. The media was at this point saturated 
with information about a wide range of European issues, making it difficult to find space for 
communications on the ESF. The impact of Europe on social policy was a key theme for opponents of 
the constitution, who argued that the influence of Europe was a factor that weakened social policy and 
welfare by liberalizing the economy.  

While the feedback from interviewees confirmed that the television campaign targeting the general 
public was an expensive exercise whose positive impacts on the general public may be difficult to 
sustain beyond a limited period due to the limited resources available for prolonging the campaign, it 
was nevertheless very useful as a unique and highly ambitious attempt at communicating the ESF to 
the general public. The results of the exercise, and the follow up interviews and focus-groups with 
members of the general public, have provided the Managing Authorities in France with insight into the 
level of awareness and receptiveness of the general public to information about the ESF, forming a 
basis for future campaigns and for the strategic planning of communication activities. The study 
carried out after the TV campaign suggests that among respondents who had seen the ads, the level 
of identification between the projects highlighted in the advertisements and the European Union was 
very high, but that there is some way to go before a firm link is made among members of the general 
public between social projects and initiatives and the specific ESF “brand”. 

Consistently and systematically involving the beneficiaries in communicating the ESF has been a 
major challenge in France. The people in charge of running projects also have the responsibility to 
communicate it. This is an area for improvement for the next programming period, and the priority 
area where the most work needs to be carried out. One idea which will be carried out in order to train 
the project leaders in more professional communication in the period 2007-2013 is to have specific 
training sessions on communication for the beneficiaries in collaboration with the French School for 
Public Relations and Communications (CELSA) over two or three days on the basics of 
communication and on how to set up a press strategy.  
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One of the most challenging aspects of the communications programme was emphasising the ESF 
and the EU contribution to the programme. The strategy chosen for how to communicate the ESF to 
the general public involved showcasing concrete projects. This is a powerful method for engaging the 
general public due to the emphasis it places on the human dimension of the ESF. By using elements 
such as the European flag, the European anthem and including interviews with beneficiaries 
highlighting the European dimension of the ESF, communication activities such as the TV spots were 
able to successfully link the concrete project to its source of funding.  

On the regional and local level, the emphasis on the EU contribution was often restricted to for 
example logos on the information and application materials distributed. The capacity for carrying out 
professional and targeted communication activities is, with some important exceptions, low in the 
regions, where communications activities are only one part of the brief of the technical staff in charge 
of managing the programme, rather than a specialized function.  

In the first phase of the communications programme, communications were targeted at clearly defined 
groups, such as small business owners or persons seeking training opportunities. The tools used in 
this phase were largely paper based (brochures), or involved multi-media elements such as CDs, 
which contained concrete information, for example on how the programme could benefit the various 
target groups.  

Targeting the general public was more challenging than communicating with other target groups. The 
decision was made to create an advertising and media relations campaign around the concrete 
achievements of the programme, highlighting actual ESF projects in the ads and story ideas provided 
to the media. In terms of the media relations programme, one challenge was identifying the right 
person on the editorial staff to contact. Many French media have a specific editor for European affairs, 
and a different editor specializing in social affairs. One difficulty of the media relations programme 
was that the profile of the programme was not clearly defined enough for journalists to immediately 
see its relevance to their field of specializations; there was a need to create awareness and build 
capacity also among journalists.  

Building a profile for the programme in the media was challenging for other reasons as well. The 
complexity with which the ESF is administered, and the way the programme is divided into 4 separate 
strands (Objective 1, 2, 3 and EQUAL), makes it difficult to create a common branding for the 
programme. In France, the Ministry of Employment created templates for brochures on each of the 
different strands of the programme, which include a common logo and typeface. The templates with 
the common logo are used both on the national and on the regional level.  

The diverse types of projects supported through the programme also make profiling the ESF a 
challenge. According to many interviewees, journalists are often interested in the programme due to 
its large financial envelope for instance, rather than being interested in the concrete projects that it 
funds. In contrast to other programmes financed by the structural funds, such as ERDF, the outcomes 
of the ESF are diffuse and difficult to measure, as a large number of projects deal with training and 
capacity building in the regions. This is another factor which makes communicating the ESF 
challenging in France.  

The main challenges and difficulties for ESF communication in France can be summed up as follows: 

• Communicating the ESF in France is complicated due to the number of institutions involved on 
different administrative levels. The challenge is double: it makes it difficult to coordinate 
communications activities, and it makes it difficult to highlight the ESF and the EU contribution 
to the programmes supported, as many other administrative bodies are involved in carrying 
out the projects.  
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• The context for communicating the ESF was challenging during the programming period. The 
campaign targeted at the general public coincided with the debate around the European 
Constitution in France, leading to a saturation of media coverage on Europe and a large 
amount of articles emphasizing the role of Europe as weakening social policy and welfare by 
liberalizing the economy.  

• Communications targeting the general public, such as the television campaign, are an 
expensive exercise whose positive impacts on the general public may be difficult to sustain 
beyond a limited period due to the limited resources available for prolonging the campaign.  

• Involving the beneficiaries (project promoters) in communicating the ESF has been a major 
challenge in France. 

• On the regional and local level, the emphasis on the EU contribution was often restricted to for 
example logos on the information and application materials distributed. The capacity for 
carrying out professional and targeted communication activities is, with some important 
exceptions, low in the regions, where communications activities are only one part of the brief 
of the technical staff in charge of managing the programme rather than a specialized function.  

• In contrast to other programmes financed by the structural funds, such as ERDF, the 
outcomes of the ESF are diffuse and difficult to measure, as a large number of projects deal 
with training and capacity building in the regions. This is another factor which makes 
communicating the ESF challenging in France. 

• In terms of involving journalists in the effort of communicating the ESF, a challenge was 
identifying the right person on the editorial staff to contact. Many French media have a specific 
editor for European affairs, and a different editor specializing in social affairs. One difficulty of 
the media relations programme was that the profile of the programme was not clearly defined 
enough for journalists to immediately see its relevance to their field of specializations; there 
remains a need to create awareness and build capacity also among journalists. 

Based on the interviews conducted and materials reviewed, the main factors that can be identified as 
contributing to the success of ESF communication activities in the French context are: 

• The Ministry of Employment has boosted effective communication significantly by putting in 
place a clear communication strategy which can be operationalised as a communication plan 
by the institutions involved down to the beneficiary level. 

• The results of the communications campaign targeting the general public, and the follow up 
interviews and focus-groups with members of the general public, have allowed the Managing 
Authorities in France insight into the level of awareness and receptiveness of the general 
public to information about the ESF, forming a basis for future campaigns and for the strategic 
planning of communication activities.  

• Communicating the ESF to the general public by showcasing concrete projects is a powerful 
method for engaging the general public due the emphasis it places on the human dimension of 
the ESF. By using elements such as the European flag, the European anthem and including 
interviews with beneficiaries highlighting the European dimension of the ESF, communications 
such as the TV spots were able to successfully link the concrete project to its source of 
funding.  

• In France, the Ministry of Employment created a strong common brand for the ESF, including 
a common logo and typefaces. The templates with the common logo are used both on the 
national and on the regional level, a success factor in building awareness around the ESF.  
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2.2.5 Role of the Commission 

The role of the Commission in ESF communications during the last programming period was 
perceived as having been very limited by all interviewees. The Representation in France has not 
participated in ESF communication activities either, nor has it monitored ESF communications 
specifically. 

The INIO network is appreciated by French members as a very important and useful forum to see 
what colleagues in other Member States are doing, to exchange experiences and gather ideas. The 
participants felt that on balance it was a very useful forum in which to exchange best practices. 
However, there have not been any common projects being run for example between two countries 
cooperating on the communications side; this was seen as an area of improvement. Buying television 
spots across different countries could result in economies of scale, as many television and radio 
channels today operate across borders.  

The majority of interviewees felt that there is little that the Commission could do other than facilitating 
networking and the exchange of good practices, as the planning and implementation of 
communication activities is best left to the national and regional authorities, who know the specific 
context much better.  

 

 

2.3 Germany 

In order to arrive at a thorough and in-depth assessment of German ESF communication activities in 
the programming period 2000-2006, the evaluation team carried out interviews with different experts, 
professionals and organisations at the German national, federal state and regional level, namely in 
North Rhine-Westphalia (NRW) and Brandenburg. These two Länder were chosen for the evaluation 
to provide examples of ESF communication activities of both western and eastern German federal 
states. 

Overall, the evaluation team interviewed representatives of 13 entities involved in German ESF 
information and communication activities. The bulk of interviews were carried out face-to-face in 
Germany from 7-10 May 2007, and two more interviews were conducted over the telephone in the 
following week. The interview partners were: 

• the Federal Ministry of Labour and Social Affairs (BMAS) as the national Managing Authority, 

• the Ministry for Labour, Health and Social Affairs (MAGS) in North Rhine-Westphalia and the 
Ministry for Labour, Social Affairs, Health and Family (MASGF) in Brandenburg as the fund 
administrators (“Fondsverwalter”) at the federal state level, 

• a representative of the regional agency in North Rhine-Westphalia, 

• a social partner in Brandenburg, 

• beneficiaries (project promoters) in North Rhine-Westphalia and Brandenburg (one 
employment project in NRW and one university project for women in Brandenburg), 

• a representative of the European Commission’s Representation to Germany, 
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• a representative from the “Konferenz der Landesfilmdienste”, the umbrella organisation for the 
national film distribution services. 

2.3.1 Operational structures for ESF communications  

The communication structures for the European Social Fund in Germany appear to be quite complex, 
due to the country’s division into 16 federal states. This means that not only the federal level is 
responsible for ESF information and communication activities, but the federal states and even the 
regional levels also carry out their own ESF communication activities. 

For the 2000-2006 programming period, the following authorities in Germany were responsible for 
communicating the ESF: 

• The Federal Ministry for Economics and Labour was the national Managing Authority 
responsible for Germany. However, the Ministry was split in 2005, and the newly created 
Ministry for Labour and Social Affairs became the new ESF-Managing Authority. ESF 
communication was subordinated to unit VIa3, “European Social Fund”. For the new 
programming period 2007-2013, however, the responsibility for communicating the ESF was 
shifted to the unit VIa5, “Working unit technical assistance”. 

• At the level of the federal states, the fund administrators in the individual Länder are usually 
either the Ministry for Employment and Social Affairs or the Ministry for Economics. In NRW, it 
is the MAGS, and in Brandenburg it is the MASGF. These entities do rather operational work. 
They are responsible for communicating the ESF and for giving background and service 
information as well as advice to potential and final beneficiaries, for example how to apply for 
ESF funding. They are also responsible for passing on the Commission’s rules and regulations 
on publicity to the projects and ensuring their compliance. 

• ESF-financed projects have the obligation to inform their participants about the European 
Social Fund’s financial contributions. They have to comply with the rules and regulations on 
publicity laid down by the European Commission, which are passed on to them by the federal 
states or, in the case of NRW, by the regional agencies. Project promoters have to comply 
with these rules in order to inform the project participants, making them the main distributors of 
ESF-related information to people taking part in ESF-funded projects. 

Furthermore, there are several external entities which were involved in the communication activities 
for the ESF during the programming period 2000-2006: 

• Due to the large size of North Rhine-Westphalia, an operational structure was established to 
complement the central activities of the MAGS. A considerable part of the labour market 
policies are carried out by the 16 regions in NRW, each of them supported by a regional 
agency. These regional agencies act as service providers for employment and education 
between the Land and the region. They carry out information and communication activities by 
informing the regional actors about the regulations for the structural funds. They also deal with 
regional communication activities, reporting on a regular basis about the ESF implementation 
and about associated federal state level policies within the individual regions. Moreover, they 
are the first contact for institutions and companies interested in ESF financial support for their 
projects. 

• In Brandenburg, the MASGF uses the “Landesagentur für Struktur und Arbeit” (LASA) for its 
ESF communication activities, a corporation which is 100% owned by the Land. The LASA is 
responsible for implementing some of the federal state’s ESF communication activities, such 



The Evaluation Partnership Ltd 
 

 

 35 

as the publication of the magazine “Brandaktuell”. Moreover, it organises some workshops 
and seminars on behalf of the MASGF. 

• The social partners, too, play an important role in communicating the ESF in Germany. Their 
importance increased after an initiative by the former Commissioner Monika Wulff-Matthies in 
1998, asking the Prime Ministers of the individual Länder to support the ESF programming 
period 2000-2006 with the development of a “new partnership” between businesses and trade 
unions. This partnership aimed at helping these two stakeholder groups to establish structures 
for the structural funds and thereby to develop close links to the ESF. Moreover, the umbrella 
organisation for the trade unions as well as the umbrella organisation for businesses have a 
multiplier function to their supporters in Germany regarding information on the ESF. 

• The “Konferenz der Landesfilmdienste“, an umbrella organisation for all federal state 
educational movie services, is another important actor for communicating the ESF in 
Germany. It was commissioned by the Federal Ministry for Labour and Social Affairs in 2005 
to disseminate DVDs on the ESF to educational institutions, such as schools, in order to 
ensure the concerted distribution of ESF information to children and young people. 

• The Commission’s Permanent Representation is also involved in communicating the ESF in 
Germany. It informs, among other tasks, national and regional media about European policy 
developments and adapts press releases from Brussels to the German audience. The 
Permanent Representation seems to be quite experienced with media relations and 
communicating European issues to a non-specified, broad audience, and therefore has a 
special role for communicating the ESF. 

Interviews with staff from the Federal Ministry of Labour and Social Affairs indicated that the first 
years of the programming period 2000-2006 in Germany were regarded as a starting period for ESF 
communication activities, and these activities were only intensified after a national ESF evaluation 
conference in November 2003, where all German Länder presented their individual ESF 
communication outputs. Therefore, in the beginning of the 2000-2006 programming period, there was 
only one person mainly responsible for the coordination of ESF communication activities within the 
Ministry. However, a major part of this person’s work (ca. 75%) included negotiating the new ESF 
regulations in Brussels, while only 25% of the working time was spent on dealing with ESF 
information and communication activities. This also included attending the INIO meetings in Brussels 
on a regular basis. This suggests that more time would have been useful to work on ESF 
communication issues. For the new programming period 2007-2013, ESF communications are now 
dealt with on the same level as communications for Equal and Xenos. The new communications 
officer can allocate 100% of the working time to ESF communications, while the Head of Unit 
reportedly spends 33% of his time on communicating the ESF. It was suggested that this time and 
resource allocation is sufficient.  

Within the MAGS in North Rhine-Westphalia, two people deal with ESF information and 
communication activities. One of them spends 50% of the working time on ESF publications, while the 
other one allocates less than that to ESF communication issues. In the MASGF in Brandenburg, three 
people are dealing with ESF communications, one of them full-time, one 25% and one 10%. 
Moreover, the Ministry’s press office is responsible for publishing press releases and communicating 
with the media in order to maintain a consistent picture of the Ministry’s media work, including I&C 
activities for the ESF. 

Interviews with the regional agency in Hagen revealed that there are two people dealing with ESF 
information and communication activities within the agency, one of them spending 50% of the working 
time on ESF communication issues, while the other one did not make any indications on the allocation 
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of time. The regional agency also indicated not to be in touch with the European Commission itself, 
but to only interact with the MAGS. 

The European Commission’s representation in Germany has 9 press officers working on different 
topics, and since February 2006, there is one person who is responsible for professional journals and 
popular magazines. However, no press officer is dealing specifically with communication activities for 
the European Social Fund. This topic is handled on an irregular basis whenever needed. 

The Federal Ministry of Labour and Social Affairs is the central contact point for the European 
Commission in Germany. The ESF communications officer is also regularly invited to the INIO 
meetings in Brussels. Moreover, interviews indicated that the Ministry’s staff also engages with the 
relevant administrations responsible for ESF communications within the federal states. However, the 
cooperation between the federal and the federal state level has proven rather difficult, due to a lack of 
organised networking and regular coordination. No single communication strategy is in place for 
Germany that could give general indications or guidelines on how to communicate the ESF. All 
interviewees pointed out that therefore the Länder generally have developed their own ESF 
communication approaches, and that there is no coherent overall picture of communicating the ESF. 
Depending on the nature of the operational programmes, the Länder have the responsibility to 
account for their activities either to the national Managing Authority or to the European Commission 
directly. The main interaction between the federal and the federal state level seems to be through the 
submission of annual reports. Apart from these interactions, there are occasional meetings and 
individual interactions with the Federal Ministry of Labour and Social Affairs regarding specific actions 
where the Länder need support. These occasions seem to serve as an opportunity for general 
information exchange between the different levels in Germany. Contacts with the European 
Commission seem to take place on an equally irregular basis and are mainly established with the 
desk officers rather than with the ESF communications unit of the European Commission. Moreover, it 
was indicated that there are generally no meetings between the individual German Länder to 
exchange experiences or best practices. However, such meetings were seen as potentially very 
useful by the majority of interviewees.  

ESF-funded projects are closely involved with the fund administrators at the Länder level, from which 
they receive information on the ESF regulations as well as publicity procedures. They are also 
accountable for their communication activities to the fund administrators on a regular basis. The 
projects usually do not have any direct contact with the Federal Ministry for Labour and Social Affairs 
or with the European Commission. 

Overall, it can be concluded that there is not enough coordination and exchange of experiences 
between the different levels responsible for ESF communications in Germany. The national Managing 
Authority seems to have the most interaction and exchange with the European Commission and its 
members of staff are the only ones invited to the INIO meetings. However, interviews indicated that 
the results of the INIO meetings are not reported back to the lower federal state or regional levels. 
Therefore, these meetings seem only to serve for the exchange of best practice between the different 
Member States, without having any significant implications for ESF communications within Germany 
itself. Moreover, the lack of regular networking and cooperation as well as the absence of a singular 
ESF communication approach also implies that some of the federal states produce and publish their 
own ESF logo and develop their own communication strategy. This leads to the lack of a common 
visual identity of the ESF in Germany. Another problem reported during the majority of interviews is 
the lack of resources for ESF communication activities. More and professionalized staff is perceived 
to be necessary to communicate the ESF sufficiently by almost all interviewees. In very few cases a 
person is allocated 100% to ESF communications, but information and communication activities are 
generally rather seen as a “sideline job” of the general ESF work. 
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2.3.2 ESF communication objectives and priorities 

Due to the rather hierarchical management of ESF communications in Germany, it seems that the 
communication objectives on the top levels are of a more general nature, while they become more 
specific and differentiated according to the different target groups at the federal state and regional 
levels. 

Interviews with the Managing Authority indicated that the general objectives of their ESF information 
and communication activities for the period 2000-2006 were to raise awareness for the European 
Social Fund in Germany, to be responsive to the individual target groups, and to ensure the overall 
compliance with the Commission’s ESF communications regulations. This suggests a more general 
approach to communicate the ESF rather than applying targeted methods and actions. However, for 
specific communication activities and tools, such as when commissioning the “Konferenz der 
Landesfilmdienste” to distribute the DVDs on the ESF, the Federal Ministry of Labour and Social 
Affairs did target specific audiences, such as young people and educational institutions. The DVDs 
are also disseminated to the federal state levels to be used for regional and local purposes and target 
groups. In addition, the DVDs were produced in French and English in order to inform other European 
Member States about the implementation of the ESF in Germany. 

The individual fund administrators in the Länder have more specific ESF communication objectives, 
such as raising awareness among the target audiences about the ESF activities carried out in the 
individual Länder and to facilitate the access to ESF funding for specific target groups. Moreover, they 
want to encourage and spread the “European idea” and to enhance the knowledge of ESF 
interventions.  

The regional agencies in NRW have an even more targeted approach to ESF communication 
activities. Their objectives mainly include to inform their (potential) beneficiaries and participants, such 
as the educational sector, schools, small and medium sized businesses, regional and intermediary 
stakeholders as well as local politicians, about the benefits of the ESF and in how far these groups 
can use the fund. Their communication tools are press articles, conferences and events, employment 
trainings and advice sessions. 

The projects themselves indicated that the primary objectives of their ESF communication are to find 
participants, and to comply with the ESF communication regulations passed on to them by the 
regional agencies in NRW or the MASGF in Brandenburg. The projects reported to inform their 
participants with brochures, flyers, posters, newsletters and events about the co-financing by the ESF. 
However, no project indicated having carried out or been involved in information activities for the 
general public. 

The interviewed social partners indicated that they accompany the communication activities of the 
federal state fund administrators. This includes the organisation of media workshops, where they 
discuss with media representatives in how far ESF communication tools have to be adapted in order 
to make them accessible and understandable to the target groups. Moreover, the social partners 
publish articles and produce other press-related tools on the ESF. 

The interviews suggested that straightforwardness and simplicity are the priorities guiding the 
individual ESF communication activities. In this context, the majority of interviewees in the federal 
state fund administrations indicated that their communication activities mainly target (potential) 
beneficiaries as the implementers of ESF policies, rather than the general public. Beneficiaries 
include people and organisations in the educational sector, such as schools and professional 
education institutions for young people, but also small and medium-sized businesses, as well as 
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intermediaries with a multiplying function, such as regional stakeholders, lobbyists etc. These 
beneficiaries are generally perceived as being easier to target as they usually have already concrete 
conceptions about the ESF, while these still have to be imparted to the general public by the provision 
of background information. It was felt that the beneficiaries are well informed about the ESF and have 
a good knowledge of the possibilities the fund offers them. Therefore, it is possible to develop more 
targeted and concrete approaches in order to address the beneficiaries, while the general public is 
seen as being difficult to reach, given the fact that the ESF is a ‘stiff’ and rather technical topic that is 
not very attractive and does not generate a lot of attention. There are attempts to link the ESF with 
special actions and general events in order to get the message across that the ESF is connected with 
the European Union. However, informing the general public is more challenging and, given the limited 
time and resources usually available for ESF communication, is often subordinated to informing 
(potential) beneficiaries. The regional agencies in NRW as well as the social partners also indicated 
that they focus more on the beneficiaries and project participants than the general public when 
communicating the ESF. Nevertheless, all interviewees indicated that the general public has to be 
made aware of the ESF more effectively. 

It is also interesting to note that the communication tools to inform the beneficiaries and the general 
public differ. While the beneficiaries are usually informed through specific publications, newsletters 
and flyers, the mass media, such as radio, TV and newspapers, are generally perceived as being an 
adequate information tool for the general public. 

Individual interviewees also indicated that the perception of the European Union in Germany tends to 
be negative, because the EU is linked to the dismantling of the welfare state. Therefore, it is difficult to 
show the ESF in a positive light and to communicate that it is a tool by the European Union to improve 
the employment situation for citizens.  

In conclusion, most interviewees agreed that the general public is not sufficiently reached in terms of 
ESF communication. The level of awareness of the ESF among the general public is low, and it was 
indicated that even journalists do not have a sufficient knowledge about what the ESF exactly implies. 
Therefore, interviewees identified a need for a better awareness of the general public with regard to 
the European Union in general, and the ESF in particular. Europe often seems to be far away from 
the people, and therefore more emphasis is needed to show the public that they are part of the 
European Union and feel as European citizens. It is perceived that a lot is being done with the money 
coming from Europe, but that not every person can link this fact to the European Union. 

2.3.3 Communication success stories and good practi ce 

Of the communication activities by the Federal Ministry of Labour and Social Affairs, the following 
were identified as very successful: 

• DVDs on the ESF: The Federal Ministry of Labour and Social Affairs 
indicated that previous to the 2000-2006 period, a lot of brochures 
and flyers had been produced, which did not reach as many people 
as intended. Therefore, it was decided to produce films about the 
ESF, showing what the Fund can do for different groups, including 
women, long-term unemployed people, young people etc. In 2003-
2004, a film studio in Berlin was involved, which produced films of 15 
minutes in order to show what the ESF does for specific target groups 
in western and eastern Germany. These films were aired by public as 
well as some local and regional private broadcasters (Rhein-Main-TV, 
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FAB Berlin). In addition, a number of DVDs were produced (in German, English and French). 
For their dissemination, the Ministry commissioned the “Konferenz der Landesfilmdienste” in 
2005, which had developed a concept for distributing films and documentation material to 
specific target groups, such as schools and other educational institutions. The “Konferenz der 
Landesfilmdienste” regularly reports back to the Ministry on the dissemination and recipients 
of the DVDs, so the Ministry is informed about the success of the DVDs. Between 2004-2007, 
a total of 7 DVDs were produced, each with three or four contributions. 

• Brochures: The Federal Ministry of Labour and Social Affairs also produced a special brochure 
for the 50th anniversary of the ESF in three languages, which will be translated into all 
European languages at a later stage. Moreover, the Ministry also produced a brochure for 
people setting up their own business, called “Von der Krise zur Perspektive”, which is already 
out of stock in Germany and has to be reprinted. This brochure was disseminated to all 
German labour agencies and is also available online. 

• Visual Identity: The Federal Ministry of Labour and Social Affairs also published brochures on 
publicity measures for the individual programmes under the ESF with respect to the European 
regulations for visual identity, with which the project partners have to comply. In addition, the 
Ministry initiated a German ESF website (www.esf-in-deutschland.de), which aims to give 
information about the ESF, its objectives and relevant application procedures to different 
target audiences in Germany. 

The Federal State Ministry for Labour, Health and Social Affairs in North Rhine-Westphalia identified 
two activities as being very successful when communicating the ESF: 

• Participation in fairs and exhibitions: The Ministry took part in the European congress for life-
long education and training as well as in the regional fair in Cologne. It was reported that they 
chose this type of public relations because many different people passed by the booths, 
usually asking for information and documentation material, and therefore many different target 
groups can be reached. 

• Campaigns: There are several information campaigns in North Rhine-Westphalia where 
representatives of the Ministry visit companies and businesses in order to discuss about the 
different programmes available with regards to the ESF. At the same time, these visits allow 
them to talk to employees and young people who are trained in these companies in order to 
answer their questions and to raise more awareness for the ESF. 

• Visual identity: The Ministry also publishes guidelines on how to communicate the contribution 
of the ESF. Service providers can download the brochure on information and publicity rules 
from the website, as well as differently shaped and coloured ESF logos and ESF emblems. 

 

Moreover, the Ministry has produced four posters aimed at participants in the ESF-funded 
projects, indicating that the programme they are attending is co-financed by the European 
Social Fund. Project promoters can order these posters free of charge from the Ministry itself. 
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The Federal State Ministry in Brandenburg indicated that it has a communication plan in place, which 
contains a certain set of ESF communication activities. The plan is developed in cooperation with a 
professional communication company in order to improve the Ministry’s communication actions. 
Among other things, the plan foresees workshops, the website, and the magazine “Brandaktuell”. 
However, the interviewees reported that there are no actions designed specifically for the general 
public. However, they do carry out campaigns strongly supported by the media, which are also 
noticed by the broad public: 

• Events and campaigns: There is an annual conference in Brandenburg to which labour market 
actors are regularly invited. The event has around 100 participants and the European 
Commission as well as the economic and social partners are usually present. The event has 
existed since the end of the 1990s in Brandenburg. The European Commission’s publicity 
regulations now laid down the organisation of this type of event as an obligation for all Member 
States. 

• Magazine: The information service “Brandaktuell” 
informs about the situation of the labour market in 
Brandenburg as well as recent trends and 
tendencies. It is displayed every two months to different subscribers with a circulation number 
of 4,500. Moreover, it is also on display at fairs and in public environments. Beneficiaries can 
publish their own experiences with respect to the ESF, and the texts are easy to read and 
understandable. The main readers are beneficiaries with a certain background knowledge of 
the ESF. The magazine is widely recognised and acknowledged. However, it was indicated 
that a problem of the magazine is to be up-to-date. 

• Press articles: The MASFG in Brandenburg sees publishing press articles written by the 
Ministry’s press office, or articles by external journalists reporting about ESF projects, as one 
of the best ways to communicate the ESF, as they are read by the general public, and 
information about their publishing and distribution can be followed and controlled by the 
Ministry’s regular press reviews. 

