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To Mapadotéo 2 adopd otnv afloAoynon edappoyng TNG OTPATNYIKAG ETUKOWVWVIAG TOU
Emuepnolokol MNpoypappotog «Ymodopég Metadopwy, MeplBdAlov kat Asidopog
Avarmtuén» (EN-YMEMEPAA), to omoio amote)el To KUpLO LECO yLa TNV ETUTEVEN TWV EBVIKWV
otoXwv tou EXMA 2014-2020 yia toug Topeic «Yrodouég Metadopwv» kat «MNeptBailov».
IKOMAG TG LEAETNG €ival: a) va QTIOTIUAOEL TIC HEXPL TWPA EVEPYELEG TOU TPOYPAUUATOC
ETUKOLWVWVIAG Kal va afloAOYNOEL TNV QMTOTEAECUOTIKOTNTA KAL TNV EMAPKELA TOU Kot B) va
€€ETAOEL TNV AVAYKN EMKALPOTOLNGNG TNG UPLOTALEVNG OTPATNYLIKAG ETUKOWVWVIAG KAl TNG
OUVOALKNC OTPOTNYLKAG KateUBuvaong tou EM-YMEMEPAA.

OL YEVIKEG SLATMIOTWOEL KOL TOL CUMMEPACHOTO QUTHG NG OvAAUONnG Umopouv va
ouvoLoTtouv ota €€NG:

1. Evépyeleg emKowvwviag - ZTOXEVoN

OL evépyeleg emkolvwviag ou oxedlaotnkav Kal uAomowBnkav otnv 4etia 2016-2019

ATav KUpLWwG EVEPYELEG TIOU AMOCKOTIOVOAV:

2 otnv edpaployn TWV UMOXPEWTLKWE TPOBAENOMEVWV ard To Mapdptnua X, map. 2,
Kavoviopol EE - 1303/2013 (etroleg evnUEPWTIKEG eKONAWOEL;, TPOPBOAN
euPANuatoc EE ota ypadeia tng EYA, nAekTpovIKEG SNUOGCLEVCEL KATAAOYOU Kal
mapadelyLATWVY TPAgewv otny eviaia Stadiktuakr) AN EZMA r tov Lototomno tou ENM)

2 otnv oAoKARpwWOoN TNG AVAKATAOKEUNG Kal Asttoupyiag TnG LotooeAidag tov EM -
YMETEPAA

S 0TNV EVNHEPWON, EVEPYOTIOiNON Kol eVvOAppuven SuvnTikwv SikaloUuywv yla €évtagn
Ot SPACEL TOU TMPOYPAUMATOG, KUplwg Me: TNV Slopydvwon 8 OUVOALKA
ekbnAwoswv Topouciaong £pywv Kol SpACEWV TOU TPOYPAUMUATOC Kot 7
EVNUEPWTIKWY EKSNAWOEWV - oepLvapiwy og Suvntikd evdladepopevous Gopeic yia
VEeg SPAOELG TOU TTPOYPAULLOTOC.

S OTNV EUIAOKN TWV SIKAULOUXWV TOU TTPOYPAHIOTOG OTO ETLKOLVWVLAKO TTAGVO LIE:

Q) TNV CUMUETOXN Kal aflomoinar) Toug oTig epLdEPELAKEG KOl AAAEG EVNUEPWTLKEC

ekONAWOELG, HE OTOXO TNV eupeial SLASOON TWV EUKALPLWY XPNHATOSOTNONG Kal

OUUMETOXAG OTLG SPACELG TOU TIPOYPAUUATOG KoL avASELEn Twv £pywv TIOU ot idLlot

uAomolovoav

B) tnv oTolXeLwdn UTIOCTAPLEN TNG ETILKOLVWVLOKAG SLaxeiplong Twv €pywv, n omola

OUWG UTtoAlmovTay KoTd MoAL:

- TNG OUTOLTOUMEVNG OCUCTNUATIKAG TAPOKOAOUBNONG TOU  ETUKOLVWVLAKOU
oxeblaouou Toug, aAAG Kalt

- g ermubiwéne t™¢ palikng oavamopoywync kat diaxuong tng SIKAG TOug
£TIKOWwWVIAg /Kol Twv Omolwv KoAwv mopadelyldTwy, TPOG EVNUEPWON TOU
EUPEWG KowvoU Kol Tpog evBdappuvon GAAwV SuvnTKWY SIKALOUXWVY, UE TPOTIO
Tou auth va 6pa cUVSUAOTIKA PE TNV Kopmavia tou EM, peylotomolwvtag To
OUVOALKO QTTOTEAEC AL

2 og ula npoonddeia enadng e TO EUPUTEPO KOO OTTOKAELOTIKA HUECW EVEPYELWV
npowBnong, mou Opwe e€avtAnBnkav
a) o pLa eEQULPETIKA TEPLOPLOUEVNG KALLOKAC, KUPLWG Og TOTUKO £Minedo, mpoBoAn
Kol dnpoototnTa (Kotd Kavova in oXeSLOOUEVN) TWV EVAUEPWTIKWY EKSNAWOEWV yLal
OUYKEKPLUEVA £pYal KL SPACELC TOU TIPOYPALLATOC KAl
B) otnv mpoBoAn Tou MPOYPAPUATOC KOL TWV EMUMTWOEWY TOU HECW OUUETOXNG OE 5
OUVOALKG eKOEDELG.
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http://www.espa.gr/

Koo XapaKTnpLoTIKO QUTWV TWV EVEPYELWY NTAV N LIMOCTIOLOUATIKOTATA (LN £vTaln
TOUC O€ €VO. GUVOALKO ETILKOLWVWVLOKO TIAGVO HE XOPAKTNPLOTIKA KEKOTPATELOCY») KAl N
eAMTAG £WG avUTOPKTN a§LOMOiNoN TOUG WG EMLKOWVWVLOKO UALKO Sitdyuong Ko
avamnopaywyng ota MME kol oto LECO KOWVWVLKAG SIKTUWONG, LECW HLAG EVPELOG
KALLOKAG evepyeLwv TPOBOANG Katl SnuootdtnTag.

2. AMOTEAECUATIKOTNTO EVEPYELWV ETUKOLVWVLOG

OL evépyeleg Tou oxedldotnkav Kot uAomolBnkav otnv 4etia 2016-2019, map’ ot
OUVERBOAAOV OTNV EVNUEPWON, Evepyoroinon Kat €viagn SuvnTikwv SLKOLOUXWV OTLG
OpACELC TOU TIPOYPAUUOTOG, OF KOl mepinmtwon 6gv pmopolv va Bswpnbouv
TOPEUPBACEL] LKAVEG VOl SNLOUPYACGOUV CUVOALKN YVWOon OTn Kowwvia ywa To
MPOYPOHD, TA €M MEPOUG £pya, KOL TIG EMUMTWOEL TOUG OTNV QVANTUEN Kal
EKOUYXPOVLOMO TNG XWPaG aAAd Kal otnv Kabnueptvh {wn Twv MOALTWY TG, cUUdwWvA e
TOUG OTOXOUG TNG OTPATNYLKNAG ETILKOWVWVIAG yLO TO EUPU KOLVO.

