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1. Campaign Strategy



Communication goals

To raise the audience's 
awareness of the problem 
of undeclared work

To develop a basic level of 
understanding of the 
problem by target groups

1 2

To improve the knowledge 
of target audiences about 
the benefits of declared 
work

3
3



Communication Strategy

1. Differentiating target groups by the level of potential impact on their 
behaviour to determine the order of precedence of communication efforts

2. Promoting consumption of the correct terms and understanding of the 
essence of the problem:
− filling the media space with explainers on undeclared work, risks and 

fines for employers and employees
3. Forming a positive flow of information with respect to the topic both in 

traditional media and in social media:
− shifting the focus in press releases and news from descriptions of the 

process onto the positive results of the SLS's activities
− adding the format of success stories wherever possible

4. Ensuring the consistency of visual solutions and messages



Campaign structure and key messages 

Declared work 
protects workers’ 
labour and social 
rights

Declared work gives 
the employer 
opportunities for 
development

Fines for the use of 
undeclared work

Undeclared work is a 
problem in Ukraine 

for all audiences for employees
and employers in 

2021 

for employers

topics for various promotional materials



Structure of the 2021 campaign by channels

The the website of the State Labour Service is the information platform of 
the campaign*

Digital 
• Google search
• video ads 

on YouTube
• video ads

on Facebook

TV + Radio 
• videos under social 

quota
• audio reels under social 

quota 
Indoor advertising
• placement of posters 

in public transport

Channels of state bodies 
and social partners 
• Poster placement
• video placement
• placement of banners

* Overcoming Undeclared Work page on dsp.gov.ua. 

OOH advertising
• Citylights
• Billboards 

http://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/


Overcoming Undeclared 
Work page on dsp.gov.ua

Special project on NV.ua.

Advertising

in Russian

Information campaign tools

TV videos and radio reels 2020 under social quota

Posters, citylights, billboards 
based on the resources of 
the State Labour Service

Integration into the EUKraina 
Framework Campaign

Posters 2020 via
partner information 
channels

in Ukrainian

Promotion via 
social networks 
of the State 
Labour Service

Integration with the Student 
Advertising Festival

Videos on displays in public places 

Participation of speakers 
of the State Labour 
Service in TV and radio 
programmes

Placement of information 
materials in print and online 
media

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/
https://nv.ua/project/vihod-na-svitlo-ili-pochemu-vazhno-deklarirovat-trudovye-otnosheniya-50101298.html?utm_source=site&utm_medium=menu&utm_campaign=menu_sub_desktop


The focus of the 2021 campaign

Explaining social and labour rights to target 
audiences



2. Key Results
reach and effectiveness



Reach

883 631

1,030,000

20 606

digital campaign

placement through 
stakeholders

special projects

over 2 million
overall campaign 
reach*

By tools

*reach is determined without taking into account the ad placement through regional departments of the SLS on TV/radio under social quota, due to the fact that it 
is impossible to measure it



Campaign effectiveness* 

21% of employees are ready to demand that their employment be 
declared 
in 2020 the respective number was 15%

*according to an online survey

Coverage of the target audience amounts to 29%
in 2020 it was 18%

21% of employers are ready to check if their employees are 
correctly registered
in 2020 the number was 6%

The audience's awareness is 53%
in 2020 it was 47%



3. Information materials



The information materials developed in 2021 focused 
on specific topics and mostly targeted employers

Employees
§ How to check whether the Single 

Social Security Tax is paid
§ Employment contract and 

independent contractor 
agreement: which option should 
the employee choose?

Employers
§ Rules for employing minors 
§ Working while pregnant and 

employment of workers with 
children 

§ Remote work vs home-based work

For both audiences

§ Electronic employment record book



Topic 1: How an employee can check 
the registration of employment and 
payment of the social security tax by 
the employer
Explainer for employees:
§ It explains what pensionable service is 

and what its implications are
§ Where one can check Single Social 

Security Tax payments and pensionable 
service

§ Infographics: step-by-step instructions 
for checking pensionable service and 
paid social security tax

Developed in partnership with the Pension Fund of Ukraine

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/iak-pratsivnyku-pereviryty-oformlennia-trudovykh-vidnosyn-i-splatu-strakhovykh-vneskiv-robotodavtsem/


Topic 2: Employment contract and 
independent contractor agreement: which 
option should the employee choose? 