• Visual identity: The MASFG offers on its official website different logos and 
emblems of the ESF in Brandenburg to download for the project partners. 
These partners are obliged to comply with the ESF publicity regulations set out 
by the European Commission, and the MASFG is responsible to monitor the 
ESF communication activities of the projects and to make sure that they match 
with these rules. 
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The regional agencies in North Rhine-Westphalia carry out communication activities for the ESF as 
well. An interview with the regional agency in Hagen identified the following ESF communication 
activities as being most successful for the programming period 2000-2006: 

• Communication of best practice: The regional agency in Hagen had established a project for 
24 long-term unemployed people, with the aim of reintegrating them into the labour market. 
The project was quite successful, with a 60% placement rate. The regional agency invited 
entrepreneurs, regional and local politicians as well as the project participants themselves to a 
discussion about the individual experiences and to give an example of best practice. This 
event received positive coverage by the media. 

• Conferences: In order to target project promoters as well as (potential) participants, the 
regional agency organised a regional conference for 150 people in recent years, where they 
presented smaller projects and their content as well as different funding opportunities provided 
by the ESF. 

In order to target the general public, the regional agency in Hagen mainly focussed on the 
organisations of events, such as: 

• European week: The European week is an event specifically 
targeted at the general public. The regional agency rented a bus 
and escorted citizens to different projects co-financed by the ESF in 
the region, according to the topic “Europe on-site”. Moreover, there 
was an on-site training event on the topic “Life-long learning”, with 
2,700 participants from the general public coming from all over the 
region. 

These events were perceived as being successful because they gave the ESF a “face”, translating a 
rather abstract topic into something concrete – even for the general public. 

2.3.4 Key success factors 

The interviews conducted indicated that the majority of German citizens has only a very limited 
knowledge of the European Social Fund. They might be aware of the existence of the Structural 
Funds in general, but not of specific characteristics of the individual funds or what they stand for. 
These findings suggest that the ESF has not yet established a real identity in Germany. Several 
reasons for the absence of a common understanding of the ESF can be identified. 

Interviewees indicated that the division of responsibilities between the different entities and the 
different levels involved makes the organisation of ESF information and communication activities in 
Germany rather difficult to understand and not very transparent. There does not seem to be enough 
interaction between the different levels responsible for ESF communication activities. Interviewees 
pointed out that more opportunities for dialogue between the Länder as well as between the regions 
of different European Member States would be very useful in order to get an insight into and 
examples of best practice of other ESF communication activities and to develop a better 
understanding of how to communicate the ESF more effectively to the different target groups. In this 
context, interviews in Brandenburg revealed that the eastern German Länder are now planning to 
meet on a regular basis for information and best practice exchange (western German Länder seem to 
be excluded from this plan for the time being). 
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In addition, the lack of one coherent ESF communication strategy for Germany was perceived as a 
major obstacle for an effective communication of the ESF. Too many different communication 
activities by different levels involved were seen as one of the main weaknesses of the existing ESF 
communication approach. Furthermore, the activities for communicating the ESF so far are seen as 
not being very efficient in view of their goals. This can be traced back to the lack of a transparent 
communication system, the hierarchical structures and the insufficient interaction between the actors 
involved. 

Moreover, all interviewees revealed that the general public is not sufficiently targeted by the ESF 
communication activities, and that the general standard of knowledge about the ESF is very low. As 
one of the main reasons for this, a lack of identification with the European Union, its values and 
policies, was pointed out, making it even more challenging to bring the ESF closer to the people. The 
EU is seen as an unpopular topic to communicate, given that most Germans tend to associate 
Brussels with cuts in the social welfare system and high social costs. Moreover, it was indicated that 
people might realise that there is money available for employment projects, but this does not 
necessarily imply that people understand the relation to the European Union. 

When communicating the ESF to the general public, however, it remains unclear if people are 
generally interested in learning more specifically about the ESF, or whether it would be sufficient to 
make people aware that the European Union supports projects and policies to help people to improve 
their employment situations. In this context, there were strong doubts among the interviewees as to 
whether the ESF should be established as a brand in Germany. Especially interviewees in 
Brandenburg indicated that the ESF as a brand should be promoted more (rather than the European 
Union as a whole). However, several interviewees disagreed, suggesting that it is irrelevant for people 
where the money comes from exactly, as long as they know that individual actions, events and 
projects are only possible because of the EU’s support. Especially the projects co-financed by the 
ESF reported that although their participants are informed about the ESF and the co-funding of the 
projects, the exact source of the money (fund) is rather irrelevant to them, as long as they are able to 
attend the projects for free. Participants are primarily interested in the project itself and only learn 
about the ESF when they are informed by the project organisers about the co-financing. 

Moreover, the very technical language of ESF publications and the apparent inability to communicate 
the ESF effectively to a broader, uninformed audience were seen as another crucial weakness of the 
existing approach, especially since the general public is perceived as not being interested in the 
details of this complex topic. It was indicated that even the regulations for publicising the ESF, coming 
from the Commission, are too technical and unclear. Interviewees indicated that these regulations 
usually have to be re-worked and have to be made less complex by the individual Ministries, given 
that the language used is too technical and difficult to understand.  

Finally, it seems that the actors involved in communicating the ESF in Germany do not receive 
systematic feedback on the individual actions and programmes they carry out. Most interviewees 
reported that no indicators have been established to date that would allow them to find out which 
communication actions are most effective in informing the general public and the beneficiaries. 

Thus, interviews with the relevant actors and entities in Germany allowed to identify the following 
factors as contributing to the success of ESF communication activities: 

• To establish a better and more regular cooperation between the German national level and the 
individual Länder authorities, as well as to develop networks for a better information exchange 
between the different actors. 
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• To communicate the results of the INIO meetings in Brussels to all entities dealing with 
communicating the ESF in Germany in order to apply best practices and learn from each 
other. 

• To use a limited number of logos and slogans in order to create a coherent visual identity for 
the ESF, and a homogeneous set of communication tools. 

• To promote more the role of the ESF as a fund helping people who have problems with their 
employment situations. 

• To publish contact details of persons involved in concrete projects co-financed by the ESF in 
order to make more information and advice available for the general public. 

• To make people more effectively aware of the German ESF website (www.esf-in-
deutschland.de) as the main source for information about the ESF, especially for the general 
public. In general, the internet is perceived as a useful channel to communicate the ESF to a 
wider public and to make information easily accessible to the different target groups. 

• To simplify the language used in official documents and regulations in order to enable non-
expert users as well as the general public to read and understand the information provided. 

• To create a better understanding and awareness among the general public of the European 
Union in general and the relation between the ESF and the Lisbon agenda in particular. 

• To offer special trainings for journalists in order to enhance their knowledge about the 
European Union in general and the ESF in particular. 

• To produce and shape stories about ESF-funded projects and their impacts in a way that is 
easy to communicate for the press and makes it easy to be understood by the general public. 

• To involve the local and regional media more in communicating the ESF to the public, for 
example by reporting about concrete projects. 

• To establish systematic evaluations, impact analysis and feedback in order to assess and 
develop efficient ways for communicating the ESF in Germany. 

• To develop incentives and sanctions to improve the communication of the ESF, for example 
by introducing positive sanctions, such as the establishment of financial means especially 
aiming at publicity measures for the ESF. 

• To introduce the obligation (as part of the application procedure) for projects to set out detailed 
plans regarding how they intend to communicate the ESF and what measures they want to 
use. In case of non-compliance, the financial support could be terminated. 

• To take up headlines and topics which are discussed among the public, in order to give the 
ESF a timely and up-to-date appearance. 

2.3.5 Role of the Commission 

Interviews suggested that the European Commission plays only a small part in ESF communication 
activities in Germany. Moreover, it was indicated that the Commission can only support the 
communication of the ESF on a very superficial level and is highly dependent on the individual actors 
within the Member States. 

However, most interviewees perceived that the European Commission could do more to encourage 
and support them when carrying out communication activities for the ESF, for example by granting 
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more money for the communication of the ESF or for more and professionalized staff involved in 
these activities. 

Moreover, the actors involved in the implementation process of the ESF suggested that not only 
officials from the Federal Ministry of Labour and Social Affairs should be invited to the INIO meetings 
in Brussels, but that the Commission should try to engage and interact with all levels responsible for 
communicating the ESF. Generally, there should be a more direct information policy for people 
involved in ESF issues. In addition, a professional exchange between the different actors should be 
encouraged by the European Commission. Regional agencies or their equivalents should be 
established throughout Europe in order to facilitate the exchange of best practice among the different 
EU Member States. 

The projects indicated that they would need better support for the applications for ESF funding. 
Moreover, the language of ESF regulations and application forms coming from the European 
Commission should be simplified. Apart from that, the projects perceived the involvement of and 
support by the European Commission as being sufficient and effective. 

 

 

2.4 Italy 

The Member State visit to Italy took place from 13-15 June 2007. The evaluation team saw 
presentations and carried out interviews with different institutions, experts and projects involved in 
ESF communication activities. Interviews were conducted with the following entities:  

• Representatives of the DG for Vocational Guidance and Training Policies (DG-POF), part of 
the Ministry for Labour and Social Security and serving as the Managing Authority for the 
European Social Fund in Italy in the 2000-2006 programming period 

• The “Istituto per lo Sviluppo della Formazione dei Lavoratori” (ISFOL), serving as an 
intermediate body 

• Six ESF-funded projects related to employment, education and vocational training in Rome 
and Lamezia Terme (Calabria) 

2.4.1 Operational structures for ESF communications  

In Italy, the different entities primarily responsible for and involved in ESF communications operate on 
three administrative levels. Moreover, a number of external actors are involved in ESF communication 
activities. For the programming period 2000-2006, the following institutions and actors were engaged 
in communicating the ESF in Italy: 

• The DG for Vocational Guidance and Training Policies within the Ministry for Labour and 
Social Security as the Managing Authority for the ESF. DG-POF is responsible for developing 
the ESF communications plan for the individual programming periods and to put it into practice 

• ISFOL and the Specialised Documentation Centre (SDC): ISFOL provides technical 
assistance to the Ministry of Labour and Social Security for the implementation of the national 
communication plan, as set forth by the national operational programme 
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• ESF financed projects who are obliged to inform their participants about the co-financing of the 
project by the ESF 

• General and specialised media at the national, regional and local level, who tend to report on 
projects or other activities related to the ESF 

• The social partners 

As the Managing Authority for the ESF in Italy, DG-POF developed an ESF communication plan for 
the programming period 2000-2006, which aimed at ensuring a more structured communications work 
on the ESF than was the case during previous programming periods. The plan foresaw a number of 
new communication tools and introduced a regular evaluation of the ESF communication activities in 
Italy.  

Within DG-POF, a total of 10 people are engaged with ESF topics and are also dealing with ESF 
communication activities. On average, people devote 75% of their working time on ESF 
communications. Some members of staff work 100% on communicating the ESF, while others work 
less on this issue. Besides the DG’s staff, however, other resources are made available by the 
external technical assistance, such as ISFOL, whose staff is also involved in ESF communication 
activities. DG-POF indicated that a total of 36 people work through the technical assistance on 
communicating specific ESF projects. 

ISFOL as the intermediate body produces publications and documents on the European Social Fund 
which are disseminated to interested institutions as well as individuals. Within ISFOL, three people 
were working on fixed-term contracts during the 2000-2006 programming period, and six people on 
cooperative contracts (this is a new institution under the new labour law in Italy). ISFOL is in direct 
and regular contact with the Managing Authority as well as with different projects. Associated with 
ISFOL is the SDC, a project co-financed by the ESF, which monitors and assesses the 
implementation of the I&C policy relating to the ESF programming period 2000-2006. 

The projects co-financed by the European Social Fund are in regular contact with the intermediate 
bodies and the Managing Authority. They receive guidelines from both entities on how to 
communicate the ESF, and have to comply with these regulations. Moreover, they have to report back 
on their communication activities every six months.  

For the European Commission, DG-POF is the main contact point in Italy. The staff of DG-POF 
indicated that they are usually in touch with the Commission through the INIO group and its meetings. 
DG-POF tends to report to the INIO group on a yearly basis and corresponds on a monthly basis with 
members of the communications unit of DG Employment. This is, however, dependent on the national 
activities and on its needs. DG-POF also has to report four times a year on their activities to the 
Monitoring Committee for the European Social Fund. However, neither ISFOL nor the individual 
projects communicate with the European Commission directly. Both are accountable for their ESF 
communication activities to DG-POF. 

In general, interviewees perceived that there is a problem of infrastructure and a lack of networks in 
Italy in order to communicate the ESF more effectively. It was indicated that especially the Italian 
regions carry out their own ESF communication work, which sometimes implies the production of their 
own logos. Therefore, the need was pointed out to implement more forums for interaction and 
information exchange on the different levels involved in ESF communication activities. 
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2.4.2 ESF communication objectives and priorities 

Interviews with representatives of the different levels involved in ESF communication activities in Italy 
indicated that each entity has different objectives and target groups. It seems that those entities 
higher up in the ESF hierarchy usually have more general communication aims and try to reach the 
different target groups with more general information than for example ESF co-financed projects. 

According to the ESF communication plan for the programming period 2000-2006, the ESF 
communication objectives of the Managing Authority included providing general information on the 
ESF and the programming period to the target groups, as well as communicating the roles of the 
Italian government, the social partners and the NGOs with respect to the ESF. Moreover, the 
Managing Authority intended to inform the target groups about different projects co-financed by the 
ESF. The main target groups for the 2000-2006 programming period indicated by the Managing 
Authority were potential and final beneficiaries, as well as the general public. The communication plan 
identified the need to better understand the requirements of the different target groups in order to 
reach them more effectively with ESF communication activities. 

According to the new ESF communication plan for the period 2000-2006, a new ESF logo had been 
created as well as an ESF image (which has a similar use as the logo), showing a girl with ESF-stars 
in her eyes. Moreover, an advertising campaign was started, promoting the message “Grab the ESF”, 
and a variety of tools were developed in order to reach out to multiple targets, ranging from 
practitioners to end users. DG-POF also put emphasis on maintaining good relations with the media. 
Press activities of DG-POF included the writing, distribution and follow-up of press releases, and the 
organisation of interviews and meetings with the press during events. Moreover, DG-POF organised 
and managed press conferences and released press reviews with a monthly analysis of their 
coverage in the print media. However, the media interest in ESF issues was perceived as being quite 
low, as the media seem to be more interested in sensational stories and activities. It was indicated 
that there has not been a lot of media coverage on the ESF in Italy, but that the topic has been 
somewhat neglected by the media. This was revealed by a study on the impact of ESF news 
coverage for the programming period 2000-2006. 

The Ministry of Labour and Social Security has also initiated an annual evaluation of its activities, 
which is carried out by an independent evaluator. This evaluation aims to provide ongoing assistance 
to national and regional authorities and to provide continual information on the main effects produced 
by the co-financed interventions of the ESF. It tries to identify and assess the impact of ESF 
communication activities in order to develop better targeted and integrated communication 
approaches for the future. 

The main activities carried out by ISFOL are doing research and publishing information on ESF 
topics. ISFOL produces special publications on the ESF, and conducts in-depth analyses for 
beneficiaries and ESF actors in Italy. With these activities, ISFOL targets potential and final 
beneficiaries and the general public. Moreover, ISFOL monitors users of its services and their needs, 
and reports these findings to the Managing Authority every two months. The main users of ISFOL’s 
services are students and public administrations, and to a certain extent the general public. Interviews 
indicated that students and public administrations tend to have a good knowledge about the ESF 
already, and usually need more detailed information on concrete funding opportunities. In contrast, 
the general public often does not know in detail what the ESF is, although many have a general 
understanding that there is money provided by the European Union. Therefore, they need more 
information on the types of projects co-financed by the ESF or how to apply for the money. However, 
there are still people who might never have heard about the ESF. 
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In terms of communication tools, the staff of ISFOL indicated that they have put a lot of effort into 
developing their website in order to provide all the relevant information to the users online, as the 
internet used to be considered as the best way of communicating on the ESF. However, it was noted 
that only people already familiar with the ESF look for more information online, while the web is 
generally not able to draw people’s attention to the European Social Fund if they have never heard of 
it before. With regard to the development and use of different communication tools for promoting the 
ESF, ISFOL’s staff pointed out several factors that have to be taken into consideration to find the 
most effective way to communicate the ESF, such as the level of education of citizens or their 
attachment to tradition. Old people, for example, might not have enough knowledge about the internet 
and therefore need to be targeted differently than pupils or teenagers. Moreover, the need for a 
simpler language for communicating the ESF was emphasized, as there is a perceived “language 
gap” between the European institutions and the European citizens in terms of terminology. 

The different projects interviewed usually target a specific audience related to employment and 
training, such as young people, women and unemployed people, and to a much lesser or even no 
extent the general public as such. The objectives of their ESF communication activities include the 
provision of information to participants, to facilitate contacts between institutions and users, and to 
increase the visibility of the ESF in order to attract potential participants for their projects. Interviews 
with project managers also revealed that projects tend to make use of the local and regional media to 
a large extent, as these are perceived as a good tool to make potential participants aware of the 
projects. Channels used are local radio and TV stations as well as newspapers. Other tools used by 
the different projects range from posters, banners and signs to give-aways, such as pens and writing 
pads. Moreover, interviews also revealed that nowadays there are a lot of ESF co-financed training 
courses at the regional level in Italy. However, it was pointed out that these projects often focus on 
the same topics, such as IT, while it would be much more effective to have more innovative ideas and 
projects in order to offer a broad spectrum to the end users. 

2.4.3 Communication success stories and good practi ce 

Interviewees identified the following ESF communication activities as very successful: 

• Information/exhibition stand (Contatto – L’Angolo del Lavoro): The 
Ministry of Labour and Social Security (DG-POF) has a stand that is 
present at national and international events. Most important is its 
participation at the major vocational training events in Italy. The 
stand has a size of 96 m² and is composed of four multimedia 
information stations, where qualified staff hands out material and 
informs on the ESF, as well as on other community initiatives and 
programmes. Visitors are also informed about the topic “Mobility in Europe”. Moreover, one 
area of the stand is dedicated to personal guidance interviews, simulations of employment 
interviews and the organisation of thematic workshops, for which the stand employs 
professional guidance counsellors. So far, the stand had 120,000 visitors, and 6,200 people 
have benefited from the guidance interviews. Moreover, 2,000 employment interview 
simulations and 500 thematic workshops have been carried out. 

• Information and guidance “on the road”: The project “Circumlavorando” is a travelling guidance 
initiative dedicated to young people aged 15-35, and to all those interested in obtaining 
information or suggestions on job-seeking and on vocational training, self-employment and 
social inclusion opportunities. The project consists of two multimedia coaches with PCs, 
accessories, guidance counsellors and information material. The coaches have a stop of eight 
days in different cities and towns in order to meet and inform their target groups. A set of four 
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guidance counsellors meets users directly in the streets, schools, universities and social 
inclusion centres and is supported by multimedia work-stations and thematic publications. A 
total number of 27 people is involved in the processing and development of this project. The 
initiative aims at fostering contacts between institutions and young people, between central 
and local structures, mainly focusing on employment centres as well as guidance and social 
inclusion bodies, with a view to harmonising and 
optimising the communication. Moreover, local 
administrations are welcome inside the buses to talk to the 
guidance counsellors about their experiences, and are 
able to exchange best practices. In the first four years of 
the project’s existence (2000-2004), the buses went to 91 
cities and towns as well as 14 sectoral fairs. In the last two 
years, “Circumlavorando” attracted 20,000 visitors, and 
the numbers are increasing. By now, the project is imitated 
by several Italian regions. 

• Toll Free Number – ESF on the phone: DG-POF’s staff indicated that the Toll Free Number 
was one of the most successful ESF communication activities. People calling this number can 
receive information on the ESF as well as guidance and vocational training. Users of the Toll 
Free Number are usually unemployed young people, long term unemployed, women and 
members of disadvantaged groups, as well as relevant practitioners such as local 
administrations, training providers, companies, consultancies and employment services. The 
number was promoted on the radio and TV on numerous occasions. This strategy proved to 
be very effective. As a result of this success, the Ministry of Labour and Social Security 
recently implemented the Toll Free Number as its own institutional tool. 

• Internet/Website: “Europalavoro” (www.lavoro.gov.it/EuropaLavoro) provides information on 
the ESF and different services to its users. It was established in cooperation with ISFOL and 
contains several links to different information sources on topics related to the European Social 
Fund. Different sections provide general and specialised 
information to practitioners, potential and final 
beneficiaries as well as the general public, and one area is 
completely dedicated to projects. Information includes 
news and the promotion of events, the newsletter “Punto 
FSE” as well as editorial publications. Some users have 
their own password which enables them to access 
information that is not publicly available. The website is 
accessible in both Italian and English, which facilitates its 
use for non-Italian speakers. The main source of 
information of the website is the Europa portal. Over the last years, the access to 
“Europalavoro” has increased massively up to 6 million hits per year. Moreover, users can give 
direct feedback on the website, which allows the web administrators to get to know their needs 
and meet individual requirements better. 

• Specialised Documentation Centre (SDC): The SDC is affiliated to ISFOL and is specialised in 
training, guidance and employment issues. Its role is to provide theoretical, technical and 
operational documentation designed to address the needs and interests of practitioners and 
users of the national training system. The SDC produces and disseminates documentary 
products and services to support social-economic research and the design and management 
of training activities. It operates through a front-desk, which is open to the public. All its 
activities have to be approved by DG-POF on an annual basis. 
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• Visual identity: In terms of the use of logos, it was indicated that the ESF logo is less 
recognised in Italy than the logo of the European Union. Interviews indicated that the visibility 
of the EU logo is perceived as having a very important graphical communication impact, as 
everybody is familiar with the flag of the European Union. 

 

 

 

Italian ESF logo EU logo with caption “European 
Union, European Social Fund” 

 

• Publications and events: DG-POF in association with ISFOL produces and disseminates a 
variety of different publications, such as periodicals, monographies, booklets, studies and 
research papers. There are also a number of events DG-POF is taking part in, such as 
national and international conferences and workshops on European, national and regional 
strategies for employment policy, social inclusion and human resource initiatives etc. 

2.4.4 Key success factors 

The general knowledge of the Italian public with regard to the ESF is quite low. There does not seem 
to be much appreciation and recognition of the fund itself or what it stands for. This is confirmed by 
users’ entries and comments on DG-POF’s website, where some individuals have requested 
information on the ESFs in plural, as if there was a set of European Social Funds. In contrast to this, 
the national media in Italy tend to cover EU issues more intensively. They usually report on individual 
initiatives to be financed by the EU rather than the ESF. Surveys show that the general public has 
quite a good understanding of the EU and the European Commission. A Eurobarometer survey 
indicates that 60% of Italians have confidence in the European Commission and 77% of Italians think 
that the Commission plays an important role. 

There are a number of factors that people interviewed indicated to be difficult in terms of 
communicating the ESF effectively: 

• The use that individuals can make of the ESF and how they can benefit from it. 

• People generally struggle to understand the structures and the interaction of the multilevel 
ESF system. This tends to discourage citizens to contact the different entities and institutions 
to ask for help.  

• It can appear difficult to receive help on how to apply for ESF funding, as people are not aware 
of central contact points. Moreover, confusion is created when different regional authorities 
tend to use their own logos in ESF communications. Due to an information and logo overload, 
people attending ESF co-financed projects sometimes do not realise that they are funded by 
the ESF.  

• End users of ESF funding are usually not interested where the money for their projects comes 
from or who is managing the funds, as long as the training they receive is free. 
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• The ESF is seen as a difficult instrument to communicate, because it cannot be explained and 
understood simply by a TV commercial or a billboard. 

• The different communication channels require a sizeable financial investment, which is often 
not affordable given the limited financial resources for ESF communication activities. 

• The last communication campaign on the ESF was perceived as not being very successful, as 
it received negative feedback and was not very well covered by the media. Posters used were 
seen as misleading, as people tended to think that “social” would mean a link to welfare 
policies, rather than work and employment. 

In terms of the establishment of the ESF as a “brand”, there was some disagreement among the 
interviewees. Several suggested that it would be more important to get users acquainted with the 
European flag, as this logo is binding as well, but that it is also important to enhance their knowledge 
of the fund involved. However, the majority suggested that the use of too many logos for each fund is 
rather confusing and contra-productive. Therefore, they felt that one ESF logo should be created for 
the use throughout the European Union, which would help the ESF to achieve recognition in all 
Member States. Alternatively, it was suggested that the European flag could be used as the only logo 
on all ESF publications and communication materials. Interviews indicated that this should be subject 
of an EU regulation, so that even Italian regions would be obliged to comply. 

Interviewees also indicated that there is no single best tool to communicate the European Social 
Fund. Rather, it is most effective to use a mix of different tools in an integrated way. In this context, 
the main factors identified as contributing to successful ESF communication activities in Italy are: 

• The use of integrated and strategic communication plans by each administration. Interviews 
indicated that it should be of primary importance to make use of more advanced 
communication tools, such as online and digital communication. However, it has to be kept in 
mind that some users cannot use these technologies, such as unemployed people or young 
people from disadvantaged backgrounds. Therefore, the use of paper publications should still 
be maintained. 

• The increased use of the local media when communicating ESF activities. Local media are 
perceived as reaching the general public more effectively, because they can relate more to the 
viewpoint of the ordinary people, for example in terms of easy language. 

• The investment in travelling communication stands and direct communication approaches, in 
order to address potential ESF beneficiaries as well as participants on a face-to-face basis. 

• The use of more accessible technologies, such as the Toll Free Number. 

• The use of a simpler and more easily understandable language in publications and information 
material. 

2.4.5 Role of the Commission 

The involvement of the European Commission in ESF communication activities in Italy was perceived 
as being very limited. Interviewees indicated that the Commission provides regulations on how to 
communicate the ESF, but does not get any further involved in the communication process. The main 
interactions with the Commission on ESF communications are the INIO meetings, which were 
perceived by the Managing Authority as being very interesting, because they provide an opportunity 
to exchange examples of best practice with the Commission and other countries. However, since the 
INIO meetings are only attended by the Managing Authority and their results are usually not passed 
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on to the lower levels involved in ESF communication activities in Italy, people interviewed pointed out 
the need for more direct communication facilities between the different ESF communication levels in 
Italy, rather than only communicating through the Managing Authority. Moreover, it was suggested 
that the Commission should facilitate information and best practice exchange between different actors 
of the different Member States, for example on the regional and local level. 

Interviewees also suggested that the ESF communication could be improved by allocating more 
financial resources directly to communication issues. With more financial means, special ESF 
communication centres or information points could be developed throughout Italy, which could play a 
strategic role especially at the local level. In addition, people interviewed pointed out that the 
Commission should offer specific training on how to carry out communication activities to the different 
levels involved, as most people do not have a professional background in communications. 

 

 

2.5 Poland 

The visit to Poland took place in mid June 2007. Interviews with the following entities were conducted: 

• The Ministry of Regional Development, Department for ESF Management 

• The Ministry of Labour and Social Policy, Department for ESF Implementation 

• The Polish Agency for Enterprise Development 

• The Voivodship Labour Office in Warsaw 

• The Polish Confederation of Private Employers Lewiatan 

• Two ESF beneficiary entities (a training project for the long-term unemployed in Warsaw, and 
an NGO that implemented a nation-wide project in schools) 

• One of the winners of the competition for journalists “The Human Face of the ESF” 

2.5.1 Operational structures for ESF communications  

The vast majority of ESF funds in Poland (over 70%) are disbursed under the Sectoral Operational 
Programme Human Resources Development (SOP HRD). The remaining funds are disbursed under 
the 2nd priority of a regional programme (IRDOP) and EQUAL. The responsibility for the management 
and implementation of the SOP HRD is divided into two levels. The Ministry of Regional 
Development, as the Managing Authority, has overall responsibility for the implementation of the 
operational programme. The responsibility for the implementation of the different measures, grouped 
under three priorities, lies with the respective implementing authorities. These are the Ministry of 
Labour and Social Affairs, the Ministry of Education, the Voivodship (regional) Labour Offices, the 
Polish Agency for Enterprise Development, the State Fund for the Rehabilitation of the Disabled 
People, and the Office of the Civil Service. 

