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EXECUTIVE SUMMARY

The Planning Bureau of Cyprus engaged the Consortium formed by LKN ANALYSIS Ltd – NOVERNA Ltd – ACTION PR & PUBLICATIONS Ltd (the Consultant) for the evaluation of the Communication Plan of the Operational Programmes “Sustainable Development and Competitiveness” and “Employment, Human Capital and Social Cohesion”. The present report is the Final Report of the evaluation project. The duration of the project covered the period of 21 April 2011-21 October 2011.
Scope and objective of the project 
· The objective of the evaluation was the optimisation of the Communication Plan of the two Operational Programmes (OPs), through the evaluation of the implementation progress, the evaluation of the effectiveness of information and publicity measures as regards the achievement of general and specific objectives and the improvement of information and publicity of the Communication Plan. 
Evaluation methodology

The Consultant used a wide variety of methods to meet the evaluation objectives.
The majority of the necessary data was collected through meetings organised by the evaluator with all the Intermediate Bodies involved in communication and publicity actions, as well as the Managing Authority.
Data collection was based on a structured questionnaire sent by the evaluator to the competent stakeholders. Further data on the implementation of interventions of the Communication Plan was gathered through the technical bulletins of the Technical Assistance projects including publicity and information actions, the website of the Managing Authority and the websites of the Intermediate Bodies.
The evaluation of the Communication Plan’s impacts was based on the two general and the seven specific impact indicators of the plan, and the guidance provided by the plan on how to evaluate the indicators was also taken into account. In order to evaluate the impact indicators, two surveys were carried out by the evaluator. The first aimed at the general public, with a total random sample of approximately 711 respondents. This sample was representative of the population in terms of gender, age group, province and region of residence, social class and educational level. For this survey, and in additional, 102 interviews were also conducted (booster sample) among employees in educational institutions and temporary non-employed, according to the evaluation guidelines provided by the Communication Plan.

The second survey aimed at Businesses and Organisations of different size and sector with a total sample of 633 respondents. The specific structure of the sample for this survey was finalised in collaboration with the Planning Bureau so as all the beneficiaries (Business / Organisations) were adequately represented in the sample; this enabled a separate analysis for each category of beneficiaries, in addition to the overall analysis of the sample. After finalising the structure of the sample, the selection of businesses / organisations was achieved through the use of lists  (sampling frame) prepared on the basis of published lists.

Both surveys were quantitative through telephone interviews, using the CATI (Computer Assisted Telephone Interviewing) system.
n the following section, the Consultant presents  the main conclusions and recommendations of the evaluation.
Ι.
Evaluation Conclusions
Evaluation of Strategy and Content of the Communication Plan
Based on the findings of the evaluation, the Communication Plan includes a comprehensive communication strategy that uses all the latest tools for the promotion of the objectives and results of the two Operational Programmes and the European Union’s role in the implementation of interventions and in the wider development of Cyprus. The Communication Plan incorporates a comprehensive set of interrelated information measures and communication tools to effectively reach the three target groups (beneficiaries, potential beneficiaries and general public) and includes all the mandatory provisions of the Regulation (EC) 1828/2006, for the necessary publicity actions that should be undertaken by the Managing Authority, the Intermediate Bodies and the beneficiaries. The Plan is structured in accordance with the Regulation, i.e., in a structured form that includes objectives, target groups, strategy and content of information and publicity measures, the indicative budget, the agencies responsible for the implementation and the necessary directions on how the information and publicity measures should be evaluated.
The Communication Plan sets a set of specific objectives, which are quantified in a system of output, result and impact indicators, most of them measurable and appropriate to measure the achievements of the individual interventions.

Evaluation of the Implementation Progress of the Communication Plan
During the first two phases of the implementation of the Communication Plan a large number of actions was implemented, including the Common Information Measures which were completed in accordance with the provisions of the Communication Plan, the planned actions on Identity and Message Center creation and the Continuous Electronic Information. Both information actions through printed material, and special events, had a high rate of implementation since the first year of the programming period, as a result of the continuous efforts of the Managing Authority and the Intermediate Bodies to inform beneficiaries and potential beneficiaries in order to accelerate preparation and project integration from the very beginning.

Additionally, regarding special events, all the interventions planned by the Managing Authority  were implemented, aiming to aware/inform broad public and beneficiaries on  the development of the Operational Programmes, their objectives and the EU's role in their achievement.

Information through mass media, which was the major - in terms of financial gravity- measure of the Communication Plan, was achieved  through the advertising campaigns organized  by the Managing Authority, as well as through  the Information Measures of external advertising and the information provided through the circulation of promotional items. These three measures compose  the core of the third phase of the Communication Plan, starting in 2010  until the end of the programming period (in 2013). All the other mandatory information measures have been implemented, as foreseen under Regulation (EC) 1828/2006 (measures D1 to D4).

The high rates of implementation of information actions addressed to beneficiaries and potential beneficiaries are both reflected in the values of output and result indicators and in the high rates of the programme objectives’ achievement. Specifically:

· The progress of implementation of a range of interventions is particularly high, reflecting the great  emphasis in the beginning of the programming period on tender preparation, the information provided to beneficiaries  and potential beneficiaries  informing for project preparation and management.