Explainer for employees:
§ It explains the difference between an 

employment contract and an independent 
contractor agreement

§ How to check your status and avoid 
substitution of employment relationships with 
independent contractor relations

§ Infographics: what is the difference between 
employment contracts and independent 
contractor agreements?

§ Infographics: a checklist for determining 
employment relationships

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/trudovyi-chy-tsyvilno-pravovyi-dohovir/


Topic 3: How to properly register a minor 
employee

Explainer for employers:
§ The conditions under which adolescents can 

be hired

§ The restrictions on the work of minors are

§ How to register a minor employee

§ Infographics: what you need to know

§ Infographics: step-by-step instructions on how 
to register a minor employee

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/iak-pravylno-oformyty-nepovnolitnoho-pratsivnyka/


Topic 4: What an employer 
needs to know about pregnant
workers and workers with 
children

Explainer for employers:
§ Who and in what cases cannot be 

denied employment

§ What the working conditions, 
additional guarantees, leaves, etc. 
should be

§ Infographics: leaves
§ Infographics: labour and social 

guarantees

https://dsp.gov.ua/shcho-potribno-znaty-robotodavtsiu-pro-pratsiu-vahitnykh-zhinok-i-pratsivnykiv-iz-ditmy/


Topic 5: Remote work: what 
the employer needs to know

Explainer for employers:
§ It explains how remote work differs from 

home-based work

§ What work can be done remotely

§ How to register the employment of a remote 
worker

§ Remote workers' rights, Home Office, how to 
pay remote workers

§ Infographics: the difference between remote 
and home-based work

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/dystantsiina-robota-pro-shcho-treba-znaty-robotodavtsiu/


Topic 6: Electronic employment 
record book: what employers and 
employees need to know

Explainer for employers and employees:
§ how to use the electronic employment record 

book 

§ Infographics: step-by-step instructions for 
employees and employers

Developed in partnership with the Pension Fund of Ukraine

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/elektronna-trudova-knyzhka-pro-shcho-varto-znaty-robotodavtsiam-i-pratsivnykam/


Videos
Animated videos, 30 and 15 seconds, elaborating on the key topics

Video 1. The guarantees you get based on the 
pensionable service and payment of the SSST

Video 2. What is the difference between 
an employment contract and an 
independent contractor agreement

Developed in partnership with the Pension Fund of Ukraine

https://www.youtube.com/watch?v=H1aaosAPbU4
https://www.youtube.com/watch?v=wUV2gQCb4no


Videos
Animated videos, 30 and 15 seconds, elaborating on the key topics

Video 3. Rules for employing minors Video 4. Working while pregnant and 
employment of workers with children

https://www.youtube.com/watch?v=_LidiZOlU44
https://www.youtube.com/watch?v=AkV9VnVt4nc


Videos
Animated videos, 30 and 15 seconds, elaborating on the key topics

Video 5. Remote and home-based work Video 6. Electronic employment record 
book: what you need to know

Developed in partnership with the Pension Fund 
of Ukraine

https://www.youtube.com/watch?v=DRGjT-azUgc
https://www.youtube.com/watch?v=xCmu4CgeDcI


Radio reels on the following topics:

1. Employment of minors

2. Employment contract and independent contractor agreement

3. Working while pregnant and employment of workers with children

https://drive.google.com/drive/folders/1z7quhwfxUkstcyWQ5u2bjCoBDj-FbI5G?usp=sharing


Information leaflet for employers
Employment of minors

This leaflet is also available in black and white so that 
it could be printed from office printers



