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1. Annex 1: Press Trip Reports

1.1 Overview

The evaluation team observed two press trips. The first trip to Kosovo (11 i 13 June) was organised
under the campaign which targets stakeholders (including multipliers) and was run by the
communication agency Mostra. The second trip was to Albania (1 7 3 July). This press trip fell under
the communication campaign specifically designed to inform target groups about the pre-accession
funding instrument. It was run by Media Consulta. Reports have been drafted to detail the findings of
the evaluation team on the basis of our participation in the trip, discussions with the participants, the
communication agencies responsible for putting the programmes together and managing the logistical
arrangements on the ground (with translators) and the Commission representative, as well as
monitoring reports and feedback forms.

The press trips reached a combined total of 27 journalists. The reports below describe the trips and
present an assessment of their main strengths and suggestions for areas in which they could be
improved.

1.2 Kosovo

1.2.1. Introduction and context

On10-13 June, 2015, Mostra arranged a press trip to Ko:
inform and communicate about enlargement policy and
(including one cameraman) from 10 different Member States took part. Eight were print journalists; six

were radio journalists. The programme was comprehensive and diverse, providing the journalists with

the opportunity to hear a range of political opinions, and in addition to meet with a senior figure from

the Serbian Orthodox church in Kosovo.

As per the Terms of Ref erence of the AStakehol der campaign to
enlargement policy and related developments”, the contractor was responsible for all the logistical

arrangements for the trip and 7 with the oversight and approval of the Commission i of inviting the
journalists and setting the programme. Thhe prgssi r pose
trips will serve as occasions to showcase the progress of reforms the visited countries have made in

recent years, as well as the modernity and European nature of their cultures. DG Enlargement will

decide on the destinations of these trips.0

Kosovo is a Opotenti al candidated country. lletdons St abi |
July 25, 2015.

Membership of the EU is the long-term goal on both sides, but that is clearly some years away.
Moreover, apart from the fact that Kosovo is still a long way from fulfilling the conditions for
membership, there is still an obstacle in that five Member States do not recognise Kosovo as a
sovereign state: Cyprus, Greece, Romania, Slovakia and Spain.

The economy is weak and unemployment is high. Foreign investors who see potential in the Balkans
tend to prefer states whose political status is more certain and the regulatory barriers to setting up
and to trading with other countries are lower.

The poor prospects for young people are driving migration, much of it in the form of illegal migration to

the EU, or asylum-seeking in the EU, since Kosovo (unli ke its neighbours) i
country, thus leading to longer asylum procedures and a theoretically greater likelihood of asylum

being granted.



A major issue for the Kosovars in relations with the EU at present is that they do not enjoy visa-free
access to the EU, and are the only country in the Balkans of which that is the case. The Kosovo
authorities argue that illegal migration would drop if legal migration were easier.

There is a strong pro-Albanian movement. One politicalpar t y sees Kosovodés future a
a Greater Albania i it is a party currently outside government which is garnering support by fighting

corruption, introducing administrative burden reduction and running efficient public services in

Pristina. The sense of being ethnically Albanian on the part of many Kosovars translates into the

presence of many Albanian flags and symbols in the streets.

Relations with Serbia and the Serbian minority in Kosovo remain strained. The message from several
of those whom the press met was that membership of the EU is the only way in which the countries of
the Balkans will be able to live side-by-side.

Corruption and inadequate rule of law remain major issues. This is the reason for the EULEX mission,
costing EUR 111 million annually and employing 1,600 staff to support Kosovo in investigating,
prosecuting and adjudicating sensitive cases using its executive powers, and monitoring, mentoring
and advising local counterparts in the police, justice and customs fields. Its activities are not
uncontroversial on the one hand because of allegations of corruption within EULEX and on the other
because of resentment of what are seen as outsiders dealing with what should be sovereign issues.
While no one seriously disputes that Kosovo has corruption and rule of law are problems which need
to be addressed, though they may disagree on the extent of these, there is disagreement on whether
the Kosovo authorities are able to do address these without this external support. The EULEX
mandate is up for renewal in 2016 and could be a controversial issue.

The trip was arranged over three days and three nights, with journalists arriving in Pristina on
Wednesday 10 June staying until Saturday 13 June. Several journalists took the opportunity to come
earlier or prolong their trip to get (more) fAcolouro

1.2.2. Participants

Mostra was contractually required to secure 15 journalists for the trip. Two journalists dropped out, but
Mostra found one replacement.

Table 1: Information on participants (humber, origin, publication)

No. | Country Media outlet Journalist name Media type
1 AT Die Presse Wieland Schneider Print/Online
2 BE Le Soir Philippe Regnier Print/Online
3 CY Politis loannis loannou Print/Online
4 DE BR,WDR and ARD Elisabeth Veh TV/Radio
5 DE Deutschlandradio Thomas Otto Radio
6 ES El Mundo Fatima Ruiz Martinez Print/Online
7 ES El Pais Sara Velert Schreiner Print/Online
8 Fl MTV3 Aino Huilaja TV
9 FR Le Monde Jean-Baptiste Chastand Print/Online
10 FR L'Express Jean-Michel Demetz Print/Online
11 IT Rai | Enzo Arceri Radio




12 NL De Volkskrant Jan Hunin Print/Online

13 PL TVP Joana Wajda TV

14 PL TVP Marcin Wesolowski TV

The main criteria for choosing participants were that they be from media with national reach if
possible, if not with regional reach, and from enlargement-sceptic countries as measured by
the Eurobarometer.

In the Spring 2015 Eurobarometer, the highest level of opposition to further enlargement were 71% in
Austria, 67% in Germany, 64% in Luxembourg (not represented on this trip), 63% in France, 61% in
Belgium and Finland, 56% in the Netherlands, 53% in Hungary, 52% in Greece (not represented on
this trip), 51% in Denmark and the UK (neither represented on this trip), 50% in Italy and 46% in
Cyprus. The positions vary slightly from Eurobarometer to Eurobarometer, so that selection or this
trip broadly tallies with the criterion. Poland is an outlier, however; It was also represented on this
trip despite having the fifth lowest level of opposition (but the lowest as recently as 2013). The
explanation was that Poland is a major Member State, and that justified its inclusion.

The journalists were identified by Mostra from journalists known to them or through desk research.
There is a policy of not having the same journalist twice i though on this trip the journalist from Le
Soir in Belgium had been on an | PA trip eight mont hsit

None of the journalists are covering Kosovo 1 or even enlargement - regularly. However, Jan Hunin of
the Volkskrant is an Eastern Europe correspondent based in Warsaw who writes widely about the
Balkans

Only one (for German radio) was a Brussels-based EU correspondent, covering EU affairs. Some
were on their paperds Europe Desk, e. g. the journaldi
more over time, e.g. when the EULEX mandate comes up for renewal next year.

The others included Middle East specialists (the journalist from Cyprus, who has moved on to
covering the Middle East because there is no longer any interest in the Balkans), and political
correspondents.

For a number who had covered the war in the Balkans, the motivation for participation was clearly an

opportunity to see how the situation has changed; for others, it was just an opportunity to learn. They

all tended to have a strong interest in migration issues, seeing that as the main news story. Some felt

t hat there -iatidgcuoeror upmowg t heiernot really dneerested inTEey wer
enlargement pegs, or even EULEX.

A number stressed how travel budgets have become tight over the years and that this was, therefore,
a welcome opportunity to visit somewhere that they would not otherwise have been able to cover first-
hand.

There is no official expectation of coverage, and certainly not of short-term coverage. In
practice T assuming most journalists would recognise a moral obligation to produce one article,
whether negative or positive, the impact as of August 12 (the date of this report) had been relatively
high, but four of the 13 had nevertheless not produced any coverage in print or online.

1.2.3. Programme

The programme was comprehensive, providing access to the President, the Prime Minister, a
range of other Ministers, all main political parties and both sides of the ethnic divide, and EULEX as
well as local media (an independent TV channel, and an NGO, which produces a controversial debate
programme for the national TV channel, and also acts as a consumer/citizen champion i at some
personal risk to its staff i in print and via the Internet), and European investors. The programme was



developed by Mostra in collaboration with DG NEAR and the EU office in Kosovo. The EU office was
closely involved and this appears to have been a success factor.

The programme was tightly packed but included regular two hour windows of
reporting/interviewing time which was appreciated. Participants expressed their appreciation of
many aspects of the programme whilst on the trip as well as on the evaluation forms. The least
successful event was probably the dinner with European investors as this was not a subject of real
interest to many of the participants and they asked few questions, though Thomas Otto did get a good
story out of it i though a happy coincidence of being seated next to the most colourful figure in the
group of investors.

Some of the feedback on the feedback forms suggested there were too many interviews with
Ministers, that a field trip to Mitrovica should have been organised, there was not enough free time
for bilateral interviews or reporting, and that there were not enough opportunities for talking to
citizens.

However, all the journalists rated the trip as satisfactory or very satisfactory, and these were the views
expressed to the evaluators. There was indeed clearly a desire to meet local people, but the
journalists in practice did not hesitate to approach them in the street and in cafés.

What the written feedback does not reflect is the considerable and laudable effort made by the local
media expert and the interpreters who accompanied the group to provide additional information and
set up additional interviews. The EU office press officer was also proactive in assisting the group,
and this was a success factor that is apparently not always replicated on such trips.

1.2.4. Press pack

A wide range of background material was provided on a USB stick, but it is highly unlikely that the
journalists had looked at the materials. None seemed to have read the most recent progress report
or to know much about EULEX and the issues it had had 7 a number would have got far more out
of some interviews if they had done so. Much of the information would have been readily available
in advance even if the stick was not distributed until they arrived in Kosovo.

1.2.5. Monitoring and results

The recap below supplements what is in the information in the Mostra database with information on
duration/length of the items, their prominence/whether they were broadcast in prime time. This
illustrates that most of the coverage was prominent/in prime time.

- Elisabet Veh: B5 (Bavaria) i 23 minutes at 14.35 and 21.35 on a Sunday, BR2 (Bavaria) i
14.05 on a Wednesday and 18.05 on a Saturday and rebroadcast by Deutschlandfunk at
18.40 on a Wednesday; online text picked up by Gazeta Express in Kosovo;

- Thomas Otto: Deutschlandradioi 4.29 radio broadcast and blog item;

- AinoHuilagja-MTV3ia 1. 48 minute video on the Ten O0O6Cl ock
- Fatima Ruiz - El Mundo i a prominent article in the web edition foreign pages (also print?);

- Sara Velert - El Pais T a prominent article in the web edition foreign pages (also print?);

- Philippe Regnier - Le Soir i a two-page spread in the weekend print edition;

- Joanna Wajda - TVP - 2.33 & 2.41 videos on Panorama, a 6 p.m. news programme;

- In addition, LO6EXDpr es s -Michet Demetzdnot gaptbrédanghe Mosgam by J e
monitoring.

The coverage mainly focused on migration, ethnic tensions and loyalties, corruption and the state of
the economy. Discussion of relations with the EU was generally dealt with as a secondary issue,
except in the case of the article discussing being part of Europe as a solution to Balkan political and



ethnic fragmentation. Thomas Otto of Deutschlandfunk included information about a successful
agrifood investment by one of the investors invited to meet the journalists.

The tone of the coverage is factual, emphasising the difficulties Kosovo faces in becoming a member
of the EU, but not suggesting that it should not happen i at some stage.