To yeyovog auto enPePalwveTol AUECA KAL LUE TNV EVOELKTIKI AMOTUTIWGON TNG ONUEPLVAG

GUVOALKAG YVWONG TOU TIPOYPAUUATOC OTNV Kowwvia, He BAon ta supruota npoodotng

maveMadIKAG £PELVOC ATOTIHNONG AVOYVWPLOLUOTNTAS Tou EM- YMENEPAA (Napadotéo

1):

2 HKowwvia ouotaotika ayvoei to EN-YMEMEPAA (os avtidlootoAn ue to EXMA, mou
pHaAAov pmopel va BewpnBel kaBoAilkd avayvwplolpo). Auto dev onpaivel amAd Kot
UOVO EEAPETIKA XOUNAN AVAYVWPLOLUOTNTA TOU OVOUOTOC TOU TIPOYPAUUOTOG OTO
gupl Kowd (kAtL eUAoya avopevopevo AOYw TNG OUCLACTIKA OvUTTAPKTNG
ETILKOWWVLAG TOU 0To £UPU KOO, € GUVSUACUO LE TN SUGKOALQ «AVOUVNOLLOTNTAGY
TIOU TIAPOUGCLALEL TO CUYKEKPLUEVO OVOUA), aAA Kal - amo KoBapd €MLKOVWVLOKNA
amoyn - oNUATOSOTEL KATL AKOUA TILO OUGCLOOTIKO:

2 H kowwvia, aduvatei va avtiAndOei to EN w¢ £éva cuvoAlkO Kot gviaio ox£6Lo
avantuéng mou aANAGel TN XWPA OTOUC TOMEIC umodopwv Twv PeTadopwWV Kal
TePIPAANOVTOC, aKOUO KL av yvwpilel Ta eml pépoug €pya, (ylo ta omoia OVIwg
eudavilel oe €Bviko eminedo peyaAltepo Babuod yvwong o oxéon pe to (6lo to
TPOYPAUUA), EVW OTTO TNV AAAN:

S To «gupl Kowo» avayvwpilel tn ocupPoAn tn¢ E.E., kaBwg daivetal va €xet
eunedwoel 08 ONUAVTIKO BaBUd TNV GUUMETOXN TG YEVIKA otnv Xphnpatodotnon
TETOLWV £pYyWV, KOl HaALloTta os onpeio mou, eite va Bewpei de facto kaBe peydro £pyo
xpnpotodotolpevo amd tnv E.E. eite va umotipd i/ kat ayvoel tTnv cuvelodpopd tou
EANVIKOU KpATouG.

3. EKTLMNOELS KOl CUMMEPACATA

H ulomoinon TWv EVEPYELWV ETLKOLVWVIOG TOU TTPOYPAHATOG ELSIKA WG TPOG TO EUPU
KOLWVO, Kpivetal amoAUTwG QVEMAPKAG, AV Kol oTa £l6IKA KOWA Twv SKalouXwv Kol
WOlaitepa Twv SuvnTIKWVY SIKALOUXWV TOU TPOYPAUUOTOG, EKTIMATAL €évag cadEotata
HEYOAUTEPOG BaBuOG emdpkelag, aAAd kol €6w pe €va efalpeTikd XOUNAO Babuo
ETUKOLVWVLAKAG SLAXUONG POC TO EUPU KOLVO.

2 0O BGOLKE'C OULTLEC AVTIKELUEVIKOU xapaKtr']pa:

©® HkaBuotépnon Mou NAPOUGCLACTNKE 0TV avaBeon Tou £pyou epappoyng Tou
TPOYPAUHATOG EMKOWWVIAG, AOYW SIKAOTIKNAG EUTAOKAG TWV avadoxwv Kot
OUVAKOAOUONG AKUPWONG TNG OXETIKAG Stadlkaoiag.

® OL OVTLKELUEVLKEG SUVATOTNTEG TNG UMNPEciog n omola KaAoUPEVN €K Twv
TPAYUATWY VO XELPLOTEL TNV edappoyn Tou TMpoypappatog, Oev SLEBete
EMAPKELA HECWV Kl avBpwTivwy mopwv avtiotowyng eldikevong r fonBeta and
eEWTEPIKEG ouvepyooieg, Pe avamoOpeUKTn OUVEMelD va oxeblalel kal va
UAOTIOLEL ATIOCTIOCLATIKEG EVEPYELEC, OL OTIOLEC — AP A TNV OOl eTLTUXia TOUG
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— adopoloav Kuplwg oTIC PAOLIKEG UTIOXPEWOELG TTOU QTIEPPEQY ATO TOo (610 To
TPOYPAUUA 1] ATAV HOVOUEPWS TIPOCOVOTOAICOUEVEC O B£pata mou ntav
TIEPLOCOTEPO OLKELD YU QUTAV.

® H i6wa n udLoTauevn oTPATNYLKA EMLKOWVWVIAG, N omoila mapd To Yeyovog OtL
QMOTUTIWVE HE TANPOTNTA TO YEVIKO TMAALCLO TNG eMmkowvwviag, &gv £Kave TIg
QTP ALTNTEG LEPAPXNOELG KOl EOTLAOELS, SuoxepaAivovTag — o€ CUVOUOUO LIE Ta
MAPAMAVW  — OKOUO TIEPLOCOTEPO TOV OXeSLAOUO Kol UAomoinon &vog
OUYKEKPLUEVOU oxediou §pacng amo tnv unnpecia.

2 O Baocikéc attiec oheNOMEVEC OTOV OXESLAOUO:

Je OUTO aKPLBWC TO YEVIKO MAOIOLO QVTLKELPEVIKWV SUCKOAWY, oL Baolkol — pe
ETIKOWVWVLAKOUG OpOUC — TP AYOVTEC YLO TNV CUVOALKA OTTOTLUOU LEVN QVETIAPKEL
™G ebaPUOYNE TOU TPOYPAUUATOC ETILKOWVWVIAG Tou EM oto e€etalopevo Slaotnua,
elvaL oL €€n¢:

O H aduvapio oxedSLooHoU KoL OVATITUENG LLOLG EVLALLOG CUVEKTIKAG KOUTTAVLOG
eTKOWVWVIAG Pe GACEL, TIPOTEPALOTNTEC, KEVIPLKO Kal EMLUEPOUG {NTOUEVQ,
YEYOVOC TOU €ixe w¢ ¢GUOLKO e€MAKOAOUBO TNV  AMOCTIOCUATIKOTNTO OTO
OXEOLAOUO TWV EVEPYELWV.

® H MEePLOPLOUEVN ETUKEVIPWON OTNV AVASELEN TNG KOWWVLIKAG whEALHOTNTOG
TWV £pYyWV Kol TwV TAPEUPACEWY yla To gupl KOwO. AUTO TIOU yla TO
MPOYPAUUA €ival okomog (Ta Epya) yla Toug avBpwroug ival uéoo BeAtiwong
™ oldTnTag TNG {WNG TOUC.