Integration with the EUKraina Framework Campaign

§ The government campaign EUKraina
elaborates on the 6 basic European 
values, informs about the practical 
implications of European integration and 
the benefits and opportunities that 
appear in the lives of Ukrainians due to 
the integration of our country into the 
EU

§ We have developed 4 layouts with key 
messages to be distributed online and 
offline

https://association4u.in.ua/




4. Distribution of 
Information Materials

digital | special project of NV.ua | work with partners | work of the regional 
departments of the State Labour Service | USAF



4.1 Digital Campaign
Google Search | Facebook | YouTube



Campaign period
June-December 2021

Inputs
Purpose
to inform as many Internet users as 
possible about undeclared work

Tools
Keyword advertising on Google, non-
skippable YouTube videos, advertising on 
Facebook



More about the tools

Google search implies advertising on the subject of "Tackling 
Undeclared Work" based on keywords in Google search

Facebook posting involves targeted promotion of posts and 
videos for the audience of employers, employees, freelancers, 
students and adolescents 

Non-skippable YouTube ads include 5 keyword-based 15-second 
videos that cannot be skipped



Overcoming Undeclared 
Work page on dsp.gov.ua.

Special project on NV.ua.

Advertising

queries in Russian

Structure of the digital campaign

Promotion of 
posts with 
videos

Promotion of 
posts with 
infographics

Non-skippable 
videos

queries in Ukrainian

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/
https://nv.ua/project/vihod-na-svitlo-ili-pochemu-vazhno-deklarirovat-trudovye-otnosheniya-50101298.html?utm_source=site&utm_medium=menu&utm_campaign=menu_sub_desktop


Digital campaign reach

466,81

33,56

493,10

845,65
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infographics
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Reach by tools *
Users

Data source: Google ADS, Facebook ads campaign

the total number of unique 
users reached within the 
digital campaign

735 117

* The chart shows not unique users but the total number of unique users for all posts, so their number 
exceeds the actual number of unique users for the entire period

3.6
average frequency 
of contacts with the 
TA



Overview of the Audience of the "Tackling 
Undeclared Work" Section
• Information section traffic indicators 
• Google keyword search campaign results 



§ During the campaign, the page was visited by about 44K users

§ Of these, 34,534 users were attracted by the advertising 
campaign

§ The biggest surge in traffic was generated by the publication 
of the infographics about the electronic employment record 
book in November 19, 2021

§ On average, users spent more than 16 minutes in the section, 
which is a record high result*

Users

34,534
Sessions

44,640
Pages / session

1.76

Average session duration

00:16:05

Data source: Google Analytics UA-158639140-1

Section traffic during the advertising campaign

0
200
400
600
800

1000
1200

7 11 15 19 23 27 1 5 9 13 17 21 25 29 2 6 10 14 18 22 26 30 3 7 11 15 19 23 27 1 5 9 13 17 21 25 29 2 6 10 14 18 22 26 30 4

June July August September October November December

Post in Facebook: Electronic 
employment record books already 

available in Ukraine! 

* according to Google Analytics data, the average duration of the session for information pages is 2 minutes



The main source of traffic is Google search 
advertising 

§ Paid and organic search are the main 
sources of traffic

§ Advertising on Facebook ranks third in 
terms of the traffic attracted to the site 

§ The tools of the advertising campaign 
performed an information function and 
were aimed at maximizing audience 
reach.

§ The interest in the information seen 
encouraged users to search for more 
details in search engines, which in turn 
boosted organic traffic

Paid Google 
search
63%

Organic search
14%

Advertising in 
Facebook

12%

Direct – full address
6%

Link on the SLS 
Facebook page
5%

Breakdown of traffic sources

Data source: Google Analytics UA-158639140-1



Data source: Google Analytics UA-158639140-1

Geography of distribution of page users

§ Over 40% of visitors to the project section live in Kyiv

469
614 

709 

756 

804 
898 

946 

993 
1 229 

14 504 

Mariupol

Cherkasy
Zhytomyr

Zaporizhzhia

Lviv
Kharkiv

Odesa

Vinnytsia

Dnipro
Kyiv

Top 10 settlements by 
number of visitors 



Portrait of the audience of the "Tackling
Undeclared Work" section

3%

13%

15%

29%

30%

9%

65+

55-64

45-54

35-44

25-34

18-24

Age breakdown

Data source: Google Analytics UA-158639140-1

35%

65%

The core audience of the page includes 35-44 y.o. 
women



Views of the content in the "Tackling Undeclared 
Work" section

Name Users Views

Page Tackling Undeclared Work 47,081 77,848

Explainer 5 Electronic employment record book: what 
employers and employees need to know 5117 7288