Tweeting (not monitored by Mostra) was very low and sometimes lacked substance. Chastand of Le
Monde, who has nearly 6,000 followers i ten to twenty times as many as most of the others, just
tweeted photos of the offices of the President, empty corridors, etc. while waiting for events to start.
Jan Hunin (Volkskrant), 677 followers, tweeted extensively on ethnic issues and the Albanian
influence during it. Regnier of Le Soir (330 followers), on the other hand, tweeted or re-tweeted on
Kosovo not just during but at intervals after the trip, and began following some Kosovar sites as a
result of the trip.

It is difficult to say whether there are gaps in the monitoring or whether Mostra picks up everything,
but there is no reason to think they miss any print or broadcast coverage, or where a print or
broadcast item also appears on a website. There may be gaps in coverage of web-only items and
they do not monitor items on Twitter, which is important in some countries at least.

1.2.6. Feedback

Evaluation forms are enclosed within the press pack and at the end of the trip, the journalists are
asked to fill them in. They are tailored so that participants can rate and comment on the various
aspects of the programme but there is also a space for assessing the trip overall and the logistical
aspects, with a general open-ended question on areas for improvement to close.

The feedback from participants, organisers and other key representat i v e s , and Mos
was that:

1 The local EU Office was closely and positively involved in planning the trip and this appears in
general to be a success factor.

9 Trips should 7 in the view of Mostra - be organised in conjunction with stronger pegs,
such as the visit of a Commissioner. The coverage suggests that a strong peg is not
necessary for background/feature-type material. Two strong pegs since the trip i the signing
of the Stabilisation and Association Agreement and the decision to set up the war crimes
tribunal have not given rise to any coverage by these journalists. On the other hand, one
German journalist used a visit by German Chancellor, Angela Merkel, to neighbouring
countries as her peg.

1 Mostra has suggested re-balancing between political interviews and meeting civil
society/citizens etc. This reflects the view of the journalists, but would appear to need
balancing against the objectives of the Commission.

1 Mostra did not comment on the meeting with investors, but it was clear that this group of
journalists was not particularly interested (and the dinner-time format was probably not ideal).

1  With two radio journalists and three TV journalists i even if one of these was less interested
in immediate news, there was often competition for one-on-one time for interviews with key
figures at the end of the briefings. This needs careful management and may explain some
feedback about more time being needed for meetings/interviews.

The TV and radio journalists thus sometimes showed signs of frustration that there was not enough
time for them to obtain soundbites, as this had to be fitted in at the end of interview sessions. While
radio journalists can record the whole interview, the quality is never certain and they moreover prefer
to get a personalised soundbite, preferably with a recording of them asking a question.



1.2.7. Key findings from Kosovo press trip

1 This was a comprehensive programme which provided access to a wide range of views and
allowed the group a great deal of freedom to pursue their own interests, as was evident at the
time and is evident from the coverage. This outweighs the criticism from some of the group
that not enough time was allowed for reporting or pursuing bilateral interests.

It was a logistically well run trip;
Close involvement of the local EU office before and during the trip was a success factor.

Proactivity on the part of Commission officials present in informal contacts to provide
information on the issues important to the Commission is a success factor;

9 Selecting the group on the basis of those likely to report on EU enlargement or Balkan issues
on an on-going basis could, and probably, should mean selecting more EU-accredited
journalists T who could then be briefed before departure;

1 There may be a case for slightly more proactive follow-up to ensure coverage by all the
journalists and to draw their attention to pegs which would justify follow-up coverage;

1 Monitoring of coverage should be extended to blogs and social media, notably Twitter.

The Commission appears to have very modest objectives for these trips, so that a few articles meet
their objectives, irrespective of what those articles are about. This open-minded approach is laudable
in theory, but it may nevertheless be possible without abandoning this approach to steer the coverage
in directions which are more useful to the Commission through a more judicious selection of the
participants and more proactive availability to provide background information. Consideration needs to
be given to whether general coverage of Balkan political issues or coverage of economic and
migrationchallen ges adequately serves the Commi ssionds obj ect

1.3 Albania

1.3.1. Introduction and context

On 1 -3 July, 2015 Media Consulta (MC) arranged a press trip to Albania as part of the campaign to
promote awareness and understanding of the Instrument for Pre-Accession Assistance (IPA). A total
of 13 journalists took part from around the EU, covering a total of 11 MS. The majority were from print
media, however two were radio journalists.

The trip formed one of t he el enureasd tke visilfility fGU pfee ARG s c a
accession funds in the EU and to build a positive attitude towards these, showing the link between the
funds and benefit to the EU.

As per the Terms of Reference for the campaign, the contractor was required to propose the concept,
speakers and participants for the trip but in simple terms, the objective of the trip was to provide
journalists with the opportunity to see how EU accession funds are used in the enlargement countries
and to give them opportunity to write about this from first-hand experience. In addition, MC were
tasked with providing journalists with access to interesting speakers and high-level officials.

Albania was granted potential candidate status in 2000, but almost exactly a year before this press
trip Albania became an official candidate country (in June 2014). It is generally accepted that
accession is some way off, however the prospect of future membership is a huge incentive for the
political elite and the population as well. This was made clear over the course of the trip by multiple
speakers.

Unemployment levels are high (13.3% for 30 i 64 year olds), although not as high as some of its
neighbours. For young people, the rate is much higher; around one in three is out of work. The
absence of prospects for young people and resulting levels of migration were recurring themes the
journalists explored during the trip. The impact of returning Albania migrants who were negatively

10



affected by the crisis in neighbouring Greece was another hot topic. But, the major issue in Albania
remains the rule of law. The independence, efficiency and accountability of the judiciary needs
significant investment before it has the confidence and credibility necessary to be considered fit for
purpose.

The trip was arranged over three days and two nights, with journalists arriving in Tirana on
Wednesday 1 July and staying until Friday 3 July. Four journalists took the opportunity to come earlier
or prolong their trip to get (more) perspectives for their stories. This flexibility was appreciated.

The total cost of the trip has not been reported, however discussions with the MC organiser suggest
that the cost may end up being less than other press trips (notably the trip to Turkey), since Albania is
still relatively cheap after travel has been arranged.

1.3.2. Participants

MC were contractually required to ensure 15 journalists attend (or a suitable explanation for why this
number was not reached).

Table 2: Information on participants (number, origin, publication)

No. | Country Media outlet Journalist name Media type
1 UK Financial Times Tony Barber Print/online
2 AT Wiener Zeitung Martyna Czarnowska Print/online
3 HR Lider Business Weekly Vanja Figenwald Print/online
4 NL Het Financieele Dagblad Frank Gersdorf Print/online
5 cz Respekt magazine Lucie Kavanova Print/online
6 DE Deutschland Radio Christoph Kersting Radio
7 AT Wirschaftsblatt Eva Konzett Print/online
8 DK Copenhagen Post Luisa Maria Kyca Print/online
9 DE Tagesspiegel Rita Nikolow Print/online
10 RO Gandul, Mediafax Group Andrei Luca Popescu Print/online
11 FI Radio YLE / Monocle Wilfred Stenger Radio
12 IT L6OEspresso Stefano Vergine Print/online
13 PL Rzeczpospolita Iwona Trusewicz Print/online

Note: The table in fAMonitoring andjournalistaih dttendancp,ralongi d e s

with details of the media organisation they work for (where possible an indication of the circulation)
and a list of stories produced as part of the trip.

MC aimed to identify new journalists who write about EU affairs (i.e. not those who have been on a
previous press trip) and to prioritise those from prestigious publications, in particular those
reporting from / for EU-enlargement sceptical countries. Despite four last minute cancelations by
journalists called away at the last minute to report on the on-going crisis in Greece, two replacements
(from press in Italy and Poland) were found bringing the total to 13.

11
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https://twitter.com/kavanluc

As mentioned above, journalists from more EU-sceptical countries were targeted with the result that
around half of journalists came from one of the 11 most critical / sceptical MS™.

Of the 13 journalists, many specifically covered EU or foreign affairs and this was reflected in their
stories, but others had a more specific beat (e.g. energy, economics, culture and social affairs) and
again, this was evidenced in their coverage. None of the journalists were covering enlargement i or
Albania i on a regular basis, however some had previously visited or written about Albania. The level
of circulation of the media organisations represented varied enormously i from the internationally
read Financial Times (UK) 720,000 to the local publication The Copenhagen Post (DK) 12,000
(estimated)?.

Asked the motivation for their participation in the trip, the journalists gave a multitude of reasons, of
which the following were recurred themes:

access to high-level officials (otherwise tricky / impossible to arrange);

low budgets for foreign travel available from their publication;

the opportunity for networking;

curiosity (e.g. opportunity to see how things had changed in Albania compared to previous
visits / desire to write stories that are off the beaten track).

f
f
f
f

Some had come with ideas of how to peg their stories (for example, stories related to the anniversary

of Albania gaining official status as a candidate country, for the German journalists-Angel a Mer kel 8¢
visit the following week and the impact of the fallout of the Greek crisis on Albania). Other journalists

had themes they wished to cover, for example the radio journalist from Finland was working on

something related to law and order and eventually produced a podcast for UK-based magazine

AiMonocl ed on Or ganis.sed Crime in Albania

There was no formal requirement for journalists to produce any stories based on the trip, however all
those present clearly wanted to produce a story to make their time there worthwhile. To date (12
August) 11 journalists had produced stories based on the trip, with four of them producing more than
one.

1.3.3. Programme

The Programme (which is included in MC monitoring report) was developed by MC in collaboration
with DG NEAR and the EU Delegation to Albania (the EC suggested themes and the Delegation
suggest projects based on more intimate knowledge of how they have been rolled out in practice).
Clearly there is some difficulty in striking a balance between what the Commission would like to show,
what the journalists want and what is feasible, in the time and with the budget available. For example,
the journalists tend to enjoy and gain a lot from meeting with civil society but aside from providing the
journalists with context on how the country has changed, a precise link with EU accession funds was
absent.

The programme was tightly packed but did include a two hour window of reporting time on the second

day, which was the only full day of activities. Participants expressed their appreciation of many

aspects of the programme for example the visit to the IPA-funded Port and the dinner with the local

journalists whilst on the trip, as well as on the evaluation forms, but clearly would have appreciated

more free time. The dinner with the Prime Minster was a clear highlight (and featured in many

stories), but so was the background briefing by the EU Delegation to Albania and the meeting with the

cvisoci ety representatives who wer jpurmalistsaated thetaimd very
good i excellent overall.

'i.e. AT, BE, CZ, DK, FI, FR, DE, IE, LU, UK and NL (Although, as noted above the appropriateness of the journalist working
for a Danish media organisation is questionable.)

2 The journalist from the Copenhagen Post (an English online paper serving English-speaking readers), remarked that there is
no audience for foreign issues in her paper which raises some question over the suitability of her participation. To date, there
were also no articles on the Copenhagen Post website based on this trip.

® http://monocle.com/radio/shows/the-urbanist/195/
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However, there was scope for improvement in the programme. For example, while the background
briefing with the EU Delegation to Albania was very informative, as the journalists later discovered, it
was off the record®. The lunch with beneficiaries of the IPA-funded project Youth Adrinet was sub-
optimal for a number of reasons, the format (sitting around three tables) was not conducive to a
quality discussion and there were no actual beneficiaries (only management) which may have made
it harder for the journalists to write about. The visit to the Seaport of Shéngjin was useful in some
respects and there was coverage coming out of that visit® (even if it was not all positive®).