This structure has implications for ESF communication activities: 

• Managing Authority: Responsible for general information, communication for the general 
public 
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• Implementing Authorities: Communication with beneficiaries, other stakeholders; more 
institutional nature 

• Beneficiaries: Information of project participants, dissemination of project results 

The resources (human and financial) available for communications vary from institution to institution. 
At the Ministry of Regional Development, two to three officials within the unit for technical assistance 
are primarily responsible for information and communication; they deal with all aspects and phases, 
from the development of ideas and concepts to the implementation and financing of activities. In the 
implementing institutions, there is usually no staff dedicated exclusively to I&C; rather, they tend to 
deal with I&C as part of their wider responsibilities for technical assistance. Some interviewees 
pointed out that in the majority of implementing institutions, I&C is not seen as a priority / key part of 
the programme implementation, and as a result, the amount of attention paid to it is often limited. 

An information working group consisting of representatives of the Managing Authority and each 
implementing authority meets three to four times per year. The meetings are dedicated to strategic 
and operational planning of upcoming I&C activities, exchange of experiences; support; but also 
training (on aspects such as PR, media relations). The working group also acts as a “monitoring 
forum” which collects information on all I&C activities and tools; these are discussed during meetings 
of the working group, with a view to identifying best practice. There are also frequent informal working 
contacts between these institutions. 

2.5.2 ESF communication objectives and priorities 

As the Managing Authority, the Ministry of Regional Development undertakes I&C for a very wide 
spectrum of target audiences, including (potential) project promoters / beneficiaries, participants, the 
media and Polish society as a whole. For the institutional target audiences, the Ministry has published 
a broad range of brochures and other materials to assist in programme / project implementation, 
including guidelines for project implementation, the publicity rules etc., and also organised numerous 
events and conferences. The general public is also an important target audience for them, and 
activities include a billboard campaign, TV spots, a website, events etc. 

The I&C activities of the implementing institutions are generally more institutional, in that they are 
primarily focused on the operational needs of the measures they implement, including recruiting 
beneficiaries, and ensuring compliance with the different sets of rules and requirements. Nonetheless, 
implementing institutions also have developed some activities whose target groups include the 
general public, including dissemination of information about programmes and projects and their 
results and impacts through the media.  

Based on the sample of beneficiaries interviewed, these comply with the formal rules on publicity (use 
of logo and mention of ESF on information materials, forms etc.), but they also appear eager to 
communicate the ESF contribution as widely as possible, to the project participants and beyond. 
There is a strong sense of pride and gratitude towards the ESF, which appears to minimise the 
potential risk that the ESF contribution being not very visible in project-related communication 
activities. The fact that projects have obtained EU funding is often seen as a “seal of excellence” of 
sorts (given that ESF funding is perceived as difficult to access, and procedures very strict and 
bureaucratic), almost as a quality guarantee that project promoters are keen to inform participants 
and a wider public about the ESF.  
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The interviews indicated that in Poland there is a high awareness of “EU funds” in general, and of the 
fact that Poland benefits significantly from these funds. The awareness and knowledge of the ESF is 
naturally much lower, but was also said to be on the rise as a result of the fact that a considerable 
part of the population has already benefited directly from the ESF (over 7,000 projects have been 
implemented in Poland since 2004, with over 1 million participants). The perception of the “EU funds”, 
including the ESF, is very positive overall, although many interviewees (especially beneficiaries) also 
reported that it is perceived to be very difficult to access the funds due to the combination of EU and 
Polish bureaucracy and rules.  

2.5.3 Communication success stories and good practi ce 

Information for (potential) beneficiaries was key in Poland to encourage and facilitate the take-up of 
the opportunities offered by the ESF, especially in rural areas. In addition to direct contacts (e.g. 
engaging local stakeholders through regional conferences, small workshops, and participation in local 
events such as harvesting festivals), the following activities were identified as particularly effective: 

• Manual / step-by-step guide to ESF project implementation: The Ministry 
of Regional Development has developed this brochure as a guide to 
developing, applying for, implementing, and evaluating an ESF project. It 
is 128 pages long, and written in very simple, plain language that is 
understandable even for people who have not had any experience with 
EU-funded projects before. It also includes concrete examples. It is the 
first publication of its kind, in that it is specifically focused on “soft” 
projects only. The brochure is the “best-seller” among the Ministry’s ESF 
brochures; 100,000 copies have been printed, and there are constantly 
requests for more. An electronic version is also available from the 
website. 

• National and regional training institutes: The National Training Institution 
(NTI) for the ESF prepares beneficiaries for the management and implementation of the ESF 
and SOP HRD. Over 30 accredited NTI trainers conduct training sessions and provide advice 
regarding the theory and practice of obtaining funds. In addition, a network of 49 regional 
training institutions (RTIs) complement the work of the NTI by providing services (basic 
information and training regarding ESF, promotion of programmes co-financed by ESF and 
good practices regarding ESF, general counselling for the ESF project promoters, 
encouraging local initiatives in the field of ESF and co-operation of social partners in the 
implementation thereof, organization of training and seminars for potential beneficiaries) 
across Poland. The NTI and RTIs, which are financed from the technical assistance budget 
and directly managed by the Polish Agency for 
Entrepreneurship Development, have been “a great success” in 
that they have significantly enhanced the capacity for the take-
up of ESF funds in Poland. 

A considerable number of information activities targeted (partly) at the 
general public were also carried out, including conferences, a 
newsletter, a website, a telephone helpline, use of the media, etc.  
Among the most successful / innovative activities were the following: 

• General brochure on the ESF in Poland: Published on occasion 
of the ESF’s 50th anniversary, this small brochure (18 pages) 
introduces the ESF and its implementation in Poland, including 
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concrete project examples. It is particularly noteworthy because of the visual images it uses: 
The common theme of all pictures in the brochure are hands engaged in different tasks, 
symbolising different professions, but most importantly, activity and action (including actions 
such as a hand circling an advert in a newspaper, which conveys a message of opportunity 
and “you can”). 

• Billboard campaign: In early 2007, a billboard campaign was launched, using five different 
billboards on the ESF, showing persons and slogans promoting different kinds of activities 
funded by the ESF (see below for an example). The target group of the campaign was Polish 
society as a whole, in particular the unemployed, those threatened by social exclusion, youth, 
entrepreneurs, disabled people and women. A total of 1,580 billboards were placed in 22 
towns and cities across Poland. An evaluation of the impact of the campaign showed that 
while the degree of spontaneous (i.e. unaided) awareness of the ESF increased only slightly, 
the increase in the overall (i.e. spontaneous and aided) awareness of the ESF and its overall 
objectives was significant (over 10%). 

 

• Information campaign on the ESF and disabled people: This massive campaign was 
highlighted by several interviewees as an example of a highly professional and effective 
information campaign, using a mix of different media (including advertisements on TV, in 
newspapers etc.). The campaign was instigated by the State Fund for the Rehabilitation of the 
Disabled People, and developed by a PR agency, and was said to have been rather 
expensive. It focused on the benefits of employing disabled people, and emphasised that the 
ESF can help in this regard. One of the reasons for its success was that the campaign ran 
over a relatively long period of time, and was therefore very visible for a large audience. 

• Journalist competition “The Human Face of the ESF”: This 
competition was organised in 2006 by the Ministry for Education, 
in co-operation with the Ministry for Regional Development and 
the Representation of the European Commission in Poland. The 
idea behind the competition was to encourage the media to 
show how the ESF affects the lives of people in Poland, and 
what kinds of activities are supported. The name of the 
competition itself was meant to show that the focus should be on 
“human” stories. To raise awareness and interest in the 
competition among journalists, advertisements were placed in 
various media concerning the ESF. The Ministry also hired a PR 
company to inform journalists of the competition, and encourage 
them to take part. As a results, a total of 45 entries were 
received (19 from national, 26 from regional/local media; 7 of the entries were TV, 15 radio, 
and 23 print media) – a number thought by the organisers to be adequate for this kind of 
competition. A jury consisting of representatives of the sponsoring entities, as well as a think 
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tank and two journalist societies, chose the best 13 entries, which were presented with the 
award at a gala, where some of the materials were presented. The prizes included a financial 
reward, and a study trip to Brussels (said to be very interesting for regional journalists in 
particular). The second edition of the competition has already been launched; the deadline for 
entries is in September 2007.  

• Gadgets: Although some interviewees pointed out that their 
outreach is naturally quite limited, many felt that the use of 
gadgets is a very effective way of raising project participants’ 
(and by extension local communities’) awareness of the ESF. 
ESF beneficiaries reported that participants were quite keen on 
gadgets (such as mugs, T-Shirts, backpacks, calculators, etc.; 
one project also produced a wall calendar, which was very well 
received), and that these really work in terms of enhancing the 
ESF’s visibility. Because of the predominantly positive image of 
the EU in Poland (particularly among young people), people are willing to use and wear items 
featuring EU symbols, meaning their effect extends beyond the participants themselves. 
Beneficiaries also reported that project-specific gadgets can be produced and purchased 
relatively cheaply, and are therefore cost-effective publicity for both the projects and the ESF 
as such. 

2.5.4 Key success factors 

Activities to encourage participation: 

Because of Poland’s recent accession to the EU, one of the main challenges encountered was lack of 
basic information and trust in EU funds. In some cases, intense efforts were necessary to find 
beneficiaries and participants, especially outside of Warsaw and in rural areas. In addition to the 
novelty of EU funds in Poland, the main obstacle was reportedly that the procedures for applying for, 
implementing and accounting for the EU funds are perceived as very difficult and bureaucratic, 
deterring many from applying. In these cases, what was found to work best to encourage participation 
was direct interaction, information and support. While relevant information materials (brochures, 
internet etc.) are important and should use language that is as simple and plain as possible, 
brochures alone were said to not be enough – implementing institutions found that it was often 
necessary to go to the local areas and meet people directly. Small workshops were found to be more 
effective than large conferences. In addition, an ESF presence at local events (such as harvesting 
festivals and fairs in rural areas) reportedly contributed significantly to raising awareness of and trust 
in the opportunities offered by the ESF. The network of regional training institutes also plays an 
important role in training, supporting and advising potential beneficiaries. 

Activities to encourage dissemination of results: 

All interviewees deemed that the most effective way of raising awareness of the ESF is to 
communicate concrete project results, and to show how the ESF has made a positive impact on the 
lives of individuals. Such success stories with a “human touch” are potentially the most appealing to 
citizens (much more so than general information about the ESF), especially if they relate to the 
specific municipality / local area / region they live in. 
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Based on the sample interviewed, ESF project promoters in Poland seem very keen to communicate 
information about their projects, including the ESF and its contribution, as widely as possible. The EU 
funding is often seen as a source of pride; beneficiaries not only tend to be very grateful for the 
financial support, without which most projects would have never materialised, but also see the EU 
funding (perceived as very difficult to obtain) as a seal of approval of sorts, testifying to the quality of 
their projects. Therefore, there seems to be great potential for project-related communication, and 
little risk that the ESF contribution is not sufficiently highlighted. 

In order to maximise the dissemination of project results and impacts, there are a number of steps 
that the competent authorities can take. For one, it is important to harness and channel the pride and 
gratitude of beneficiaries; the co-ordinator of a very large-scale ESF-funded project noted that usually 
people who manage or implement a project (in their case, the participating schools) “want to show 
off”, and are very happy to take advice and encouragement as to how to reach the widest possible 
audience (including, in this particular case, parents, mayors, local communities, churchgoers etc.). In 
addition to practical advice, it is also about fostering pride and a sense of achievement. In the words 
of one interviewee from the Managing Authority, “you have to create an atmosphere where ESF 
projects, which invest in people and are quite different from ‘hard’ projects, are seen as something 
special, something to be proud of, something that creates something with a real added value.” This 
also involves rewarding the promoters of well-run projects; the competition of the best ESF projects 
(the five winners of which were announced recently) can be seen in this context. The Minister for 
Regional Development will present the winners with an award at the upcoming ESF anniversary 
conference in Warsaw.  

The above extends to the use of the media to disseminate results. The experiences with regard to 
access to media differed among interviewees: While some implementing institutions as well as 
beneficiaries found it easy to obtain coverage in the media (e.g. about ESF projects supporting the 
quality of schools – children reportedly tend to make for very appealing stories), for others this was 
much more difficult (especially for ESF projects that appear less “exciting” and easy to sell). 
According to most interviewees, social projects are still seen as existing in a “niche” in Poland, and 
creating interest from the media can be a problem, especially since many projects are relatively small-
scale, and not as “spectacular” as for example many ERDF-funded infrastructure projects. As a result, 
getting into the national media in particular tends to be difficult. Given this experience, there seems to 
be a need for the respective authorities to develop effective ways of engaging with the media, and to 
provide beneficiaries with support and advice in this respect. 

Many interviewees reported that if one manages to make journalists interested in the ESF and 
projects funded by it, the returns in terms of coverage are often very good. It was found that especially 
among a local / regional audience, ‘soft’, human projects are often found very interesting, and that 
therefore regional and local journalists are the best multipliers. However, in order to create awareness 
and raise interest among this group, appropriate approaches have to be chosen. The past has shown 
that simple press conferences are not very effective, and that other ways of engaging with the media 
have to be explored, in order to provide journalists with information that is relevant for them, and 
presented in a way that facilitates their work. This can take the form of project visits (including 
interview opportunities with participants and promoters). Another activity for journalists that reportedly 
worked well were “breakfasts for journalists”; i.e. informal meetings where the authorities and 
beneficiaries can discuss the ESF with journalists in a somewhat more “educational” way. The above-
mentioned competition for journalists was also deemed a success, partly because the organisers not 
only asked for the submission of entries, but also provided materials and opportunities for potential 
entrants to gather concrete information about the ESF and numerous projects that were funded. 
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Information and publicity activities in general: 

Interviewees mentioned the following aspects as key challenges and difficulties for effectively raising 
the visibility of the ESF in Poland: 

• The notion of ‘soft’ projects is still relatively new in Poland, and the different ESF areas of 
action / priorities / measures, as well as individual projects, are very different from one 
another. It is therefore difficult to find and communicate an easily understandable, ‘standard’ 
message / description of the results of projects. 

• In comparison with ESF projects, ERDF projects tend to be more visible, tangible, and easily 
understood. They are often also on a larger scale, and not least present a great opportunity 
for local / regional authorities to promote themselves (e.g. at the inauguration of bridge, 
buildings etc.). This means that ESF communication requires a more active, well-planned 
promotion than the ERDF in order to reach a wider public. 

• ESF communication by the responsible authorities is still often seen by beneficiaries and 
observers as too institutional, complicated and official, and not simple and appealing enough. 
This was said to be partly due to the nature of the content to be communicated, but also to a 
certain lack of expertise and experience in communication that is sufficiently target audience 
oriented. 

• Because of the multitude of actors involved, ESF communication in Poland is not always as 
homogeneous and complimentary as would be desirable in order to maximise its 
effectiveness. Different institutions develop their own activities and tools, to the detriment of a 
clear, single (visual) identity for the ESF. In this sense, there would seem to be room for more 
co-ordination, and in particular for the development of a common, long-term approach / 
strategy to communication among all managing and implementing agencies. A few 
interviewees also felt that some communications use too many logos (EU flag, Polish ESF 
logo, operational programme / measure, managing / implementing institutions, etc.), which 
can create confusion.  

To mitigate / overcome these challenges, the majority of interviewees from all groups felt that the 
most promising direction for future ESF communications would be to: 

• Continue to focus on local and regional, project-related communication. Given its diversity and 
the fact that most ESF projects have a stronger appeal and generate more interest at the local 
and regional levels than nationally, the ESF is best promoted through the dissemination of 
information about concrete projects, their results and impacts, best practices but also 
challenges. This can be done directly (through events, brochures, competitions etc.) as well as 
through the media. In all cases, the greater the ‘human focus’ of the communication (i.e. 
showing concrete examples of people who have benefited), the better the results tend to be. 

• Use more general activities and campaigns (e.g. billboards, internet, and as much as possible 
TV spots and documentaries – TV is seen by nearly all as the medium with the widest 
outreach and greatest impact) to flank and complement the concrete project-related 
communication, creating a ‘bracket’ that enhances brand awareness and recognition. Such 
general communication on the ESF should be as straight forward, clear, simple and visually 
homogeneous as possible. It too should contain a strong human element, 
and use images and stories of real people, emphasising how citizens in 
different situations and circumstances can benefit. 

Regarding the ESF branding in Poland, the reactions to the Polish ESF logo (see 
right) were mixed. Many interviewees felt that a separate logo for the ESF is 
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necessary to create awareness, and enhances the efforts to establish a clear distinction between the 
ESF with its social purpose and other EU funds. However, others (from implementing authorities, 
beneficiaries and observers alike) deemed that the EU flag itself is the strongest and most 
recognisable symbol, and should be featured in ESF communications instead of the ESF logo. In any 
case, it seems clear that the Polish logo, which uses the EU’s colours and features yellow stars, 
makes a clear enough graphic reference to the EU so as to be clearly identifiable as EU-related.  

As regards slogans, there has been no single slogan that was used on 
all ESF communication materials. The most widely used slogan was 
“Man – the best investment”, which was often used together with a 
stylised image of a person (see right). Feedback to this slogan was 
again mixed – not all interviewees were spontaneously aware of it, and 
several thought that most likely it was not “catchy” enough for a wider 
target audience (one interviewee also mentioned research that was 
undertaken and came to the same conclusion). While there was 
relatively widespread agreement that the idea behind the slogan is right 
(in Poland, human capital is reportedly not high on the agenda, and the 
slogan conveys the idea that investment in human capital is important), 
the wording was thought to be adequate for those with some previous 
knowledge of the subject, but not for the general public, as it probably 
“doesn’t mean anything to the unemployed man on the street”. For 
potential participants as well as the general public, a different, less 
institutional slogan was thought to be more appropriate – something 
that emphasises opportunities for everyone. 

2.5.5 Role of the Commission 

There was a shared perception among many interviewees that the Commission has not played a 
prominent role in ESF communications in the past, and that it seemed to attach little priority to it. A 
few interviewees noted that I&C had never been a subject of debate in the monitoring committee, and 
that if the Commission wants to raise the profile of it in the future, the first thing it should do is to pay 
more attention to it in its contacts with the national authorities. 

In terms of concrete actions the Commission could take, there were three broad sets of suggestions: 

• Facilitate sharing of experiences and best practice beyond the Managing Authorities. 
Beneficiaries in particular noted that it would be highly interesting to have the possibility to 
exchange ideas with and learn from institutions in other Member States that have 
implemented similar projects. One interviewee suggested that the Commission could develop 
an online database / map of best practice across the EU, which would have to be segmented 
by types of projects. This would give interested parties the chance to browse themselves and 
get in contact with projects that are of interest to them. 

• Those who had participated in INIO meetings in the past welcomed the idea, but felt that the 
meetings are not sufficient. They are too infrequent, and too formal; participants listen to what 
the Commission plans to do, what certain Member States have done, but this has little impact 
in practice. Interviewees felt that INIO should be developed into a real network, that is 
interactive and facilitates contacts among members outside of the official meetings. A first step 
in this direction would be to establish and disseminate an email list, and find other ways of 
facilitating and encouraging real networking. Interviewees felt that the twinning after Poland’s 
accession was useful, but came and finished too early. They also reported that they have 
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frequently had questions that other Member States could likely have helped to solve if there 
had been a better working relationship. 

• The majority of interviewees (both at the implementing institutions and beneficiaries) also felt 
that it would be useful if the Commission produced some basic information materials on the 
ESF. While this should not duplicate efforts at the national level, there was widespread 
(although not unanimous) support for the idea of having general information about the ESF 
provided by Brussels. For example, it was noted that the Commission had not provided any 
materials for the 50th anniversary of the ESF. A few interviewees also thought the Commission 
could take the initiative and produce a very basic, simple TV spot, highlighting the issues and 
areas supported by the Structural Funds (including social affairs and employment). Such an 
integrated approach could help to clarify in people’s minds that the EU funds infrastructure 
projects as well as “soft” projects. 

• Finally, one interviewee (independent / observer) thought that the most important role for the 
Commission to play would be to insist on the importance of national authorities taking a co-
ordinated, strategic approach to ESF communications.  

 

 

2.6 Portugal 

The visit to Portugal took place in mid May 2007, and follow-up interviews were also conducted during 
the following two weeks. Interviews with the following entities were conducted: 

• The national Institute for the Management of the ESF (IGFSE); 

• Representatives of the Managing Authorities of two operational programmes (the regional 
programme for the North, and the sectoral OP Employment, Training and Social Development 
– POEFDS); 

• A representative of the largest trade union in Portugal; 

• An independent communication consultant who had worked with the authorities on ESF 
communications; 

• Two ESF beneficiary entities (a vocational school in Northern Portugal, and a multi-municipal 
development association). 

2.6.1 Operational structures for ESF communications  

In Portugal, the different entities primarily responsible for and involved in ESF communications can be 
divided into three levels: 

• The Institute for the Management of the European Social Fund (IGFSE), which was created in 
2000 to assure the management, co-ordination and financial control of interventions supported 
by ESF. It does not itself manage any operational programmes (other than the OP Technical 
Assistance), but provides support to the Managing Authorities, including on matters related to 
information and communication. 
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• The Managing Authorities of the operational programmes under the third Community Support 
Framework (CSF III). During the 2000-2006 programming period, there were 17 operational 
programmes (OPs), including eight sectoral programmes and seven regional programmes. All 
of these programmes have an ESF component. Their respective Managing Authorities 
(normally national ministries for the sectoral programmes, and “regional coordination and 
development commissions” for the regional programmes) are also responsible for information 
and communication activities. 

• The entities offering projects funded by the ESF (beneficiaries), who have the responsibility for 
complying with the formal rules on informing project participants of the ESF contribution. 

At the IGFSE, a dedicated information and communication unit (with eight staff) exists to provide 
support to the Managing Authorities of the operational programmes, including with drawing up a 
communication plan, and with their communication activities and tools in general. According to the 
IGFSE, there is a need for this because the staff of Managing Authorities is normally not specialised 
in I&C; rather, they deal with communications on top of everything else, and do not necessarily have 
the time and expertise to produce effective communication tools or organise activities. Interviewees in 
Managing Authorities also acknowledged that the I&C capacity varies from programme to programme.  

The IGFSE also co-operates with the Managing Authorities on common products (such as an ESF 
newsletter) and events. In addition, it co-ordinates and manages a network (Rede de Interlocutores 
na area de Informação e Comunicação sobre FSE), which was established in 2001 and includes the 
IGFSE I&C unit, as well as one representative from each Managing Authority. The network meets 
eight times per year, with six “working” meetings, and two meetings dedicated to training. 

The Managing Authorities for each operational programme are responsible for communication 
activities linked to the running of projects, including publishing calls for proposals, informing 
beneficiaries about the rules and requirements, and publicity of their respective operational 
programmes in general (including the contribution of the ESF and other Structural Funds). ESF 
beneficiaries receive their information and deal with the Managing Authorities; they normally have no 
direct contact with the IGFSE, apart from the fact that they are registered with the IGFSE when they 
first apply for funding, meaning that the IGFSE has a complete database of all ESF beneficiaries.  

Overall, it can be concluded that the multitude of operational programmes and Managing Authorities 
constitutes a potential difficulty for a homogeneous and effective ESF communication. While the 
efforts of the IGFSE for networking and developing common products and approaches mitigate this 
difficulty to a certain extent, the fact remains that each operational programme and Managing 
Authority has its own logos, key messages, and communication strategies and priorities. As a result, 
the visibility and identity of the ESF in the different communication tools and activities can suffer. 

2.6.2 ESF communication objectives and priorities 

The Managing Authorities of the different operational programmes are the ones primarily responsible 
for the day-to-day communications with their stakeholders (including beneficiaries). Based on the 
interviews conducted, it appears that their communication responds mostly to operational priorities 
linked to the effective management and allocation of ESF funds, including disseminating information 
about calls for proposals, funding opportunities and application procedures as widely as possible, and 
ensuring transparency. The target groups are mostly institutional stakeholders, i.e. potential project 
promoters (including municipalities, foundations, universities, and innovation centres), as well as other 
public authorities, trade unions, etc.  In addition, there are communication activities targeted at 
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potential project participants – e.g. in the case of the POEFDS, these are young people, people in 
employment, and disadvantaged groups. The general public is also officially one of their target 
groups, but in practice, the scope of activities targeted at citizens at large seems to be limited. 
Managing Authorities admitted they do not have the means to launch large-scale information 
campaigns about the ESF. However, the co-financing by the EU (through the ESF but also other 
Structural Funds) is an aspect that figures in the general communication activities of Managing 
Authorities (through the use of the EU logo on information materials, mention of the source of funding 
in press releases, etc.). 

Similarly, based on the sample of ESF beneficiaries interviewed, their communication activities also 
relate primarily to the operational needs of the respective projects. While there seems to be general 
compliance with the ESF publicity rules (meaning that project participants are usually well aware of 
the ESF co-financing), and the ESF contribution is reportedly “always” mentioned in communication 
activities and events to disseminate the results of concrete projects, no examples were found of 
specific activities organised by project promoters to inform about the ESF in general. This includes 
trade unions, who also promote projects that are co-financed by the ESF. The interviewed trade union 
representative reported they strive to make public the results of these projects, and emphasise the 
ESF contribution, but do not communicate on the ESF outside of the context of concrete projects. 

The IGFSE, as the only public authority that deals exclusively with the ESF (rather than with several 
Funds, as tends to be the case of the Managing Authorities), takes a more horizontal approach to 
ESF communications. Conscious that each operational programme has its own communication 
products, goals, needs and priorities, it tries to complement the Managing Authorities’ activities in 
order to send a simple, uniform message about the ESF, and to make relevant target audiences 
aware of what the ESF is doing in Portugal. The primary target group of the IGFSE’s communication 
activities are ESF stakeholders, i.e. those who are “inside the system”, including Managing Authorities 
and (potential) ESF beneficiaries. Through different activities (including networking and seminars) and 
products (including an ESF newsletter and pre-formatted, adaptable information materials), the 
IGFSE’s communication unit strives to provide stakeholders with relevant information that will lead to 
a more holistic perspective of the ESF, and to enable them to communicate the ESF more effectively 
themselves. While the IGFSE also undertakes some activities to communicate on the ESF directly to 
a wider public (including information stands and a limited presence in the media), it admits that it is 
difficult to reach out to citizens with the resources they have at their disposal (which mean that large-
scale publicity campaigns are not feasible). 

According to all interviewees, the backdrop for ESF communications in Portugal is one of a relatively 
high awareness among the population of the Structural Funds in general, but little detailed knowledge 
about the ESF. Most Portuguese citizens are likely to have heard of the Structural Funds, and 
associate them with the EU. Although the 2006 Eurobarometer showed a high notoriety of the ESF, 
most interviewees were under the impression that ordinary people do not normally distinguish 
between the different Funds. However, they felt that in the minds of citizens, the idea of EU funding 
and support continues to be much more linked to infrastructure projects (generally financed by the 
ERDF), mainly as a result of the big and very visible projects (roads, bridges, etc.) implemented in 
Portugal during the 1980s and 1990s. In the view of some interviewees, the awareness of the idea of 
the “social Europe”, and of “human development”, is comparably low in Portugal. 