® H pn aflonoinon Twv cUYXPOVWV HECWV ETLKOWVWVIAG KAl TWV HOVASIKWY
TIAEOVEKTNUATWY TIOU TIAPEXOUV OL VEEG TexVoAoyieg kal ta Social Media. To
YEYOVOC aUTO, o€ oUVOUOOUO E TNV OTPATNYLKA EMLAOYN TNG KN XPHONG LECWV
MHa{LkAG EMIKOWVWViOG yLa To EupU Kowo (n omoia OswprOnke eruBeBAnuévn os
OUVONKEC OLKOVOULKAG Kplong), akUpwve KABe Suvatdtnta ypriyopne Kal uallkrig
Sladoong kol avamopaywyng TwV HUNVURATWY TNG £mikowwviag. MoAv
TIEPLOCOTEPO TIOU QUTO Sev avtioTadpilovtay Kat' eAAXLOTO Ao pLo UPELD Kot
OUVBUAGHEVN XPHON TIPOWONTLIKWY EVEPYELWV KOl GAAWV HECWV.

O H éAewn oXeSLAOHOU ELSLKWV MPOWONTIKWVY EVEPYELWV OE EUPELA KALpHOKAL,
ol omnoieg Ba aflomololioav tnv Sta Lwong enadn HE TO KOO, TOCO yla AUESH
svnuépwon kot Stavopr mAnpodoplakol UALkoU, 600 Kal yla va To odnyrnoouv
(uéow Sladpactikwv maviblwy, edapuoywv | GAAWV HNXOVIOHWV) OTnV
eniokePn NG LotooeAidag Tou ENM, w¢ LETPAOLUO KPLTAPLO YVWONG KAL EUMAOKN G
TOU L€ TOUG OTOXOUG, TIC SpACELC KAl Ta OPEAN TOU TPOYPAULATOG.

JUVEKTLUWVTOG TNV Amotipgnon tng mopoloog KATAoTAONG, TOUG YEVIKOUG Kal eL8IKoUG

OTOXOUG TNG ETUKOWVWVIAG KAL TO EUPHMATA TNG EPEUVAG OXETIKA HE TNV CUUTEPLDOPA

TOU KOlVOoU-0TOX0G, Oewpeitol smiBefAnuévn n EmMKALPOTOINCN TNG OTPOTNYLKAG

emkowwviag tou EM-YMEMEPAA, e tov emavanpoodloplopd 3 Baolkwy MApAPETPWY

mge:

0. TNGEMAOYNC KaL XPRONG EVEPYELWY, LECWV KAl LOpdWV LE TPOTIO TIOU VL GUVOETOUY
£V0 OUVEKTLKO ETUKOLVWVLAKO TIAGVO HLOG EVIOLAG KAUTIAVLAG VLA TNV EMITEVEN TOCO
TWV YEVIKWY 000 Kal TWV €l8IKWV OTOXWV Tou €xouv TeBel ouVOALKA Kol avd
EMPEPOUC KOLVO.

B. ToOUL pilypatog mpowdnaong Kot

Y. TNC XPNUATOSOTIKAC TIOCOOTWONG avVO XPNOLUOTIOLOUMEVO HECO-  KAVAAL
£TIKOWWVIAG.

MAPAAOTEO 2: A=IONOTHZH EMIKOINQNIAS EM-YMENEPAA|ENITEAIKH ZYNOWH |EXECUTIVE SUMMARY  ZeAida 4 amo 15



QG MPOG TOV OXESLAOUO LG EVLALOG KOUTIAVLOG

ALaTNpWVTOC TO YEVIKO TTAALCLO TNG UTIAPXOUCAG OTPATNYLKNG, TIPETIEL VOL TIPOXWPI COU LUE
O£ QMOPALTNTEC LEPAPXNOELG KAl EOTLACELG O€ KEVIPLKA Kol deutepeliovTa {NTOUUEVO Kal
TG KOATAAANAEG OTPATNYLKEG EMAOYEG, TOCO OTA XPNOLUOTIOLOUEVA HECA, OGO KAl OTOV
TPOTOo e€EALENG TNG GUVOALKNG KAUTIAVLOG OTO XPOVO, LLE TPOTIO TTou va StopopdwveTal va
oadEG, OUVEKTIKO Kal eviaio oxédio Spaong (Action Plan), To omoio amoteAel
avTlkeipevo tou Mapadotéou 3.

H guvoALKA QUTH KOUTTAVLO KOAELTOL VO QVTIUETWITLOEL 2 TTAPAAANAEG OVAYKEG:

a. Eotiaon: Tnv amapaitntn kaGAvdn empépous avaykwy evnuEPwaong, SLopopeTIKWY
Kowwv, o SLapOPETIKEG TTEPLOYEC, VLo ETIL LEPOUC £pyal e BLaltepn TOTILKNA onuooia
Kol WPEAUOTNTA (e TPOTIO OUWCE TIOU VA CUVBETEL Kal avadelkvUEL TNV gupUTEPN
avartuélakn S1aoTacn Kol onpooia Toug yla Tn Xwea KoL To LEAAOV TwV TTOALTWY TNG)

B. EmuteAwotnta: Tn Stapopdwaon Hiag GUVOALKAG ELKOVAC, LLOC eviaiog avTtiAnyng ya
TO OUVOALKO TIPOYPOAUUA, TIG VEEG QVATTUELOKEG SUVATOTNTEG YL TN XWPA KOL TLG
BETIKEC EMUMTTWOELG TOU 0TO PBLOTIKO eMiMESO TWV avOpWNWV TNG KoL TOUPAAANAQ TV
oUUBOAN ™G EE otnv uhomoinon tou (mou gival To KevTpKa {NTOU LEVA TNG CUVOALKAC
gMIKOWVWViaC)

AUTO OnUOivVEL WG N OTOXEUON TWV ETL LEPOUC KOWWY, N ETIAOYN TWV UMECWV TIOU TA
npooeyyiloupe, o TpOMOG ToU Ta HEoa autd cuvdualovtal PeTafl TOUC MOPAYOVTOS
CUVEPYOTIKO QMOTEAECHA KAl — KUPLWG — TO TIEPLEXOMEVO TNG EMIKOWVWVIAG, TIPETEL VOl
elval tétola, ToU N £otiaon 6TOo EMi HEPOUG VAL AVASELKVUEL TRV «LEYAAN ELKOVOL» KOl N
MLEYAAN €lKOVA VO UTIOOTNPLIETOL ATIO TLG EML LEPOUG KECTLAGELGY.