Logistically, the programme was incredibly well-run and was practically seamless. The representative
present from the Commission helped not only in introducing the various speakers but was also
making sure aspects of the programme ran smoothly and that the journalists had everything they
needed.

1.3.4. Press pack

The press pack contained the following in print
folder:

1 alist of participating journalists;

1 the programme; speaker bios (as provided by speakers themselves);

1 summary sheets of IPA-funded projects7;

1 summary of IPA; EU Enlargement factsheet® including steps to accession;

T 4 x infographics fAGrowing togethero;

1 2013 Progress Report for Albania;

1 2013 Report on IPA;

1 empty evaluation form.

On the last evening of the trip, asked their view on the materials, several journalists admitted they

had not read them. However, they did mentontheus ef ul ness of t heaendindeedak er s o

during most of the roundtable sessions (for example the civil society representatives and the visit to
the police assistance mission of the EU to Albania), participants referred to the list. Based on the
guestions asked by the participants, it seemed that they had not read the progress report. Feedback
on the material is not systematically collected; including a question about the material and their
preferred method for receiving it (in advance, or digitally, for example) may allow for improvements to
be madesothat the materi al is better targeted to s

1.3.5. Monitoring and results

As mentioned above, evaluation forms are enclosed within the press pack and at the end of the trip,
the journalists are asked to fill them in. They are tailored so that participants can rate and comment on
the various aspects of the programme but there is also a space for assessing the trip overall and the
logistical aspects, with a general open-ended question on areas for improvement to close. All but one
journalist filled this in. There are possibly additional questions which could be asked to provide
further insight, for example regarding the usefulness of the press pack or the extent to which their
knowledge of pre-accession funding has improved.

A month after the press trip, MC prepare a report on media coverage which has been shared with us
and contains the following information:

1 arecap of who participated,

* One journalist had to pull their idea for a story because the quote on which it was founded could not be used.

® It featured in three stories (two online and one on air)

*for example, the journalist from Croatia wrote about the
capacity, efficiency and service levels, that the port was i at the time of the visit - empty and lacks suitable infrastructure to
function properly

" one includes tracked changes

® hote this is out of date (Albania is included as a potential candidate country)
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1 a brief summary of the results of the completed evaluation forms,
1 copies of articles published (and translations into English where necessary).

To date (12 August), 18 stories have been published (2 radio broadcasts, 16 articles) (see full list
below). Aspects which are not covered and potentially could usefully be covered include more
contextual information on the journalists (including their title, the circulation of the media they
represent, i
feeds as well. Furthermore, in addition to presenting a brief overview of the articles, a more rigorous
reporting / rating of the extent to which the articles are aligned with the objectives of the campaign (in
this case to showcase the use IPA in Albania).

and a |

Table 371 Press trip results (articles)

n k

to their Twitter account

No. Journalist MS Media name Output
(reach)
~ . 0
1 Tony Barber’ | UK | Financial Times L 20'?_‘; ((t))n?inrtla)l a braced for a2y ut
(720,000) 2. Alf EU shuns Al bani a'3duyd2015a
(Online and print)
) . 3. ibDie Krise im benachbarten
2 Martyna AT | Wiener Zeitung Ent husi asmus in Al banien ka
Czarnowska (22000) neighboring Greece barely brakes the EU enthusiasm in
Al b a'h,i3duby, 2015 (Online)
. . . 4. AALBANI JA: Zemlj a Skojlg ejl e oi
s V.anja HR | Lider Business l and that |l ost the 20th cen
Figenwald Weekly print)
. . 5. 'Geen |l and is corrupter dan
4 Frank . NL | Het Financieele corrupt than Albaniao, 6 Ju
Gersdorf Dagblad 56,819 |6 fiGriekse crisis |aat diepe
(2004) Al bani 0 / AGreek crisis ha
Al bani ao
7. AAthene eruitjeTerana éninsk
and Sk dg Jaly, 20050Online)
8. iBal kan volgt griekse crisi
foll ows Greek crisis with s
. 9. iSmrt | esklch turistT vy°0°
5 Lucie 15 ¢z Respel_<t Czech tourists death sparked a wave of solidarity in
Kavanova magazine Albania fi® 8 July, 2015 (online)
(94,000)
. 10.iTirana_ kIl opf t/ afnT iknackimgpats T
6 | Christoph DE | Deutschland Europe's door®'” 8 July, 2015 (on air and online)
Kersting Radio
. 11. A Al banien Trifft Griechisch
7 Eva Konzett AT | Wirschaftsblatt Greek crisiso 13 July, 2015
12. A Al bani en: Seeuhrnospuacoh t/s ofirAl b ar
Europed 9 July, 2015 (onlin
13. A¥sterreicher in Albanienbo
2015 (online)

® https://twitter.com/tonybarbers

0 http:/Avww.ft.com/intl/cms/s/0/55ea2a34-2082-11e5-ab0f-6bb9974f25d0.html

™ http://blogs.ft.com/the-world/2015/07/if-eu-shuns-albania-radical-islam-beckons/

2 http:/Avww.wienerzeitung.at/meinungen/kommentare/761431 Zukunft-Europa.html

'3 hitp://fd.nl/auteur/frank-gersdorf

1 http://fd.nl/economie-politiek/1110231/athene-eruit-tirana-en-skopje-erin

5 hitps://twitter.com/kavanluc and

http://respekt.ihned.cz/?m=authors&person%5Bid%5D=15290080&article%5Baut_id%5D=15290080

'8 http://respekt.ihned.cz/fokus/c1-64287010-smrt-ceskych-turistu-vyvolala-v-albanii-vinu-solidarity

¥ http://londemand-mp3.dradio.de/file/dradio/2015/07/08/dIf 20150708 0453 8af7fal6.mp3 and

http://www.deutschlandfunk.de/albanien-vor-merkel-besuch-tirana-klopft-an-europas-tuer.795.de.html?dram:article _id=324830
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https://twitter.com/tonybarber8
http://www.ft.com/intl/cms/s/0/55ea2a34-2082-11e5-ab0f-6bb9974f25d0.html
http://blogs.ft.com/the-world/2015/07/if-eu-shuns-albania-radical-islam-beckons/
http://www.wienerzeitung.at/meinungen/kommentare/761431_Zukunft-Europa.html
http://fd.nl/auteur/frank-gersdorf
http://fd.nl/economie-politiek/1110231/athene-eruit-tirana-en-skopje-erin
https://twitter.com/kavanluc
http://ondemand-mp3.dradio.de/file/dradio/2015/07/08/dlf_20150708_0453_8af7fa16.mp3
http://www.deutschlandfunk.de/albanien-vor-merkel-besuch-tirana-klopft-an-europas-tuer.795.de.html?dram:article_id=324830

8 Luisa Maria DK | Copenhagen Post | No stories to date.
Kyca (12 0007 15000)

14. AWir brauchen €8/nefiWermeedk:t

9 Rita Nikolow | DE | Tagesspiegel perspective [for the future

(148,000)

. . 15. APremi erul Al bani ei ar vrea
10 | Andrei Luca RO | Gandul, Mediafax o MARE DI LEMInSeANEeug.nuCu at ©f
Popescu Group corupSie, romoni¥i/ tiolth emaAil bic
Minister would like a National Anti-Corruption Directorate
(NAD) in Tirana, but has a BIG DILEMMA: "l don't
understand. With so many arrests for corruption, how
come Romanians still take b
. . 16. fnOr gani sed cri me in Al bbawi a
11 | Wilired FI | Radio YLE/ and o’f aJaly, 2015 (Magazine online i podcast)
Stenger Monocle
12 | Stefano IT L O Es pr e s s| Nostories as yet. Stefano joined the trip at the last minute after
Vergine21 another journalist pulled out. He mainly covers energy. He said
that this was just his first visit to Albania and that he would
need to return to write something (more).
13 | lwona PL | Rzeczpospolita Iwona was another last minute addition
Trusewicz 17. iTirana traci przez Atenyod

At h e’ ®duly, 2015 (online)
18. A Al bani a bliUej Uniio [/ @Al
Union-Rzeczpospolita 2t5chiveo

1.3.6. Feedback

Feedback from journalists was very positive, although areas for improvement were identified (see
above under programme and below under recommendations). There was a clear sense of
camaraderie and enjoyment, journalists intended to stay in touch and MC offered to share a list of
all the journalistsé email addresses after the trip.

As mentioned above, from the point of view of MC there is clearly a need to balance to strike in terms

of keeping the programme attractive to participants (ie. pr ovi di ng opportunities
context) while also ensuring that it meets the objectives of the campaign (hamely to showcase the

results of EU accession funding).

1.3.7. Key findings from Albania press trip

1 The programme i variety, quality of speakers (especially the dinner on the second evening with
Prime Minister);

1 There was a good mix of journalists from around the EU, including those from prestigious
publications;

1 Implementation and organisation was professional and smooth, with good use of local support,
e.g. a translator who was also able to provide insight into the country, support in organising
interviews for journalists in spare time;

18 http://www.tagesspiegel.de/politik/albanien-wir-brauchen-eine-perspektive/12028560.html

19 http://www.gandul.info/international/premierul-albaniei-ar-vrea-si-el-un-dna-la-tirana-dar-are-o-mare-dilema-eu-nu-inteleg-cu-
atatea-arestari-pentru-coruptie-romanii-tot-mai-iau-mita-14547180

% http://monocle.com/radio/shows/the-urbanist/195/

2 hitps://twitter.com/stefanovergine

22 hitp://www4.rp.pl/Finanse/307129906-Tirana-traci-przez-Ateny.html
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1 The trip was felt to be short / intense, more free time would have been valued but this would not
necessarily have added value for the EC;

1 Providing a press pack ahead of trip and systematically ask for feedback on the contents could be
beneficial to participants and allow greater insights;

1 There was a missed opportunity - the dinner with the Prime Minister included other senior
government officials but they were not asked any questions;

1 Certain formats work better than others 1 for example, the lunch with beneficiaries of a project
involving young people was sub-optimal due to the seating arrangements at the venue (this could
have been easily rectified);

1 Clarity i make sure briefings are on the record or if this is not the case, it should be clear from the
outset to avoid disappointment;

1 In terms of monitoring the journalists output, there is scope for a more rigorous and systematic
monitoring of the articles which result from the trip against its objectives;

1 The coverage generated by the trip was unlikely to have occurred otherwise. The precise link with
the campaign objectives may not be as easily drawn. While IPA funds were mentioned in stories
coming out of the trip, the coverage was not necessarily always as positive or prominent as to
warrant the expense of the trip for this express p
stories which challenge stereotypes and stories which put Albania on the map can be seen as
fitting under the broader objectives of DG NEAROs |
which describe Albania as safe and as a desirable tourist destination are important to subtly shift
opinions which in the long-term can prevent resistance to enlargement amongst the general
public.

1.4 Key findings

This section presents our key findings from our observation of two specific trips. We understand that
the approach to these trips can be considered to be relatively consistent with other press trips
organised by DG NEAR, which we were unable to attend. The findings below draw on our
observations, experience of attending other press trips as journalists and evaluators and discussions
held with the various relevant parties, and the monitoring / feedback received and reviewed:

Overall, the trips were extremely well implemented, professionally run, were well organised and every
effort was made to ensure the comfort of journalists and to facilitate their needs. Close involvement of
the local EU office/Delegation is a success factor both before and during the trip, as is proactivity on
the part of DG NEAR officials accompanying the trip.