Several interviewees noted that while the perception of the EU, and in particular of the Structural 
Funds and their contribution to Portugal’s development is generally positive, the image of the ESF 
continues to be tarnished to a certain extent by scandals involving corruption and fraud in the past. 
According to interviewees from one , the “intangible” nature of ESF projects (as opposed to ERDF 
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projects, the outputs of which are highly visible) may contribute to persistent suspicions of corruption, 
and doubts about the results. 

2.6.3 Communication success stories and good practi ce 

Of the IGFSE’s communication activities, the following were identified as very successful by 
interviewees: 

• Networking: The network of I&C officers was identified as very useful by all interviewed 
participants. It brings together communication specialists from the IGFSE and one 
representative of each operational programme. Meetings are held eight times per year; they 
include working meetings as well as training meetings on specific aspects of I&C. Sometimes 
external experts are invited to deliver the training. The network was said to be recognised as 
“good practice” both by participants and by people working with other Funds. It works well in 
that it facilitates the flow and exchange of information in both directions: On the one hand, it 
gives the IGFSE an opportunity to provide the Managing Authorities with a horizontal 
perspective of the ESF, and support in its effective communication. On the other hand, it also 
allows information about the concrete reality of the ESF “on the ground” to flow from the 
Managing Authorities to the IGFSE. The network thereby also plays a crucial role in the 
development of common information products and events (see below). 

• Newsletter: The newsletter “infoFSE” was launched in 2002, and is 
published four times a year. 15,000 print copies are distributed directly to 
ESF stakeholders in Portugal, including all (potential) beneficiary entities 
registered in the IGFSE’s database. The newsletter can also be 
downloaded from the IGFSE’s website. It is 12 pages long, and normally 
contains a feature article, examples of ESF-funded projects, news on the 
programmes, other relevant news, and updates on relevant legislation. 
Many editions also contain interviews and opinion pieces. Through these 
different contributions, the newsletter pursues two main objectives: to 
disseminate good practice, and raise awareness of what the ESF stands 
for; and to provide relevant practical information for beneficiaries and 
other stakeholders. The newsletter is well designed, and has a professional and attractive look 
and feel. It is evaluated every two years by means of a survey of a sample of recipients, which 
has led to several changes and adjustments in the past. Most importantly, there is a constant 
effort to make the newsletter as user-friendly as possible, by using easy-to-understand, 
unbureaucratic language.  

• Seminar on good practice: The IGFSE organised a 
seminar on good practice (Mostra de boas práticas 
FSE) in June 2006. This seminar brought together 
150 ESF beneficiaries and other stakeholders to 
learn about successful ESF projects. 20 projects 
from across all operational programmes were 
presented simultaneously and in an informal way 
during six sessions of 45 minutes each, with 
participants choosing which project table to sit down 
at during each session. This gave participants the 
opportunity to get to know six projects in detail. 
According to interviewees, the seminar was a great success, in that it brought people from 
different projects together to learn from each other. Since projects were selected from very 
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different thematic areas (including education, agriculture, NGOs, etc.), the seminar also 
helped participants who normally worked in specific fields to realise the great diversity of 
projects that are co-financed by the ESF. The idea behind the seminar was thus not only for 
participants to exchange practical knowledge, but also to enhance their general awareness of 
what the ESF stands for, in the hope that they would act as multipliers who are prepared and 
able to, in the words of one interviewee, “take the ESF to the people”. After the event, a 
brochure was published, containing a summary of each of the projects that were presented. 
The IGFSE is also exploring ways of increasing the impact of the seminar beyond the 
participating beneficiaries, e.g. by inviting the media to participate in (parts of) the event. 

The IGFSE has also been doing a considerable amount of work on the visual identity of the ESF. With 
the help of external consultants, it has developed guidelines on how to communicate the values of the 
ESF, both in terms of key messages and graphic images. The objective of this work was (and 
continues to be) to enable the creation of a uniform, easily recognisable and effective identity for the 
ESF, including a slogan, colour schemes, and appropriate images and photographs to convey the key 
messages and values. While this process is still ongoing (for example, the IGFSE is currently working 
on developing an image bank), some communication activities have already made use of the results 
of this work: 

• Kit on information and publicity rules: In order to facilitate the work of ESF beneficiaries in 
complying with the rules and requirements, the IGFSE has recently (in 2006) developed a kit 
that brings together all the necessary information, and offers practical tools. The kit consists of 
three CDs, which contain logos, relevant legislation, and a selection of pre-formatted 
materials. The latter are especially noteworthy, since they give beneficiaries easy and 
convenient access to a range of adaptable templates for materials such as posters, forms, 
presentations, or publication cover sheets, all containing an ESF banner with a slogan (“Saber 
mais para viver melhor” – “Know more in order to live better”) and images showing the faces 
of potential ESF project participants (see below). While this kit clearly has the potential not 
only of ensuring compliance with the formal rules (a form of “preventive action”), but also of 
giving the ESF a more prominent and uniform presence in the communication materials of 
individual projects, the extent to which this opportunity has been taken up by project promoters 
to date is unclear. The beneficiaries interviewed for the evaluation did not use the kit, either 
because they were not aware of it, or because the materials did not fit well with their own 
visual identity. Part of the problem may also be that the kit is relatively recent, and that only 
5,000 have been produced to date. 

Logo of 
operational 
programme 

here

Logo of 
operational 
programme 

here

 

• Information stands: The IGFSE has information stands to disseminate information about the 
ESF directly to potential project participants. Such stands are set up at approximately three to 
four fairs a year. In addition, there is a stand which continuously tours employment centres 
across the country, where people (in particular jobseekers) can inform themselves about the 
ESF while they wait to be attended. These stands use promotional materials (including posters 
and leaflets) that also use the slogan and visual identity developed for the ESF. 

Regarding the communication activities of the Managing Authorities, as was stated before, these 
tended to be focused more on the operational needs of the operational programmes than on 
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disseminating information about the Structural Funds (including the ESF) as such. An example of 
such operationally focused communication are the calls for proposals. 

• The CCDR-N often uses an integrated mix of different communication tools for its calls for 
proposals, including small brochures, the internet, announcements in the regional press (an 
example is shown on the right), and special seminars and events. The materials used in these 
calls for proposals are usually “branded” individually, in that they use uniform and recognisable 
images and colours. The ultimate objective of these activities 
is to have relevant, high-quality projects. In order to achieve 
this objective, the CCDR-N tries to make the calls for 
proposals as widely known as possible, and at the same time 
to reach potential beneficiaries directly (through seminars and 
meetings, and through a technical team that offers 
personalised assistance) in order to encourage them to offer 
projects that are as closely aligned as possible with the 
operational programme’s strategic objectives. Reportedly, the 
results of the communications mix have been very positive, as 
evidenced by a high number of applications and information 
requests, a high approval rating of projects, and a significant 
diversity of beneficiaries. 

• Media relations: The CCDR-N has been quite successful in achieving exposure for ESF-
funded projects in the regional press, with more than 81 press releases and over 200 
published articles between 2000 and 2006. The emphasis placed on the ESF (or the other 
Funds) naturally varies: Although the CCDR-N claims to make an effort to educate the media 
about the ESF (and its press releases always contain a reference to the specific Structural 
Fund, and a brief explanatory note about it at the end), there is some resistance on the part of 
journalists (and readers) against “too many bureaucratic details”. Thus, most, but not all 
articles make explicit mention of the ESF contribution. A partial review of some of those that 
did found that some speak of EU / Structural Funds in general (for example, one article spoke 
of “projects co-financed by the Operational Programme North, which counts with EU funds”), 
while others do mention the specific fund (one reported that a training programme “will receive 
3.5 million euros from the European Social Fund over the next two years”).  

2.6.4 Key success factors 

The notoriety of Structural Funds among the Portuguese population is high as a result of the high 
level of support received by Portugal since it joined the EU in 1986, and the relatively extensive media 
coverage. This high degree of notoriety of the Structural Funds in general translates into a relatively 
high recognition of the ESF. However, this is not necessarily linked to an appreciation of what the 
ESF does and stands for – rather, the public perception of the Structural Funds continues to focus on 
infrastructure projects. The ESF does not yet seem to have a strong identity in the minds of 
Portuguese citizens. 

Efforts to create such an identity have been made more difficult by the multitude of operational 
programmes and information producers. In the opinion of the majority of interviewees, this has been 
the key factor that has affected ESF communications in Portugal during the last programming period. 
The fact that a total of 17 operational programmes (some regional, some sectoral) existed, all of 
which were financed partly by the ESF, and partly by the ERDF and other Funds, has led to a 
fragmented approach to communication, in which informing the general public about the ESF has 
often not been seen as a main priority. Rather, the communication activities of the Managing 
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Authorities have tended to be centred around the operational needs of their respective operational 
programmes. This communication mentions the ESF contribution whenever appropriate, but since 
each operational programme and Managing Authority has its own communication tools and 
guidelines, visual identity, logos, key messages, etc., the ESF is not necessarily communicated in a 
uniform, easily recognisable and coherent way. This also affects the communications by ESF 
beneficiaries, which normally have to include not only the EU flag, but also references to and logos of 
various other entities and programmes. As an illustrative example, shown below is the array of logos 
used in its brochures, posters etc. by one ESF beneficiary entity visited: 

 

The many different actors and information producers (and consequently, the different communication 
styles, logos, corporate identities etc.) were cited by most interviewees as the primary obstacle to a 
more effective communication on the ESF. The combination of entities and programmes at national 
and regional level was thought to be confusing for potential beneficiaries and other stakeholders 
looking for concrete information, as well as to diminish the visibility and recognisability of the ESF vis-
à-vis the general public. There is also a risk that in the communication activities of Managing 
Authorities (e.g. for disseminating project results), the national / regional administrations receive most 
of the protagonism, at the expense of the ESF contribution. 

The IGFSE has recognised these challenges, and has embarked on a number of common products 
and activities meant to facilitate co-ordination and exchange of ideas and best practices between the 
different actors, and to enable the dissemination of a more clear and coherent message centred on 
the ESF rather than on the different operational programmes. While the scope and outreach of these 
activities has been limited by factors such as the available resources and the recentness of some of 
them, such “horizontal” communications can undoubtedly play an important role in mitigating the 
difficulties described above.  

In order to communicate the ESF as effectively as possible, the IGFSE has done a considerable 
amount of work, with the help of external experts, to define appropriate key messages and how they 
should be communicated, especially in visual terms. These external experts have made an important 
contribution, in that they have brought in their communications experience to help the authorities 
understand what works and what doesn’t. One of the key conclusions of this work was that in the past 
there was an important “human deficit” in the communications, which, in order to be effective, should 
focus on people, use images (and, where appropriate, stories) of person who (could have) benefited 
from the ESF, and emphasise the opportunities for personal change that the ESF provides for people. 
The images should be supported by a clear and uniform message. In this regard, it was felt that such 
a clear message can be difficult to define because of the many dimensions in which the ESF acts 
(including issues such as equality, solidarity, cohesion, support handicapped persons, gender 
perspective, etc.). Trying to be too inclusive, or ‘politically correct’, can lead to a diluted, rather shallow 
message. Therefore, the experts’ advice was to be courageous, and dare to come up with one simple 
slogan that is appealing and means something to wide parts of the public. The slogan that the IGFSE 
has decided to use (“Saber mais para viver melhor” – “Know more in order to live better”) was felt to 
adequately capture the essence of what the ESF is about – i.e. the idea that training funded by the 
ESF can have a positive impact on ordinary people’s lives. 

In this context, interviewees felt that on the one hand, the ESF may be more difficult to communicate 
than the ERDF because it does not “communicate itself” (as is the case with the highly visible 
billboards erected at ERDF project sites), and the results are less visible. However, at the same time 
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the ESF offers an important opportunity for a “human” communication (i.e. for stories about real 
people and the impact on them of ESF-funded training) that is potentially more directly appealing and 
relevant to citizens than infrastructure such as roads or bridges. Opinions as to whether the word 
“Social” in the ESF’s name represents a challenge for communications were split: a few interviewees 
felt that the term “social” conjures up connotations of welfare and measures aimed at the poor 
(whereas in Portugal nearly everyone is a potential ESF beneficiary) and can therefore be somewhat 
misleading. However, others held that Portugal continues to be a country with predominantly centre-
left attitudes, where the word “social” has a positive connotation.  

Thus, the main challenges and difficulties for ESF communication in Portugal can be summed up as 
follows: 

• Widespread superficial awareness of the ESF among Portuguese citizens, but no detailed 
knowledge of what it does or stands for. 

• A certain degree of scepticism about ESF results, due to past scandals and the perceived 
lack of tangibility of the results. 

• Complicated structures with numerous entities that are involved in ESF administration and 
communication, and as a result a fragmented approach to communications. 

• The distribution of ESF funds in Portugal, through 17 multi-fund operational programmes, 
each with its Managing Authority, means that some of the attention may be diverted away 
from the ESF, and towards the other programmes / entities involved. 

• The resources available for information and communication activities are insufficient for large-
scale publicity campaigns, which would be the most effective way of informing the general 
public (especially through TV). 

• The past ESF communication activities were often perceived as too institutional, using a 
specific, bureaucratic and hard-to-understand language, and focusing more on procedures 
and requirements than on opportunities and/or results. 

• The core values and messages of the ESF are diverse, and very different from those typically 
encountered in “commercial” publicity. They are therefore rather difficult to communicate in 
easily understandable terms, especially visually. 

Based on the interviews conducted and materials reviewed, the main factors that can be identified as 
contributing to the success of ESF communication activities in the Portuguese context are: 

• Co-ordination and networking to exchange experiences, create common tools and 
approaches, and thereby mitigate the negative effects of the fragmentation of programmes.  

• In centralised, general communication activities and tools, focus on opportunities for people, 
and avoid too bureaucratic or process-related information. 

• Communication for potential beneficiaries and participants should be as comprehensible and 
clear as possible, and emphasise opportunities and personal change rather than processes 
and bureaucratic requirements. 

• Disseminate project results with a focus on concrete impacts for people, in particular at the 
local level, where regional / local media is most likely to pick up on stories that are directly 
relevant for readers / listeners / viewers.  

• In order to create awareness, a common visual identity for the ESF is key, including the use of 
appropriate images (in particular of people, rather than of symbols or objects) to communicate 
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its values. At a seminar on ESF communications held in 2005, one of the key conclusions was 
“the greater the graphical uniformity, the higher the spontaneous notoriety”. 

• Slogans and key messages should be comprehensive, clear and recognisable. Trying to say 
everything is likely to lead to a diluted, shallow message. The key message to be conveyed is 
that the ESF is a public instrument for the investment in people, promoting employment, 
adaptability and equal opportunities. 

• The use of external communications expertise is key to helping civil servants understand the 
information habits and needs of target audiences and how to best meet them.  

2.6.5 Role of the Commission 

The role of the Commission in ESF communications during the last programming period was 
perceived as having been very limited by all interviewees. There was also a feeling among some that 
the Commission did not attach much priority to communication in the past. This was exemplified by 
the experience of one Managing Authority, which reported that in the meetings of the Monitoring 
Committee, there were never any questions asked about information and communication. The 
Representation in Portugal has not participated in ESF communication activities either, nor has it 
monitored ESF communications specifically. 

The INIO network is appreciated by Portuguese members as a very important and useful forum to see 
what colleagues in other Member States are doing, to exchange experiences and gather ideas. The 
informal nature of the network was said to be a particular strength. It was felt that one meeting per 
year is definitely not enough, and the recent drive to have two or even three meetings per year was 
enthusiastically welcomed. It was also suggested that in addition to the regular working meetings of 
the network, it would be beneficial if the Commission offered training seminars on specific subjects, 
which should pick up on examples of good practice from the Member States. 

Other than in facilitating networking and the exchange of good practices, most interviewees felt that 
there is little that the Commission could do, as the planning and implementation of communication 
activities is best left to the national and regional authorities, who know the specific context much 
better. However, some interviewees felt that the Commission could expand its support for the 
authorities in the Member States, especially for activities and campaigns that require resources that 
are not available at the national or regional level. For example, it was suggested that the Commission 
could produce TV spots, which Managing Authorities could use and disseminate as part of their own 
activities. 

Finally, a few interviewees (in particular the external communication expert) suggested that the 
Commission should provide Managing Authorities and other relevant entities in the Member States 
with more of a direction and clearer guidelines (possibly even a detailed communication manual, 
containing rules on the ESF’s “corporate identity”) in order to facilitate a more uniform image of the 
ESF not only across Member States, but also within them. One possible area for action would be an 
image bank, as appropriate images that symbolise the ESF’s values and key messages are not easy 
to produce, much less come by through other sources. 
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2.7 Slovenia 

Interviews with institutions and individuals involved in ESF communication activities in Slovenia during 
the programming period 2000-2006 were carried out from 5-7 June 2007, and two telephone 
interviews were conducted in the following week. In total, the evaluation team spoke to 17 people 
representing the following entities: 

• The Government Office for Local Self-Government and Regional Policy (GOSP) 

• The Ministry of Education and Sports (MES) 

• The Ministry of Higher Education, Science and Technology (MHEST) 

• The Ministry of Labour, Family and Social Affairs (MoLFSA) 

• The Employment Service of Slovenia (ESS) 

• The Association of Employers of Slovenia 

• The Slovenian Association of Free Trade Unions 

• Three projects that are co-financed by the ESF (University of Ljubljana - Faculty of Arts, 
Secondary school for Health, University of Ljubljana - Faculty of Education) 

• The Permanent Representation of the European Commission to Slovenia 

2.7.1 Operational structures for ESF communications  

For the ESF programming period 2000-2006, the following institutions were involved in 
communicating the ESF in Slovenia: 

• The Government Office for Local Self-Government and Regional Policy (GOSP), which serves 
as the Managing Authority for the ESF in Slovenia. 

• The Group for Publicity and Information, which consists of one representative of each Ministry 
responsible for I&C activities. 

• The Department for EU programmes located in the Ministry of Labour, Family and Social 
Affairs (MoLFSA), which had the function of an Intermediate Body for the ESF. However, this 
level was abolished for the new programming period 2007-2013 and its duties, personnel and 
equipment went to GOSP. 

• The “Holder of the Budget Item”, namely MoLFSA, the MHEST and the MES. Originally, the 
latter two Ministries were combined in one single Ministry for Education, Science and Sport, 
but in 2005 the Slovenian government changed and the new administration divided the 
Ministry into two entities, the MHEST and the MES. 

• The Employment Service of Slovenia (ESS), the MES and the MHEST, all of them in the 
position of “implementing institutions". 

• The social partners, namely the Association of Employers of Slovenia as well as the Slovenian 
Association of Free Trade Unions. 

• The beneficiaries (project partners), who are obliged to inform their participants that the 
projects are co-financing by the European Social Fund. 
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As the Managing Authority, GOSP is mainly responsible for ESF communication activities and for 
monitoring in how far the other institutions involved in this process comply with the publicity rules set 
out by the European Commission. This process is rather hierarchically organised: GOSP receives the 
ESF communication guidelines from the European Commission and passes them on to the lower 
levels (for the programming period 2000-2006 this was the Department for EU programmes located at 
MoLFSA), which disseminate them to the beneficiaries. Both groups of entities have to report back on 
their communication activities to the next higher level. However, people interviewed pointed out that 
when Slovenia joined the European Union in 2004, ESF communication instructions given out by the 
Managing Authority were not very precise. Therefore, the MES and MHEST developed their own ESF 
communication regulations for the different projects and monitored their compliance. 

For the 2000-2006 programming period, GOSP mainly engaged with the Group for Publicity and 
Information and the ESF Monitoring Committee, but did not directly interact with the beneficiaries, as 
this was the responsibility of the MES and MHEST. However, it was pointed out that this will change 
for the new ESF programming period. Interviews with GOSP also revealed that within the Managing 
Authority there is a shortage of staff for ESF communication activities. No person is involved in 
communicating the ESF full time, and it was indicated that there is a high fluctuation of people dealing 
with ESF communications due to the massive workload and the comparably low salaries. This was 
identified as one of the main challenges to maintain an effective ESF communication approach. 

The Group for Publicity and Information was first established informally for all Structural Funds before 
Slovenia’s EU accession. When Slovenia joined the European Union in 2004, the Group was 
formalised and met once a month. It consisted of one representative of each Ministry responsible for 
I&C activities for the Structural Funds, as well as a representative from the Office of the Prime 
Minister, and one representative from the general office for communications. The social partners were 
supposed to participate in the Group for Publicity and Information as well, but interviews indicated that 
they were not informed of the Group’s existence and its meetings in the last programming period, and 
therefore there were no social partners engaged in communicating the ESF in this time. However, 
interviews revealed that now the Group for Publicity and Information no longer meets on a regular 
basis, but that the interaction between the group members mainly takes place via email. 

With regard to ESF communication activities, the Group for Publicity and Information developed and 
co-ordinated a communication plan for the ESF and defined the target groups that ESF 
communication activities were supposed to reach in Slovenia, as well as the necessary tools in order 
to do so. The Managing Authority actively participated in the Group for Publicity and Information. 

The MES has two roles with regards to the ESF: First, it has a budgetary purpose, which includes 
dealing with public institutions that it is mandated to finance. Secondly, it also has the position as an 
ESF beneficiary, as it was conceded ESF funding at the end of 2006. This means that the MES is an 
authority and a beneficiary at the same time. However, due to a lack of resources, the ESF 
communication activities of the MES are very limited; in essence, the Ministry communicates with the 
Managing Authority on ESF communication matters and passes on ESF information to their final 
recipients through workshops or power point presentations. Similar to the MES, the MHEST also has 
the double role of being authority and beneficiary of ESF funding at the same time, and it does not 
carry out many ESF communication activities directly either. 

The ESS is responsible for the organisation, management and expertise of employment actions in 
Slovenia. Its aims are to increase employment in Slovenia by facilitating access to vocational training 
and to ensure equal service quality. The ESS passes on ESF money to individual projects engaged in 
education and training. With regards to ESF communication activities, the ESS has to report back to 
the Ministry of Labour, Family and Social Affairs twice a year, and is also accountable to the 
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Managing Authority. The ESS also has 12 regional offices and provides them with ESF information 
material. These offices have to report back to the ESS twice a year on their activities. 

There are only two official social partners in Slovenia: The Chamber of Commerce and the Chamber 
of Crafts. For different reasons, which do not fall into the scope of this evaluation, their role in the ESF 
communication process for the 2000-2006 programming period was limited. However, the social 
partners are now becoming much more involved in ESF communication activities. Moreover, for the 
new programming period the Operational Programme states that they will play a more important role 
and will receive means for “capacity building”. 

The individual projects co-financed by the ESF are obliged to communicate the financial support of 
the European Social Fund and have to report back to the ESS, the MES or the MHEST respectively 
on their communication activities carried out. 

Interviewees indicated that one of the main difficulties for communicating the ESF is the existing 
hierarchical order between the different entities involved. Communication channels and structures 
were generally perceived as being too long and taking too much time to work effectively. This 
structure also prevents the interaction between all different institutions and levels, as it was seen as 
being rather complicated, not very transparent and therefore not easy to understand. Since most 
people interviewed do not perceive the Group for Publicity and Information as being very effective any 
longer, no real networks exist for ESF communication activities. Moreover, there is no central contact 
point and interviews suggested that information is often passed on to others on an informal basis. 
Some entities, like the social partners, feel rather excluded from the ESF communication process, 
which hinders an effective operation of these activities. In addition, the results and contents of the 
INIO meetings are not passed on, although the majority of interviewees indicated that they could 
make good use of such information. 
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2.7.2 ESF communication objectives and priorities 

The Group for Publicity and Information had developed an ESF communication plan in 2004, which 
set out the objectives as well as target groups. However, since Slovenia had just joined the European 
Union, the European Social Fund was something completely new to Slovenian citizens, and almost no 
one had heard about it before. Therefore, when implementing the ESF communication plan set out by 
the Group for Publicity and Information, the Managing Authority divided its ESF communication 
objectives into three steps. 

• Communication activities first focused on a more general level, such as raising awareness for 
the European Union as a whole, living in the new European community, as well as the EU’s 
different financial instruments. Therefore, right after Slovenia’s EU accession the 
communication activities of the Managing Authority took a more general approach and 
focused on more general activities of the European Union, rather than engaging too much with 
the European Social Fund.  

• Only in 2005, the communication approach of the Managing Authority changed towards a 
more concrete communication of the European Social Fund. More specialised target groups 
were identified, and it was communicated more strongly that the European Union allocates 
money through the Structural Funds for several different purposes.  

• In a third step, ESF communication activities finally focused on showing examples of ESF best 
practices in order to make people aware of what the European Social Fund does. Moreover, a 
focus was set on distinguishing that there are several funds which have different purposes. 
The Managing Authority’s main target groups for ESF communication activities are now 
potential and final beneficiaries, and to a lesser extent the general public. However, the 
approach taken to target these groups appeared to be on a rather general level in order to 
raise awareness rather than to explain details of ESF funding and application possibilities. 

Interviews with officials who worked at the Ministry of Labour and Social Affairs during 2004-2006 
indicated that MoLFSA’s primary ESF communication objectives was to raise awareness of the ESF 
among a rather specific public, such as unemployed people, unemployment services, disadvantaged 
citizens, as well as companies, all of which can profit directly from ESF funding. In contrast, MoLFSA 
does not really target the wider public with its activities. However, during the 2000-2006 programming 
period, MoLFSA published some newspaper articles about ESF-funded programmes in order to make 
the general public aware of the possibilities the ESF offers. It was indicated that there was a shortage 
of staff within MoLFSA, which made the development and dissemination of tools to communicate the 
ESF effectively very difficult. 

The MES, MHEST and ESS mainly target (potential) beneficiaries (i.e. project promoters), such as 
universities, schools and other educational institutions, rather than the wider public. Their main 
objectives are to raise the awareness of these potential beneficiaries regarding the opportunities the 
ESF offers for them in order to attract their participation. 

The main target groups of the social partners are unemployed people, employment services in 
Slovenia, organisations dealing with people with disabilities or NGOs as well as companies and 
workers. The main objectives are to inform these entities about the ESF and what possibilities the 
fund offers for the individual groups. 

The different ESF funded projects target potential participants and aim at their participation. They 
usually communicate to them that projects are co-financed by the ESF and therefore are usually free 
of charge for the participants. 
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2.7.3 Communication success stories and good practi ce 

Due to the fact that Slovenian authorities focused their initial communication approach on raising 
awareness for the European Union in general, rather than the EU’s different instruments, there are 
only a limited number of ESF communication success stories and examples of good practice available 
so far. However, the following examples were perceived as particularly effective to communicate the 
ESF in Slovenia: 

• ESF advertising articles: ESF give-aways, such as posters, leaflets 
and pens, umbrellas, calendars, T-shirts and hats, proved to be good 
practice in Slovenia. These tools were used by all entities involved in 
the ESF communication process. Especially ESF labels on clothes 
and bags attract a lot of attention and are recognised quite well. 

• Written press: Since there are still a lot of people in Slovenia relying on traditional 
communication channels, such as newspapers or magazines, another communication tool 
which proved to be successful were advertisements or calls for tenders in newspapers that are 
delivered to every household free of charge. It was perceived that unemployed and 
disadvantaged people often do not have the money to buy newspapers, therefore free 
publications proved to be the most successful way to reach these target audiences. 

• Radio shows: There is a radio show on Radio Ga-Ga, run by the famous presenter Mr. Hribar, 
which is called “My Neighbourhood”. This show is not specifically on the ESF, but rather on 
Slovenian national employment issues, and it deals with different professions in Slovenia 
which only very few people would like to enter. These professions are introduced during the 
show and the link is made to the ESF where relevant by making reference to projects dealing 
with these professions. The show is presented in a language that is easy to understand by 
everyone, and since the presenter is somewhat of a Slovenian media celebrity, it was 
perceived as a very useful tool to reach a wide audience and to promote the European Social 
Fund. 

