Campaign “Bringing Europe Closer to the People in South and South West Serbia”
December 2012-June 2013
Campaign:
The campaign’s main strategy is to promote the European values, process of the Serbia’s EU accession and its importance for local socio-economic development as well as EU and Swiss Government support for development of the South and South West Serbia through promulgation of the positive practices and positive changes examples of individuals and institutions.The principal aim of the campaign is to raise understanding and acceptance of the European values by soft bottom-up approach strategically oriented not to impose but to positively change personal and institutional identities from within. 
Overall communication objectives and goals: 

Overall communication aim of the campaign is to enable citizens of the South and South West Serbia to make informed decisions about Serbia’s accession to the European Union.
Specific communication objectives:

· To inform and educate about the need for, benefits and positive effects of the EU integration process for the overall progress

· To raise awareness of the core European values while making them more understandable and approachable to citizens

· To influence change of attitudes and aggravate more proactive appliance of European values within the local community

· To educate the main stakeholders on the EU and Swiss Government support available through the EU pre-accession and other funds and motivate them to take active role in absorbing these funds

· To educate local media on how to report on European values,the EU integration process and administration of the EU pre-accession funds, and lastly

· To raise awareness of the role and efforts of the main stakeholders of the EU, the Government of Switzerland and the Government of Serbia to the South and South West Serbia regions
Expected Outcomes: 

· Raised awareness and understanding on the EU pre-accession process of the citizens in the 25 municipalities of the South and South West Serbia;

· Raised awareness, understanding and knowledge of the main stakeholders on the benefits and obligations of the EU accession for the local community;

· Gained increased support for the EU integration from the local communities population;

· Stakeholders’ capacities built on the EU support for development of local communities available through pre-accession funds;

· Local media trained on reporting on the European issues;

· The core European values are understood and accepted by the stakeholders and the general population. 

Main strategies:  

The main strategies include:

· Education and promotion of good practices examples 

· Empowerment 

· Motivation and engagement 

Many promotional campaigns already dealt with EU/European matters but the level of understanding is still limited. In addition, it has to be taken into account, that many Serbian politicians used EU topics in their campaigns and that the topic itself became a bit worn-out so the fatigue among stakeholders is expected. Therefore, this campaign has to find new, fresh approach by which it will strive to provide adequate and quality information to all identified stakeholders in order to motivate them to make a change 

The suggested tone of the campaign is on emotional drive, since it is important for all stakeholders to feel that they are already the part of the process. Therefore, the suggested main campaign slogan “Evropa – to si TI” (Europe – it is YOU) is based on emotional drive and the idea that the positive change of behavior and attitudes and personal identification come from within. Therefore, rather bottom-up than top-down approach to positive behavioral change will be applied in this campaign with the aim to encourage each designated stakeholder to recognize the need for the change within oneself. Even on the linguistic level, instead of waiting to “go to Europe” we would promote the concept of embedding European values.

Key Messages: 

Main messages aimed at all stakeholders:

· We are part of Europe and we share European values 

· EU accession brings to the changes that are affecting our quality of living in a positive manner

· European values are broad concept of human rights, from which everyone can pick for themselves
· EU is not just benefit but the obligation to cherish these values

· One has to be informed in order to meaningfully contribute to the accession process

Specific key messages: 

· Good governance entails accountable, transparent, non-discriminatory and efficient performance of the local government for the well-being of the community and it is necessary for implementing European programmes 

· Agriculture and small/medium businesses are crucial to the local economic development and should be supported in their work

· Multiethnic and border regions are having many opportunities for development throughout the EU accession

· Youth and students should take part in processes going on in their communities, as future leaders and carriers of integration process
· EU is the biggest donor to Serbia while Swiss government is the biggest bilateral donor
Outputs: 

· Promotional items and publications  

Posters – campaign’s teaser which should generate and drive attention to other outputs which address particular need of all identified stakeholders. 
Leaflets – are to be developed and produced for the particular need of all identified stakeholders i.e. LSGs, business community, agriculture producers, students, and media. 
Brochure - to be produced for the need of distribution among LSGs, CSOs, media, youth population, media and local business and agriculture producers as well as among EU PROGRES. Concept for the brochure to be discussed with donors and SEIO.

Fact Sheets – to outline what has been previously done in targeted areas (with the emphasis on specific target groups) with regard to the EU and Swiss support, as well as what would be future priority areas of intervention. 
Roll up – having the same visual as the main poster will be produced for the purposes of indoor events.