The programmes of both trips were appreciated for their variety and the inclusion of high level

speakers, as well as (some) time to pursue own interests. Participants would have been keen for still

more free time or opportunities to capture more of t
and to gatuhér fdcolt heir stories, but it is not cl ea
campaign (and DG NEARO&6s) objectives.

Delivering press packs on a USB stick when journalists arrive is too late for any journalists wanting to
do research in advance and is likely to reduce the likelihood that topics relating specifically to
enl argement wil |l be covered. I f the Commi ssion provi
this could support journalistsd tweeting during the 't

Most (although not all) journalists produced articles as a result of the trips; these were articles which
would have been very wunlikely to have come about 0|
gathered from the trips. However, not only was the coverage not all aligned with the specific
objectives of the campaigns, but in the case of the trip to Kosovo, the number of journalists failing to
have written anything within two months was relatively high and the reasons in this case at least were
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not monitored. In addition, coverage in blogs and Twitter are not currently systematically monitored,
but can be important in reaching opinion formers.

Key questions that arise from our attendance at the events include whether there is scope for better
definition of the trips. This could in theory allow the European Commission be more directive so that
coverage resulting from the trip could be more likely to be focussed on areas that are more useful for
the purpose of the campaigns.

Other questions include whether a more judicious selection of the participants and in some cases
more proactive availability to provide background information ahead of the trip would maximise the
potential for coverage addressing the campaign objectives.

2. Annex 2: Feedback from Journalists

2.1. Overview

This Annex provides analysis of several sources of feedback from journalists and media
representatives who have taken part in press trips supported by DG NEAR. The chapter commences
with a presentation of the results of the on-line survey, which we launched in June 2015 to gather
feedback from journalists who have participated in 14 different press trips between June 2013 and
July 2015. Whilst press monitoring had also been carried out by the external contractors who
organised the trips, our survey sought to provide independent feedback and allow some comparison
between findings. In the ensuing paragraphs we describe first the approach to our independent on-
line survey and then go on to describe our approach to reviewing the press monitoring carried out by
a number of external contractors.

Our survey was launched on 24 June 2015, subsequently re-launched on 9 July and 11 August to
allow us to gather feedback from the participants to the last press trips organised. We sent email
reminders to the participants who had not already filled it in on 9 July, 23 July, 4 and 27 August 2015,
which resulted in a further increase in responses. The survey was carried out in English, as English
was the working language of the different press trips organised. The survey was hosted on-line using
a dedicated survey tool and a link to the tool was embedded in invitations to participate, which were
sent by email.

As a research tool, online surveys are an efficient mechanism to gather structured feedback from
target audiences in diverse locations. The overall aim of this survey was to analyse the relevance,
effectiveness and usefulness of the press trips: for example whether the press trips correspond to
stakehol dersd needs and -quafity mebsagesaThé survdy tvas elso usee to
examine the sustainability of the activities, for example to what extent relevant multipliers have
actually shared any information obtained from the programme.

The questionnaire was designed with the support of our communication experts, building on their past
experience with the use of such tools to gather feedback from media representatives, and in
agreement with DG NEAR. After they indicated which trip(s) they participated in, stakeholders were
invited to answer four open-ended questions to allow us to collect qualitative data:

1. Do you think this press trip was a good opportunity for you and the media outlet you work for?
If yes, why? If not, why?

2. What do you remember as being the strengths and weaknesses of this press trip T e.g. in
terms of access to the right people, access to information and logistics?

3. How did the content and organisation of this press trip compare with similar trips you have
been on? (e.g. in term of level of interviewees, opportunities to pursue particular interests,
access to information and logistics)
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4. To what extent have you been covering (more) the country / countries you visiting, or
reporting (more) on EU enlargement in general, after this trip?

Survey of press trip participants

Introduction
Dear media correspondent / journalist,

The European Commission would like to review its approach to press trips to EU candidate and pre-candidate countries
We would like to know your views
Thank you for helping us by answering some quick questions.

Disclaimer: Coffey and Deloitte have been contracted by the European Commission (DG NEAR) to evaluate information and communicate
activities in the area of EU enlargement. The responses will be treated confidentially and only aggregated results will be reported in the Study
Moreover, all of the information received in the context of this evaluation shall be used only for the purpose it was requested

Eighty-seven responses were received representing a participation in 102 trips (of a total of 235
emails sent out, which is a response rate of 43.4%) i as several participants went on two or more
trips. The breakdown of the answers per trip is as follows:

Trip Responses |

Croatia 15
Croatia and Serbia 3
Albania and the FYROM 6
Serbia 16
Montenegro 8
Kosovo* 15
Albania 20
Bosnia and Herzegovina 10
Turkey 3

* This designation is without prejudice to positions on status, and is in line with UNSCR 1244/1999 and the ICJ Opinion on the
Kosovo declaration of independence.

Tocompl ement our pri mary data <collection on journal
undertook a review of the monitoring data that had already been collected. Indeed, at the end of each

press trip, contractors distributed feedback forms to participants. The sections below also present the

existing evidence under each campaign and our analysis.

The approach to feedback collection from the participants was not harmonised across the press trips.
This is likely to reflect the fact that different external contractors were responsible for different trips
over a time frame of several years. The forms included a combination of scale-based closed
guestions and open-ended questions, aiming at requesting the participants to rate different aspects of
the press trips while providing more qualitative feedback on the trips at the same time. As a standard
guestionnaire was not used for all trips, it is not possible to provide comparative scores across all trips
or to compare responses to open questions; this limits the possibility to formulate consistent findings
from the monitoring across all the press trips during this period.

In addition, the feedback data was available in different formats. The returned individual feedback
forms were only available for the Welcome Croatia and IPA 1 press trips. For the other press trips
organised, our analysis is based on the summaries provided by the contractors.
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In the next section we present the results of our survey received between June and August of this
year.

2.2. On-line survey results

This section describes the survey question posed and a flavour of the results that are most illustrative
of the main points made by respondents.

1. Do you think this press trip was a good opportunity for you and the media outlet you
work for? If yes, why? If not, why?

Participants unanimously recognised the added value of press trips and of their own participation. On
the basis of their feedback, press trips constituted a particularly valuable opportunity for the following
reasons:

First, they praised the substance of the programme of the different trips, outlining that press trips
allowed them to better understand enlargement as a policy and as a process, the region and the
candidate countries visited.

1 A better understanding of EU enlargement

fi e enlargement issue is a very important one in The Netherlands (with a lot of resistance to it
due to enlargement fatigue and only by going there one can weigh the options, expectations and
the importance of the closer ties between the EU and the Balkan states or Turkey. As foreign
commentator, | have travelled extensively in Western EU-member states, Southern Europa
(Balkans, Turkey, Moldova, Cyprus) as well as in Russia, the US, China, Taiwan, North Korea,
Egypt, Kenya, Israel, the Westbhank, the Gazastrip, etc. In this array the press trips offer a nice,

condensed possibility to '"update' oneself on the de
il could understand the issues about EU's enl ar ge me
AExcell ent opportunietny at g eiddona morempecifie exaniple @ Gr e a't

opportunity to gain comprehensive insight -into th

accession assistanceo

1 A better understanding of the region

Al't was a great oppor t un itdreyofthelpreldems aedchamaeteribtiesbf a good

these countries, that are not always simple for | ou
A good opportunity: Afbecause it il lustrated very
normally only talk about in our conferences oronair. It 6 s i mportant to have a pei

of what you report on.o

1 A better understanding of the countries visited

Ailt was the best opportunity to have a thorough vi

useful because you can learn what people in Serbia think for their future. Good to get an

i mpression of the country, people and national <chal
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AAfter many years writing about EU enl argement an
Bosnia. It is this kind of country where we rarely send people to check how things are going, when
there is nothing extraordinary happening. o

AThe press trip to Al bania helped me to get a bette
a new member state, 2) historical tensions in the Balkan regions, 3) why Albania wants to become
an EU member . o

Some participants even emphasised that
féwe wouldn't have reported on either of the countr

Second, participants emphasised that the press trips were designed to respond to their information
needs.

1 Contacts with key informants

iwWe were introduced to a broad range of public fi
president, opposition leaders, but also independent journalists, critical Human Rights NGOs,
businesswomen and cultural decision-ma ker s (t heatre). o

Ail't was a very good fAopportunity to meet and talk
short period of timeo

AA really good opportunity to meet key personso
AExcel |l ent oppor t ueavel tgoverrsnent roinisters, eother policg Mmakers, EU
representatives and | ocal business peopl eod

The facilitation of the contacts met the information needs of the participants:

AThanks to these meetings during these three days

cangettoknowi t s probl ems well . 0

Aféwe could meet the political |l eaders and ask a 1o
that easy to get such interviews. o

Al made] invaluable contacts that | still use now

The contacts made extended to a strengthened network of journalists based throughout the EU and
working on EU or enlargement-related issues, and further strengthen the interest of the
programme;

il al so meet many others journalists from all over
féthe contact awiitsh sotfhhreorm jodthrem countries helped o
iAs journalist, there is not similar possibility t
coll eagues from all around Europe, interested in #
1 Materials

The substantial quality of the programme, presentation and materials was praised:

AThe trip made me qualified to write now and tomori
the Bal kans towards EUO
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A great deal of background informationo

=t

féexcell ent ceepein sudn a concentrated amount of time so much info, contacts

and a wide range of views about topics which were ¢

 Format

Participants also emphasised that not only the contacts made and the topics covered were valuable
for their work, but also the format of the trip was adapted to what they were looking for / needed to
produce news items, outlining in particular the exclusivity of the coverage made possible:

AAs an EU reporter always in the B/ toptheaa EUMS ,
and aspiring MS to have a broader perspective

t0

when

ifGood chances to shoot a couple of news packageso

iwWe could make exclusive materials. Evemnofachough th

interviews with ministers and other high ranking politicians, at the meetings they did say things

that were easy to quote. A direct quote from an | nf

In several cases, journalists outlined the timeliness of the scheduling of the trips. The synergies
created with topical issues and important events (such as state visits) covered by the media were a
clear added value to them.

AiThe trip to Sarajevo was a very good opportuni

because it was a month before the 20th anniversary of the end of the war and offered the
opportunity to see the changes within Bosnia

il was there at a very important moment: whe
period. o

fi € b e c atlhappened exactly at the time the EU people in Kosovo were in the middle of a
orruption scandal o

o

Lastly, they acknowledged the opportunity of participating to such trips funded by the EU given the
current context of budgetary cuts in most of the media outlets.