• A special magazine was issued by the Centre for Promoting Entrepreneurship, which has a 
good coverage. The magazine is free of charge and is distributed to all entrepreneurs and 
companies. In the magazine, there are four pages related to the Structural Funds in general 
and the European Social Fund in particular, informing about the opportunities it offers, calls for 
tenders etc. The magazine is issued ten times a year, and is also available online with more 
updates. 

• The Group for Publicity and Information started to collect press clippings and gathered 
information on how and how often the media reported on the ESF. These results were 
analysed twice a year in order to measure the effect of the recent ESF communication 
activities by looking at the set targets and the actual results. 

• Different entities in Slovenia organised seminars and round table meetings for different target 
groups, such as businesses and trade unions, disadvantaged or unemployed people, as well 
as participants in ESF co-financed projects in order to inform them in more detail about the 
ESF. 

• All entities involved in ESF communication activities in Slovenia have their own website where 
information on the ESF is available or can be downloaded. This tool was perceived by most 
interviewees as being very effective, as users can access these sites easily and quickly find 
the information needed. 
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2.7.4 Key success factors 

The interviews showed that there is a mixed perception of the European Social Fund in Slovenia. 
While some interviewees suggested that people on the street do not know what the European Social 
Fund stands for, other interviewees indicated that the knowledge about the ESF is getting better and 
better among the general public. It seems that those people dealing with employment issues are well 
aware of the European Social Fund, while those who are not engaged in this field have very little 
knowledge of the ESF. However, there is general agreement that a lot still needs to be done. The 
main goal identified by all interviewees for the future is to raise general awareness for the ESF among 
the target groups so they know that the fund provides money and what it can be used for. 

One of the main difficulties for an effective ESF communication in Slovenia is the high fluctuation of 
staff in ESF communication activities within the different institutions, as well as the fact that there is no 
person who deals with communication activities exclusively and full time. Rather, communicating the 
ESF is done on top of other tasks, therefore less priority seems to be dedicated to it. 

While the media are seen as a potentially useful tool for communicating the ESF, people interviewed 
revealed that the media generally do not tend to cover the ESF very well. If they report on ESF co-
financed projects or its results, the media usually tend to not picking up the word “ESF” as such, but 
rather mention the European Union as a whole instead. In terms of the written press, people 
interviewed indicated that only specialised magazines report on the ESF, for example on successful 
ESF-financed projects. It was suggested that the media usually need a good story to make headlines 
and would probably cover the ESF more if there were cases of corruption or other scandalous news 
to report on. Interviewees pointed out that there is room for improvement in the way the authorities 
deal with and engage the media. For example, the authorities involved in communicating the ESF in 
Slovenia could organise media briefings on the ESF or invite journalists to visit successful projects in 
order to show them examples of best practice. However, the shortage or high turnover of staff within 
the different institutions makes a deeper engagement with the media very difficult and both factors are 
perceived as one of the main obstacles for communicating the ESF effectively in Slovenia. 

Interviews also suggested that many eligible institutions in Slovenia did not apply for ESF funding 
because they had the feeling that they will not be able to benefit from the ESF, but that the ESF 
money is only available for a “closed club”. Moreover, interviewees reported that different 
organisations, especially small and medium-sized businesses, are wary that applications will involve a 
lot of administrative obstacles, and that they will not be able to get through this procedure without a 
contact point that offers help. This is not only the case for citizens or projects interested in ESF 
funding, but even for representatives of different Ministries dealing with the ESF. It was indicated that 
since the Group for Publicity and Information does not meet any longer on a regular basis, the 
information exchange between different entities has become even more complicated. The co-
operation between the different institutions involved in ESF communications was perceived as 
inefficient, which is also due to the lack of information and best practice exchange. Moreover, 
although many interviewees reported that the websites of the individual entities involved in 
communicating the ESF are a useful tool, many websites are not regularly updated and therefore 
provide no news or background material that is up to date. 

With regard to the visual identity of the ESF, the majority of people interviewed revealed that the 
existence of many different logos for each Structural Fund in Slovenia causes a certain degree of 
confusion among the citizens. Since especially the general public is often not aware of the meaning of 
the different funds available, they do not relate to and also do not recognise the different logos for 
each fund. Moreover, many people interviewed also indicated that there is the need to improve the 
existing ESF I&C activities, such as by developing more specific measures and tools as well as by 
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identifying more specific target groups. Moreover, it was agreed that the focus of communicating the 
ESF should shift from disseminating general messages to the publication of a limited set of 
specialised information, as people are overloaded with information and unable to absorb all of it.  

It was also perceived that people participating in ESF-funded projects are usually less interested in 
the question which authority is financing this project, but rather in the project or training itself. This is 
also important for the question if the ESF should be more established as a brand. The majority of 
people interviewed favour the establishment of the ESF as a brand, emphasising that it is a fund that 
invests in people, knowledge, education and employability. However, interviews indicated that many 
people find the name of the ESF misleading, as the word “social” is often very confusing, and that 
they perceive the fund as a means for social support. 

Based on these difficulties and challenges revealed during the interviews in Slovenia, the main areas 
for improving ESF communication activities in Slovenia are:  

• To develop a real marketing strategy for the ESF, with professional advertisements and tools 

• To develop and establish a single slogan or catchphrase for the European Social Fund 

• To communicate the main message that everyone can benefit from the ESF 

• To select a few central messages instead of overwhelming people with too many general 
information 

• To make a greater effort to involve the social partners for the I&C activities directly linked with 
the ESF, especially in order to encourage small and medium sized businesses to apply for 
ESF funding 

• To use the internet more and to update all websites on a regular basis with news relevant for 
the different actors involved in communicating the European Social Fund in Slovenia 

• To use I&C tools that are most likely to effectively reach the general public, such as radio and 
TV, in order for them to get a perception of the ESF and to have people speaking about their 
positive experiences with the fund 

• To use regional and local media more in order to report on best practices and success stories, 
as people will be able to relate more to local stories (especially young adults who are just out 
of school) 

• To give the European Social Fund in Slovenia a “face” in order to reach the general public, for 
example in relation with a national celebrity 

• To organise more public events where people can experience the ESF directly by speaking to 
project promoters or citizens who already benefited from ESF projects 

2.7.5 Role of the Commission 

There is the general perception in Slovenia that the European Commission is already doing a lot to 
communicate the European Social Fund. As an example, especially the Managing Authority 
highlighted the Commission’s activities for the 50th anniversary of the ESF, where it provided 
advertising material for the ESF. 

However, it was pointed out that the different entities involved in ESF communication activities in 
Slovenia normally do not have a lot of interaction with the European Commission. Since there is also 
a lack of interaction between the different institutions themselves, it was suggested that the European 
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Commission should pass on more information to the different levels dealing with the European Social 
Fund in Slovenia, not only the Managing Authority. It was perceived that this would improve the 
availability of information.  

Moreover, especially the social partners would like to encourage the Commission to organise more 
central information and communication events for the European Social Fund in Slovenia, and to help 
launching special seminars, for example for small and medium sized businesses, on ESF application 
procedures. In addition, social partners stressed the fact that the Commission should be more aware 
of the actors dealing with ESF communication activities within the different Member States and should 
guarantee the involvement of all entities, particularly since they felt somewhat excluded from the 
process during the 2000-2006 programming period. 

Especially the project partners indicated that the Commission should organise forums and networks of 
people working in the same professions for information and the exchange of best practise, which 
could take place not only between the different institutions in one Member State, but also between 
different entities in all Member States of the European Union. These forums could also facilitate the 
dissemination of results between different Member States. 

Another action suggested in order to support the different actors in Slovenia involved in ESF 
communications more was that the Commission could develop a central ESF contact points, which 
will inform citizens and beneficiaries about the possibilities the ESF offers as well as ESF application 
procedures. 

 

 

2.8 United Kingdom 

The fieldwork in the UK took place in May and June 2007. Interviews were conducted with 
representatives from the following entities: 

• Department for Work and Pensions ESF Division (2 representatives) 

• Department for Work and Pensions  (EQUAL Project Manager) 

• Jobcentre Plus (ESF National Policy Manager) 

• Government Office (for the East of England)  

• Learning and Skills Council (ESF National Policy Manager) 

• ESF Project: Derby Playhouse Theatre (Beneficiary)  

• ESF Project: Essential Skills Support Unit (Beneficiary)  

2.8.1 Operational structures for ESF communications  

In the UK, there are various organisations responsible for and involved in ESF communications 
reflecting the UK’s devolved arrangements. The table below shows the organisations that are 
responsible for the coordination of ESF communications in England, Scotland, Wales and Northern 
Ireland. 
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UK  Organisations responsible for coordination of ESF c ommunications  

England Department for Work and Pensions – ESF Division 

Northern Ireland Department of Finance and Personnel 

Scotland  Scottish Executive ETLLD-European Structural Funds Division 

Wales  Welsh European Funding Office 

 
While there is some coordination and awareness of what is going on in each country, the general 
approach is for each of these organisations to take responsibility for ESF communication in their 
respective countries reflecting the UK’s devolved arrangements. ESF Division co-ordinates publicity 
activity with Scotland, Wales and Northern Ireland through publicity network meetings which are held 
once or twice a year. 

Due to the scope of the exercise, this case study concentrates predominantly on ESF communication 
in England. Communication of ESF in England can be divided into three levels. 

• Coordination of ESF communications at national level is the responsibility of the ESF Division 
within the Department for Work and Pensions (the Managing Authority). Within this division 
there is a team of three people dedicated to the publicity of ESF in England.  

• ESF publicity at regional and local level is coordinated by the nine regional Government 
Offices (GOs) as intermediate bodies on behalf of ESF Division in DWP, the Managing 
Authority for Objective 3.  

• ESF beneficiaries (i.e. project promoters) also play an important part in the communication of 
ESF, which, in general, is targeted at a local audience – in particular the two main Co-
financing Organisations, the Learning and Skills Council and Jobcentre Plus.   

The table below illustrates the structure of ESF communications in England.  
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Commission 

English  
Managing Authority 

(National level 
co-ordination of 

communications) 

English 
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(Regional, local level 
co-ordination of 
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Mechanisms to facilitate interaction 

ESF Publicity 
Strategy Group 

INIO Network Local/Regional Groups, 
Networks, Workshops etc. 
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With regard to how each of these entities relate to one another, as the above table illustrates, there is 
two-way interaction between the various levels and several mechanisms in place for facilitating this.  

In the UK, presently it is only the ESF Division at the DWP (England) that has any direct interaction 
with the European Commission regarding ESF publicity and communications. The ESF Division is 
represented on the Informal Network of ESF Information Officers (INIO) which meets twice a year. 
(Only one representative from the UK participates in this network, though Scotland, Wales and 
Northern Ireland are kept fully informed of INIO meetings and have the opportunity to attend as 
observers). Additionally, there is ongoing contact (via email, phone and bilateral meetings) with the 
Commission throughout the year.  

Via their contact with the Commission the ESF Division at the DWP receive important information on 
the regulations relating to ESF publicity. It is their responsibility to communicate this information down 
to the intermediary organisations and beneficiaries (and across to those responsible for ESF 
communications in Scotland, Wales and Northern Ireland).  

In addition to information flowing down, the intermediary organisations and beneficiaries carry out 
their own ESF communication activities in compliance with contractual and EU requirements and 
report back up the chain. 

There are several mechanisms in place to facilitate two-way interaction between the entities involved. 
At national level there is the ESF Publicity Strategy Group and at regional/local there are numerous 
networks, groups, workshops, meetings often coordinated by the intermediary organisations. 

ESF Publicity Strategy Group 

The ESF Publicity Strategy Group (PSG) is co-ordinated by the DWP’s ESF Division (England). The 
group meets three times a year and is made up of representatives from the ESF Division – including 
the Equal programme, a Government Office, the Learning and Skills Council (LSC) and Jobcentre 
Plus national ESF teams and DWP’s ESF Evaluation team. The main purpose of the PSG is for the 
ESF Division to: 

• Disseminate information on ESF publicity from the EC (in order for this to be relayed down to 
the relevant organisations); 

• Disseminate information on the national ESF communication strategy and action plan; 

• Agree strategic priorities and main publicity actions for the year ahead;  

• Gather information, feedback and input from the representatives of these intermediary 
organisations to use at national and regional level. For example, the identification of strong 
stories for ESF websites, the ESF News magazine and other publications, the sharing and 
promotion of good practice and collaborative activity linked to ESF events and campaigns.  
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2.8.2 ESF communication objectives and priorities 

This section examines the information and communication objectives and priorities of the various 
entities involved in and responsible for ESF communications.  

At national level, the DWP ESF Division concentrates on: 

• Raising the levels of awareness of the ESF and the various opportunities it can offer 
(particularly among target groups such as intermediary organisations, beneficiaries and the 
general public); 

• Communicating information on operational aspects linked to the management and allocation 
of the ESF funding (For example, clear information on ESF funding opportunities, calls for 
proposals and application procedures);  

• Informing intermediary organisations and beneficiaries about the rules and requirements set 
out by the European Commission and ensuring that projects are complying. (For example, 
where and when the ESF logo should be used, how and when to inform project participants); 
and, 

• Publicising ESF achievements, such as outcomes from national evaluations of ESF and the 
results and impact of successful projects to key ESF stakeholders, national and regional 
decision makers, including those responsible for skills and employment programmes, 
intermediary organisations, beneficiaries and the general public.   

The above objectives and priorities are put into practice with the development and implementation of 
an ESF Information and Publicity Strategy and Communications Action Plan for England. This 
outlines the approach to ESF publicity including concrete actions/activities to be carried out. More 
specifically, it also covers the objectives of such communication activities and outlines the target 
groups to whom the actions/activities are intended.  

The main target groups for these communication efforts include the intermediary organisations, 
beneficiaries and the general public. However, the extent to which they have been able to reach the 
general public has been limited.  

At regional / local level, the intermediary organisations in England generally focus their efforts on: 

• Raising awareness of the ESF among (potential) beneficiaries; 

• Disseminating information about results and impacts of ESF projects; 

• Providing input and advice to beneficiaries on their communication activities; and  

• Relaying the Commission’s communication regulations to beneficiaries.  

At the project level, the main communication objectives and priorities can be summed up as follows:  

• Developing and implementing a range of information and communication activities in order to 
attract potential participants by publicising how they could benefit from the project; 

• Generating publicity (generally at local level) by communicating the results and impacts of 
their projects; and 

• Communicating the ESF to project participants.  
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2.8.3 Communication success stories and good practi ce 

This section presents some of the successful communication initiatives, activities and tools 
highlighted by those interviewed as part of the evaluation. 

• ESF News Magazine: The “ESF News” magazine was launched in 
December 2001, and is published on a quarterly basis. It is circulated to 
over 9,000 people and is also available on the ESF website. The magazine 
covers the ESF latest news, links between ESF and national skills and 
employment policies and programmes. It also showcases ESF project 
achievements across the country to highlight good practice and raise 
awareness of the good things the ESF is doing. Most editions of ESF News 
are 12 pages and consist of the following sections: Comment 
(Introduction), News (News stories), Achievements (ESF success stories 
including findings from evaluations), The Future (Future policy orientation / 
developments), One to watch / Events (Relevant events), UK Contact Directory (Contact 
information). 

• Awards / Competitions: There are numerous ESF project competitions run throughout the UK. 
These exist at local, regional and even national level. Feedback suggests that they are very 
popular with beneficiaries and project participants as they recognise the good work that is 
being done and how people are benefiting from it. Plus people can be motivated by some 
health competition. A good example of this is the Adult Learners’ Week Awards. ESF is a main 
sponsor of Adult Learners' Week (ALW) - the UK's largest annual celebration of learning. ALW 
is coordinated by NIACE (the National Institute of 
Adult Continuing Education). The week promotes 
education and training for adults, provides access 
to information and guidance, motivates adults to 
participate in learning and celebrates the learning 
achievements of adults. There are a range of 
national and regional ESF award winners who 
receive awards at events. Their stories are often 
publicised by local and regional media and each 
year national ESF winners (and details of EU/ESF 
support) feature in a couple of national 
newspapers, such as The Times and Daily Mirror. 

• Using Ministers / celebrities to generate publicity: Visits by government 
Ministers (and Royals) to ESF projects tend to attract local and sometimes 
national media interest and result in a good amount of press coverage. The 
same is true when celebrities are involved. A good example of this is an 
ESF project in Cornwall where Jobcentre Plus teamed up with celebrity 
chef Jamie Oliver to recruit, train and support young people in the 
hospitality industry. 

• Capturing Success Stories: Feedback from interviewees suggested that 
one of the best ways in which to publicise ESF was through communicating 
how an ESF project had changed someone’s life. Such an approach seems to be adopted at 
national, regional and local level. At national level, success stories have featured in specially 
designed ESF promotional booklets, highlighted in ESF News and presented on the ESF 
website. During the UK Presidency in 2005, a 15 minute ESF DVD and supporting booklet 
entitled “ESF at Work” was produced. It tells the story of how ESF projects changed the lives 
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of three people. Evidence from interviewees suggests that this was particularly well received 
as it really portrayed a “human side” which people could relate to easily.  

• Using the EU Presidency as an ESF communications platform: The 
main focus of national and regional publicity activity in 2005 was to 
maximise the opportunities presented by the UK Presidency. In 
particular this was seen as an opportunity to promote ESF 
achievements and best practice at national and regional level. 
Evidence suggests that this was a great platform on which to base 
ESF communication efforts and that there were significant benefits 
from harnessing this opportunity. The UK would encourage other 
Member States to run similar ESF events during their respective 
Presidencies of the EU. In terms of some of the outputs, the UK 
Presidency ESF conference in October 2005 was the centrepiece of 
the Presidency promotional strategy. Titled ‘ESF at work’ the 
conference was attended by over 300 delegates, including around 
60 from 20 Member States. There were keynote speeches from 
James Plaskitt – DWP Minister, and Vladimir Spidla – European 
Commissioner for Employment, Social Affairs and Equal Opportunities. The conference also 
included a “learning the lessons from 2000-2006 programmes” plenary session, the first 
showing of a new ESF DVD (as mentioned above), 15 workshops and over 50 exhibitors 
including national and regional level strategic partners, delivery organisations and projects. 
National and regional press releases were issued about the conference, and there was some 
regional and local press coverage, particularly in areas where the case studies featured on the 
DVD were located.  

• Using communication professionals: The use of communication professionals and expertise is 
seen as one of the most effective ways of generating increased and better ESF publicity. This 
feedback applies to those communicating at local, regional and national levels. ESF benefits 
from the network of media contacts that external expertise can often bring as well as the 
planning and execution of communication activities themselves.  

• ESF websites: The ESF website (www.esf.gov.uk) is viewed 
as a key information and communication tool at national 
level. A new website was launched in 2005 (to coincide with 
the EU Presidency). It contains a vast array of valuable 
information related to ESF from News and achievements to 
Lessons Learnt and Good practice. It also hosts everything 
you need to know about the application process. The ESF 
Division at the DWP are very conscious that this is a key 
part of their communication portfolio and, consequently, 
place significant importance on continually improving and 
developing the site. The websites of intermediaries and 
beneficiaries are also considered extremely important in the 
ESF communication effort. 

• Communicating to policy makers: One target group for ESF publicity which can often be 
overlooked is that of policy makers. Improving the way in which ESF projects are publicised 
and promoted to policy makers has the potential to have a positive impact. This was 
recognised by those managing the EQUAL programme, who organised a series of workshops 
aimed to help their communication staff to target policy makers. The achievements and 
lessons from the ESF Objective 3 programme are also publicised to policy makers through the 
ESF News magazine, the ESF website and in many regions through celebratory events. 
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2.8.4 Key success factors 

In the UK, the main challenges and difficulties for communicating ESF can be summarised as follows: 

• Those consulted at local, regional and national level suggested that for the media in the UK, 
the European or ESF “angle” is often not their priority and not something that they attach a 
great deal of importance to. For ESF communications aimed at the general public this 
presents a real challenge.  

• Leading on from the above, there is some degree of scepticism about Europe and European 
funding in the UK. There is a perception that there is a lot of bureaucracy and added to this 
many do not see where the funds go. This negative image can represent an additional barrier 
for ESF communication, and lead to a reduced receptiveness of the target audiences of EU-
related stories, particularly if they have a positive angle that runs counter to many citizens’ pre-
conceived notions and expectations. 

• Although there is some awareness of the EU funding among the general public in the UK, this 
knowledge is generally very limited, particularly in terms of what it does and what it stands for, 
and the scale of EU funding relative to domestic funding. 

• The results/outputs of ESF are generally viewed as difficult to communicate, particularly in a 
visual format. This is linked to the fact that the results of ESF funding are not tangible – they 
are about “people” not “products” or “bricks and mortar”. Although this is a recognised as a 
challenge, more and more communication activities are being developed to address this issue.  

• The participants of ESF funded projects are often some of the most disadvantaged people in 
society. First and foremost, these people are looking at what the project can offer them and 
how they might gain from participating. Their interest in who has funded the project is very 
much secondary and often does not even enter the equation. In this sense communicating the 
ESF (and any funding programme for that matter) to participants is a real challenge. 

Based on the interviews conducted and materials reviewed in the UK, the main factors identified as 
contributing to the success of ESF communication activities are: 

• Human interest stories: At national, regional and local level, there is a consensus that the 
“human interest” stories are the most effective at communicating ESF to a wider audience. For 
example, presenting a scenario of someone who left school early with few prospects but who 
was given a second chance through an ESF project and this enabled them to develop their 
skills (reading and writing) and to find employment. Basically, using success stories that “touch 
a cord” with people and illustrate the impact the ESF can have are key to effectively 
communicating the ESF. People are not so interested in hearing about the government / EU 
has spent X million on “training” as they cannot relate to this so easily.  

• Start with local / regional level publicity: In general, ESF I&C activities aimed at the general 
public take the form of press releases for the media. This tends to be taken up by (and aimed 
at) the local/regional media although there has been a certain amount of national media 
coverage as well. This approach is deemed to have seen the best results. 

• Using Awards / Competitions: As described in the previous section, there was a general 
consensus among interviewees that awards and competitions for ESF projects are a good way 
in which to generate publicity, raise the profile of ESF projects and recognise the good work 
being done by beneficiaries and project participants.  

• Using Ministers / celebrities: Generating publicity through Ministerial visits or teaming up with a 
celebrity has been shown to be an effective way to communicate the work of ESF projects. 
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While this is the case such opportunities do not present themselves on a regular basis. The 
key message is to exploit such opportunities as much as possible if and when they do arise. 

• Other factors linked to progress: There is a feeling that a lot of progress has been made over 
the last few years with regard to ESF publicity. In general, the media (predominantly, local) 
seem to be taking more and more interest in ESF funded projects and publicity. Factors that 
have contributed to this include:  

o Making use of external communications expertise: More and more of the information and 
communication work is being contracted out to external experts (for example, using PR 
and media firms who are professionals in this field); 

o More “in-house” expertise and experience: Those working in ESF communications are 
becoming more experienced and gaining greater media experience and establishing an 
important network of contacts. 

2.8.5 Role of the Commission 

There was a general perception among those interviewed that the Commission does not play (or has 
not played) a huge role in ESF communications. At the same time, interviewees indicated that they 
did not necessarily expect the Commission to be doing any more than it already does.  

The ESF Division at the DWP spoke positively about the INIO network. They feel that it is a useful 
forum in which to exchange experiences, to get an insight into what is happening in other Member 
States and for face to face contact with the Commission. Although the INIO network is perceived as 
important and useful for exchange of experiences, it was suggested that it does not function as a true 
“informal network”. 

In terms of what could be improved it was suggested that the INIO network could encourage and 
facilitate more dialogue between Member States particularly with the exchange of good practice in 
mind.  

Finally, it was also suggested that the Commission could initiate an ESF project award competition at 
European level. The competitions in England at local, regional and national level have resulted in 
some good publicity and are seen as important way in which to recognise the good work being carried 
out. An ESF project competition at EU level is viewed as an excellent way to generate further publicity 
for ESF within the Member States.   
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2.9 Telephone interview programme 

The telephone interview programme was intended to provide an insight into the experiences of ESF 
communications in the Member States not covered by on the ground visits. The evaluation team 
contacted a large number of public authorities and other stakeholders in all 17 countries that were not 
visited. Between May and early July 2007, a total of 28 telephone interviews were conducted with: 

• Representatives of public authorities responsible for ESF communications (mostly INIO 
members) in 16 Member States. 

• 12 informed independents / observers, including social partners, media representatives, I&C 
professionals, and Commission Representation staff, in nine different Member States. 

It should be noted that the number of interviews conducted (between one and three per Member 
State) was not sufficient to arrive at a full and detailed understanding of the situation in each Member 
State. Nonetheless, the telephone interviews have generated a wealth of relevant information, views 
and impressions that inter alia help to assess the validity of the conclusions drawn from the Member 
State visits for the rest of the EU. 

2.9.1 Operational structures for ESF communications  

The operational structures for ESF communications vary considerably across the Member States 
covered by the telephone interview programme, depending on the way the ESF is administered and 
implemented (e.g. through single-fund or multi-fund operational programmes), as well as the size and 
organisational / administrative structure of each Member State. Nonetheless, there are some general 
observations that hold true for most (if not all) Member States. 

Normally, the responsibilities for ESF communications are divided between different administrative 
levels. This is the case for all but the smallest Member States (e.g. Luxembourg, Malta), where all 
functions tend to lie with the Managing Authority. In most other Member States, there is one central 
national authority responsible for general I&C, whose work is complemented by the more specific, 
programme-related communication activities of others. This central authority can be the Managing 
Authority of the relevant operational programme (in particular in Member States where ESF funds are 
disbursed entirely or mainly through a single operational programme), or a central entity created to 
provide services (including I&C) for several operational programmes (e.g. the CSF / NPD Information 
Office at the Department of Finance in Ireland, or the ESF administration unit at the Ministry of 
Employment and Social Affairs in Spain). These entities are normally in charge of more general, 
horizontal communication activities, including information for the general public. They often also play 
the role of co-ordinating and harmonising the work of the lower levels through information and 
publicity working groups, networks or similar. While all of these entities appear to have a dedicated 
I&C function, the human resources available vary significantly, ranging from a single official to small 
units / teams of approximately three to five people. 

One level below these central entities, in most Member States a range of other public authorities are 
responsible for overseeing the implementation of ESF programmes and projects, and with it the 
aspects of information and communication aimed at accompanying and facilitating their 
implementation (including information and guidance for (potential) beneficiaries, disseminating 
information about calls for proposals, etc.). The denomination of these authorities, which can be at 
national or regional level (the latter play a particularly strong role in many EU-15 Member States, 
including Belgium, Finland, Spain and Sweden), varies from country to country – they are often called 
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intermediate or implementing bodies, but they can also be the Managing Authority (in cases such as 
the Irish and the Spanish ones alluded to above). These entities tend to be the ones who are in direct 
contact with (potential) project promoters, and undertake I&C activities that respond primarily to the 
operational needs of the respective operational programmes (i.e. facilitating the effective take-up and 
management of the available funds) rather than to more ‘abstract’ objectives such as raising 
awareness among the general public. Often, these entities do not have a dedicated I&C function, but 
have assigned (teams of) officials that deal with information and publicity matters in addition to other 
responsibilities. 

In many Member States, structures such as regular working groups or networks are in place to 
enhance the co-operation and co-ordination between the different administrative levels. Their intensity 
and frequency varies significantly, from meetings held only on an irregular basis, or only once or twice 
a year, to frequent and regular contacts and meetings. There also seem to be a few Member States 
where structured and systematic co-ordination mechanisms are lacking, or will only be created for the 
new programming period. 