KouBlkd onueio ¢ emMKOWWVIOG £Vl TO OVOUA TOU ETILXELPNOLOKOU TIPOYPAULOTOG
YMENEPAA (avtl- emikowwviakd kot duoxpnoto, oAl Sedopévo mAgov) kabwg n
KUEYAAN eKOVa» (TO EMITEAKO OTPATNYLKO OXESLO Yyl Tn XwPa OTOUC TOUEL TOU
T(POYPAUUATOC) TIPETIEL VO CUMTIUKVWVETAL O £Va Ovoua, pa dpdon, éva cuvonua mou
Ba tnv onuatodotel kat Ba tnv TomoBetel povadikd oTo HUAAO TOU KOWVOU- OTOXOG.
(Extog Twv aAAwv, to dvopa amnotelel kat Tn SlelBUVON TOU LOTOTOMOU TIOU ETLOUMOUUE
VO ETILOKETTETOL TO KOLWVO HOG).

Q¢ POG TO UiyHa TwV HEowv tpowdnong

Oa TPEMEL VAL EMAVEEETACOUE TNV OTPATNYLKA EMAOYA YL [N XPAON MAPASOCLOKWVY
Offline popdwv emkowwviag (6tadpniuion ota MME, Kupiwg otnv thnAedpach).

To yeyovog OTL ameuBuvOopaoTe OTO OUVOAO OXEOGOV TOU €EVEPYOU OLKOVOULKA Kol
KOWWVIKA TANBuopol (to PeYaAUTEPO NALKIAKG TUAMO TOU OToiou £XeL YOUNAN
g€olkelwon e to SLadikTuo) KAl n avaykn yLa ypryopn Kot Lodlkh EMKOVWVLa Ko LeyaAn
KAAuN, KAVOUV EEQLPETIKA ETLTAKTIKI ML TETOla avaBewpnaon. AuTto entBefatwvetal Kat
ord Ta OXETIKA EUPHAMATA TN TAVEAAAS LKA C £PEUVAG OMOTLINGNG TNG AVAYVWPLOLUOTNTAG
Tou E.

Me Bdon ta mapanavw, Ta KUPLO LESA YL TNV ETILKOLVWVIO TOU TIPOYPAUUATOC TTPETIEL VO,
gival a) Mass Media kal B) Atadiktuo, mou Seutepeuoviwe Ba urtootnpilovral (aAAd Kot
Ba unootnpilouv) Eva poypapa EVEPYELWYV TIpowBnaong Tou EM, cuvBEtovtag pia eviaia
OUVEKTIKN ekotpateia. AVaAUTIKOTEpQL:

©® Mass Media (Offline emikowwvia)
a) TnAedpaon maveA adiknc epBéletac (WG KUPLO PHECO) EMISLWKOVTOC Ypriyopn Kal
HEYAAN kAAupn oto PeyaAUTEPO NALKLOKA Kowo B) Tumog kat Padodwvo (wg
Seutepevovta péoa)

JUMMANPWHUATIKGA, evleikvutal — kol Tpémel vo e€etactel wg Suvatotnta — n
Snuloupyla EL8IKAG OELPAG EVNUEPWTLKWV EKMOUMWV UIKPAG Sldpkelag (odrveg
T.X. 5') oe ouvepyacia pe tnv EPT, pe otoxo tnv mapoucioon Kol mpoPoAn Tou
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T(POYPAUHATOC, TWV SPACEWV KAl TwV €pywvV ToU, HECW video TOPOUGCLACEWV,
VTOKLUOVTEP, CUVEVTEUEEWV CUVTEAEOTWYV — POPEWV OAAA KOL KATOLKWVY TNG TEPLOXNG
ToU KABe €pyou.

(To Video UAIKO Twv EKMOUTWY AUTWV Ba xpnowdomnotnBel kat yia thv dnuloupyia
avtiotoyng video-«ekmoumng»- oto KavaAl You Tube kaBwg kol yla posts oto
Facebook. Emiong Ba a&lomotnBel w¢ OMTIKOAKOUOTIKO UALIKO Ot eKOEOELG, EVEPYELEC
npowBnong kat info kiosk).

® Awdiktuo (Online emikowvwvia)

a. To Website EN-YMENEPAA amnotelel Thv kopbid TOU CUCTAATOC ETUKOVWVIAG.

Ao 6w €ekvoLv kot edw KatoAnyouv Ta mavta. Ano edw o emMIOKENTNG Ba
evBapplvetal va pog akolouBei ot Social mAatdopusg pag kat edw Oa
KOTOANYEL Ao AUTEC aAAG Kol omtd OAEC TIG AAANEG eVEPYELEG €TUKOLVWVIAG,
avaintwvrtog neploodtepe MAnpodopieg. Katd ocuvémela, Oa xpelaotel eni
mAéov avoBaduion wg mPog Tt Asttoupyiot TOU, WOTE va €ivol MARPWC
EVNUEPWHEVO, UE SLAPKN ETILKALPOTIOINON TOU TEPLEXOUEVOU TOU Kal EUXPNOTO
otnV avalAtnon amno Tov EMOKETTH.
Eniong Ba mpémel va eumloutiotel pe UAKO video ylo mapouciacn Tou
T(POYPAUHATOC ava BepATLK EVOTNTO, Ova £PYO KAl ava TIEPLOXN LLE TPOTIO TOU,
avaloya pe To evlladEpovta Tou Xprnotn, va Mmopel va spdavilel mio
avartuyuévn minpodopia.

B. Anuioupyio oehidag Facebook kot kovaAio0 YouTube eivat to mAéov
amapaitnto BAMaA yla tnv oflomoinon Twv TEPACTIWV SuUVATOTATWV ToU
PoodEPOUV Ta HECA KOWWVLIKAG Slktuwong (Social Media)

v. Eotiaon otn dnpoupyia kot Stayvon nepiexopévou (content marketing) pe:

2 F/BPosts & YouTube Videos. Ta uAikd mou Ba xpnowuomnotnBouv sivat photos
& videos yia to f/b kat videos yia to youtube. H otdxeuon Ba yivetal oe
OUYKEKPLUEVA NALKLOKGE KOWQA, TIPOCOETOVTOC Kal OXETIKA evdladEpovta
KaBwg KoL TEEPLOXEG OV QUTO aUMALTELTOL.

> Native Articles (xopnyoUpuevn apBpoypadio Kuplwg og evnuepwTIKA sites).
Mpokewtal ywo OSnuwoupyia Custom meplexopévou (apBpwv, videos,
infographics), ta omoia elvalt mpocapuoopéva oto Udog kopudaiwv
EMNVIKWY evNUEPWTIKWY websites (mou amotelolv mpaypatikéd influencer
Kol Stopopdwtr yVWUNG 0To KOO Tou pog eviladépel), eite wg avtovopa
apBpa, eite eEvoWHATWUEVO OTO EPLEXOUEVO TNG apBpoypadiog tou ekdoTn.
Avaloya pe To kGBe péoov Ba xpnotpomoleital dladopetiky yAwooo Kot
S1adOpPETIKO UALKO TIEPLEXOUEVOU, WOTE VA LLEYLOTOTIOLETAL TO engagement.