AMy outl et was unlikely to send me there on

=13

éhel ped me to cover countries that | woul d

=1

My newspaper would never pay me [to go on]

2. What do you remember as being the strengths and weaknesses of this press trip 1 e.g.
in terms of access to the right people, access to information and logistics?

n

n

SOC

Cro

my ow

h

a

ave

tri

Participantsd overall i mpression of the trips was r ef

weaknesses:

il wor k wontahdail$ basid and | can digest Serbian media, because | speak the
language. But the trip was a unique opportunity to meet some decision makers that rarely
speak to foreign media. It was also a great networking opportunity. After the trip, | have
collabor at ed with some of the participants on vari
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févery good |l ogistics and excellent organis
the journalists to have more time on their own to conduct their own researcho

i We h a s t@higb kevel officials, but the organisers of the trip were helpful in providing us
with contacts of journalists and civil society actors so that we could get a complete view of the
country and situationo

A T hgeeatest weakness was the lack of time. The transfer between the two countries took up
a third of the waking hours we had in the region. There was absolutely no time to walk around
the capital cities to observe life by ourselves. The strength was meeting the Prime Minister in
Albania and the EU rep in Skopje. Both were frank and honest as opposed to the party
apparatchi ks we dealt with otherwise. o

To summarise, participants identified the following strengths:

Opportunities to meet senior politicians, contacts made, variety of opinions represented
Logistics (transport, transfers to/from airports, accommodation, meals)

Communication before and after the trip

EU full funding

=A =4 =4 =4

Participants also suggested the following improvements:

1 Add half a day without any official programme to give participants the time to do further
research to feed into future publications (to explore different perspectives, supplement the
materials distributed with their own views)

1 Lighten the programme to give more opportunity for discussion

1 Alternate between on and off the record session to encourage freer exchanges

3. How did the content and organisation of this press trip compare with similar trips you
have been on? (e.g. in term of level of interviewees, opportunities to pursue particular
interests, access to information and logistics)

Both the content and organisation of the press trips were praised and in general considered of higher
guality than other press trips participants might have attended. The professionalism of the

con

tractors was acknowledged and participants appreciated the care in the organisation, the

information provided, the content of the programme and the access to key contacts:

The
on

ilt was one of the best press trips | =ever

fMuch better organised and prepared than othertrips ( wi t h gover nment s
or professional organisations

AfAccess to interesting interviewees was muc
AMy trip was an extremely well organised on
participantsbef or e t he triop. It was a concise, yet

recurrent issue mentioned is that of very packed schedule, leaving hardly any time to pursue
edbs own research, especially in the case of

AThe t awags missng. But | went with two different organisations, and it was always
interesting. The trips were quite similar.
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iMaybe 3 days is a bit too short to visit 2 countr

Al t was dpysastl rerhember it¥ight and two countries, so everything was really fast, but
it was very wel|l organi zedo

4. To what extent have you been covering (more) the country / countries you visiting, or
reporting (more) on EU enlargement in general, after this trip?

Overall, participants responded that their coverage of the countries visited had increased after the

press trips with a few exceptions. They emphasised that they had an interest in enlargement-related

issues and the candidate countries even before participating to these trips. The trips gave them more

materials, contacts to use, as well as the opportunity to form their own opinions by doing fieldwork.

The press trips also |inked up to other topics and
these questions.

AnAfter every trip, al so the one to Serbia, I write
viewed during the trip. The article on Serbia was a centre piece over two pages. | also use the
information in opinion articles on the EU and European issues i e.g. why are Serbian youngsters
still so focused on the EU whereas their companions in the ‘classic' EU-member states as the
Netherlands often have such a negative view? Their wishes show us what we already have and
take forgranted-asset s, freedoms and possibilities they | or

i am specialized in international radi o broadcas
essential, as traveling costs are not covered by the radio stations any more. Without a
facilitatorofpr ess trips the subjects could not be reporte

A did a thorough piece about Mont enegro after th
also helps me in writing about different European stories on immigration, enlargement, etc . 0

Al d&m definitely paying more attention to what is h.
writing more about them after physically being thel

However, participants also acknowledged that the media coverage of enlargement depended very

much on the issues of the day. As some journalists see enlargementas afid or mant 0theit opi ¢
coverage is limited but the information gathered can be retained and used one it is deemed topical

again.

AAs an international af f ai infemagod fromahe Balkdneregion i® g wi t h
part of my daily occupation. Since EU enlargement is dormant at the moment, [there is] not much

reporting about it. This may change though. Then the background knowledge will come in

handy. o

2.3. Results from the press monitoring
The summaries provided in this section are ordered by thematic area under the titles of the
campaigns implemented, as follows:

1 Welcome Croatia
1 IPA
1 Awareness-raising
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1 Stakeholder campaign

2.3.1. Welcome Croatia

The objective of the four press trips organised was to go beyond the usual political angle and show
the different sides of modern Croatia.

Trip Dates Nr participants Feedback forms returned

Business press 4-6/06/2013 12 2
Cultural press 8-10/06/2013 13 11
Youth press 24-26/06/2013 16 15
Womendés and |if 27-29/06/2103 14 2
Total 55 30

Press trips were characterised by the representation of high quality media outlets. Around 50
journalists attended the four press trips in total, representing important media outlets such as the Irish
Times, Il Sole 24 oro, ZDF, Polskie Radio, RAI2, Bulgarian National Radio or SKAI radio Greece. As
evidenced in the final report drafted by Grayling, the trips generated a strong coverage throughout the
EU.

At the end of each trip, participants were asked to fill in a feedback form. The questionnaires included
a mix of closed and open-ended questions, alternatively asking participants to rate on a scale their
impressions of the trips or to provide qualitative feedback on it. The approach to the questionnaires
was not harmonized across the four trips, with the question on the likely future media coverage by the
participants either present or not, and using different wording. Some questionnaires were only (very)
partially filled out, which also limits our analysis.

Overall, participants had a very good impression of the press trips they attended and of the quality of
the programme. The different sessions were positively assessed, with a very few sessions only
satisfactory for a very limited number of participants (such as the visit to the Museum of
Contemporary Art during the cultural press trip or the opening session on the transformative power of
the enlargement process during the youth press trip). Journalists particularly appreciated:

AThe variety of people [they] meto with Amany dif

fi | tliakethete were very good opportunities to interview those leading the sessions and was
mpressed with the overall | evel of access

of fere

ié not propaganda but meetings with true activist

AA very goodr ptrriispi mgi tahmoau nstu of access to culture

Participants praised the organisation and | ogistics

define an interesting and stimulating programme, invite key stakeholders while ensuring a smooth
running of the trips, proving also flexible attimesand accounting for indiuvi
were acknowledged.

The issue of the time constraint was only raised marginally and not in general, but based on the
specifics of the media represented (e.g. recording for radio). Some participants only suggested to

dual p

have more fifree timed scheduled to have the opportun

do something beyond the capital city. Only the participants to the cultural press trips suggested
including more extracurricular activities in the schedule, e.g. going to the theatre, dance and / or
folklore performances.
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The feedback forms also included questions on the anticipated media coverage following up from the
trips for the culture, youth and lifestyle press. For the culture and youth press trips, participants were
asked how they planned to share their experiences of the press trips upon their return. They
anticipated a series of stories, on one or several of the topics covered by the programme, and to be
either broadcast on radio show or published as articles in newspapers, local newspapers or/and
online (e.g. youth magazine online, social media). Participants to the lifestyle trip were asked what
would be the main focus of their reporting. They were planning to focus on travel information on
Zagreb and the Croatiads flaccession to the EU

23.2. IPA

The objective of the press trips organised under the IPA campaign was to help journalists understand
better the ben e facdessionassistantedor iotH he enlpargeeent countries and EU

with a

citizens and to encourage reporting on the benefits

audiences and wider public.
Under IPA1, the trips had different foci:

1 The trip to Croatia and Serbia focused on economic issues and achievements of IPA funded
projects within the themes of customs, transport infrastructure and innovation climate;

1 The trip to Albania and FYROM focused on non-economic issues, improvements and
achievements in border security, the fight against organised crime and corruption, and human

rights.
Trip Dates Nr participants Feedback forms returned
Croatia and Serbia 26-28/06/2014 15 11
Albania and FYROM 14-16/05/2014 14 7
Total 29 19

Both trips managed to involve major press/online media outlets, as well as radio broadcasters, such
as Les Echos, the Financial Times, der Tagesspiegel and Osterreich 1.

The feedback form consisted of closed questions where participants could rate the different aspects
of the trip (the programme, the logistical aspects) and one open-ended question where they could
formulate suggestions to improve the press trip.

Overall, journalists were very happy with the two trips.

AOveral/l t he tri p ofaada veneprofessiomallsétting for bastgdsults for
the following reporting.o

AVery good idea to bring us from Zagreb t
Bel gradeé interesting journey!o

They particularly appreciated the efforts to facilitate discussion on concrete projects not only with
hi gh l evel speakers but al so with Afordinary
interaction with different types of stakeholders helped journalists to get tangible evidence of the
implementation of IPA-funded programmes.

AApart from discussions with experts and

o the |
citize
pol i tic

contact with local peoplei i n or der to demonstrate how they prof

i Not cl ear what ctihtei zbeennse foi ft sMafcoerd otnhiea ar e o
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Participants were particularly enthusiastic about the more informal parts of the programme. Although
meeting with very high level officials (e.g. dinner with the Serbian authorities and meeting with the
Albanian Prime Minister and Interior Minister) was the highlight of the trips, they liked the open
and honest presentations, offering them the concrete insights they were looking for. Given the
specificities of the reporting exercise, they acknowledged the valuable opportunity to have access to
such a wide range of stakeholders.

On the meetings during the working dinner with Serbian authorities:

AVery good atmosphere, very wuseful o

=1}

The panel was really exciting!bo
On the meetings during the working dinner with Albania authorities
ifife Al bania PM was direct in his answers and the

AThis was the highlight of the trip. Albania MP &
English was exceptionally goodbo

On the contrary, they were less enthusiastic about presentations judged too technical or too

long (e.g. the visit to the Central Laboratory of Customs Administration and the Introduction to the

Innovation Serbia Project or the presentation on the consolidation of the Law Enforcement Capacities

in Albania PAMECA | V) . The | evel was assessed as not adapt
would have been more beneficial if presented as an illustration after more background information on

IPA had been given.

Lastly, journalists expressed their enthusiasm aboutas moot h and #fAi mpressived orgart
Under IPA2, four more trips were organised:

1 Kosovo** with a focus on culture, sports, youth, civil society and media,

1T Serbia covering emergency ai d, culture and i n
entrepreneurship), transnational cooperation and capacity building,

1 Albania dealing with infrastructure building in the field of transport, institution building, youth
and civil society, and

1 Turkey focusing on civil society, media, justice and trade capacity building.

Trip Dates Nr participants Feedback forms returned

Kosovo* 5-7/11/2014 14 Not available
Serbia 16-18/03/2015 15 Not available
Turkey 15-17/04/2015 13 Not available
Albania 1-3/07/2015 13 12
Total 56 12 available

The trips were well attended and generated print and online coverage, as well as radio broadcast.
There is still potential for coverage to be generated as a result of these trips, which took place
recently. Large media outlets included Die Welt, Der Standard, Liberation, Le Soir, Politiken,
Hamburger Abendblatt, The Financial Times, The Independent, Magyar Nemzet, Nederlands Dagblat

2 * This description is without prejudice to positions on status and is in line with UNSCR 1244 and the ICJ Opinion on the
Kosovo Declaration of Independence.
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and radio stations such as Deutschland radio, Radio Intereconomia, Radio Cesky rozhlas, RNE Radio
and Sveriges Radio.

A feedback from was distributed to all the participants asking them to rate on a 1 to 4 scale (1 i poor,
47 excellent) the different elements of the programme and its logistics, to rate their overall impression
on the press trip. Space was provided for them to make any qualitative comments needed, as well as
an open-ended question on their recommendations on ways to improve the press trip. Not all of the
feedback forms returned are available. In the case of the trips to Albania and Turkey, the press
coverage reports drafted by the contractor include a summary of the evaluation received from the
participants. In addition, the feedback forms returned by the participants to the trip to Albania were
provided to the evaluation team as part of the follow-up to the visit (which was observed by a member
of the evaluation team).