Interviewees from several Member States indicated having used external experts (often specialised 
PR agencies) to a varying extent, to provide support and assistance in the development and 
implementation of information activities, tools and campaigns. In one case (Austria), ESF 
communication was almost entirely outsourced to a private company, which acted as the main service 
and information point for all questions regarding the ESF, and was responsible for ESF public 
relations as a whole. 

The role of social partners in ESF communications seems to have varied – in most Member States 
they seem to have played only a minor role (limited to occasional participation in events, and to 
activities related to ESF-funded projects implemented by trade unions or employers’ federations). 
Sweden seems to be the country where the members of the Monitoring Committee (social partners 
and NGOs) were most heavily involved in ESF I&C, and have worked in close partnership with the 
authorities in developing joint communication strategies and activities. The role of the Commission 
Representations was also quite limited – in most Member States, there seems to have been no 
involvement in ESF communications. Only in a few (mostly smaller EU-10 Member States, such as 
Lithuania and Malta), the Representations were somewhat more active, participating in joint activities, 
and/or providing channels for the distribution of national ESF information materials. 

2.9.2 ESF communication objectives and priorities 

Overall, the target groups and objectives for ESF communications as stated by interview partners 
across the Member States were very similar. Broadly speaking, the objectives pursued in all Member 
States can be grouped into two main categories: 

• ‘Operational’ information: Disseminate concrete information about the ESF, funding 
opportunities, requirements and procedures, in order to ensure take-up of the funds, the 
effective and smooth running of projects, and compliance with the formal rules and 
requirements.  

• ‘General’ information: Raise awareness of the ESF, its values and impacts, and of the EU’s 
contribution to social and employment policies. In the EU-10 Member States, this was often 
coupled with general information about the EU and the Structural Funds, in order to create a 
basic understanding of the organisation these countries had just joined and the ways in which 
it supports the development of Member States. 
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The groups usually targeted by these types of communication activities can be summarised as 
follows: 

• (Potential) beneficiaries (project promoters) 

• (Potential) participants (unemployed, young people, disadvantaged groups, etc.) 

• Institutional stakeholders (national / regional / local authorities, politicians) 

• Potential multipliers (including the media, schools and other educational institutions) 

• General public 

While the nature and scope of ‘operational’ communication activities for stakeholders and the 
institutions involved in ESF implementation was similar in all Member States covered, the emphasis 
and priority attached to ‘general’ information for a broader public varied considerably. As a general 
trend, it seems that information of the general public (directly as well as through multipliers) was 
undertaken more intensely in the EU-10 Member States, partly because more funds were available 
(for ESF projects as well as for I&C activities), and partly because of a perceived information deficit 
about the EU in general as well as the ESF and the other Structural Funds (due to the recentness of 
these countries’ accession to the EU). Meanwhile, several interviewees from Northern EU-15 Member 
States reported that with the means that are available to them, but also because of a lack of interest 
from the public and the media in EU-related topics (which are often perceived as “dry” and 
“bureaucratic”), it is very difficult to inform the general public about the ESF. 

These differences appear to have led to a fast process of the new Member States ‘catching up’ with 
(or even overtaking) the old Member States in terms of awareness of the ESF. According to 
interviewees, the situation now appears to be relatively similar across the EU-25: in most countries, 
there is a relatively high recognition of the name “European Social Fund”, and a vague linkage of it 
with the EU, but a predominantly very low quality of the knowledge, i.e. of what the ESF does and 
stands for. While the telephone interviews were not sufficient to explain the reasons for the 
differences in awareness levels shown by the 2006 Eurobarometer survey, they did offer some hints: 

• The very low level of awareness in Sweden is reportedly due to the fact that during the last 
programming period, the name “ESF” was only very rarely used in communication activities. 
Instead, the emphasis was on the names of the operational programmes / measures / 
objectives, meaning that they have become much more recognisable than the ESF itself. 
Having recognised this adverse effect, the Swedish authorities will change their approach for 
the new programming period, and emphasise the ESF much more. 

• Unsurprisingly, awareness of the ESF tends to be higher in those Member States that have 
received the largest amount of funds per capita, irrespectively of whether they are EU-15 or 
EU-10 Member States. The concept of Structural Funds (or “EU funds”) as a whole and the 
fact that the EU supports the development of their respective countries through these funds is 
a well known fact in these countries. However, because of the higher visibility of infrastructure 
projects (as opposed to investment in human resources), the notion often persists that the 
Structural Funds deal primarily with roads, bridges and the like.   

2.9.3 Communication success stories and good practi ce 

During the telephone interviews, a large number of diverse communication activities were pointed out 
by interviewees as having been very effective / successful in reaching their respective objectives. The 
examples that appear most interesting and relevant can be summarised as follows: 
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Information for (potential) beneficiaries:  Raising awareness and trust among potential 
beneficiaries, providing them with relevant, comprehensive and understandable information, and 
offering guidance for a successful project application and implementation is a key part of ‘operational’ 
ESF I&C activities. The following are examples of good practice: 

• Regional advisory centres (Slovakia): Slovakia has established a network of regional advisory 
service centres in all eight regions. They provide beneficiaries as well as interested citizens 
with information about ESF funding opportunities. They also host seminars, educating about 
project management, typical shortcomings and pitfalls in applications, etc.  

• Personalised attention (Spain): Effective channels that are easy to identify and access, and 
provide (potential) beneficiaries with relevant information, were said to be key in Spain, as 
they help to combat the impression of anonymity, aloofness and confusion that otherwise often 
exists with regard to the ESF. The most effective way of offering such advice and attention is 
by using a mix of channels (email, telephone, and physical meetings), always making sure that 
questions are answered in a timely, personal and comprehensible manner.  

• Direct contact / physical meetings (Sweden): According to Swedish interviewees, meetings 
with and small-scale events for (potential) beneficiaries are the strongest I&C activity – while 
they are not the most visible one, they have produced the best results. The authorities made a 
point of being present at the regional level, and inviting potential beneficiaries to information 
briefings (daytime or evening), to provide information about programmes, application 
procedures, opportunities to ask questions, and generally, to create trust and confidence. 

Press relations:  Gaining access to the media can be difficult unless relevant information is 
processed and presented in a way that makes it easy for the press to turn it into interesting stories. 
The following activities have shown to help obtain coverage of the ESF and ESF-funded projects in 
their respective Member States: 

• Regional press campaign (Denmark): A series of regional press campaigns were organised 
across Denmark, following a structured approach. Three ESF projects were selected from 15 
Danish counties. The selection was made in collaboration with the county governments, and a 
press release developed for each project. The press campaign was considered a very 
successful exercise, since it resulted in 90 articles published in the regional media within a 
month. 

• End-of-year press releases (Ireland): The Irish authorities prepare an annual press release, 
covering ESF-funded projects and their achievements / impacts on a county by county basis. 
The press release is launched in December, coinciding with the generally quiet Christmas 
period, during which newspapers tend to struggle to fill their pages, and are particularly 
receptive to ‘feel-good’ stories. This approach has resulted in very good coverage in the local 
media.  

• Journalist visits (Lithuania): The authorities invited about 40 media representatives to a 
seminar on the ESF in Lithuania, and subsequently took them to a series of projects. Within 
one week, participating journalists had published 36 different articles / TV reports etc., in which 
the EU / ESF contribution was almost always clearly stated. The main reason for the success 
was said to have been the fact that the visits were planned with the needs of journalists in 
mind – they were provided with relevant background information, and then had a chance to 
speak directly to beneficiaries and participants, resulting in appealing, ‘human’ stories. 

• Assistance to projects for disseminating results (Sweden): The Swedish ESF Council relies 
heavily on successful projects to promote the ESF by disseminating their projects and results. 
The authorities encourage project promoters to do so (and intend to make having a 
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dissemination plan an obligation at the application stage), and provide support and expertise 
on effective ways of engaging the media, among others, by getting projects that have been 
particularly successful in their media relations to provide assistance and share their 
experiences with others. According to interviewees, the key success factor for obtaining media 
coverage is to take a strategic approach, be aware of journalists’ needs and cater to them, 
rather than starting from the project’s / authority’s own needs. 

In some Member States, ESF-related advertisements, programmes or campaigns  were launched 
in the mass media. Many interviewees reported that TV has shown to be the most effective medium 
for reaching the general public. Relevant examples include: 

• TV programme on Structural Funds (Latvia): Audiovisual media (especially TV) has been 
found to reach the widest possible public. There is a 30-minute TV programme every other 
week on national Latvian TV dedicated to (and co-financed by) the Structural Funds, which 
tells everyday, down-to-earth stories about people who have benefited from the Funds. 
Interviewees reported to include as many stories as possible about the ESF in the programme. 
It reaches 33% of all TV viewers, and is quite popular with the audience. 

• TV advertisement campaign (Luxembourg): Short spots on TVs presented successful ESF-
funded projects and showed people who benefited from them. In 2005, a 10-minute 
documentary about the ESF was also broadcast on national TV. 

• Concerted campaign on Structural Funds (Malta): Most ESF publicity in Malta over the last few 
years was part of a concerted I&C campaign (“EU4U”) aimed at promoting all Structural 
Funds. The campaign was primarily informative and factual (given an important degree of 
scepticism regarding EU membership, it was felt the campaign had to avoid coming across as 
propaganda). The ESF was one of the main points of emphasis of the campaign, although it 
avoided overloading the audience with too much detailed information about funding streams 
and different funds. The campaign encompassed TV advertising (in two phases: first on the 
Funds in general, then on concrete projects and impacts). The spots were results-based – 
“this is what we’ve done”, and took a very visual approach, showing images of projects while 
keeping the amount of text to a minimum. 

• Information campaign (Slovakia): The Slovakian ESF info campaign has had two clearly 
distinguishable phases to date. The first phase, until mid 2006, focused on general information 
about the ESF, in order to create a general awareness. Following an evaluation of the first 
phase, which concluded that there was a need for more concrete information, the second 
phase (since mid 2006) presented projects and success stories, but also reported on common 
problems and shortcomings. The campaign used a mix of tools and channels, including TV (30 
second spots broadcast on the main national TV channels during primetime) and radio (more 
than 80 talks in 2006, on national and regional public as well as private radio stations). 

Interviewees from national authorities in several Member States reported that their respective ESF 
websites  are among their most important and successful communication tools. While it was not 
possible to undertake an extensive audit of ESF websites in the context of this evaluation, it is 
important to note that interviewees from a wide range of countries (including the Czech Republic, 
Denmark, Finland, Latvia, the Netherlands, and Spain) felt that the internet is increasingly ‘at the 
heart’ of communication efforts, and reported that the quality and quantity of information available on 
the internet has increased significantly in recent years. This is often confirmed by an increasing 
number of hits, as well as by feedback from users.  

Other noteworthy activities that do not fall into any of the above categories were: 
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• Common project posters (Latvia): The authorities have developed 
posters to be used by all projects within a given sector / theme of the 
ESF. These posters (see right) contain a slogan in big letters that 
reads "Ideas for a better society", a large national ESF as well as the 
EU logo, and links to homepages of intermediaries responsible for 
ESF administration. Crucially, there is an open space for the project 
promoter to write in information about their specific project (name, 
total financing, sources of funding, etc.). These common posters, to 
be used at project sites, are seen as an effective way of establishing 
a common visual identity for ESF projects, and linking them clearly to 
the Fund as such.  

• Project competition / fare (Lithuania): The Ministry of Finance 
organised a fare / exhibition of EU-funded projects. It was preceded 
by a competition, in which people could vote via the internet for the 
best projects. The winners (most of which turned out to be ESF-funded, ‘soft’ projects) were 
invited to a fare, where they had the opportunity for some networking and exchange of best 
practices, and were presented with the awards. The Commission’s Representation in 
Lithuania also participated in this event, which – thanks to the pooled resources – achieved a 
substantial amount of media coverage. It was organised particularly with the regions in mind 
as a target audience, as such awards are an important source of pride and publicity for 
regional stakeholders. 

2.9.4 Key success factors 

Interviewees in different Member States mentioned a range of challenges, difficulties and problems 
that ESF communications have to address and overcome. Naturally, many of these vary from country 
to country. However, there is also a large degree of similarity and convergence between (groups of) 
Member States. The following is a summary of challenges that were found to be relevant for many of 
the countries covered by the telephone interview programme.  

• Negative perception of the EU and related topics: In many Northern EU-15 Member States 
(Denmark, Finland, Netherlands, Sweden), interviewees reported that ESF communications 
are affected by a negative image of the EU overall, which often stems from the fact that these 
countries tend to pay more into the EU budget than they receive, and a perception of the EU 
as bureaucratic and inefficient. This distance / scepticism represents an obstacle that ESF 
communications have to overcome. Even in some EU-10 Member States where EU 
membership is not uncontroversial (e.g. Malta), the politicised nature of EU topics impacts on 
the way the ESF can be / has to be communicated.  

• Limited understanding of and interest in specifics about the EU and Structural Funds: In most 
(if not all) Member States, the general public only has a very limited understanding of the ESF 
(and of other details related to EU institutions, funding streams etc.). While many (especially in 
Southern and EU-10 Member States) are aware on a very basic level that the EU provides 
support to the development of Member States via different funds, few are able to distinguish 
between different funds or instruments – nor do the majority who are not directly affected 
normally care about these often complex issues. 

• Structural Funds perceived as bureaucratic and inefficient: Potential beneficiaries and 
participants in many Member States associate the Structural Funds, including the ESF, with 
very complicated, bureaucratic rules, processes and procedures, which tarnishes the ESF’s 
reputation to a certain extent and discourages some from applying. This was mentioned as a 
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problem particularly by interviewees from Cyprus, the Czech Republic, Denmark, Finland, 
Luxembourg, and Lithuania. 

• Its very nature makes the ESF difficult to communicate: Several interviewees (particularly from 
Austria, Cyprus, Ireland and Lithuania) felt that the ESF is a complex instrument that is not 
easily described or understood. Factors that were said to make communicating it especially 
difficult include the overall complexity of the ESF, the diverse nature of its objectives and 
interventions, the lack of visibility and tangibility of its results, and the fact that in the more 
developed countries, the potential ESF beneficiaries and participants represent only a small 
part of society. It was also reported that in a few countries (Belgium, Lithuania), the name 
“Social” Fund can be misleading and presents a challenge for communications, as it is linked 
in people’s minds with social welfare (pensions, healthcare, unemployment benefits…) rather 
than active labour market policies. 

• Lack of interest from the media: In most Member States, interviewees reported that it tends to 
be rather difficult to obtain coverage for the ESF in the media, especially as far as the national 
media are concerned. ESF-related news are often seen as not interesting or spectacular 
enough to be picked up by the press, which was said to find stories about the ESF in general 
and on social projects that invest in people less appealing and somewhat difficult to 
communicate. The language used by the authorities to describe the ESF and its activities (e.g. 
in press releases) often adds to this problem, as it often contains terms and EU jargon that is 
not readily understood by a broader public. 

• Problems of ESF branding: Several interviewees also mentioned that the success of ESF 
communications is prejudiced by the non-availability of visual as well as verbal tools for an 
effective branding. This includes the lack of a single key message (slogan, or catchphrase) 
that adequately captures the key values of the ESF and could be communicated widely. In 
some countries there are not only many different slogans, but also a multitude of logos that 
are used in ESF communications (resulting from the many actors and levels that are involved). 

In order to tackle these problems and challenges, different Member States have devised different 
approaches and identified different lessons learned. Many of these are reflected in the good practice 
examples listed above. In more general terms, key factors for successful ESF communications as 
reported by interviewees can be summarised as follows: 

• A strategic, co-ordinated, long-term approach: A structured and well thought-out 
communication strategy from the start is crucial to addressing the different challenges. This 
should ideally be developed and monitored in a co-ordinated way between the different 
entities responsible for ESF communications, through regular meetings, working groups or 
networks. Without such structures, there is a risk that communication activities will not be 
harmonised, and not convey a homogeneous message and identity of the ESF. Timing is also 
important, as different situations and points in time require different I&C activities and key 
messages. 

• Differentiated tools and approaches: The target audiences for ESF communications are 
extraordinarily diverse, and require differentiated approaches. It is therefore important to 
carefully pick and choose relevant target audiences, to segment them, and to tailor the tools, 
channels and message to these audiences.  

• Use audiovisual media (especially TV) where possible: While TV is an expensive medium to 
use, the experiences of those countries that have used TV spots, programmes and 
documentaries (including the Czech Republic and Latvia) shows that it is the most effective 
way of reaching the general public. On TV as well as in other media, the ESF can best be 
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communicated through concrete examples of projects and people who have participated and 
benefited from them. 

• Develop effective ways of engaging the media: It can be challenging to obtain media coverage 
for the ESF. In order to do so, the information must be presented in a way and from an angle 
that meets the needs of journalists. This involves in particular developing good, personal and 
regular contacts with the media, and providing them with information that can easily be turned 
into appealing, understandable stories. This can be done by organising special seminars or 
project visits for journalists (combining relevant information about the ESF with concrete 
human stories about particular projects), and also by assisting project promoters in their own 
efforts to disseminate information about their projects via the media. A promising approach is 
also to latch onto topics that are of public interest already, and show how the ESF is active in 
these fields (relevant examples include the ESF projects for Roma communities in Hungary, or 
for homosexuals in the workplace in Sweden). 

• Focus on the local and regional media: The local and regional media are much more 
promising multipliers for ESF-related information than large national media, since ESF project 
stories are more interesting the closer they are ‘to home’. Interviewees from the majority of 
Member States reported that with the right kind of approach for engaging local and regional 
media, coverage of ESF-funded projects (and to a lesser extent of the ESF itself) has been 
extensive and very positive. 

• Communicate through success stories: Interviewees from nearly all Member States felt that 
irrespectively of the medium used (TV, through the local media, or through other channels and 
tools), the ESF publicity that is most successful and interesting for the target audiences is 
focused on concrete projects, success stories and best practices, and highlights the ESF’s 
human dimension by showing real people and the impact the ESF has had on their lives. 
Given the ESF’s complex and diverse nature, the stories that are best received and most 
easily remembered show concrete results that illustrate what the ESF does and stands for, 
thereby making a topic that a priori is abstract for the vast majority of people more tangible 
and concrete. It should be noted, however, that for the respective authorities to collect such 
success stories, process and prepare them in order to have them available on demand can 
take significant time and resources. 

• Direct contacts with potential beneficiaries and stakeholders: For the more ‘operational’ parts 
of I&C (i.e. that targeted at specific groups rather than the public at large), it is important to 
establish direct contacts and mechanisms for answering questions. This involves having 
appropriate channels in place (FAQs and answers on websites, email and telephone 
helpdesks), but also going out to the regions and meeting potential beneficiaries and 
stakeholders directly to encourage them to take part (in ESF projects as well as I&C activities). 
In many countries, it is in the outlying regions where information and communication is the 
scarcest, and therefore the most urgently required. 

• Keep it ‘real’ and simple: Regarding the language to be used in ESF I&C, most stakeholders 
agree that this needs to be kept as simple and plain as possible, in order to be understandable 
to a wider audience. In addition, it is important to avoid sounding like ‘propaganda’, and 
remain factual and objective, especially in those Member States where the public tends to 
have negative preconceptions about the EU. 

• Involve relevant stakeholders in communication activities: Stakeholders, in particular social 
partners, can act as effective multipliers and thereby enhance the visibility of the ESF. In the 
past, they have not always been systematically involved in ESF communications in the 
Member States, but experiences in some countries (e.g. Sweden) serve to highlight the 
potential benefits of their involvement. The same can be said of the Representations of the 
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European Commission in the Member States – in the few countries where they have 
participated actively in some ESF communication activities, this has helped to enhance the 
profile and outreach of these activities. 

• Make use of external expertise: Since most public authorities do not have a long-standing 
experience or profound expertise in information and communication, the use of external 
professionals (PR agencies and other relevant companies) was found very helpful by many 
interviewees in planning, developing, implementing and evaluating ESF communication 
activities. 

• Evaluation: Systematic evaluation of the effectiveness, efficiency and relevance of I&C 
activities can pose a challenge. However, where it was carried out (e.g. in the case of the 
Slovakian information campaign), it has proved invaluable in understanding the impact of past 
communications, and helping to define the priorities (including tools, channels, key messages 
etc.) for future activities. 

Finally, regarding the ‘branding’ of the ESF, the opinions of interviewees varied considerably. Some 
felt that a separate ‘brand identity’ for the ESF is important, in order to make it recognisable and 
distinguishable from the other Structural Funds. These interviewees felt this is necessary because of 
the ESF’s very distinct, social purpose, and to promote the idea of investment in human capital. In the 
effort to create such a ‘brand’, logos were felt to be important. Below is a selection of ESF logos from 
different Member States. 

    

Austria Finland Hungary Ireland 

 
 

  

Latvia Lithuania Slovakia Sweden 

 

It should be noted that not all Member States covered by the telephone interview programme have 
created a national ESF logo. Also, not all of the above are official “ESF” logos. The Hungarian 
example designates the Operational Programme Human Resources Development (funded by the 
ESF); the Swedish logo is that of the Swedish ESF Council (), which was used together with the 
respective objectives (in this case, objective 3) to designate the different ESF measures and lines of 
action during the last programming period. 

Generally, it can be noted that most of the above logos make a clear reference to the EU through their 
colour schemes and use of stars. The only (partial) exceptions are Latvia and Lithuania. In the case of 
the latter, the interviewee pointed out that the national colours were chosen because they are “easier 
to accept by normal people”, and also made the logo warmer and more appealing. The yellow stars 
were said to be a sufficiently clear and immediately recognisable graphic reference to the EU. The 
Latvian ESF logo is the result of the creation of a logo for each Structural Fund – in each of which one 
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of the coloured squares is larger than the others. According to the Latvian interviewee, the lack of a 
clear graphic reference in the logo to the EU is offset by the fact that it is always used together with 
the EU flag. 

It is not possible to judge from the interviews whether a separate logo for the ESF actually adds value 
to communication activities. Many interviewees felt that it is not necessary to have a separate logo, 
since the EU flag is the most recognisable symbol and already has a strong ‘brand image’ which can 
be exploited for the ESF. Thus, while the opinions on the usefulness of and 
need for an ESF logo differed, the vast majority felt that a clear and 
recognisable slogan for the ESF is very important. In this sense, the slogan 
suggested in the pertinent EC Regulation (used in the Irish example above) 
was felt by most to not be appropriate. Rather, interviewees felt that slogans 
should convey a more personal message that is appealing to ordinary people, 
in the sense that it shows how the ESF might be able to help them. Thus, a 
slogan along the lines of the one that will be used in Sweden in the new 
programming period (see adjacent), coupled with the EU flag, might be an 
effective way of creating an ESF ‘brand’. 

2.9.5 Role of the Commission 

The vast majority of interviewees saw the role of the Commission in ESF communications primarily as 
a facilitator for networking and exchange of best practices. In this context, all interviewees who had 
ever participated in the meetings saw the INIO network as a very useful and important initiative to 
bring I&C actors from the different Member States together. However, there were also many who felt 
that more and better use could be made of the network. While the Commission’s intention to hold 
more frequent meetings was generally welcomed, some interviewees thought that in addition to 
increasing the frequency, some meetings could also be re-oriented in order to allow for more open 
discussions, rather than relatively sterile presentations. It was also suggested that seminars on 
specific subjects, or even training sessions, could be held. In addition to making more effective use of 
meetings, some interviewees also suggested that in order for INIO to function as a real network, 
informal and continuous contacts between members during and outside of meetings should be 
encouraged and fostered. At present, most members seem to have little or no interaction with other 
members outside of the meetings in Brussels. One interviewee noted that during one of the previous 
INIO meetings, there was an organised lunch and glass of wine, where the group stayed together. 
This gave members a chance to chat in a very relaxed atmosphere, and was seen as a very good 
idea to facilitate better contacts. 

Regarding the Commission’s own future ESF I&C activities, most interviewees did feel that the 
Commission could play a more active role. However, many were also wary of the risk of a duplication 
of efforts, and tended to emphasise that it is the national authorities and stakeholders who know the 
audiences in their respective Member States and their needs the best, and should remain primarily 
responsible for ESF communications. Nonetheless, there were numerous suggestions for activities 
the Commission could consider: 

• Generally, the Commission should lead by example – by being more active and being seen to 
attach greater priority to ESF communications than in the past, but also by making use of I&C 
best practice in its own activities. According to some interviewees, this was not always the 
case in the past (e.g. with a view to the Commission’s ESF website). 

• Many felt that the Commission’s ESF website is quite poor in comparison with many national 
ESF websites, and needs to be modernised. Concrete suggestions included links to the ESF 
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websites of the individual Member States, and a database for all ESF-funded projects across 
the EU. 

• The Commission should use simpler language in its ESF communication activities and 
publications, many of which are still very difficult to understand even for the national 
authorities, and much more so for the general public. 

• The Commission could introduce an award for the best ESF co-financed project in Europe, 
and organise events to promote participants and reward the winners, which could generate 
considerable publicity. 

• It was felt that a better participation and higher visibility of the Commission in the Member 
States could enhance ESF communications, be it visits by delegations from Brussels 
(Commissioners or DG EMPL staff), or participation in local activities by the Representations 
in the Member States. This signals that the Commission is taking an interest in what is 
happening in the Member States. 

• Some interviewees also suggested that the Commission should try to engage directly with a 
wider range of ESF stakeholders, e.g. by holding seminars with selected beneficiaries, 
stakeholders etc. 

• Some interviewees saw an important role for the Commission in providing support and 
establishing common standards and indicators (possibly in the form of an instruction manual) 
for the evaluation of ESF I&C activities, in order to enable national authorities to more 
effectively measure their impacts and make the results more comparable and relevant, which 
could in turn facilitate the exchange of best practices across Member States. 
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3.0 KEY CONCLUSIONS AND RECOMMENDATIONS 

3.1 Key success factors 

During the Member State visits and telephone interview programme, a wide range of ESF 
communication activities and materials were identified as good practice. The reasons why these were 
considered particularly effective with a view to informing particular stakeholder groups and/or the 
general public about the ESF were manifold, having to do with general approaches and structures for 
communication, appropriate tools and channels, as well as with the content (including key messages, 
both visual and verbal). The key success factors behind the best communications practices during the 
programming period 2000-2006 (which all appear equally valid for the new programming period 2007-
2013) can be summarised as follows: 

A)  APPROACHES AND STRATEGIES 

1. Co-ordinated, strategic, long-term approach 

Given the multitude of actors that are involved in ESF communications at European, national, regional 
and local level, the existence of a co-ordinated approach is key to create synergies and avoid 
duplication of efforts or even sending mixed or conflicting messages. Such an approach should be 
strategic (i.e. developed with a clear idea of the objectives to be achieved and target groups to be 
reached) and long-term (i.e. cover an entire programming period and take into account the 
information needs and opportunities and their likely evolution throughout this period). Activities should 
be harmonised, build upon each other and be complimentary to the greatest extent possible across 
the different institutions and entities involved. An analysis of the initial situation and needs of the 
target audiences, and interim / ex-post evaluations of the impact, can help to plan, develop and adjust 
appropriate communication strategies, activities and tools. 

Findings from the evaluation that illustrate the above include: 

• In most Member States, (informal) networks or (formal) working groups on information and 
publicity exist, bringing together the different entities involved in ESF communications. The 
scope and frequency of their work, as well as its perceived effectiveness, varies considerably. 

• Examples of evaluations that have facilitated learning from past experiences include the ex 
ante evaluation / ‘market survey’ before the launch of a large-scale I&C campaign (Cyprus), 
and ex post impact analyses of the TV spots shown on national TV (France) and the ESF 
billboard campaign (Poland). 