® Evépyeieg Npowbnong
O0a AVTLUETWIICOUE TLG EVEPYELEG TTPOWONONG WG £VOL GUYKEKPLUEVO TTAVEAAASIKO
TPOYP OO, OVOLTTOOTIOLOTOL EVTOYLEVO OTNV GUVOALKH) KOUTIAVLA, WUE EMIKEVTPO Th
SLopydvwon evnUEPWTIKWY EKSNAWCEWV o€ eninedo nepidpépetag i/ ko vopoo.

To mpoypappa Twv eKONAWOEWV QUTWV Eelval avefdptnTto TwV UTIOAOUTWV
ekbnAwoswv Kal Spdoswv Tpog Silkalouxoug kal Sduvntikol¢ Sikalolxouc. Oa
XPNOLUOTIOLE(TAL YLoL TNV ETKOLVWVIA TOU TTPOYPAUUATOC O TOTIKO / TiepLPEPELAKO
eninedo aAAd — KUPLWE — WG «OYNUA» VLA TNV AVATTTUEN TIPOWONTIKWY EVEPYELWY,
KaBwg kal ywa tnv avatpodpodotnon kat Sldxuon TNC EMIKOWwvIiAg ToU
poypappartog ota Social Media oto MAaioLo TG CUVOALKNG KOUTTAVLALG.

2  OLEKSNAWOELG WG «OXNHUA» EMKOLVWVIOG & EVEPYELWV TTPpOWONONG
OL ekONAWOELG aUTEG Bar €XoUV WG OKOTIO A) TNV evnpépwaon amd tnv EYA|EN-
YMNEMEPAA yLa To mpoypappa, Ta £pya KoL TN NUAcia TOUG Kal TIG ETUTTWOELG
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TOUG OTNV avATTuén TNG MEPLOXNG KaL TNG L6Lag TG xwpag Kat tn BeAtiwon tng
{wn¢ twv ToAttwv Kat B) Tnv evepyomoinon Twv Slwv twv ¢opEwv uAomoinong,
ol omoiot Ba mapouaialouv ta £pya — SPATELG TTOU LAOTIOLOUV TNV EPLo)T]. Ot
ekONAWOELG Ba MPAYLOTOTIOLOUVTAL UE CULUETOXN €KMPOCcWTIWY MepLdbepelakng
Kot Torkng Autodloiknong kKot GAAWV TOTIKWY OLKOVOULKWY, KOWWVLKWY,
ETOTNMOVIKWY KOl oKadnuaikwv ¢opewv NG TMePLOXNG Kal— Kuplwg —
eKkpoownwv MME cupumepAOUBAVOUEVWY OAWV TWV TOTIKWVY HETWV.

310 TEpBWPLO aUTWV Twv ekdNAWoewv 1 exwplotd oe SelTepn UEPA Kal
avaAoya HE OVAYKEG TIPOYPAUUATOC UITOPOUV VA EVTAOOOVTIOL CUVOVINOELG
gpyaciag pe SikaloUXoug 1) ME SuvnTikoUg SLKALOUXOUG TNG MEPLOXNAG YLa
QVOLYTEC TIPOOKANOELG TIOU TOUG eVLapEPOUV.

Mépa amo TNV AUTOTEAN TOUG XPNOLMOTNTA OTNV EMITEUEN EOKWY OTOXWV TOU
TIPOYPAUUATOC, Ol eKONAWOELG auTEC Ba amotedoUv Kal €va BaokO Oxnua
avamntuéng evog TPOYPAUUATOC TPOWONTIKWY EVEPYELWV OE TOTULKO Kol
niepldpepelako eminedo, moU 6To GUVOAD TOou Ba «XTEL» L0 ETULUEPOUG KOUTIAVLAL
og OAn TN Ywpa.
2 HnpowBntikA evépyela — Info kiosks & Road show

Katd tn Sldpkela autwv Twv eKSNAWOEWY, O KEVIPKO onuelo TnG TOANG
Aettoupyel petadepopevo info kiosk pe okomd tnv evnuépwon kot dtavoun
evtUmou UALKOU oto Slepxopevo kowvd to omoilo Ba €xeL tnv eukalpia va
OUUUETEXEL Ot interactive game kepbilovtag pikpng afiag ocupBoAika dwpa. H
evépyela pmopet va petaPAnbet oe Road Show, av ektdo¢ amd tnv mOAn
TpaypaTonoinong tng ekdnAwong, eviaxbouv oTo MPOYPALO KAL KATIOLEG ATt TLG
UTTOAOUTTEG LEYAAEC TTOAELG TNC IEPLDEPELOC.

9 EMIKOWWVLOKA UNOCTHPLEN — UNXAVIOUAG 6UVSEDN G UE KAUTTAVLA

- [MpoBoAn amno tnAeomntikn eKmoumnn

- Ala@NULOTIKY) KOUTAVIO OE TIEPLPEPELAKD / TOTika UEoa (ave€dptnta Tng
KEVTPLKN G KaUmaviag) os dtaotnua 7-10 nuepwv, To onoio Ba eumeplExeL tv
TpowONTLKA EVEPYELA.

- ApSpa oe enideyuéva sites (tdoo maveAAaSIkAd 600 KoL TOTLKA), ota omola Ba
untdpyel to url anod to youtube pe tnv «ekmopmn» - filler miow and to kabe
£pyo

- Pre Roll YouTube étapnuion pe cut version Tou video, Tou i51ou Ttou Ba tpéxel
kat oto facebook. Kavovrtag click oto preroll video o xpriotng Ba odnyeitat
otn ogAiba EM, omou Ba UTIAPYXEL EVNUEPWON OXETIKA LE TO CUYKEKPLUEVO
£pyo oAAQ Kall

- Facebook Posts pe pwrtoypadieg kabwg kat video (cut versions amnd ta filler
TOU €KAOTOTE £pyou) Ta omola Ba evNUEPWVOUV OXETIKA e £pya- SpAoELS
TIou apoPOUV OTNV CUYKEKPLUEVN TIEPLOXN.

H Sopydvwon Huepidwv/Iuvedpiwv kot n cuppctoxn o EkOEcelg mou s€umnpetolv
€l6IKOUC  ETIKOWVWVLOKOUCG OTOXOUG Ot €l8lkA Kowd OkatoUXwv Kol SuvnTKwv
SikatloUxwv, avahloya e tn ¢daon uvlomoinong tou mpoypdupotog Ba mpémel va
OUVEXLOTEL (EVTOOGOUEVN OTNV OCUVOALKN EKOTPOTELQ), OELOTIOLWVTOC KOL TNV EUMELPLA TNG
Ynnpeoiag to mponyoU EVO SLACTNUAL.