Mirror sticker – transparent sticker containing the main slogan. This is a conceptual mean of communication to be used on windows and glass doors. The idea is for the viewer to see the slogan and its own image. This item directly communicates that it is all given to the individual and its own deeds.   

T shirts, balloons and pins – contain the adoption of the key slogan to the individual use – Evropa - to sam ja (Europe - it is me); to be distributed for the purposes of outdoor events. 

· Media Component 

Aim: to educate local media on how to report on the European values and EU integration process, and to make local media partnerships as to enhance the effect of the campaign as well as to raise general public knowledge and understanding on the EU issues envisaged to be promoted with this campaign.

Cooperation with local media

The main principles and activities of cooperation with the local media for this campaign are as follows:

· Organization of series of introductory meetings with editors of the local media

· Establishment of the platform for their involvement in the campaign

· Production of the stories focused on the messages from the campaign

· Coaching and editorial guidance

· Agreement on the coverage of all activities within the campaign

The consultancy will secure production and broadcasting of the features for the TV stations, debate programs for the radio stations, articles for print outlets and video and written material for on-line outlets. 

Press Releases – all main events and activities of the campaign will be followed by press releases distributed to both local and national broadcast, print and on-line media. 

Story placements and interviews – Throughout the campaign, the consultancy will intensively work on story placements and organization of interviews with selected speakers in order to secure media coverage around most important issues related to the campaign. 
Media trainings – at least 35 journalists to be trained to address the gaps in regard to their knowledge and understanding on how to report and bring to the public the relevant EU issues. At least six follow up reports to be published.
Seminars for journalists - Participants would not be regionally separated but would be offered two time slots for the training to choose which one fits better their schedules, targeting approximately 20 participants per seminar. 

Production - the production of follow up reports will be initiated with all participants as a mandatory part of the training. Finally, editorial support and the guidelines will be provided by the consultancy and the trainers during the research and reporting processes. 

· On-line Communications 

On-line campaign will be launched at least three months prior to the May 9th and will include predominantly Facebook and Twitter but also Foursquare and Instagram platforms. On-line campaign is designed in a way to feed different elements of off-line campaign and to have its grand finale at the occasion of May 9th through the “Social corner“ in each covered municipality, where messages filmed by visitors will be automatically uploaded and shared. 

As activation tools it will entail a) Quiz on EU accession process – integrated with Youth campaign’s component in a way to provide learning platform for preparation for competition b) Photo competition where people will be asked to send their work on the topic “Find the Europe in your neighborhood”. This part of campaign will be integrated with the public event at the occasion of the Europe’s day. 

Special feature of this campaign will be blogs at Blic on-line edition, which is the on-line outlet with the highest reach in Serbia. 

· Public events 

Public events will be organized simultaneously as to mark Europe Day on 9th of May 2013. The main aim of this event is to promote the core European values, the EU support to the regions and the meaning of the EU accession for the local community. Public events will be organized in five municipalities, three municipalities in the South and two municipalities in the South West Serbia targeting at least 300 individuals from the ranks of the main campaign’s stakeholders. Public event will be the peak of the entire campaign as it will have the greatest potential to spread the messages among all targeted groups and the general public. 
Street events - On May 9 to organise simultaneous street events in 5 selected municipalities as to mark the occasion of the Europe Day. 

The events will include selection of the best photos symbolizing the core European values, visitors will leave a video- message about values that they appreciate the most, the fair of local of CSOs and the EU/Swiss supported projects active in the region, with the special focus on EU PROGRES programme. 
· Municipal Administrations/Officials Component

Informative sessions - Five one-day informative meetings will be organized with the aim to include at least 80 officials from all 25 municipalities. Follow-up report will be provided. 

· Agriculture Producers and Business Community 

Information gathering - Sample group of agriculture producers will be surveyed on their experiences, understanding and expectations of the EU accession process (during the market day in the selected municipalities). Their responses will be further utilized in the campaign, for media component, informative sessions and recommendations document.

Informative sessions - Four informative sessions will be held for the representatives of this target group with the aim to involve at least 100 beneficiaries among the targeted audience. Follow-up report will be provided.

· Youth and Students 
Performing of EU integration knowledge quiz – the quiz is designed as to address and interrogate the knowledge of high school students onto the principle European values, Serbian status in pre-accession process, specific issues such as education, culture, science, sport etc. 
Guest lectures - For students enrolled at Universities in targeted areas (Bujanovac, Medvedja, Vranje, Leskovac and Novi Pazar) guest lectures will be organized to broaden their understanding  about the European values and how they can be applied in their own community, as well as to inform them about direct benefits that they, as students, can achieve through various programmes. 