Explainer 4
Employment contract and independent 
contractor agreement: which option should the 
employee choose?

5254 6663

Explainer 3 How to register a minor employee 3846 4440

Explainer 2
How an employee can check the registration of 
employment and payment of the social 
security tax by the employer

3230 4287

Explainer 6 What an employer needs to know about 
pregnant workers and workers with children 2424 2813

Data source: Google Analytics UA-158639140-1

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/
https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/elektronna-trudova-knyzhka-pro-shcho-varto-znaty-robotodavtsiam-i-pratsivnykam/
https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/trudovyi-chy-tsyvilno-pravovyi-dohovir/
https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/iak-pravylno-oformyty-nepovnolitnoho-pratsivnyka/
https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/iak-pratsivnyku-pereviryty-oformlennia-trudovykh-vidnosyn-i-splatu-strakhovykh-vneskiv-robotodavtsem/
https://dsp.gov.ua/shcho-potribno-znaty-robotodavtsiu-pro-pratsiu-vahitnykh-zhinok-i-pratsivnykiv-iz-ditmy/


Facebook Advertising Campaign Results



Advertising on Facebook. Clarification of 
metrics

§ impressions – how many times the ad was on-screen during the 
campaign

§ reach - the number of people who saw the message. Reach is always 
less than impressions because people see the same message multiple 
times during the campaign

§ click-through rate - the number of clicks on the link to the website 
of the State Labour Service after watching the video

§ interaction - the number of actions that the user performed after 
seeing the message (likes, reposts, comments, video views)



Essence of the advertising campaign on Facebook

§ A post with videos or infographics was published weekly on the Facebook 
page of the State Labour Service 

§ This posting rate ensured constant presence of the topic in the 
infospace and maintained interest in the topic of undeclared work in the 
TA.

§ Promotion of posts aimed at ensuring wide reach and engaging users in 
interacting with the content: watching videos, liking, commenting, etc. 
Click-throughs were less important because the Facebook campaign was 
targeted broadly