Q¢ TPOC TNV XPNHATOSOTLKI) TOCOOTWON OVaL MECO, KAVAAL Kot Spaotnplotnta

S  ToaBaockd péoa tng kaumaviag eivat a) Mass Media (kupiwg TnAedpaon) kat B) Digital
(kuplwg dnuloupyia kal Slaxuon MEPLEXOUEVOU OE EVNUEPWTIKA websites kal Social
Media)
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H avaloyio xprong twv 2 autwv Baclkwv péowv emikowvwviog (Mass Media kat
Digital) elvaw: 45% TV, 35% Digital, 10% Pasiodwvo kat 10% Tumog.

H ouvoAky XpNUOTOOOTIK TOCOOTWON, OTO GOUVOAO TOU TPOUTIOAOYLOHOU
(mephapBovopévwv OAWV TWV EVEPYELWV EMIKOWVWVIOC TOU TPOYPAUMOTOC),
OUTOTUTIWVETAL OTOV TIOPAKATW TIivaKa

KATHIOPIA % ZYN % MEZO ENIKOINQNIAZ % ZYN
KATHI

O

70% THAEOPAZH 35%

MASS MEDIA 49% 15% PAAIODOQNO 7%
15% TYNO2 7%

AIAAIKTYO 26% 100% ONLINE EMIKOINQNIA 26%
DIRECT MKTG 1% 100% ONE -ONE EMIKOINQNIA 1%
NMPOQOHZH 12% 100% EVENTS —INFO KIOSKS-ROAD SHOWS 13%
40% MAPATQIE> ENTYMQN & AOINOY YAIKOY 5%

MAPATQTE2 12% 60% MAPATQIH YAIKQN A MEDIA 7%

4. ZUVOTITLKN QTELKOVLON TNG EMLKOLPOTIOLNHEVNG OTPATNYLKAG EMIKOLVWVIOG

AapBavovtag ur’ oy Ta TapaAnavw, oTov Tiivaka mou akoAouBel mapouaotdletal pa
OUVOTTTIKH QTELKOVLON TNG ETUKALPOTIOLNUEVNG OTPATNYIKNG Tou EM-YMEMEPAA:

A. TENIKOI 3TOXOI EMIKOINQNIAZ

(OAA TA STOXEYOMENA KOINA)

@ H 6paiwon Tou pnvopartog TG and Kool cuvelsdopds Evpwnaiki Evwong kat EAAGSoG otnv
uAomoinon Twv £pywvV Kot §pAoewWV TOU TPOYPAUUATOG.

O H gunédwon ™ avrilnPng tou EMN-YMEMEPAA w¢ £va GUVOALKO OTpATNYIKO OXESLO Yl TOV
EKOUYXPOVIOUO & TNV avamtuén NG XWPOG OTO TOMEN TWV UTOSOMWV HeTadOpwY Kal TOU
nepBAAAOVTOG Kal, EV TEAEL, yla TNV BEATIWON TNG MOLOTNTAG {WI G TWV TIOALTWY TNG.

B. EIAIKOI 2TOXOI EMIKOINQNIAZ

1. EYPY KOINO (KOINQNIA) 2. AYNHTIKOI AIKAIOYXOI 3. AIKAIOYXOI
O Alénon avayvwplotpotnTag O Sadng kat AEMTOpEPNG @ Ynootpién yla tov
T(POYPAULOTOG WG CUVOALKO nAnpodApNOoN OXETIKA UE OXESLAONO Kall TV
0X€610 EKOUYXPOVIOUOU, gukalpieg xpnuatodotnong, edappoyn tng
QVATTUENG O0TO TOPEQ TWV ™G onUaoiag Kot Twv TtPOBOANG KoL
untoSopwv petadopwy Kat WPEAELWV TOU TPOYPAUUOTOG EMUKOWWVING TwV
nieptBaAovtog ® nNpotpom yia dpeon £pYywV n’ou
B AlEnon Badpol yvwong Twv CUMUETOXN OTLG SpAOELG TOU OUHHETEXOLY
eni pEpoug peyalwv £pywv o€ npoypaupatog Eveappuvon O Avadeifn kat mpofoin
€OVIKO KaL TOTILKO eTtimedo Kat TNG CUMMETOXNG OTO TWV KaAwv
TWV EMUMTWOEWV TOUG OTNV TPOYPAUUA LE TIPOPOAN KAAWV napasSelypHaTWY
KOLONHUEPLVOTNTA TWV OALTWV TIOPASELYUATWV Kal WHEAELWV GUMUETOXNG (yLa
evBappuvan SuvnNTikwv
Swatolxwv)
1. EYPY KOINO (KOINQNIA) 2. AYNHTIKOI AIKAIOYXOI 3. AIKAIOYXOI
® Mass Media Direct Marketing ® Direct marketing
(TV-Radio-Press)
® Digital Media (Website, Social =~ ® Website Npoypaupatog ® Website Npoypappatog
Media F/B Posts, Video You Tube, = @ Social Media (F/B, YouTube) ® Social Media (F/B,
Content Marketing -Native ® Newsletter YouTube)
Articles) ® Newsletter
® Evépyeleg MpowOnong ® Events Evnpépwong ® Teamwork Events
(Events - Info kiosk- Road Show — = @® Huepideg Epyaciag ® Hpepideg Epyaciag
EkB£oeL) @® Events Evhuépwong
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The present study evaluates the implementation of the Communication Strategy of the
Operational Program "Transport Infrastructure, Environment and Sustainable Development"
(OP-YMEPERAA), which is the main instrument for achieving the national objectives for NSRF
2014-2020 in the areas of "Transport Infrastructures" and "Environment".

The objective of the study is: a) to assess the actions of the communication program so far
and to evaluate its effectiveness and adequacy; and b) to examine the need for updating the
existing communication strategy and the overall strategic direction of the OP-YMEPERAA.

The general findings and conclusions of this analysis can be summarized as follows:

1. Communication Actions - Targeting

The communication actions which were designed and implemented over the 4-year

period of 2016-2019, primarily aimed at:

> theimplementation of the mandatory provisions of Annex XlI, para. 2, EU Regulation
- 1303/2013 (annual information events, promotion of the EU emblem at the Special
Management Agency (SMA) offices, online directory listing and examples of
operations on the single NSRF Portal or OP website)

> the completion of the reconstruction and operation of the OP-YMEPERAA website

2 the updating, activation and encouragement of potential beneficiaries for inclusion
in the program’s actions, primarily for: the organization of a total of 8 events for the
presentation of the program’s projects and actions and 7 information events -
seminars for potentially interested bodies with respect to the program’s new actions.

> the involvement of the program’s beneficiaries in the communication plan with:
a) their participation and use in regional and other information events, aimed at
widely disseminating funding opportunities and their participation in the program’s
actions and highlighting the projects that they have implemented
b) the basic support for the projects’ communication management, which fell short
of:

- therequired systematic monitoring of their communication design, but also

- the pursuit of the mass reproduction and dissemination of their own
communication and/or any good examples, to inform the general public and to
encourage other potential beneficiaries to act in conjunction with the OP
campaign, therefore maximizing overall results.