On the basis of the summary provided of the evaluation of the trip to Turkey and the feedback forms

for the trip to Albania, journalists had a very good impression of both trips. The balance found

between meeting with high-level officials and civil society and/or representatives of the private sector

was received positively. Participants really appreciated the easy access to high-level speakers, with

whom the discussion was Ofivaenrdy whnot ewesrse i mar tainau |fartaen, k
hel pful d providing Ainteresting insightsd into topic
an open and honest discussion. During the trip to Albania, participants were very enthusiastic about

the high-level contacts made:

fBeyond my expectations to meet the Prime Ministe
AiGreat to have the opporetveni tpyeotpd etbtal k to such hi
But they also made recommendations to include more youth representatives and local journalists.
Content-wise, they appreciated the content of the programme and the materials provided:

AfiThe civil society representatives were articul at

o

AThe trip was very revealing and informative

Participants also suggested that they would have liked more information on the economy of the
country and its challenges, as well as on governance reforms (e.g. the fight against corruption).

More specific or technical presentations were less well-received, either because of the format of the
discussion (e.g. a meeting with the Youth Adrinet representatives in Albania) or because the
discussion was too specific to offer insights to non-specialists (e.g. PAMECA meeting in Albania or
the Food reference laboratory in Turkey). When too technical, participants suggested the information
to be presented in printed format rather than through an oral presentation.

Overall, the logistics and organisation of the trips were assessed very positively. The only issues
noted related to the travel time to/from Albania and Ankara, where the lack of direct flights put
pressure on the agenda of the participants. The choice of the destination for these press trips had a
strong incidence on the activities that participants could actually attend because travelling overlapped
with some of the activities scheduled and the additional activities participants would plan individually
to maximise the time spent on site.

2.3.3. Awareness raising

Under the first phase of the Awareness-raising campaign, two press trips were organised:
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1T Serbia:dfidotsume, innovation, youth opportunities
f Montenegr o: AiDi scover Montenegroo with a focus on
continued economic development and its bustling cultural scene.

Trip Dates Nr participants Feedback forms returned
Serbia 4-7/06/2014 12 Not available
Montenegro 15-18/06/2014 11 Not available

Total 23

The articles relating to these press trips were included in the final report drafted by the contractor. The
trips generated print and online coverage, as well as radio broadcast in media outlets such as The
Copenhagen Post, La Cr oshExamihed AustiaPesesAgenturz=RNE Radio.s |, I

Individual feedback forms were not available to the evaluators in relation to the above trips and there

was | i mited evidence on the monitoring in the <cont
journalists had appreciated the way that the trips were organised but indicated that some parts of the

programme had been distracting and considered that the trip was too short.

2.3.4. Stakeholder campaign

Four press trips were organised under the Stakeholder campaign:

1. The trip to Albania focused on the key priorities the country still has to tackle according to the
latest EC progress report (rule of law, fight against corruption and organised crime, reform of
the judiciary and economic stagnation)

2. In Serbia, the programme focused on the accession process and negotiations, economic
development, justice, civil society

3. The programme of the trip to Kosovo* was similar and focused on the accession process,
Kosovo*6s economic devel opangmetlia justice and rul e

4. The press trip to Bosnia and Herzegovina covered key priorities for reforms in the country
such as socio-economic issues and fundamental rights

Trip Dates Nr participants Feedback forms returned™
Albania 12-14/11/2014 16 12
Serbia 26-28/11/2014 15 14
Bosnia and Herzegovina 27-30/05/2015 15 12
Kosovo* 10-13/06/2015 14 11
Total 60 49

* This designation is without prejudice to positions on status, and is in line with UNSCR 1244/1999 and the ICJ Opinion on the
Kosovo declaration of independence.

The journalists invited to these trips came from some of the biggest media outlets, notably of the
enlargement-critical EU MS. The trips generated print and online coverage, as well as broadcasts

(Die Press, Le soir, EI Mundo, El Pai s, Le Monde, Le Figaro, LOEXDPpPT €
Gazeta Wyborcza, France 24 or Czech radio, Deutschlandradio).

We analysed the summary of the feedback received from participants.”> The press package
distributed to the journalists included the feedback from, a template harmonised across the four press
trips. The form asked participants to rate different aspects of the trip (--, -, 0, +, ++):

2* Not available
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- Logistics and overall organisation

- Very useful

- Briefings and visits very effective

- Working atmosphere very pleasant

- Quality of the information provided good

Before asking them for more qualitative feedback on
- Which was for them the most interesting part of the trip?
- What would they like to see included in future trips of this kind?
- Other comments / suggestions about the trip.

Overall, the feedback received was very positive. Participants considered that the press trips had
been very useful, the briefings and visits (very) effective and the quality of the information good to
very good. The trips also scored very high in terms of the working atmosphere and the overall
logistics and organisation.

Participants particularly appreciated the opportunity to meet high-level officials. The format
allowed them to have an easy access to these stakeholders, to have direct exchanges with them and
to provide relevant materials for any future reporting. Overall, the variety of speakers and the many
perspectives on the different topics were praised. In some cases, journalists stated that they would
appreciate to have meetings with the opposition, with even higher-level speakers (e.g. the Prime
Minister in Albania) or more local people too. They acknowledged the added value for them to
establish contacts in the countries visited.

Journalists made a few recommendations as to the practicalities of the trips. In particular, they
emphasised the need to use more off the record briefings, whenever needed, to encourage a more
open discussion with the speakers, as well as the value of informal setting in that respect. A few
comments were made on the scheduling of the different activities, to either have fewer but longer
sessions and allow for a more in-depth discussion, organise more field trips not to stay in one location
only (e.g. field trip to Mitrovica in Kosovo*® or Srebrenica in Bosnia and Herzegovina given the
proximity to the 20" anniversary at the time) schedule more free time for the participants to conduct
their own fieldwork.

2.4. Key findings

On the basis of the detailed feedback received and reviewed, the following elements can be put
forward:

A Press trips constituted a very good opportunity for participants to gain a better understanding
of the accession process and of the particular situations of the countries visited

A They also constituted a very good opportunity to collect materials and to establish contacts for
any future media coverage

A Participants appreciated the access provided to a variety of stakeholders and key informants,
at different levels, although some more time could have been allotted to networking in the
countries

% |ndividual feedback forms were not available, only the consolidated summary of the feedback was included in the press trip
reports.

% x This designation is without prejudice to positions on status, and is in line with UNSCR 1244/1999 and the ICJ Opinion on
the Kosovo declaration of independence.
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Substantially, the value of the programmes was acknowledged, in terms of the range of topics
covered and the quality of the information materials distributed, although it could have
benefited from a better representation of different perspectives.

Journalists were appreciative of the use of both formal and informal settings, off and on the
record meetings, in order to encourage an open discussion and to have the opportunity to
interact with the speakers more freely.

Despite the time constraint, the excellent organisation and good relations with the contractors
and the EC representatives present left an excellent impression on the journalists.

Minor suggestions as to the programming were made, e.g. rethinking the ratio number of
sessions scheduled / length of the session, more field trips to avoid a centric view and allow
more free time for the participants to conduct their own field work.
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3. Annex 3: Visibility events A

3.1. Overview - film festivals

The communication agencies implementing the communication activities supported by DG NEAR
identified a number of existing, well-established cultural and sports events in which DG NEAR could
be present. They constituted opportunities to further support the general and specific objectives of the
campaign(s) under which they were organised and to reach out to the identified target groups.

As part of this evaluation, it was agreed that the contractors would attend two film festivals:
1. The Edinburgh International Film Festival
2. The Odense Film Festival

The participation of DG NEAR to these festivals took place under the second implementation phase of
the awareness-raising campaign. As such, they constituted an additional opportunity to reach out to
the general public (the target of this campaign). In addition to providing information on enlargement
participation in these events allowed a testing of some of the many films produced by DG NEAR with
informed audiences, as well as using films as channels to present the contemporary societies and
cultures of the candidates and potential candidates, in-line with the Terms of Reference to the
awareness-raising campaign on EU enlargement (p.13).

This annex presents the findings of the direct observation undertaken at the Festivals.

3.2. Edinburgh International Film Festival
3.2.1. Introduction

The Edinburgh International Film Festival (EIFF) is an annual fortnight of cinema screenings and
related events taking place each June. Established in 1947, it is the world's oldest continually running
film festival. The EIFF presents both UK and international films. All titles are world, international,
European or UK Premieres, in all genres and lengths. This year, the EIFF ran from 17" to 28" June .
DG NEAR was present over the final weekend of 27" and 28" June.

The three Edinburgh Festivals (the Fesdléstadishedj t sel f ,

high-quality events with international status, while Edinburgh as a city has a very strong literary and
cultural tradition A priori, any association with these events should be positive. In addition, attitudes
towards the EU in Scotland are generally more positive than in England; there is even talk in some
guarter sndoefpefmalre nt Sc ot | Sonisduesi amund the aharazter.and status of
candidate countries have more than academic interest.

3.2.2. Goals and objectives of EC presence at the event

The purpose of being at the EIFF was to inform people about the countries in the enlargement
process. The audience is the general public. The principle was to support film directors from the

enlargement countries rather than fiims thatareabout t he countri es. For

in Montenegroo was put forward as a candidate
decided not to support it.

Karl Christian Bauer, senior representative of Media Consulta at the event

Mr Bauer confirmed that the aim of the DG NEAR presence at the event was to raise awareness of
the enlargement process. In general, presence at cultural events gives people an idea of what the
enlargement countries are doing and of the fact that they are also able to produce good quality films.
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Staff members on the stands at film festivals also face questions about Greece and other issues.
They are not permitted to give out political information. They have information material, and they refer
other questions to the Commission by email or via the website.

Media Consulta have a schedule of countries to cover and a list of DG NEAR films they would like to
show. I n this case, they were | ooking for an
and they made contact with EIFF. The two showings chosen were the most appropriate with regard
to the artists and to the films. Any solution also has to work with the timeframe, the budget and the
type of film. In the case of the EIFF, they were screening films from candidate countries and inviting
the Directors to speak. So it was the best possible combination.

The target audience is quite wide, not excluding or particularly including anybody. Young people
make up most, but not all, of the Festival audience. The aim is to give them the idea of the values
shared with candidate countries. In this context, the self-completed quiz raises questions which might
not be known by everybody to get them interested in these countries and in the process. It also
shows them what the candidate are able to offer to the EU.

Brochures and other publicity materials are provided to Media Consulta by the European
Commission. As well as information material on the enlargement process, there is also material for
the photo exhibition, along with giveaways like calendars, postcards and magnets to attract attention.
They distribute the same information materials and brochures at other cinemas and at locations run
by the Festival. The Festival organisers supply volunteers to help with this task. In addition, they take
a full page advertisement in the Festival catalogue, with logos, and distribute flyers and posters
around the city.

Full-page advert in EIFF brochure

Did you know that as
a result of
enlargements the

1, with
an 500 million
citizens?

Interview with official event partners
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Ken Hay, Chief Executive, Edinburgh International Film Festival and Julianne Reddin, Development
Manager

The EIFF team fel't that the film fiHidden Treasur eo

show very carefully and this one scored highly. On the logistical side, they reported that Media

Consulta were very efficient, providing a clear
what the volunteers needed to know. They felt this was a strong, clear campaign. i We s omet i
have

have tocreatecamp ai gns f or our supporters, they EtBprder
long-term planning rather than leaving it all to the last minute.