 

2. Mix of tools and channels for different purposes  and audiences 

It is clear that there is no single tool or channel that is best suited to achieving the different objectives 
of ESF communications. An effective ESF communication that meets both the ‘operational’ objectives 
(i.e. accompanies and facilitates the smooth running and effective implementation of ESF 
programmes and projects) and the more ‘general’ objectives (i.e. raising awareness of the ESF and 
informing the general public of its contribution) must rely on a mix of activities. It should be based on 
the characteristics and needs of the different target audiences, and ensure that these are met to the 
largest extent possible. The clearer the objectives and target audiences have been defined, and the 
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more segmented and tailored communication activities are, the higher the probability of having the 
desired impact. Some of the most promising tools, channels, and messages are outlined below. 

Findings from the evaluation that illustrate the above include: 

• All Member States use a mix of physical and electronic information materials, channels for 
direct contact (e.g. telephone hotlines, online helpdesks, events and seminars), and PR / 
media relations to reach, inform and engage the different target audiences. Different tools and 
activities are sometimes combined in campaigns (particularly in the EU-10 Member States).  

• ESF newsletters exist in many Member States to inform beneficiaries and other stakeholders 
about the latest stories and developments related to the ESF. However, these are less 
appropriate for raising awareness among a wider public, which is more effectively targeted 
through other activities and tools including basic brochures and leaflets, events, 
advertisements and articles in the media, etc. 

• In many Member States, the ESF internet website(s) play a key role in the communication 
efforts. If designed and segmented well, these can meet some of the information needs of 
various target groups at the same time. For example, the Italian ESF website run by the 
Ministry of Labour and Social Security is divided into two sections, one with specific 
information for ESF beneficiaries (i.e. project promoters, or “practitioners”), and one with more 
general information for citizens at large. 

 

B) CHANNELS AND TOOLS 

3. Relevant and easily accessible information and s upport for (potential) beneficiaries 

Applying for ESF funding and implementing ESF co-financed projects can be a daunting task for 
those unfamiliar with the procedures, rules and requirements. Communications for (potential) 
beneficiaries should take account of this, and emphasise opportunities (rather than restrictions and 
bureaucratic hurdles) so as to encourage applications. It is key for beneficiaries (both potential and 
final) to have easy and convenient access to relevant and comprehensible information. This requires 
a combination of high-quality, tailored information materials, and opportunities for direct contact with 
competent authorities who can answer questions and provide advice and support. 

Communication activities identified as good practice that illustrate the above include: 

• Poland: A brochure written as a step-by-step guide to developing, applying for, implementing, 
and evaluating an ESF project, written in plain, simple language and using numerous concrete 
examples is very popular among Polish beneficiaries. 

• Slovakia: A network of regional advisory service centres provide (potential) beneficiaries with 
information about ESF funding opportunities, and host seminars to educate about project 
management, typical shortcomings and pitfalls in applications, etc. 

 

4. Reach out to local audiences 

The experiences in many Member States have shown that the scale and nature of ESF projects 
means that it is often most effective to target local communities with communication activities, e.g. 
through events or through the local media. The advantage of ‘going local’ is that the link between the 
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ESF and the opportunities it offers and impacts it has is much more easily established and conveyed 
in concrete terms locally than to a national audience. People tend to be more interested in things that 
are happening ‘on their doorstep’ than in general information about the EU and its structures and 
financial instruments. Communication activities that are focused on the local level are therefore often 
best able to disseminate information that is relevant for the respective target audiences (including 
potential beneficiaries and participants, but also citizens at large), and thereby raise awareness of and 
generate interest in the ESF through a ‘bottom-up’ approach. 

Communication activities identified as good practice that illustrate the above include: 

• Estonia: Annual ESF “info days” are organised by the Ministry of Social Affairs in co-operation 
with all 15 Estonian county governments, providing local audiences with first-hand information, 
and featuring activities such as an ESF photo exhibition. 

• Italy: The project “Circumlavorando” provides information and guidance “on the road”. Two 
coaches travel the country, stopping in cities and towns in order to meet and inform their target 
groups.  

 

5. Audiovisual media to generate awareness among a wider audience 

When trying to target a wider audience, audiovisual media, and especially TV, have shown to be the 
most effective. TV is the most popular and widely used source of information for the majority of 
citizens across the EU, and ESF communications that use this channel therefore reaches a maximum 
number of households. While TV tends to be an expensive tool, where information on the ESF (in the 
form of advertisement spots or documentaries) has been broadcast on TV the impact in terms of 
creating a general, basic awareness of the ESF has been considerable. Thus, while TV is not the 
solution to all challenges facing ESF communications (particularly because TV spots cannot convey a 
deeper understanding of the ESF), it can be a valuable and effective tool vis-à-vis the general public. 

Communication activities identified as good practice that illustrate the above include: 

• France: The TV advertising campaign “Ensemble pour l’emploi” ran on national TV during 
prime time in late 2005. Its 45-second spots featured specific ESF projects and interviews with 
project beneficiaries and participants. A post-test showed that 66% of respondents thought the 
spots helped raise awareness of the EU’s role in employment and social cohesion. 

• Latvia: Stories about the ESF are disseminated as part of a bi-weekly 30-minute TV 
programme on national Latvian TV dedicated to (and co-financed by) the Structural Funds, 
which tells everyday stories about people who have benefited from the Funds. It reaches 33% 
of all TV viewers. 

 

6. Actively engage the media to obtain coverage 

Coverage in the media is another very effective way of disseminating information about the ESF. Its 
main advantages are that it can reach a wide audience, and that it tends to be cost-effective (if 
journalists can be brought to run articles or features free of charge). However, the ESF is not 
necessarily a topic that is always readily picked up by the media. In order to improve both the quantity 
and the quality of coverage, the competent authorities need to develop ways of actively engaging the 
media, and of providing them with relevant information in a way and format that facilitates their work 
(i.e. allows them to produce articles that are interesting and relevant for their audience / readership). 
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Simple press conferences or press releases are often not sufficient – rather, active PR work (including 
the establishment of close and frequent relations, and the provision of information and information 
opportunities that are developed with the specific interests and needs of journalists in mind, and cater 
to them) tends to show the best results. For the reasons outlined above, the local and regional media 
has usually been a more ready recipient of ESF-related information (particularly about ESF-funded 
projects) than large national media. 

Communication activities identified as good practice that illustrate the above include: 

• France: As part of a public relations campaign, pieces on specific ESF projects were offered to 
over 1,000 local radio stations in France free of charge. Approximately 12% of the stations 
broadcast them. 

• Poland: The competition for journalists “The Human Face of the ESF” was organised for the 
first time in 2006 by the national authorities in co-operation with Representation of the 
European Commission in Poland. It helped to encourage the media to show how the ESF 
affects the lives of people in Poland, and what kinds of activities are supported.  

• Lithuania: The authorities invited media representatives to a seminar on the ESF in Lithuania, 
and subsequently took them to a series of projects. The seminar and visits were planned to 
cater to the needs of journalists. As a result, 36 out of the 40 participating journalists published 
articles / TV reports etc., in which the EU / ESF contribution was almost always clearly stated. 

 

7. Encourage and enable project promoters to commun icate  

Given that they are the ones implementing the ESF ‘on the ground’, ESF beneficiaries (i.e. project 
promoters) can play an important role in communicating and informing about the fund, what it does 
and stands for. Through disseminating information about their respective projects and their results 
and impacts, beneficiaries can make a significant contribution to raising awareness of the ESF and its 
areas of action. The advantage of such communication is that, because of its direct link to (local) 
projects, it is concrete and often easy for the target audiences to understand and relate to. The 
competent authorities can facilitate and enhance the communication activities of beneficiaries by 
encouraging them to disseminate information as widely as possible, and by providing active guidance 
and support (in terms of information materials, planning of events, effective press relations, etc.). The 
evaluation has shown that while project promoters are usually keen to communicate, they often lack 
the expertise, networks, resources and/or incentives to do so effectively. This is why support can be 
so important. 

Communication activities identified as good practice that illustrate the above include: 

• Portugal: A seminar on good practice in June 2006 brought together 150 ESF beneficiaries 
and other stakeholders to learn about successful ESF projects. The idea behind the seminar 
was not only for participants to exchange practical knowledge, but also to enhance their 
general awareness of what the ESF stands for, and encourage them to act as multipliers. 

• Sweden: The Swedish authorities encourage project promoters to disseminate results, and 
provide support and expertise on effective ways of engaging the media, among others, by 
getting projects that have been particularly successful in their media relations to provide 
assistance and share their experiences with others. 

• UK: There are numerous project competitions open to ESF projects throughout the UK at 
local, regional and even national level. Feedback suggests that they are very popular with 
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beneficiaries and project participants as they foster a sense of pride in what has been 
achieved, and are also a great opportunity for generating publicity. 

 

8. Raise awareness among participants and use them as multipliers 

Participants in ESF-financed projects are the ‘natural’ multipliers of information about the ESF, and 
about how it has impacted on their lives. In many Member States, the high total number of 
participants also warrants attention (e.g. in Poland, interviewees reported that approximately one 
million people have already benefited from the ESF directly). It is therefore important that this 
collective, which tends to be more receptive to the ESF than the general public because it has 
become tangible for them, is informed effectively about the fund. While all interviewed project 
promoters reported informing their participants of the ESF, and that the awareness of the ESF-funding 
among participants in their projects is almost universal, there are approaches that have shown to be 
particularly effective. These must rely on the right dosification of information: while too many details 
are not interesting for most, a few relevant key messages should be delivered through appropriate 
tools. In this context, ESF-branded gadgets and souvenirs can reportedly be a very effective way of 
creating awareness not only among participants, but also among their local communities.  

Communication activities identified as good practice that illustrate the above include: 

• Germany: The authorities in North Rhine-Westphalia have produced a series of posters 
featuring dynamic images of animals and the slogan “We want you to advance”, and indicating 
that the programme they are attending is co-financed by the European Social Fund. Project 
promoters can order these posters free of charge and use them in their facilities (classrooms 
etc.). 

• Poland: ESF beneficiaries reported that participants are quite keen on gadgets (such as mugs, 
T-Shirts, backpacks, calculators, etc.), and that these really work in terms of enhancing the 
ESF’s visibility. Because of the predominantly positive image of the EU in Poland (particularly 
among young people), people are willing to use and wear items featuring EU symbols, 
meaning their effect extends beyond the participants themselves. 

• Estonia: An ESF online web store sells ESF souvenirs and gadgets (from pens to umbrellas). 
Its main customers are ESF final beneficiaries, who are able to purchase competitively priced 
ESF branded goods to use as publicity for their projects. The store is perceived as a success 
both as a commercial entity, and as a way of communicating the ESF in Estonia. 

 

C) CONTENT AND STYLE 

9. Keep it simple 

The ESF is a complex topic as regards its key values, messages and objectives, the rules and 
procedures for its implementation, as well as its institutional set-up. In spite of this complex reality, the 
evaluation has shown that the most successful communication is often the simplest one – i.e. that 
which communicates a clear and understandable key message, and is not seen as over laden with 
complicated, technical, bureaucratic information. Rather, the most successful ESF communication 
translates the complex content into accessible, comprehensible and recognisable key messages, and 
thereby simplifies and reduces the information to what is essential to know for the different target 
audiences. 
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Findings from the evaluation that illustrate the above include: 

• In several Member States, interviewees reported that some of their initial information materials 
were too technical and contained too much EU jargon for ordinary people to be able to 
understand. Simplification of the language used was one of the most frequent suggestions for 
improvements. 

• Interviewed independents / observers sometimes felt that I&C activities suffer from trying to 
say too much, i.e. conveying all of the ESF’s dimensions and priority action areas. As a result, 
the key message can become diluted, “shallow”, uninteresting, and in the worst case, 
incomprehensible. 

 

10. Communicate the ESF through concrete projects a nd results 

It was already stated above that project promoters can play an important role in ESF communications. 
But the link to concrete projects and results is a key success factor not only in the communication by 
beneficiaries, but also in that of the competent authorities. The reality of the ESF can most effectively 
be conveyed to the public through concrete examples, which illustrate the ESF’s objectives and the 
impact it can have on ‘real people’. ESF communication that remains abstract is much less likely to be 
noticed and understood by the target audiences than I&C tools and activities that are focused on 
examples of how projects made possible by the ESF have had a real impact on people and 
communities. The more ordinary people can see the ESF’s (potential) relevance for themselves 
and/or people they can relate to, the higher the likelihood that they will take note of the pertinent ESF 
communications, and that it will have an influence on their recognition, knowledge and appreciation of 
the EU’s contribution and of the fund. 

Findings from the evaluation that illustrate the above include: 

• The vast majority of interviewees from across the EU felt that because of the complexity of the 
ESF as an instrument, it is most effectively communicated to the general public through 
concrete examples. This is already being done in a variety of ways in the communication 
activities and tools of all Member States. 

• France: An online ESF Project Database contains information about 300 projects, and aims to 
go beyond technical and financial specifications to tell the story of the project and its human 
impact. The database allows journalists to quickly identify relevant projects, and it allows the 
general public to get a concrete idea of what is being done in France as a result of the ESF 
funding.  

 

11. Create a homogeneous visual and verbal identity  

While communication that is related to projects or uses projects as illustrative examples is generally 
thought to be very effective, it brings with it the risk of a certain fragmentation of the fund’s image, 
and/or of a situation where the individual projects are found interesting and appreciated, but the ESF 
itself plays only a small role in people’s minds. This is one of the reasons why a clear and strong, 
easily recognisable visual and verbal identity for the ESF is important. The greater the homogeneity of 
ESF communication activities by the different actors involved in each Member State, the more likely it 
is that the target audiences are able to notice and remember the linkage between different projects 
and measures and the ESF itself. This can be achieved through both visual (logos, colour schemes, 
fonts, imagery) and verbal tools (slogans, key message, writing style). In terms of logos, it should be 
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noted that the EU flag is the most recognisable logo and already carries a strong ‘brand identity’. 
Whether national ESF logos add to the visibility of the ESF is unclear; in any case, they do not appear 
harmful to the ESF ‘brand’ as long as they are used uniformly and in addition to (rather than instead 
of) the EU flag. Given that the scope of I&C activities in Europe continues to be primarily national, it 
seems clear that a homogeneous visual and verbal identity for the ESF is important first and foremost 
within each Member State, and much less so across the entire EU (most Italian citizens are unlikely to 
ever be confronted with French or Polish ESF communications). 

Findings from the evaluation that illustrate the above include: 

• Slogans for the ESF vary widely from one Member State to the other. Broadly speaking, the 
most effective slogans appear to be those that are used extensively, and are directly 
appealing to members of the public. Examples include “Know more to live better” (Portugal), 
“Jobs and new opportunities for all” (Sweden – programming period 2007-2013), or even 
“Grab the ESF!” (Italy). 

• Portugal: With the help of external experts, the authorities have developed guidelines on how 
to communicate the values of the ESF, both in terms of key messages and graphic images. A 
kit of three CDs on information and publicity rules provide a range of templates for materials 
(all containing an ESF banner with a slogan and images showing the faces of potential ESF 
project participants) meant to give the ESF a more prominent and uniform presence in the 
communication materials of individual projects. 

 

12. Emphasise the ‘human face’ of the ESF 

This factor is closely related to the previous two. When communicating about the ESF (in general or 
through concrete projects), and when developing a common visual and verbal identity for the ESF, it 
should be kept in mind that the most successful and effective I&C has shown to be that which focuses 
on the human dimension. This is both because the ‘human face’ of the ESF is its most salient feature 
(in comparison with other funds and instruments such as the ERDF), and because communication 
tools and activities that focus on people are generally found to be most appealing and interesting to 
the target audiences. In concrete terms, this means that ESF communications should emphasise 
human stories and visual images (of participants in ESF-financed projects) to the greatest extent 
possible, rather than inanimate objects, concepts or procedures. Slogans and key messages too 
should be personal and appealing to the target audiences, and convey the key message that the ESF 
provides new opportunities for individuals (rather than be too abstract and institutional). 

Findings from the evaluation that illustrate the above include: 

• Portugal: One of the main conclusions of the above-mentioned work by the authorities and 
external experts on the visual identity of the ESF in Portugal was that past communications 
suffered from an important “human deficit”. As a consequence, recent I&C activities have 
increasingly focused on people, used images (and, where appropriate, stories) of persons who 
(could have) benefited from the ESF, and emphasised the opportunities for personal change 
that the ESF provides for people. 

• Poland: A brochure was published on occasion of the ESF’s 50th anniversary, introducing the 
ESF and its implementation in Poland. It is particularly noteworthy because of the visual 
images it uses: The common theme of all pictures in the brochure are hands engaged in 
different tasks, symbolising different professions, but most importantly, activity and action, and 
a message of opportunity and “you can”. 
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13. Create synergies with topics and personalities of public interest 

Finally, the experiences in different Member States have shown that ESF communication is often 
most noticeable and widely received if it is linked to topics that are already of public interest. These 
can be specific issues that are present in the national / regional / local press, or persons that 
command a widespread public interest (such as celebrities or well-known politicians). If ESF 
communication can ‘latch onto’ the interest generated by such topics or persons, and show how ESF-
financed projects address them or are related with them, the press (and by extension the public) are 
very likely to take notice.  

Findings from the evaluation that illustrate the above include: 

• Hungary / Sweden: ESF-funded projects that achieved particularly wide coverage in the media 
were those addressing issues that are of public interest already, such as projects for the Roma 
communities in Hungary, or for homosexuals in the workplace in Sweden. 

• UK: The involvement of celebrities helps to attract local and sometimes national media interest 
and results in a good amount of press coverage, as evidenced by an ESF project in Cornwall 
where Job Centre Plus teamed up with celebrity chef Jamie Oliver to recruit, train and support 
young people in the hospitality industry. 

 

 

3.2 The present position of ESF communications 

As has been highlighted in the reports on the Member State visits and the telephone interview 
programme, there are a number of internal and external aspects that (positively or negatively) affect 
ESF communications in some or, in other cases, in all Member States. To reflect these aspects, and 
to assess the present position of ESF communications in Europe, SWOT analysis  was chosen as an 
analytical tool. SWOT Analysis is a strategic planning tool used to evaluate the Strengths, 
Weaknesses, Opportunities, and Threats involved in a project or in a business venture. It involves 
specifying the objective of the business venture or project and identifying the internal and external 
factors that are favourable and unfavourable to achieving that objective. 

In the case of ESF communications, these pursue multiple objectives, some more operational (i.e. 
closely linked to the smooth implementation and administration of the funds), others more general in 
nature. However, for the purposes of this evaluation, the main objective that was specified was to 
learn how to communicate the ESF better with a view to the general public. Therefore, the objective 
defined for the SWOT analysis was to “increase European citizens’ awareness and understanding of 
the ESF”. The SWOT analysis looks at the internal and external factors that can be helpful or harmful 
to achieving this objective. This includes factors that can foster or hinder the implementation of the 
good practice described in the previous section. 
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SWOT analysis of ESF communications: Summary 

 HELPFUL 
to achieving the objective 

HARMFUL 
to achieving the objective 

STRENGTHS WEAKNESSES 

INTERNAL 
(attributes 

of the 
organization, 
programme 
or activity) 

• “Human touch” of ESF projects can 
facilitate appealing I&C 

• Strong EU brand (flag) can enhance 
ESF I&C 

• Existence of networks and working 
groups can facilitate co-ordination and 
common approaches between I&C 
producers 

• ESF results can be perceived to be 
intangible and difficult to measure and 
convey in concrete terms 

• Complexity and variety of ESF priorities, 
projects, issues, values and objectives 
makes clear, uniform I&C difficult 

• The name “social” can be misleading, 
imply welfare benefits rather than 
support to find employment 

• Complexity of structures: Multitude of 
layers, I&C producers and strategies; 
lack of effective channels between 
layers 

• Heterogeneous visual identity, too many 
logos 

• In-house staff have limited I&C expertise 
and experience 

• Financial resources insufficient for large-
scale campaigns  

• Systematic evaluation, monitoring and 
impact analysis is a challenge  

• ESF I&C not treated as a priority by the 
Commission 

OPPORTUNITIES THREATS 

EXTERNAL 
(attributes 

of the 
environment)  

• High awareness and appreciation of EU 
support in general among citizens in 
some Member States 

• Predominantly positive perception of EU 
activities in employment and social 
affairs 

• Pride, enthusiasm and gratitude of 
beneficiaries can facilitate wide 
dissemination of project results (incl. EU 
contribution) 

• Local nature of ESF projects can create 
considerable interest in local/regional 
media and communities 

• External expertise is available and can 
be used to enhance ESF 
communications 

• Limited awareness of the ESF, lack of 
interest in specificities about the EU by 
the general public 

• Negative attitudes towards the EU in 
some Member States 

• Perception of the ESF as being 
complicated, bureaucratic, and difficult 
to understand 

• Little interest from the (national) media 
in ESF projects (training is not 
“spectacular” enough) 

• Unclear incentives for Member States to 
emphasise the EU contribution in their 
ESF communications 
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The strengths, weaknesses, opportunities and threats are described in the following paragraphs. For 
each category, a table shows the flags of all those of the eight Member States that were visited 
(Estonia, France, Germany, Italy, Poland, Portugal, Slovenia and the UK) where the evaluators found 
strong evidence (in the form of the views and opinions of a significant number of relevant 
interviewees) that this factor exists and plays a role for ESF communications. This does not rule out 
the possibility that these may also be present in Member States other than those listed. The 
telephone interview programme also confirmed that all of the factors listed play a role in at least some 
countries that were not visited. 

The Strengths  (internal attributes that are helpful to achieving the objective) are: 

Strengths Member States 

“Human touch” of ESF projects can facilitate appealing I&C 
 

Strong EU brand (flag) can enhance ESF I&C 
 

Existence of networks and working groups can facilitate co-ordination and 
common approaches between I&C producers  
 

• “Human touch” of ESF projects can facilitate appealing I&C: Unlike most other EU funds and 
instruments, the ESF invests in people, and can have a very direct impact on people’s lives. 
This fact can be used to communicate the ESF in a way that appeals to the emotions of the 
target audiences, by focusing on individuals, and showcasing their stories of how the ESF has 
changed their lives. Its “human face” is what sets the ESF apart from the other Structural 
Funds, and if used correctly, can contribute greatly to giving it a clear identity and profile. 

• Strong EU brand (flag) can enhance ESF I&C: The European Union is widely known and well 
perceived by most European citizens,7 and its flag has a very high ‘brand recognition’. While 
separate ESF logos can be effective to enhance the ESF’s image, the EU flag itself remains 
the most widely recognised symbol, and creates an immediate link between ESF projects and 
communication activities and the source of the funding (which is one of the key messages to 
be sent). The existence of this strong ‘brand’ represents an important (potential) strength for 
ESF communications.  

• Networks and working groups can facilitate co-ordination and common approaches: While the 
multitude of actors involved in ESF communications at the different levels represents an 
important challenge to effective ESF communications (see below), this can be mitigated 
through networks and I&C working groups. Such groups exist in most Member States. While 
their membership, mode of operation, the intensity of their work and the frequency of their 
meetings varies significantly, they can play a key role in facilitating discussions between 
different actors, the exchange of information and best practice, and most importantly, the 

                                                      

7 The results of the latest Eurobarometer (Standard Eurobarometer 67, First Results, June 2007) show that 52% of all 
citizens hold a positive image of the EU, with 31% holding a neutral view and 15% holding a negative view. There are no 
Member States where more citizens have a negative than a positive image of the EU, although the gap between the two is 
close in the UK (35% positive vs. 31% negative) and Austria (34% positive vs. 29% negative). 
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development of common, harmonised approaches to ESF communication within each Member 
State.  

The Weaknesses  (internal attributes that are harmful to achieving the objective) are: 

Weaknesses Member States 

ESF results can be perceived to be intangible and difficult to measure and 
convey in concrete terms  

Complexity and variety of ESF priorities, projects, issues, values and 
objectives makes clear, uniform I&C difficult  

The name “social” can be misleading, imply welfare benefits rather than 
support to find employment  

Complexity of structures: Multitude of layers, I&C producers and strategies; 
lack of effective channels between layers 

 

Heterogeneous visual identity, too many logos 
 

In-house staff have limited I&C expertise and experience 
 

Financial resources insufficient for large-scale campaigns 
 

Systematic evaluation, monitoring and impact analysis is a challenge  

ESF I&C not treated as a priority by the Commission  

 

• ESF results can be perceived to be intangible and difficult to measure and convey in concrete 
terms: The ESF is widely perceived as being difficult to communicate because of the lack of 
direct visibility and tangibility of its results. In comparison with for example ERDF projects, 
whose results can be seen and touched, and which count with billboards or signs that 
automatically make people aware that a certain road or bridge was co-financed by the EU, 
projects that train people require a greater effort to get the message across. The fact that no 
comprehensive data exists to date to measure the ultimate impact of the ESF complicates 
matters further, and adds to the sensation of ‘abstractness’ of the ESF among many. 

• Complexity and variety of ESF priorities, projects, issues, values and objectives makes clear, 
uniform I&C difficult: The ESF acts in a relatively wide range of fields that can be quite different 
from one another, and targets different groups including the employed, the unemployed, 
young people, women, disadvantaged groups, etc.  This variety makes it challenging to 
communicate the ESF and its values through simple, understandable key messages – the 
description of tasks proposed in Regulation (EC) 1159/2000 (“Helping develop employment by 
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promoting employability, the business spirit and equal opportunities and investing in human 
resources.”) is a case in point. As a result, the competent authorities often struggle with 
expressing what the ESF is and what it stands for in a clear and appealing way. 

• The name “social” can be misleading: In some languages and cultural contexts, the word 
“social” in the name of the ESF can be confusing for people not familiar with the fund. 
Interviewees in a few Member States indicated that people at first tend to connect the ESF 
with social welfare issues (e.g. healthcare, pensions or unemployment benefits) rather than 
with helping people improve their skills and job prospects, and therefore have a wrong picture 
and perception of what the fund actually stands for. 

• Complexity of structures, multitude of layers, I&C producers and strategies; lack of effective 
channels between layers: The complexity of the operational structures for ESF implementation 
and communication can adversely affect the effectiveness of ESF I&C activities. The 
numerous different actors involved often have their own communication strategies, priorities, 
and styles. Unless there is a clear division of roles and responsibilities, and effective networks 
and channels for co-ordination and exchange of experiences and ideas are in place, this can 
result in a heterogeneous, diluted I&C, and detract from the overall visibility and recognisability 
of the ESF. 

• Heterogeneous visual identity, too many logos: Closely related to the previous point, the fact 
that so many institutions and entities are responsible for different aspects of ESF I&C also 
often means that there is no single visual identity for the ESF, as each authority has its own 
guidelines, fonts, colour schemes etc.  In some Member States, an additional problem is that 
ESF I&C tends to be over laden with different logos (EU, ESF, Managing Authority, 
operational programme, etc.), reducing the clarity of the message, and making it difficult to 
communicate a coherent picture of the ESF that emphasises the EU component. 

• In-house staff have limited I&C expertise and experience: Most public administrations have 
relatively little experience with information and communication. As a result, officials dealing 
with ESF I&C activities at different levels in the Member States are in the majority of cases not 
communication professionals and tend to have little communication expertise. Moreover, only 
a small number of people are able to allocate 100% of their time to ESF communications; the 
majority usually deals with I&C activities on top of their actual work. This lack of professional 
staff represents a challenge for effectively communicating the ESF. 

• Financial resources insufficient for large-scale campaigns: Interviewees in most Member 
States indicated that the financial resources available for ESF communication do not permit 
them to carry out large scale campaigns to reach a wider public. Especially TV spots as a tool 
for communicating the ESF are very expensive and often can not be used due to financial 
limitations of the different actors involved, forcing them to resort to other media and channels 
with a less universal outreach. 