2 in an effort to reach out to the general public solely through promotional actions,

which have been exhausted

a) on a very limited scale, mainly at the local level, promotion and publicity (usually

not planned) of information events for specific projects and actions of the program;

and

b) the presentation of the program and its impacts by participating in a total of 5

exhibitions.

A common feature of these actions was fragmentation (non-incorporation into an
overall communication plan with ‘campaign' features) and their incomplete to non-
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existent use as a dissemination and reproduction communication medium in the
media and social media, through a wide range of promotional and publicity actions.

2. Effectiveness of communication actions

The actions that were planned and implemented in the 4-year period of 2016-2019,
although contributing to the information, activation and inclusion of potential
beneficiaries in the program’s actions of the program, cannot be considered as
interventions capable of generating the society’s comprehensive knowledge about the
program, individual parts of the projects, and their impact on the development and
modernization of the country, but also on the daily lives of its citizens, in accordance with
the objectives of the communication strategy for the general public.

This fact is also directly confirmed by the indicative reflection of society’s current
comprehensive knowledge of the program, based on the findings of a recent nationwide
OP-YMEPERAA Recognition Assessment Survey (Deliverable 1):

S Society is essentially ignorant about the OP-YMEPERAA (as opposed to the NSRF,
which may be considered universally recognizable). This does not only mean that the
general public barely recognizes the program name (which is reasonably expected due
to its virtually non-existent communication with the general public, coupled with the
difficulty of 'remembering' that particular name), but also - from a clearly
communication point of view - signifies something even more substantial:

S Society fails to perceive the OP as a comprehensive and integrated development
plan_that changes the country in the areas of transport infrastructure and
environmental, even if it is aware of the individual projects, (for which there is greater
knowledge at national level rather than with the program itself), while on the other
hand:

2 The 'general public' recognizes the EU's contribution, as it appears to have
significantly instilled its involvement in the financing of such projects in general, to the
point that, either it considers de facto any major EU-funded project, or
underestimates and/or ignores the contribution of the Greek state.

3. Assessments and conclusions

The implementation of the program’s communication actions, especially to the general
public, is considered to be inadequate, although to the specific beneficiaries and in
particular the potential beneficiaries of the program, a much greater degree of
competence is appreciated, but here too with an extremely low degree of communication
dispersion to the general public.

2 The main objective causes:

® The delay that was presented in the awarding of the implementation of the
communication program, due to the contractors’ legal involvement and the
subsequent cancellation of the relevant procedure.

® The objective capabilities of the agency, which was called upon to handle the
implementation of the program, lacked adequate means and human resources
or assistance from external collaborations, with the inevitable consequence of
planning and implementing fragmented actions, which - despite any success that
they may have had - they were mainly related to the basic obligations arising
from the program itself or unilaterally focused on issues that were more familiar
toit.

® The existing communication strategy itself, which despite fully reflecting the
overall context of communication, did not make the necessary hierarchies and
focuses; thus, in combination with the above, the further design and
implementation of a specific action plan by the agency was difficult.
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2 The main design-related reasons:

With respect to these objective difficulties, the key - in terms of communication -
factors for the overall assessed inadequacy of the implementation of the OP's
communication program over the period in question are:

® Theinability to design and develop a single coherent communication campaign
with phases, priorities, main and individual objectives, which inevitably resulted
in the fragmentation of the planning of actions.

® The limited focus on highlighting the social benefits of projects and
interventions for the general public. What the program considers as its objective
(the projects), for people it is the instrument for improving their quality of life.

® Not taking advantage of modern communication media and the unique
advantages of new technologies and Social Media. This, coupled with the
strategic choice of not using the mass media for the general public (which was
considered necessary in times of economic crisis), annulled any possibility of fast
and mass dispersion and reproduction of the communication messages. Even
more so because this was not offset in the least by the widespread and combined
use of promotions and other means.

® The insufficient planning of large-scale specific promotions that would take
advantage of vis-a-vis contact with the public, both for the direct update and
distribution of information material and for leading it (through interactive
games, applications or other mechanisms) to visit the OP website, as a
measurable criterion of knowledge and involvement with the objectives, actions
and benefits of the program.

Taking into account the assessment of the present situation, the general and specific
communication objectives and the research findings regarding the behavior of the target
audience, it is considered essential to update the OP-YMEPERAA communication strategy
by redefining its 3 key parameters:

a. the selection and use of actions, instruments and forms in a way that makes up the
coherent communication plan of a single campaign to achieve both the overall and
the specific objectives that have been set overall and per individual audience.

B. the promotion mix and

y. the financial quota per communication means-channel used.

With respect to the design of a single campaign

By maintaining the general framework of the existing strategy, we must move forward to
necessary hierarchies and focuses on main and secondary issues and the appropriate
strategic choices, both in the instruments used as well as on how the overall campaign
will evolve over time, to form a clear, coherent and unified Action Plan that is the
objective of Deliverable 3.

This overall campaign is called on to address 2 parallel needs:

a. Focusing: The necessary coverage of individual information needs, different
audiences, in different areas, for individual projects of particular local importance and
benefit (but in a way that composes and highlights their broader development
dimension and importance for the country and the future of its citizens)

B. Strategic institutions: The shaping an overall image, a unified perception of the
overall program, new development opportunities for the country and its positive
impact on the standard of living of its people, and at the same time the EU's
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contribution to its implementation (which are the main issues for overall
communication)

This means that targeting individual audiences, the choice of instruments used to
approach them, the manner by which these instruments combine to produce a
collaborative result, and - most importantly - the content of the communication, must be
such that the focus must individually highlight the "big picture" and the big picture is
supported by individual "focuses".

The focal point of the communication is the name of the operational program YMEPERAA
(anti-communication and unwieldy, but now a given) since the "big picture" (the executive
strategic plan for the country in the program’s areas) must be condensed into one name,
one phrase, a slogan that will mark and be uniquely placed in the minds of the target
audience.

(Among other things, the name is the website address we would like our audience to visit).

With respect to the mix of promotional instruments

We need to reconsider the strategic option of not using traditional Offline forms of
communication (mass media advertising, especially television).

The fact that we are addressing almost all of the economically and socially active
population (the higher age group of which is not familiar with the internet) and the need
for fast and mass communication and extensive coverage make such a reconsideration
extremely urgent. This is also confirmed by the relevant findings of the nationwide
research on the recognition of the OP.

Based on the above, the key instruments for communicating the program should be a)
Mass Media and b) Internet, which will be supported (but will also support) an OP
promotion actions program, constituting a single coherent campaign.

More specifically:

©® Mass Media (Offline communication)
a) National television coverage (as the primary instrument) seeking fast and broad
coverage of older audiences b) Press and Radio (as secondary instruments)

In addition, it is advisable - and should be considered as a possibility - to create a
special series of short-duration informative broadcasts (e.g. 5' wedges) in
collaboration with ERT, with the aim of presenting and promoting its program,
actions and projects, via video presentations, documentaries, interviews with
stakeholders - organizations and residents in the area of each project.