Reach of Facebook posts by topic
246,501

166,382

95,185

89,649

87,508

87,231

79,408

77,630

62,351

55,544

48,048

44,958

44,958

43,029

39,941

38,915

31,704

Videos of USFA students

Infographics: electronic employment record books for employers and employees

Infographics: How to register minor workers

Infographics: workers with children. Guarantees 1

Infographics: Remote and home-based work 1

Infographics: Employment contract and independent contractor agreement

Infographics: Workers with children. Leaves

Video: Pregnant workers and workers with children

Infographics: Employment of minors

Infographics: remote and home-based work 2

Infographics: How to check paid SSST

Infographics: Workers with children. Guarantees 2

Video: Pensionable service and the SSST

Video: Employment contract and independent contractor agreement

Video: Employment of minors

Video: remote work

Video: electronic employment record book

Data source: Google Analytics UA-158639140-1



Posts with the greatest reach
166 382 95 185 89 649



Interaction with Facebook posts by topic

Data source: Google Analytics UA-158639140-1

68 992

68 992

63 311

61 328

56 591

54 490

47 895

12 405

6 887

6 825

6 514

4 789

4 453

4 037

3 278

2 304

Infographics: Workers with children. Guarantees 2

Video: Pensionable service and the SSST

Infographics: How to check the paid SSST

Video: Employment contract and independent contractor agreement

Video: remote work

Video: Electronic employment record book

Video: Employment of minors

Infographics: Electronic employment record books for employers and employees

Infographics: Workers with children. Leaves

Infographics: Employment contract and individual contractor agreement

Infographics: How to register minor employees

Infographics: Workers with children. Guarantees 1

Infographics: Remote and home-based work 1

Video: Pregnant workers and workers with children

Infographics: Employment of minors. What you should know

Infographics: Remote and home-based work 2



The posts that aroused the most interest by the 
number of actions 
68 992

68 992

63 311



Post 1. How to register a minor 
employee. Infographics

interaction

3316
click-throughs

111

metrics

90 911
reach

62 351

Data source: Google Analytics UA-158639140-1



Post 2. Employment of minors. 
Infographics

interaction

6621
click-throughs

262

metrics

134 955
reach

95 185

Data source: Google Analytics UA-158639140-1



Post 3. Employment of 
minors.Video

interaction

47 905
click-throughs

46

metrics

92 087
reach

39 941

Data source: Google Analytics UA-158639140-1



Post 4. Employment contract and 
independent contractor agreement. 
Infographics

interaction

6947
click-throughs

432

metrics

121 424
reach

87 231

Data source: Google Analytics UA-158639140-1



Post 5. Employment contract and 
independent contractor 
agreement. Video

interaction

61 330
click-throughs

66

metrics

99,610
reach

43 029

Data source: Google Analytics UA-158639140-1



Post 6. Leaves for pregnant women 
and workers with children. 
Infographics

interaction

7126
click-throughs

666

metrics

99 045
reach

79 408

Data source: Google Analytics UA-158639140-1



Post 7. Guarantees and benefits for 
pregnant workers and workers 
with children. Infographics 1

interaction

5008
click-throughs

735

metrics

122 594
reach

89 649

Data source: Google Analytics UA-158639140-1



Post 8. Guarantees and benefits 
for pregnant workers and workers 
with children. Infographics 2 

interaction

69 012
click-throughs

36

metrics

113 548
reach

44,958

Data source: Google Analytics UA-158639140-1



Post 9. Pensionable service and the 
SSST. Video

interaction

69 012
click-throughs

36

metrics

113 548
reach

44 758

Data source: Google Analytics UA-158639140-1



Post 10. How to check paid SSST 
contributions. Infographics

interaction

63 312

metrics

113 548
reach

48 048

Data source: Google Analytics UA-158639140-1



Post 11. Pregnant workers and 
workers with children. Video

interaction

63 312

metrics

105 904
reach

77 630
click-throughs

594

Data source: Google Analytics UA-158639140-1



Post 12. Remote and home-based 
work. Video

interaction

4283

metrics

105 904
reach

38 915
click-throughs

38

Data source: Google Analytics UA-158639140-1



Post 13. Remote and home-based 
work 1. Infographics

interaction

4569

metrics

129 422
reach

87 508
click-throughs

26

Data source: Google Analytics UA-158639140-1



Post 14. Remote and home-based 
work 2. Infographics

interaction

2367

metrics

76 981
reach

55 544
click-throughs

181

Data source: Google Analytics UA-158639140-1



Post 15. Electronic employment 
record book. Infographics

interaction

14 934

metrics

225 513
reach

166 382
click-throughs

3282

Data source: Google Analytics UA-158639140-1



Post 16. Electronic employment 
record book. Video

interaction

54 491

metrics

85 593
reach

31 704
click-throughs

57

Data source: Google Analytics UA-158639140-1



YouTube Advertising Campaign Results



YouTube Advertising*. Clarification of metrics 

§ impressions - how many times the video was on-screen during 
the campaign

§ click-through rate - the number of clicks on the link to the website 
of the State Labour Service after watching the video 

§ the average duration of the session - how much time a person spent 
on the website of the State Labour Service after watching the video 
on YouTube 

6 15-second non-skippable videos

* Advertising on YouTube is a tool that helps to reach and inform the audience, it affects website traffic indirectly 



YouTube results

606 851

466 808

number of impressions

reach

1475 click-throughs

3 min average session duration

§ the number of impressions of each video was selected by the YouTube algorithm depending on 
the number of audience queries on a particular topic in Google