• Systematic evaluation, monitoring and impact analysis is a challenge: Evaluations and impact 
analyses of existing ESF communication strategies and activities have proven to be very 
useful to measure the impact of certain activities and tools and to increase the success of ESF 
I&C. They can give an indication of what strategies and measures used were most successful 
in order to develop examples of best practice. However, the authorities in several Member 
States felt that there is a lack of expertise, tools, structures, resources and indicators for 
systematic evaluation, thereby limiting the use that can be made of this potentially very 
effective tool. 

• ESF I&C not treated as a priority by the Commission: The evaluation has shown that the 
Commission was not particularly active in ESF communication during the last programming 
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period, as evidenced for example by the scarcity of its own initiatives and the relatively low 
profile and frequency of INIO meetings. Many interviewees in the Member States also 
confirmed their impression that the Commission did not see ESF communication as a priority.  

The Opportunities  (external attributes that are helpful to achieving the objective) are: 

Opportunities Member States 

High awareness and appreciation of EU support in general among citizens 
in some Member States  

Predominantly positive perception of EU activities in employment and social 
affairs 

 

Pride, enthusiasm and gratitude of beneficiaries can facilitate wide 
dissemination of project results (incl. EU contribution)  

Local nature of ESF projects can create considerable interest in 
local/regional media and communities 

 

External expertise is available and can be used to enhance ESF 
communications 

 
 

• High awareness and appreciation of EU support in general among citizens in some Member 
States: While the awareness of the ESF tends to be relatively low in most EU countries, the 
citizens of those Member States that receive the most substantial amounts of European funds 
are usually well aware of the fact that the EU supports the development of their countries 
through a series of funds. This is mostly coupled with a positive image and perception of these 
funds. This knowledge and appreciation can provide an opportune starting point for ESF 
communication in these Member States, meaning that it does not have to start ‘from scratch’, 
but can focus on informing citizens about the specific place of the ESF within the framework of 
the Structural Funds. 

• Predominantly positive perception of EU activities in employment and social affairs: The recent 
Eurobarometer8 showed that 56% of EU-25 citizens felt that what the EU does in the area of 
employment and social affairs is (very or fairly) positive. In some member States (including 
Italy, Poland and Slovenia) more than two thirds of respondents felt this way, while citizens in 
the UK (49%), Germany (47%) and, in particular, France (43%) were more critical towards the 
EU’s employment and social policies. Nonetheless, the predominantly positive perception 
represents an opportunity for ESF communications – even if citizens are often scarcely aware 
of what exactly the EU does, its employment and social policies are seen in a positive light by 
most, indicating a certain receptiveness to related information. In the same Eurobarometer, 
50% of EU citizens indicated they would be interested in receiving detailed information on the 
employment and social policies funded by the EU. 

• Pride, enthusiasm and gratitude of beneficiaries: In general, ESF beneficiaries (i.e. project 
promoters) tend to have a strong sense of enthusiasm for what they do, pride in their projects 

                                                      

8 Special Eurobarometer 261: ‘European employment and social policy’ (October 2006) 
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(which often fulfil a clear social purpose), as well as gratitude to the EU (without whose 
support most projects could not have been implemented). This could be observed to a certain 
extent in all Member States that were visited, but appeared particularly pronounced in a few. 
This positive attitude often brings with it an eagerness to disseminate information about their 
projects and their results to the widest possible audience. If encouraged and supported 
appropriately, ESF beneficiaries can therefore be a willing and effective multiplier for ESF-
related information, and are usually keen to stress the EU’s contribution. 

• The local nature of ESF projects can create considerable local interest: The majority of ESF 
projects are on a relatively small scale, and are implemented locally. This fact represents an 
important opportunity for local communication, as such projects can generate considerable 
interest among the local communities, since they can often relate directly to the institutions 
and people involved. The local and regional media have also shown to be interested in 
covering such projects, thus feeding their readers’ / listeners’ / viewers’ appetite for positive 
news that happens ‘at their doorstep’.  

• External expertise is available and can be used to enhance ESF communications: While many 
of the authorities that are responsible for ESF communication in their respective Member 
States or regions do not have access to a lot of in-house I&C expertise (see above), external 
experts (PR agencies, marketing consultancies, communication specialists, etc.) can be 
brought in to cover this deficit, and to add a new perspective to the I&C work. They can make 
an important contribution to the improvement and professionalisation of ESF communication. 

The Threats  (external attributes that are harmful to achieving the objective) are: 

Threats Member States 

Limited awareness of the ESF, lack of interest in specificities about the EU 
by the general public  

Negative attitudes towards the EU in some Member States  

Perception of the ESF as being complicated, bureaucratic, and difficult to 
understand 

 

Little interest from the (national) media in ESF projects (training is not 
“spectacular” enough) 

 

Unclear incentives for Member States to emphasise the EU contribution in 
their ESF communications 

 
 

• Limited awareness of and lack of interest in specificities about the EU by the general public: 
Most European citizens have only a superficial knowledge of the EU and its institutions, and 
much less of its financial instruments and programmes. Most are simply not particularly 
interested in such matters. This means that their capacity and readiness to engage with, 
absorb and understand specific details related to the EU (including the exact nature of and 
differences between the Structural Funds) is limited. This is confirmed by the results of the 
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2006 Eurobarometer on Employment and Social Policy:9 while a surprisingly high number 
(33%) of EU-25 citizens claimed to have heard of the ESF, less than 10% were able to 
correctly name any of its objectives. ESF communication has to keep this fact in mind and 
come to terms with it. 

• Negative attitudes towards the EU in some Member States: In certain countries (mostly 
Northern EU-15 Member States), ESF communication takes place in an environment that is 
not very positive, and in some cases even hostile, to the EU. The reasons for this vary: the 
British are predominantly Euro-sceptic in general; many French perceive the EU as a threat to 
their social model and the welfare state (and consequently, the Eurobarometer shows that the 
perception of the EU’s employment and social policies in France is the least positive of all 
Member States); whereas Germans tend to see the EU as inefficient and bureaucratic, and 
resent the fact that Germany is the largest net contributor to its budget. Such pre-determined 
conceptions of the EU as a whole are difficult to overcome, and can represent an obstacle for 
an effective communication about the ESF. 

• Perception of the ESF as being complicated, bureaucratic, and difficult to understand: Many 
potential beneficiaries and participants see the ESF as difficult to understand (because of the 
complexity of the regulations and operational structures) and access (because of the 
bureaucratic hurdles associated with the application, implementation and accountability). This 
perception (which often corresponds with the reality) represents a problem for ESF 
communication in that it needs to make an extra effort to overcome it (rather than, as has 
sometimes been the case, exacerbate it by being overly technical and complex). 

• Little interest from the (national) media in ESF projects: The ESF in general, as well as ESF 
co-financed projects, tend to receive little coverage in large, predominantly national mass 
media. The news they generate are often not spectacular or interesting enough for these 
media – unless there are scandals or similar ‘bad news’ to report on. Also, ‘soft’ projects 
related to training and employability still represent a relatively new development in many 
countries, which makes them more difficult for the press to communicate to an audience 
which, unlike is the case for example of large infrastructure projects, may not see their 
relevance. 

• Unclear incentives for Member States to emphasise the EU contribution: The fact that ESF 
communication is primarily in the hands of national (and in some cases regional) authorities 
who may or may not have a strong incentive to publicise the contribution of the EU can 
represent a problem. While the evaluation found numerous examples of I&C activities in the 
Member States that do highlight the ESF as an EU instrument, it also seems clear that there is 
a risk that Member States and/or regions seek to take a large part of the credit for the co-
financed activities for themselves. This is to some extent a question of political priorities – for 
example, the campaign of ESF TV spots in France was partly motivated by the national 
government’s desire to improve the image of the EU following the no vote in the referendum 
on the EU Constitution.  

 

Conclusions 

The evaluation has confirmed that it is a challenging task to increase European citizens’ awareness 
and understanding of the ESF. The recent Eurobarometer showed that, while 33% of EU-25 citizens 
claimed to have heard of the ESF, very few actually had any concrete knowledge of what it does and 
                                                      

9 Special Eurobarometer 261: ‘European employment and social policy’ (October 2006) 
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stands for. Also, the evaluation suggests that, although the name of the ERDF is slightly less 
recognised than the ESF’s (31% had heard of it), the awareness among EU citizens that the EU funds 
and supports infrastructure measures is much higher than the awareness that it finances and 
facilitates projects in the area of training and employment. 

Feedback gathered from competent authorities at European, national and regional level, ESF 
beneficiaries, stakeholders and observers suggests that the problems in communicating effectively 
about the ESF to the general public are in large part due to the ESF’s nature. For one, unlike for 
example large infrastructure projects, the results of ESF projects are normally much less directly 
visible and tangible for citizens (except for those who were directly involved). In addition, the diversity 
of the ESF’s objectives and fields of activity means that it can be difficult to convey its key values and 
messages in a way that is clear, easily comprehensible and appealing to citizens. The fund’s complex 
procedures and operational structures can further exacerbate this problem. Moreover, the 
receptiveness of the general public to details about the EU and its policies and instruments is limited, 
and in some Member States there are negative pre-conceptions to be overcome. Reaching the public 
can be difficult as ESF-related news and stories tend to receive little coverage in the national mass 
media (primarily because of the factors outlined above). 

Nonetheless, and in spite of these difficulties and challenges, it has been shown that by exploiting the 
strengths and opportunities, and by addressing the weaknesses and threats through appropriate 
mitigation strategies, an effective ESF communication is possible. The Eurobarometer showed that 
there is a predominantly positive perception of the EU’s activities in the area of employment and 
social affairs, as well as a considerable interest in information about them. The good practice 
examples and key success factors identified by this evaluation point the way to how this latent interest 
can be catered to. Most importantly, ESF communication needs to play to its strengths and 
opportunities in order to maximise its potential for reaching and engaging the target audience. This 
includes emphasising the ‘human face’ (as the single most salient feature that defines and sets apart 
the ESF from other funds) in all communication activities; bringing the ESF from the realm of the 
abstract to the realm of the concrete by communicating through projects, and involving these in the 
communication efforts; coupling the project-focused communication with a clear communication of the 
ESF’s key values through appropriate and consistent messages, slogans and images; and exploiting 
the interest that exists at the local and regional level in the types of news and stories that the ESF can 
deliver. 

However, there are a number of systemic factors that have hindered the consistent and systematic 
application of these factors. The most important of these have to do with the multitude and types of 
actors that are involved in ESF implementation and communication. Not only do these often suffer 
from a shortage of communication experience and expertise, as well as a lack of resources to carry 
out potentially effective activities. The fact that in many Member States the ESF is managed and 
implemented through a variety of operational programmes and by a range of different authorities 
makes implementing a single, co-ordinated, strategic approach to ESF communication difficult. 
Different actors tend to have their own priorities, styles, logos, etc.  To a certain extent, they also have 
different agendas and incentives to retain some protagonism and recognition for themselves (rather 
than emphasising the EU’s contribution). While some improvements that should help to lessen the 
effect of these issues are in sight for the new programming period (such as the creation of new I&C 
working groups, e.g. in Spain and in parts of Germany; a reduction of the number of operational 
programmes through which the ESF is implemented, e.g. in Portugal; a move from multi-fund to ESF-
only operational programmes in some Member States; and plans for putting a stronger emphasis on 
the fund itself instead of the operational programmes and measures, e.g. in Sweden), the 
fragmentation of ESF communication activities continues to be a challenge, to a greater or lesser 
extent, across most of the EU. 
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3.3 Recommendations for the future 

Taking into consideration the key success factors of ESF I&C activities developed as a result of the 
feedback received during the interviews with different entities in the Member States, as well as the 
assessment of the present position of ESF communications, the evaluation team developed a set of 
recommendations the European Commission might consider to improve the effectiveness of ESF 
communications during the current programming period, in particular with a view to better 
communicating the ESF towards the general public in Europe. 

The recommendations can be grouped into three different categories: 

• Networking and exchange of experiences; 

• Support and guidance; and  

• The Commission’s own I&C activities. 

Networking and exchange of experiences 

Most interviewees, especially from among the national and regional authorities responsible for ESF 
communications in their respective Member States, felt that the main role for the European 
Commission lies in facilitating networking and the exchange of experiences and ideas. In this regard, 
the INIO network is perceived as very important and useful. However, members also expressed some 
criticism of the way it has worked during the past programming period, and made suggestions for 
improvements. Most importantly, many felt that INIO has not functioned as a true “informal network”. 
Instead it has primarily been a series of relatively formal, purely informative meetings, with little 
contact between members outside of the meetings, and consequently little impact on ESF 
communications in practice. To address these concerns, the Commission should: 

• Create more opportunities to network informally during and outside of the INIO meetings. For 
the meetings themselves, appropriate steps could include more lunches, dinners or other 
social events for the INIO members to meet in a more informal context and get to know each 
other; and working sessions in smaller groups (e.g. of countries from different geographical 
areas) to facilitate interactivity and a more direct exchange of experiences and ideas.  

• Ensure that all members have easy access to each other’s contact details, and establish an 
INIO email distribution list. This could be used to provide group members with regular updates 
on new developments, and also to enable contacts between the different members 
themselves. 

• When new individuals join the network, the Commission should strive to introduce these new 
members by email or in person to the rest of the INIO group in order to develop and 
encourage a more personal co-operation.  

• Maintain the increased frequency of INIO meetings. Most interviewees felt that one meeting 
per year is insufficient, and welcomed the initiative of the Commission to hold more meetings 
from 2007 on. About three to four meetings per year seem sufficient to maintain the 
established contacts and to follow up on best practices and information exchange on a more 
regular basis. 

• Use at least one meeting per year as a training session or seminar on specific subjects or 
good practices. Depending on the point of time within the programming period, relevant 
subjects could include the development of a communication plan / strategy; the use of specific 
tools or channels; reaching different target audiences; co-operation and co-ordination between 
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the different levels; evaluation and impact analysis; etc.  These seminars would also represent 
an additional opportunity for networking and information exchange. 

Actors of all levels involved in ESF I&C activities in their respective Member States also revealed 
during the interviews that there is usually no contact between different Member States other than the 
INIO network. However, entities other than the Managing Authorities that are normally represented in 
INIO (including intermediate bodies and ESF beneficiaries) could also benefit from networking and co-
operation. Measures the Commission could take in order to facilitate this are: 

• Encourage and support the exchange of best practice between different Member States, 
different regions or actors in other Member States that have implemented similar projects. 
Concrete steps could include providing access to contact details of the relevant entities, or 
even organising best practice seminars similar to those organised in many Member States at 
the European level.  

• Develop an extensive on-line database (possibly in the form of a map) of successful ESF 
projects across the EU. In order to be useful, this should ideally be segmented by the ESF’s 
different fields of activity, to allow for searches of projects on specific topics. Such an 
undertaking would immensely improve the networking opportunities of different actors. It could 
also enhance ESF I&C by providing authorities, journalists and others with easy access to 
more detailed information about ESF activities across Europe. 

Support and guidance 

In addition to facilitating networking between Member States, the Commission should also play the 
role of providing more support and guidance for ESF I&C. While it seems appropriate that the main 
responsibility for communicating the ESF lies with the national authorities, as they are also in charge 
of implementing and managing the operational programmes and know the operational needs as well 
as the national circumstances and target audiences the best, the evaluation has shown that there is 
room for the Commission to offer guidance and support in order to try to encourage competent 
authorities to apply the key success factors and make use of the strengths and opportunities, while 
addressing the weaknesses and threats. The Commission could:  

• Provide concrete guidelines on the ESF’s visual and verbal identity. Given that the target 
audiences for ESF communications continue to be essentially national, establishing a single, 
completely homogeneous ‘brand identity’ for the ESF across Europe does not appear to be a 
priority. However, the Commission should stress the need for the authorities within each 
Member State to communicate the ESF in a homogeneous way, both visually (through 
appropriate images) and verbally (through slogans and key messages). For this purpose, the 
Commission should identify best practice and provide support and guidance, e.g. in the form 
of a detailed communication manual with clear and operational guidelines. Another possibility 
to consider would be the creation of a data bank of images that symbolize the values and key 
messages of the ESF. 

• Offer seminars on communication topics in order to train staff of relevant entities (not only 
Managing Authorities, but also intermediate / implementing bodies and beneficiaries) on how 
to effectively carry out I&C activities for the ESF. This seems important since most people 
engaged in ESF communication activities are not professional or trained communicators and 
usually do not have a lot of communication experience.  

• Ensure that relevant information and guidelines for ESF communication reach not only the 
Managing Authorities in the different Member States, but also the intermediate and 
implementing institutions. The current single communication stream through the Managing 
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Authority brings with it certain risks, and the Commission should therefore consider 
establishing contacts with the intermediate and implementing institutions as well.  

• Information, including relevant regulations and rules, should be presented in a way that is as 
simple and comprehensible as possible. Audiences often struggle with overly complicated, 
technical information, and competent authorities in the Member States sometimes have to 
‘translate’ them into more down-to-earth language to make them understandable. The more 
the Commission can use simpler language (or provide plain guidance notes), the better. 

• Encourage and facilitate systematic evaluation and impact analysis of I&C activities by 
providing more guidance, support and indicators for ESF communication activities, in order to 
allow national authorities to develop a thorough and comprehensive understanding of the 
effectiveness of existing ESF I&C activities, and to adjust them accordingly. 

• In general, the Commission should be seen to treat ESF I&C as more of a priority, in order to 
signal to Member States that these form an important part, rather than just an afterthought, of 
ESF implementation. This could include making communications a topic of ESF Committee 
and/or Monitoring Committee meetings.  

The Commission’s own I&C activities 

The majority of interviewees raised certain concerns about the possibility of the European 
Commission developing its own ESF I&C activities and tools. The risk many perceive is that this 
would add another layer to the already multi-layered system, expose the target audiences to another 
information producer, and further detract from the harmonisation and homogeneity of ESF 
communications. Therefore, the risk of duplication and further fragmentation needs to be avoided. 
However, there are a number of I&C activities the Commission could carry out in order to add value, 
such as: 

• A brochure with basic, plain and simple information about the ESF, which could be used by 
the different entities within the Member States dealing with ESF communications (as well as 
by Commission Representations) to hand out as an introduction to the ESF. Such brochures 
should include a clear reference to where more detailed information about the ESF in each 
Member State can be found, e.g. by including a link to a central website with easily identifiable 
links to the national ESF websites. 

• Leading on from the above, the Commission’s own ESF website as it was during the last 
programming period was not thought to be particularly high quality by most interviewees who 
were familiar with it. It should provide easy access to basic information, project examples, and 
national contact points. 

• A few interviewees suggested that the Commission could produce a (series of) basic, 
adaptable TV spots that could be used and disseminated by different national / regional actors 
as part of their own I&C activities. Since high quality TV spots can be effective, but are often 
difficult to produce with the resources available to the authorities, some thought that this would 
be an area where the Commission could add real value. Such spots would have to be 
adaptable, in the sense that there should be room to include some basic information about the 
ESF in the respective Member States where they are to be broadcast (e.g. total amount of 
funds available in the Member State, and a reference to the national contact point). 

• Initiation of an ESF project award competition at the European level. There are already good 
national examples in place in a number of Member States. An award for the best ESF projects 
at European level could facilitate networking, create a sense of being part of an important, 
pan-European project among beneficiaries, and generate considerable media coverage. 
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• More participation of Commission representatives (both Commissioners and Brussels-based 
Commission staff, and staff of the Representations) in Member State events. This can be an 
effective PR exercise, and show the ESF stakeholders the “human face” of the Commission. 
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ANNEX: INTERVIEW GUIDES 

 
 
1. Interview Guide for contributors to I&C activiti es in the Member States 

 
 

Member State:  

Interviewee name:  

Position and institution:  

Interview date and place:  

 
 
Introduction 
 

1. Please briefly describe the organisation you work for, your position, length of time in position 
and current responsibilities. 

 
2. In what ways have you been involved in ESF I&C activities? Could you estimate the part of 

your time that is spent on ESF I&C activities? 
 
 
I&C structures, objectives and priorities 
 

3. Who are the main actors involved in planning and implementing ESF I&C activities in your 
country? What is the nature and frequency of your relationship with these actors? 

 
4. What role does communicating on the ESF in your daily work? What resources (human and 

financial) are available for I&C activities on the ESF? 
 

5. What are the main objectives and target groups of your ESF I&C activities? How are these 
decided and prioritised? 

 
6. In practice, to what extent do you attempt to / are you able to inform the general public about 

the ESF?  
 

7. In your experience, how is the ESF perceived by citizens in your country? How aware are they 
of its existence, and how much do they know about what it does? How does this affect the way 
the ESF needs to be communicated? 

 
 
 
Communication success stories and best practice 
 

8. Which were the most important I&C activities and tools that you have undertaken or produced 
during the programming period 2000-2006? Who were they targeted at? 
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9. In your main I&C activities and tools, what emphasis was placed on the ESF (or EU 
contribution) vs. the operational programme / project / managing authority etc.? 

 
10. Can you expand on one or two of these activities that were particularly successful in your 

opinion? How exactly did they work, what did they achieve, and why? Do you have any 
evidence for the success of the I&C activity?  

 
11. Were there any I&C activities that were less successful? Why? 

 
12. Are you aware of any ESF communication activities carried out by others in your country that 

were effective / can be considered best practice?  
 

13. How has the media reported on the ESF (and in particular the EU’s role) in your country / 
region? What are the most effective ways of raising the ESF’s profile in the media? 

 
 
Key success factors 
 

14. Overall, how successful do you think the past I&C activities have been in informing citizens in 
your country about how the EU contributes to employment and social policy measures? 

 
15. What are the key lessons to be learned from past ESF communications in your country? (in 

terms of structures, tools, channels, stakeholders, etc.) 
 

16. What are the key messages (including slogans) that should be communicated, and why? How 
important is the ESF “brand” (as opposed to EU funding in general)? 

 
17. In your experience, what are the main challenges, obstacles and difficulties in communicating 

effectively about the ESF to a wider public? 
 
 
Role of the European Commission 
 

18. Are you aware of any ESF communication activities by the European Commission during the 
last programming period? How effective were they, and why? 

 
19. In what ways and how often do you interact with the European Commission regarding ESF 

I&C activities (reporting, support, networking, etc.)?  
 

20. What additional actions (if any) would you like the European Commission to take in order to 
support I&C activities in your country? 

 
21. Do you have any additional comments or suggestions? 
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2. Interview Guide for ESF beneficiaries 

 
 

Member State:  

Interviewee name:  

Position and institution:  

Interview date and place:  

 
 
Introduction 
 

1. Please briefly describe the organisation you work for, your position, length of time in position 
and current responsibilities. 

 
2. How has your organisation benefited from ESF funding? Which project(s) have been 

supported by the ESF, and since when? What percentage of the total funds come from the 
ESF? 

 
 
I&C structures, objectives and priorities 
 

3. Who are the main institutions and actors that you deal with regarding the ESF (including 
funding opportunities, applications, information requirements, etc.)? What is the nature and 
frequency of your relationship with these actors? 

 
4. Overall, how well informed do you feel about ESF funding opportunities and requirements? 

What are your primary sources of information?  
 

5. What role does communicating on the ESF (to participants in your projects and/or to a wider 
audience) play in your daily work? 

 
6. How would you describe your participants’ level of awareness of and interest in: 

a) the fact that the EU finances the project they participate in; and 
b) the ESF and what it does? 

 
7. In your experience, how is the ESF perceived by citizens in your country in general? How 

aware are they of its existence, and how much do they know about what it does?  
 
 
Communication success stories and good practice 
 

8. In your view, how much notice do project participants take of the EU logo and the mention of 
the ESF on letterheads, project materials etc.? How effective are these to make participants 
aware of the EU’s contribution?  

 
9. In addition to following the formal rules and requirements (e.g. on the use of the EU logo), 

have you done anything to raise participants’ awareness of the ESF funding? 
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10. Have you undertaken or participated in any actions to inform a wider public of your projects 
and their results? If so, how was the ESF contribution communicated? 

 
11. Are you aware of any ESF communication activities carried out or tools produced by the 

authorities in your country? How effective do you think they have been, and why?  
 

12. In the ESF I&C activities you are aware of: What emphasis was placed on the ESF (or EU 
contribution) vs. the operational programme / project / managing authority etc.? Why? 

 
 
Key success factors 
 

13. Overall, how successful do you think the past I&C activities have been in informing citizens in 
your country about how the EU contributes to employment and social policy measures? 

 
14. What are the key lessons to be learned from past ESF communications in your country? (in 

terms of structures, tools, channels, stakeholders, etc.) 
 

15. What are the key messages (including slogans) that should be communicated, and why? How 
important is the ESF “brand” (as opposed to EU funding in general)? 

 
16. In your experience, what are the main challenges, obstacles and difficulties in communicating 

effectively about the ESF to a wider public? 
 
 
Role of the Commission (and other public authoritie s) 
 

17. What additional actions (if any) would you like the authorities in your country or the European 
Commission to take in order to better inform you and others about the ESF? 

 
18. Is there anything the Commission or others could do (e.g. provide info materials, organise 

events, etc.) to enable you to more effectively inform project participants and/or a wider public 
about the ESF? 

 
19. Do you have any additional comments or suggestions? 
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3. Interview Guide for informed independents / obse rvers 
 
 

Member State:  

Interviewee name:  

Position and institution:  

Interview date and place:  

 
 
Introduction 
 

1. Please briefly describe the organisation you work for, your position, length of time in position 
and current responsibilities. 

 
2. Has your work ever brought you into contact with the ESF and/or ESF-funded projects in your 

country? If so, in what ways? 
 
 
I&C structures, objectives and priorities 
 

3. From your experience, who would you say are the entities mainly in charge of publicising and 
communicating the ESF in your country? 

 
4. What are the main objectives and target groups of the ESF I&C activities of these entities that 

you are aware of? To what extent do they attempt to / are you able to inform the general public 
about the ESF?  

 
5. In your experience, how is the ESF perceived by citizens in your country? How aware are they 

of its existence, and how much do they know about what it does? How does this affect the way 
the ESF needs to be communicated? 

 
 
Communication success stories and good practice 
 

6. Are you aware of any activities or campaigns aimed at making the public in your country 
aware of the role of the ESF and its results? 

 
7. If so, can you expand on one or two of these activities that were particularly successful in your 

opinion? How exactly did they work, what did they achieve, and why?  
 

8. Were there any I&C activities that were less successful? Why? 
 

9. For social partners, NGOs, etc.: Has your organisation ever participated in ESF I&C activities? 
If so, for what target audiences? If not, why not? 

 
10. For journalists: Have you ever reported on the ESF or ESF-funded projects? If so, for what 

target audiences? If not, why not? 
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11. If you have ever reported on the ESF or participated in an I&C activity: What emphasis was 
placed on the ESF (or EU contribution) vs. the operational programme / project / managing 
authority etc.? Why? 

 
 
Key success factors 
 

12. Overall, how successful do you think the past I&C activities have been in informing citizens in 
your country about how the EU contributes to employment and social policy measures? 

 
13. What are the key lessons to be learned from past ESF communications in your country? (in 

terms of structures, tools, channels, stakeholders, etc.) 
 

14. What are the key messages (including slogans) that should be communicated, and why? How 
important is the ESF “brand” (as opposed to EU funding in general)? 

 
15. In your experience, what are the main challenges, obstacles and difficulties in communicating 

effectively about the ESF to a wider public? 
 
 
Role of the Commission (and other public authoritie s) 
 

16. What additional actions (if any) do you think the authorities in your country or the European 
Commission could take in order to better inform the general public about the ESF? 

 
17. Is there anything the Commission or others could do (e.g. provide info materials, organise 

events, etc.) to encourage or enable you to more effectively communicate / report on the ESF? 
 

18. Do you have any additional comments or suggestions? 
 