They explained that their focus is on directors from the region. The Festival is very much an industry
event and their aim is to work with and collaborating with flmmakers. So for them the key question
when selecting films to show is how do they fit with the objective of the Festival, not with the
objectives of the eventds supporters.

3.2.3. Monitoring

Media Consulta count the number of quiz participants (80 on this occasion) and the number of visitors
at the screening.

The representative from DG NEAR, who was present at the event, explained that her role for DG
NEAR was on-the-spot monitoring to ensure that what had been agreed with Media Consulta was
actually carried out. For the DG, key success factors, included the number of people at the stand and
their levels of interest. If was suggested that if people blog about the event afterwards, that raises
visibility.

They also look at how many people actually come to see the film and listen to the question and
answer with the Director afterwards, there is a moderator and as part of the discussion about the film
they ask three to five questions related to how the Director sees their country in the future if they

bri
me s

w

e

a

become an EU member etc...The DG pays the moderator 0:¢

DG NEAR also take note of the level of interest in the questions and the answers. More detailed data
is provided by Media Consulta. They submit a light report immediately afterwards and within a month,
they submit a detailed report of +/- 10 pages with data on numbers of visitors and press clips.

3.2.4. Description / assessment of the event

A film festival is not a single, discrete event; it is a series of screenings at a number of different
locations over a period of time and the EIFF adheres to this format.

Filmhouse exterior

The centre of activities is The Filmhouse, a long-
established art-house cinema in Lothian Road, not far from
Princes Street in the centre of the city. As well as housing
the EIFF offices, it has a coffee bar/café which serves as a
meeting place and to some extent as a focus for those
participating in the festival (directors, exhibitors) as well as
visitors.

DG NEAROGsSs support for the
two screenings, one in The Filmhouse and one at a
separate venue, Cineworld. In both cases, there was a
physical presence (stand, brochures, etc.) as well as a
screening of the short fil
main film(s).

The Filmhouse screening took place at 14.50 on Saturday

Experienceo, it consi sted
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around a single theme. The Cineworld screening took place at 13.40 on Sunday 28" June. It
consisted of a feature |l engthofdfoC uaneomutartyh & REumakies h Rf
the late 20" and early 21% centuries.

The Filmhouse

The Filmhouse café seats perhaps 150 people. It was about one third full for lunch on Saturday 27"
June. The DG NEAR stand was set up during the morning and opened at 12.00. It was positioned
between the café and the entrance to the cinema. It was in a fairly prominent position, although
because of the layout of the building it was possible to enter and leave the café and/or the cinema
with passing directly in front of the stand. Unfortunately, because of the ceiling height, it was not
possible to erect the stand fully and the horizontal banner across the top could not be deployed. This
reduced the stand to the level of a counter or desk and did diminish its presence somewhat. Some
while after it was set up, it was noticed that one of the posters was in French (Scots, like their English
neighbours, are not noted for their mastery of foreign languages). This was later rectified. The desk
was well-stocked with brochures and manned by two representatives of Media Consulta and two local
volunteers. All wore DG NEAR tee-shirts.

By 14.25 there were still very few cinema goers. One of those managing the desk tried to interest
some lunchers in the brochures, but without success.

By 14.50, there were about 40 people in the cinema. In her opening remarks, the moderator
explained that the films were about formal contemplation and formal imagination asking us to question
the world. This aimed to open up different ways of seeing the world by making a journey though
different visual experiences. She then read the text about EC support and involvement in a rather flat,
uninterested voice.

The EC |l ogo was shown at the outset, then fAHidden Tr
specifically supported the second short f irdctar, s hown,
Kenneth Feinstein. The EC logo and the Growing Together logo were both printed next to the film
creditsonthehal-fpage handout supplied by EI FF. | n khe . Feins
movement of criss-crossing elevators inside a department store, creating a formal arrangement that
gives rise to reverie, perception shifts and the mind wanderso . I't runs for seven minu

The debate at The Filmhouse. Sadly, with no mention of EU support

After all the short films had been screened, the moderator conducted an interview with Mr. Feinstein.
During this interview, there were no questions about his Turkish origins, nor about Turkey and the EU,
nor about enlargement. At one stage, he explained that the images of the escalator had been filmed
in a Turkish department store, which would have been the perfect cue to introduce the country and
the enlargement these. This was not done. | raised this point with the Festival organisers afterwards
and was told they thought Mr. Feinstein was from Singapore (he is currently working there). They had
not, therefore, made the connection with Turkey and had not briefed the moderator i despite the
presence of the EC and DG NEAR logos on the programme. This opportunity was thus completely
lost.

No media were present.
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Cineworld

Entrance to the Cineworld multiplex

|4

Cineworld is located at Fountain Bridge, some 15

minutes by car or bus from the centre of Edinburgh. It is

a large, modern complex of 14 screens within a shopping

mall. It was immediately obvious that in such a location,

with an overwhel mi ng wamdng,nt of f
merchandise and publicity, it was simply not possible for

a relatively small sponsor to have a strong visible

presence. It was the EIFF who advised DG NEAR to

move their main presence from Cineworld to Filmhouse

this year and that was clearly good advice.

However, there was no visible me
Treasur eo, nor of t hoef ffOR edmoackueme nReamiyx ,a nRriwher e among
Cineworld, not even at the EIFF desk of the box office.

The DG NEAR sponsored film was due to be shown in the first Cinema on the left at the beginning of
a long corridor with further screens off to both left and right. In theory, this should have been a good
location as visitors to other screens would have to pass the DG NEAR publicity stand. Unfortunately,
the corridor was so crowded that the stand had to be placed inside the entrance to Cinema 12, where
it was not visible from the main corridor. There were probably 500+ people in the entrance area at
one time or another, but only those actually coming right into Cinema 12 would have seen the poster
and publicity materials.

At 1.10, no cinema-goers had arrived in Cinema 12. The MC organiser said, i we expect peopl e
come just for the film and they prAshb athley fAvwomdti eh adbvaeg st
being packed, | noticed that they included a calendar. This was the largest object in the bag and it

seemed a little incongruous as an item to be included on 28" June.

The fARemi xé0 documentary was Ifistratesmmbod Turkish sbaety hasy and v
changed and continues to change. The MC briefing to the volunteers concentrated on Turkey and EU

candidate countries in SE Europe. The MC organiser talked about the enlargement process and

explained that these countries want to join the EU and Europe is helping them develop. He mentioned

that there was some criticism of enlargement because of the situation in Greece and volunteers

should be aware of that. He explained that the aim of campaign is to raise awareness about the

countries, particularly in the fields of arts and culture (so the Commission is also present at book

festivals, arts festivals etc). The organisers are helping visitors to understand the values they share

as Europeans with the candidate countries. There was no mention of any benefits to the EU of

enlargement.

The capacity of Cinema 12 is about 150-175. The cinema filled up rapidly in the few minutes before

the film started. About 50-60 people were present. The stand was in a better position at the entry

point than in The Filmhouse; there was no way for those entering Cinema 12 to avoid the stand and

the volunteers. As far as | was able to see, all t h
one had time to stop and ask questions.

Hidden Treasur e 8 was shown at the outset. I't has already
more plaudits from this reviewer. But it deserves to be noted that it looks very good on a hig screen in

a mainstream cinema. The production quality shines through. The audience was attentive and some

started to try and guess which the countries were as the sequences progressed. There were a few

happily surprised fiahso when they turned out to be mi

Because his schedule had changed, the interview with Cem Kaya, the Director, had taken place a
week before. There was therefore no introduction and no question and answer session afterwards.
Apparently, the interview was available online, but | saw no publicity to this effect.

No media were present.
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The EC stand at The Filmhouse

On this occasion, the impact of the stand itself was limited by the fact that the ceiling was too low (or
the stand was too high for the room). But the posters were highly visible. The EU blue and the
Growing Together branding were both present. During the time | was in the festival café, | counted no
more than thirty visitors; but it should be mentioned that the stand was manned with volunteers
throughout the afternoon and into the early evening. More than that number completed the quiz, so
there was clearly more contact.

Those manning the stand i volunteers and MC staff i worked with unfailing enthusiasm and good
humour. They sought people out, they answered questions and they encouraged participation in the
quiz.

There was also a photo exhibition at The Filmhouse. This took the form of a slideshow of
photographs of interesting and amusing images from enlargement countries, shown on TV monitors
around the room. There were a large number of movie posters on the walls of the room and it has to
be said that when one was sitting at the tables in the café, the screens did not really stand out.

However, a point made by Ken Hay, EIFF Chief Executive, was that the photo exhibition had been
quite a success later at night in the bar. Perhaps because the screens showing the photos were set
at eye level, people standing up had been much more interested in them. Quite a few of those at the
bar had commented on the photos as being distinctive: they were clearly not stills from movies, nor
were they just location pictures. When it was explained by EIFF staff that they were pictures of
candidate countries, the discussion had first turned to which enlargement countries would be
preferred as holiday destinations, followed by questions about where exactly they were and then the
connection to the Festival i at which point the cultural links had been explained.

Interviews with visitors to stand/passersby

| spoke to a cross-section of people in the café who had picked up materials from the stand and/or
were completing the qui z. The word most wused
with the layout and quality of the materials.
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Flyers distributed at EIFF

So similar,
so different,

ugh the
Western Balkans and Turkey

Enlargement of the

European Union - &

‘GROWING TOGETHER

However, they were mostly unaware that one of the short films to be shown was made by a Turkish
director and frequently surprised to hear that Turkey was still a candidate for membership of the EU.
All agreed that the staff on the stand had been polite and helpful. When asked what they would like to
see from the EU on the topic of enlargement, the most frequent answer was that they would like to be
told what was happening, was somebody about to join, etc.
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Quiz distributed at EIFF

J: Check out the leaflet about Enlargement of the European Union
for help with the answers!

Enlargement of the European Union

How much do you know about the EU and the countries
hoping to join it?

. Which country joined the European Union on 1 July 2013?

Croatia Bulgaria Poland

g

How many Member States does the European Union now have?

27 28 36

From which candidate country of the European Union does
tennis placer Novak Djokovi¢ come from?

o Turkey 7 Serbia 1 The former Yugoslav Republic of
Macedonia

>

Which UNESCO World Heritage site is located in the former
Yugoslav Republic of Macedonia?

Mont Saint-Michel o Géreme National Park City of Ohrid

o

Kosovo has the youngest population in Europe with a median
age of...?

27 years 30 years = 35 years

turn page >

Interviews with cinema-goers
The Filmhouse

At the end | of the screening, | introduced myself and asked the group of five or six people sitting
around me what they thought of the films. This first question was deliberately vague, | made no
specific reference to the EC film. There was general agreement that the various shorts were
interesting and that it was good to have the director there to explain the thinking behind one of them.

When | asked what they thought of the Vvhichohdwasn i n par
thatd ? Only one waesr stohnata stkheed ofine wi t h |hadthesimpoe$siordi f f er er
that the fact they had just seen eight short films made the EC film just one of nine, rather than the

single short before the main picture.

When | asked what they thought of it, there was no real response, just a long pause. Eventually, one

person asked me what it was trying to say. | explained that the theme was that our near neighbours,

just beyond the borders of the EU, are really very like us. Everyone agreed, once it was pointed out,

that this was true. Howeverperdhhrapsofyouldboee npt e sasrkt

peopled . It transpired that two of the group were Amer.