· Communication and publicity Interventions of the third target group (general public), generally have a lower degree of implementation and therefore lower performance in terms of result indicators. This however is expected since, according to the timetable of the Communication Plan, the activities related to advertisement through the Mass Media, those of outdoor advertisement and production of promotional items, start in 2010 and end in 2015. These interventions are already in place and will be carried on till the end of the programming period, focusing on communicating the results of projects implemented, since the implementation of the two Operational Programmes is now at an advanced stage and can support such communication actions.

Evaluation of the Impacts of Information & Publicity Measures of the Communication Plan
Estimation of the impacts of the Communication Plan was based on the results of the two surveys conducted by the evaluator and took into account the guidance given by the Communication Plan on the measurement of impact indicators. Specifically:
· The business survey showed a very satisfactory level of awareness of beneficiaries and potential beneficiaries of the two OPs for Structural Funds and the Cohesion Fund. The rate of information on available funding in the country through these programmes is 70.5% and exceeds the target of 60% set by the Plan.
· Both the general public and businesses have a high level of information on projects, activities and sectors co-financed. The general public survey revealed that 45.5% of the respondents could name at least one co-financed project to an open question (spontaneous response), a rate significantly higher than the planned target (20%). This rate demonstrates the significant knowledge of interventions funded by ERDF, ESF and/or the Cohesion Fund.
· Particularly good is the rate (69.3%) of people who consider easy the access to information concerning Structural Funds and the Cohesion Fund (compared to the planned target of 70%). Satisfaction of businesses on the easy access to information is 54.1%. This rate  of satisfaction is  also high on the quality of information provided, Both general public and businesses continuously  seek more information on co-financed interventions,  showing in that way  their great interest for them.

· Both general public and businesses have significant knowledge of the two Operational Programmes and Cohesion Policy. The two surveys ended to similar rates of around 59.5% and 59.4% respectively, while the target is set to 60%.

· The rates of the general public’s positive view, firstly for the Cohesion Policy and its contribution to the development objectives of the country, and secondly for the country’s benefits of joining the EU were 50.4% compared with 65% of the  target and 53.1% vs. 65% of the  target, respectively. Younger age groups (18-24 and 25-34) of the “sub-population” of teachers and residents of urban areas are significantly more positive in these two parameters compared to older people and the residents of rural areas. The same groups, moreover, show also higher rates that are significantly above average for other indicators related to information about the content of the Operational Programmes, their knowledge for  Cohesion Policy and Structural Funds, etc. It is of note that the general public’s view towards the country’s accession in the European Union is affected by a wider range of parameters and not solely from the implementation of co-funded interventions. A number of contingent factors such as the current financial crisis, combined with other political factors that the survey highlights as important for the country's accession to the EU, may “influence” the rate observed.

Finally, it is noted that, based on the results of the surveys, the two general impact indicators of the Communication Plan related to the general objectives have been greatly achieved . Specifically,  the degree of information of the public on EU Cohesion Policy is  measured 70.5% (knowledge of specific projects) versus 49% in the previous survey (February 2008). Similarly, the percentage of positive public opinion for the Cohesion Policy is 50.4% vs. 28% measured in the previous survey.

ΙI.
Recommendations for the improvement of the Communication Plan – Revision of the Communication Plan
The evaluation of the implementation progress of the Communication Plan showed some aspects that were taken into account in the preparation of the Revised Communication Plan, which was prepared and submitted by the Consultant after consultation with the  Managing Authority.

The key elements of the Communication Plan to be implemented in the rest of the programming period, follows the basic strategy and objectives as well as the all the communication tools that have been selected during the initial design. Emphasis is given on communication actions for the general public with individual characteristics as follows: 
· The implementation of a centralised advertising campaign that will combine a large number of communication tools under a single advertising strategy; it will be based on the slogan chosen and highlight the role of EU Funds in implementing specific projects and delivering results with substantial impacts on the wider socio-economic development of the country.

· The need for a combination of actions that have not been activated yet or have been activated to a small extent (e.g. implementation of road shows, planning of publications in newspapers and specialised magazines, outdoor advertising actions, etc.) in parallel with the centralised advertising campaign. 
· The specification of actions for each Operational Programme , which are similar with the Common Information Measures but also focus on the presentation of results of the projects of each Operational Programme (e.g. movies, separate ad campaigns for each Fund, student and other competitions based on the objectives of the Funds, etc.).
· Use of all communication means, since both general public and business surveys showed the widespread usage of alternative ways and means to search for information related to the co-funded interventions.

The planning of individual actions of the Communication Plan takes into account some of the conclusions drawn by the two surveys, which either relate to the centralised ad campaign, or other individual publicity actions. Indicatively:

· Improved relations with Mass Media by organizing more meetings with Journalists, where such Meetings were not a common practice. The two surveys carried out highlight the significant role of television and the press in informing public and businesses regarding the role and interventions of European Funds in Cyprus.
· The greatest focus of outdoor advertising in areas where rates of knowledge for the co-funded Operational Programmes are lower, etc. In this way, planning incorporates territorial differentiations identified by the survey on the rate of population information, which is higher in urban areas and especially in the cities of Nicosia, Limassol and Paphos compared to rural areas, Larnaca and the free area of Famagusta.

· The incorporation of new actions in planning, as a result of the surveys carried out, according to which some categories of interventions have lower visibility than others, both for the general public and for businesses.

The horizontal issues taken into account for  the revision of the Communication Plan are:
· The revision of the Communication Plan’s budget, in relation with the implementation progress til the evaluation.

· The revision of the indicators system and the readjustment of the value targets of a limited number of indicators, based on the evaluation results.
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