(Video material from these broadcasts will also be used to create a corresponding
video - "broadcast" - on the You Tube channel as well as Facebook posts. It will also
be used as audiovisual material at exhibitions, promotions and info kiosks).

® Internet (Online communication)
a) The OP-YMEPERAA Website is the heart of the communication system. This is the
be all and end all. Here, the visitor will be encouraged to follow us on our Social
platforms and this is where he will finish up from these and all the other
communication actions, in search of more information. As a consequence, it will need
further upgrading in terms of its function, so that it is fully updated, with constant
up-to-date content and user-friendly searches.
It should also be enriched with video material for presenting the program by topic,
project and area in a manner that, depending on the interests of the user, can present
more advanced information.
b) Creating a Facebook page and a YouTube channel is the most necessary step to
take advantage of the immense potential that Social Media networks offer
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b) Focus on the creation and sharing of content (content marketing) with:

2 F/B Posts & YouTube Videos. The materials to be used are photos & videos
for f/b and videos for Youtube. Targeting will aim at audiences of a specific
age, with the addition of relevant interests as well as areas if required.

> Native Articles (mainly articles published in news sites). This concerns the
creation of custom content (articles, videos, infographics) that are tailored to
the style of the leading Greek news websites (which are a real influencer and
opinion maker to the audience we are interested in), either as stand-alone
articles or embedded in the content of the publisher’s articles. Depending on
each instrument, a different language and different content material will be
used to maximize engagement.

©® Promotional Actions
We will treat promotional actions as a specific nationwide program, integrally
included into the overall campaign, focusing on the organization of information
events at regional and/or prefectural level.

The schedule of these events is independent of other events and actions aimed at

beneficiaries and potential beneficiaries. It will be used to communicate the program

at local / regional level, but - above all - as a "vehicle" for the development of

promotional actions, as well as for feedback and the dissemination of the program’s

communication on Social Media in the context of the overall campaign.

2 Events as a “vehicle” for communication & promotional actions
These events will aim at a) providing information about the program, the projects
and their significance and their impact on the growth of the area and the country
itself and the improvement of the citizen’s life by the SMA|OP-YMEPERAA, and
b) the activation of the implementing agencies themselves, who will present the
projects - actions they are implementing in the area. The events will be carried
out with the participation of Regional and Local Government representatives and
other local economic, social, scientific and academic bodies in the region, and -
primarily - mass media representatives, including all local media.

As part of these events or separately on another day and depending on the needs
of the program, workshops will be included with beneficiaries or potential
beneficiaries of the area for open invitations of interest.

In addition to their standalone utility in achieving specific program objectives,
these events will also be a key vehicle for the development of local and regional
promotional actions which, in their entirety, will build an individual campaign
throughout the country.
2 Promotional action - Info kiosks & Road show
During these events, a transferrable info kiosk operates in the center of the city
to inform and distribute printed material to the passing public who will have the
opportunity to participate in interactive games and winning low value symbolic
prizes. The action can be transformed into a Road Show if, in addition to the event
city, other major cities in the region are included into the program.
2 Communicational support - mechanism linked with the campaign
- Projection from television broadcast
- Advertising campaign at regional/local instruments (irrespective of main
campaign) over a period of 7-10 days, which will include the promotional
action.
- Articles on selected sites (both nationally and locally), that will include the
YouTube url with the "broadcast" - filler behind each project
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- Pre Roll YouTube advertisement with cut version of the video, the same one
that will run on Facebook. By clicking on the preroll video, the user will be
directed to the OP page, where there will be information regarding the
specific project, but also

- Facebook Posts with photos and videos (cut versions from the filler of each
project) which will provide information in relation to the projects - actions the
concern the specific area.

The organization of Meetings/Conferences and the participation in Exhibitions that
serve specific communication goals for specific target audiences and potential
beneficiaries, depending of the implementation phase of the program it will need to
continue (integration in the overall campaign), by taking advantage of the experience of
the Agency in the previous period.

3. With respect to the financial quota per instrument, channel and activity

S The campaign’s main instruments include: a) Mass Media (mainly Television) and b)
Digital (mainly content creation and sharing on news websites and Social Media)
The proportion of use of these 2 main communication means (Mass Media and Digital)
is: 45% TV, 35% Digital, 10% Radio and 10% Press.

S The total financial quota for the entire budget (including all of the program’s
communication actions) is set out in the table below

CATEGORY TOTAL | CATEGORY | MEANS OF COMMUNICATION TOTAL
% % %

70% TELEVISION 35%
MASS MEDIA 49% 15% RADIO 7%
15% PRESS 7%
INTERNET 26% 100% ONLINE COMMUNICATION 26%
DIRECT MKTG 1% 100% ONE-ONE COMMUNICATION 1%
PROMOTION 12% 100% EVENTS —INFOKIOSKS-ROAD SHOWS  13%
W6 onerwareas
0,
PRODUCTIONS 12% 60% PRODUCTION OF MATERIALS FOR 7%

MEDIA

4. Brief overview of the updated communication strategy

Taking the above into consideration, the following table presents a brief overview of the
updated strategy of the OP-YMEPERAA:

A. GENERAL COMMUNICATION GOALS

(ALL TARGETED AUDIENCES)
O The consolidation of the message of the joint European Union and Greece contribution in the
implementation of the program’s projects and actions.
8 Instilling the notion of OP-YMEPERAA as a comprehensive strategic plan for the modernization and
development of the country in the field of transport infrastructure and the environment and, ultimately,
the improvement of the quality of life of its citizens.

B. SPECIFIC COMMUNICATION GOALS

1. GENERAL PUBLIC (SOCIETY) 2. POTENTIAL BENEFICIARIES 3. BENEFICIARIES

©® Enhancement of the program’s O Clear and detailed information ® Support for the design
recognition as a comprehensive in relation to financing and implementation of
plan for modernization, opportunities, the significance the projection and
development in the areas of and benefits of the program communication of the

transport infrastructure and the
environment

® Prompting for direct projects involved

participation in the program’s
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@ Increase in the level of actions Encouragement for @ Highlighting and

knowledge of individual major participation in the program by promoting good
projects at national and local showing good examples and examples of

levels and their impact on the benefits participation (to
daily lives of citizens encourage potential

beneficiaries)

C. MEANS & FORMS OF COMMUNICATION PER SPECIFIC TARGET AUDIENCE

1. GENERAL PUBLIC (SOCIETY) 2. POTENTIAL BENEFICIARIES 3. BENEFICIARIES
® Mass Media ® Direct Marketing ® Direct marketing
(TV-Radio-Press)

@ Digital Media (Website, Social ® Program’s Website ® Program’s Website
Media F/B Posts, Video You ® Social Media (F/B, YouTube) ® Social Media (F/B,
Tube, Content Marketing -Native = ® Newsletter YouTube)

Articles) ©® Newsletter

® Promotional Actions @ Information Events ©® Teamwork Events
(Events - Info kiosks- Road Show = ® Workshops ® Workshops
— Exhibitions) ® Information Events
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