Scots.

| asked the two Scots what was their view on enlarging the EU. Their first reply was that they thought
this a strange question coming from an Englishman, as the English were trying to leave the EU. |
repeated that | was working with DG NEAR and added that not all the English shared that point of
view, then re-asked the question. The conversation immediately turned to migration in the
Mediterranean, which had been on the TV news, and the possible impact of further enlargement. |
explained that much good work was being done on the ground in countries of origin and at sea, as
well as in reception centres. But before | could bring the conversation back to enlargement, they had
to leave.
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Cineworld

As at The Filmhouse, at the end | of the screening, | introduced myself and asked the group of five or
six people sitting around me what they thought of the films. | made no specific reference to the EC
film, but I did mention that | was working with the European Commission.

The i mmediate, very strong reaction was a series of
Among the printable remarks were:
AWoul dndt you say thereds not much good in the gooo
AiYoudre just creating |landfillo
Al ol l recycl e atnh es hboavge, tbhuet cyaduendar 0
AA calendar and a couple of postcards, so what?90
ATurkish delight it isndto
As they delved further into the bags and discovered the brochure, the mood softened slightly.
Comments included:
fEuropeds a good thitnlgi sanids a¥41**®dut most of
ioh, therebébs a brochure, daye thatés brings it back
They then left the Cinema.
Outside, only two people had stayed to look at the poster and read it on the way out. The two of them
then went and sat down nearby and read the printed materials very carefully. After giving them time
to absorb what they had read, | went over and asked them what they thought of the materials.
They r eWellike ¢hd brocliure. We are both Serbian and we hope to join. But we know it
wonodét begtimoyetdoa | on
| suggested it migatodobeopeinmyenires, weidAt.hdoink it will

3.2.5. Main findings
1 Eilm festivals

It should be said at the outset that if the DG wishes to emphasize the cultural similarities and
connections between the EU and its candidate neighbours, then film festivals are good places to do
so. They are attended by people who are already interested in culture, have an interest in cultures
other than their own and are ready and willing to debate the issues raised by the films they see.

One of the aims of this campaign is to stimulate informed debate - information without debate or
reinforcement is only half the task i and, in general, Festival organisers like to arrange debates;
indeed they positively encourage them.

So it is greatly to be regretted that no debates took place alongside the films on this occasion. But if it
so wishes, DG NEAR does have the opportunity to re-enforce its presence in Edinburgh in the future.
One suggestion made by the EIFF organisers was for the DG to host a dinner or dinners for small
numbers of opinion-formers. This allows for a more wide-ranging question and answer session to
discuss issues in more depth. Another suggestion was for a hosted discussion with two or three film
makers in front of an invited audience (100 i 200 people). This would be separate from the film
screenings, run for longer and delve more deeply into the issues.

Specifically, 2017 will be the 70" anniversary of the Festival and the emergence of the post-war
sharing of ideals in Europe is intended to be one of the major themes of the year. On the face of it,
this seems to fit very well with the broader aims of the DG NEAR campaign.

Two caveats: this is a truly international audience, not just a European one. Not all those present will
be EU citizens. Also, the Festival organisers have their own agenda i much more so than at, say, a
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Trade Show which is more of a neutral platform. The exact synergy between the campaign
messaging and the Festival messaging needs to be carefully considered.

1 Logistics

DG NEAR provide Media Consulta with very clear briefs and monitor their adherence closely. This is
laudable, but does leave little room for manoeuvre on the ground. Last-minute changes entail a
cumbersome approvals process.

There is also an issue in the briefing process: the DG briefs one team from Media Consulta, but
another team from Media Consulta actually manage the event. They in turn brief the organisers, who
are then supposed to brief the volunteers, although | saw briefings (well) conducted by Media
Consulta, rather than by EIFF. In such a chain, it is easy for the nuances in messaging to become
lost. In my opinion, it was this long chain which meant that the importance of asking the EU-related
guestions to Mr Feinstien was overlooked.

M Value for money

Media Consulta have an overall budget which is divided between the various events they attend, but
they are only able to provide a final budget figure after the event, since there are a large number of
variable costs.

However, both Media Consulta and the DG NEAR representative agreed that the approximate budget

for DG NEARGO6s attendance at t he EleWds. Thahis ndtGadually wa s

a complete figure, since it does not include the production costs of the publicity materials.

About 100 people saw the fAHidden treasureo fi
talked to the campaign staff. On the face of it, that does not seem to represent value for money. Itis
true that flyers and posters were distributed elsewhere, but sending a team of people with equipment
to spend two days on the ground just to leave materials on the off-chance that they will be picked up
is not efficient communications.

 Communications mix

The priority for the EIFF presence seemed to be on distributing the printed materials rather than
engaging directly with the target audience. Leafleting may have been effective 10 or 15 years ago, but
the world has moved on. Audiences expect dialogue, not just one-way communication. That does
not mean trying to change the mind of every visitor to the stand, but it does mean establishing a forum
or fora where real debate can take place and where festival-goers can more closely engage with the
issues. The DG produces high quality communications tools, but on the evidence of this event, does
not make best use of its communications channels.
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3.3. Odense International Film Festival
3.3.1. Introduction

Odense Film Festival” i iExpect the unexpect"bidhdayin03, @densafimng it s
Festival i s Denmar k 6 sn 2013 theysbecanfeiDlem mi e & © is v dlialifyagh d Ois c ar
film festival. Meaning winners from the Main Competition and from the Danish Competition go straight

to the pre-jury of the Academy Awards in Hollywood. As of 2015, they are in yet another Oscar-

qualifying category, which means that this year, the winner of the Animation Competition will also be

in the running for an Oscar nomination. The event is open to all; everyone can take part in the

festivities. The events and film screenings are free, so everyone may join.

This is an international event with a local flavour and a wide target audience, ranging from the young
to pensioners, but also with an extensive programme for youth from pre-schoolers to high-school
students. There is no specific profile of the people attending; they come from all walks of life; but are
united by their interest in film and their curiosity.

The festival takes place in the very heart of Odense, in the area of the century-old Brandts textile mill,
closed in 1977 and later renovated. Brandts has been a cultural institution at the heart of Odense for
decades. In 2005, it gained an Educational Centre with three workshops: a media workshop, a photo
workshop, and an art workshop. The area around Brandts is the cultural centre of the city and a very
familiar name to all Danes. The area around Brandts includes the Café Biografen (Cinema),
Kulturmaskinen, Magasinet and the open-air area of the Amfi Theatre, all in very close proximity;
creating a bubble of film festival and culture aimed open to all.

The festival took place between 24/08/2015 and 29/08/2015.
3.3.2. Goals and objectives
Objectives
The objectives for DG NEAR of the campaign and specifically of being at OFF2015 were:
- to raise awareness about the enlargement process; and
- the countries:
o their cultures;

o the differences but above all their similarities with the Member States of the EU
(common values and common aspirations, being quite close culturally, going beyond
stereotypes, shedding light on the cultural aspects and on how modern they actually
are).

The goal was to reach the public, particularly youth, as well as media. The reason for the focus on
media and youth was that both are (seen as) information multipliers.

Why this event

The event was chosen because it is a well-known, high-visibility event. Furthermore, it attracts many

visitors. An important aspect in choosing this event was also the possibility for the films to have their

own fisectiono, with mul t% phusebringing |people tegbtitewand giving as e g u e n C ¢
clear image of the region / topic. Furthermore, having the Directors of three of the films present for a

Q&A after the screening gave the opportunity for a debate around enlargement as well as filmmaking

in the region.

27 http:/www. filmfestival.dk/en/what-is-off/ last visited 18/08/2015

®The five films shown as part of the EC sponsor eHeaversoMomingmi | ar , S 0
prayers; Agri and the mountain; Sthorzina; and Drop by sometime.
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The messages and getting it across

The key campaign message for the event that it was h
so different, so Europeano.

The materials made available for the event were deliberately lightweight as people were unlikely to
want to carry around a lot of materials. These materials include a leaflet and postcards. The idea of
these materials was awareness-raising. A stand with a screen and materials was also used.

Monitoring

For the DG, key success factors were considered to be not just reaching the target audience (both
general public, but also youth and media), but the nhumber of people stopping at the stand, their level
of interest (in the subject and the materials), whether they wanted more information and how engaged
they were in the debate.

Birgitte Weinberger, Head of Festival for OFF

Birgitte Weinberger, Head of the Festival and Culture Consultant for the Odense municipality has
been organising the festival for the last seven years. She was positively inclined when they were
contacted and asked if they were willing to participate in the campaign, but surprised by the
subsequent need to apply for this.

OFF is an open festival, diversity is a key value and message. Diversity and openness to what is

beyond Denmark and beyond the EU - across the world - is essential. The events include films from

over 35 countries and Birgitte was eager for OFF to serve as enabler and personally found the slogan

iSo similar, so different, s 0 Eessage.[Sheaassimed @RFwasgood an
selected as a partner, because it was an international short film festival with a wide audience and

therefore a good platform.

She felt that South East Europe and the films shown are a hard topic to communicate about and it is
hard to reach a group interested in the topic. OFF had tried to boost the audience by sending out a
recommendation to high schools flagging it as something that could be interesting for the students to
watch.

Birgitte did see some challenges and room for improvement in the future. The current approach limits
the audience to those who are interested in South East Europe and those who seek out the topic.
OFF does not allow commercials and it would not be feasible to have EU enlargement clips before
each film, because film-goers go to multiple films during the festival and would get annoyed with the
clips. It would also not be an option to show short films such as those selected for this campaign
before other films as the audience goes to see specific films and would be annoyed if these clips were
imposed on them. Whilst grouping the short films into a single section enables the showing of the
films and allows for an interesting debate with the film directors (seen as an important added value),
the format does not immediately reach a wider audience.

Birgitte suggested that it would be worth considering how the money was best spent to create value. It
would be worth considering how to create the interest from groups not already interested in the topic.
However, a first step would be to reduce the administrative burden for those who take the projects on
and give the organisers more freedom to organise what they think is right and would work. Birgitte
suggested that a possible approach (at OFF and perhaps beyond) would be to find a (well-selected)
celebrity sponsor whose values are aligned with the message and use this person to promote a full
evening event with food, films and debate, targeting the young in particular. This would generate
more added value and would get the message out beyond those already interested in the topic or
region.

3.3.3. Description / assessment of the Event

The film festival, as mentioned, took place at the centre of the city of Odense, in a location that is well-
known for cultural events and is a busy area.
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The festival area encompassed ten locations, within a relatively small area:
1. Magasinet (screening venue);

Café biografen (three screening venues);

Amfiscenen (screening venue);

Studenterhuset (screening venue);

Brandts (museum and activity area);

o g~ w D

Kulturmaskinen:
a. Pejsestuen (screening venue);

b. Videobar (providing ipads for
on-demand screening);

c. Bgrnehjgrnet (childrens corner);
d. Festival headquarters
7. Odense filmveaerksted (film workshop);
8. Rosenbaekhuset (seminars and workshops);
9. Farvergarden (outdoor activity area);
10. Teater 95b (screening venue).

The screenings of the five EU films took place at Teater
95b.

Teater 95b

Teater 95b is a venue on the outskirts of the festival area,
somewhat off the beaten track. The venue is nevertheless
not that far
from the
main area

(approximately a 2-3 minute walk), but it is located in a
back alley, which is not that easy to find due to very

limited signage.
The venue itself is a charming little theatre, in a new building, in the courtyard of a residential area.

The entrance to the venue showed no specific EU branding or campaign materials. However, there
was an OFF2015 poster and a red carpet to indicate that it was a venue for the festival.
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