§ the video with the most impressions was "Rules for Employing Minors", which attests to an 
increased demand for information on the part of employers



Video 1. Rules for employing minors

reach

363 421
click-throughs

1051

Data source: Google Analytics UA-158639140-1



Video 2. Electronic employment record book: what you 
need to know

reach

103 040
click-throughs

162

Data source: Google Analytics UA-158639140-1



Video 3. Remote and home-based work

reach

54 851
click-throughs

98

Data source: Google Analytics UA-158639140-1



Video 4. What guarantees you get from pensionable 
service and payment of the SSST

reach

43 257
click-throughs

97

Data source: Google Analytics UA-158639140-1



Video 5. What is the difference between an 
employment contract and an independent contractor 
agreement

reach

15 251
click-throughs

29

Data source: Google Analytics UA-158639140-1



Video 6. Working while pregnant and employment of 
workers with children

reach

27 031
click-throughs

38

Data source: Google Analytics UA-158639140-1



Conclusions
§ The overall campaign reach is 735 117 users
§ Compared to last year, the campaign was optimized and aimed at increasing traffic on 

the information platform "Tackling Undeclared Work" on the website of the State 
Labour Service. Its content has been viewed by 35 534 unique users compared to 14 
thousand last year

§ The core visitors of the section are women (65%) aged 25-44 years
§ The most sought-out articles include:

- Electronic employment record book: what employers and employees need to know
- What an employer needs to know about pregnant workers and workers with children
- Remote work: what the employer needs to know

§ The most popular video: Employment of minors
§ The most discussed topics on Facebook: 

- Labour and social rights of pregnant workers and workers with children
- Pensionable service and payment of the SSST



4.2 Special Project with 
NV.ua



Objective of the special project with NV.ua.

§ To satisfy the demand for Russian-language content on the topic of UDW for Google 
search users looking for content in Russian in Ukraine*

§ To provide Russian-speaking audiences with reliable and high-quality content about 
the national rules 

The special project was implemented in Russian and Ukrainian based on
explainers on UDW posted on the SLS website

* According to the UDW monitoring data for 2018, 95% of search queries in Ukraine are made in Russian 

https://dsp.gov.ua/podolannia-nelehalnoi-zainiatosti/


Why NV.ua?

§ one of the TOP 10 most popular news sites in Ukraine 
§ coverage of 12 million per month

§ 54 page views per month

§ 1.8 minutes - average time on the site

§ 550,000 active users per week

§ 42% women, 58% men
§ 66% - 25-54 y.o.

§ entrepreneurs, managers, civil servants

§ high and medium income

Audience

It is one of the most popular online periodicals in Ukraine with Russian-
language content



The special project can be found on the website of NV.ua:

§ in the "Special Projects" 
section

§ in the news feed

§ by keywords in Google 
search

https://nv.ua/project/vihod-na-svitlo-ili-pochemu-vazhno-deklarirovat-trudovye-otnosheniya-50101298.html?utm_source=site&utm_medium=menu&utm_campaign=menu_sub_desktop


Landing page of the project

§ brief description
§ 5 previews of explainers with descriptions
§ each preview contains a video in line with the 

topic of the material

The landing gives the reader a general idea of 
the campaign and boosts brand awareness. It 
includes:



Project statistics

§ materials read 30 018 times
§ 20 606 unique readers

§ 1.5 minutes - average reading 
time

§ most users read the Russian 
version of the page

Article 1: How to properly register a minor 
employee – 13 538
Article 2: Employment contract and independent 
contractor agreement: which option should the 
employee choose - 3454

Article 3: How an employee can check the 
registration of employment and payment of the 
social security tax by the employer - 4500

Article 4: What the employer needs to know about 
pregnant workers and workers with children - 3296

Article 5: Remote work: what the employer needs 
to know - 4062

Number of unique readers by articles: 

https://nv.ua/ukr/ukraine/events/pracevlashtuvannya-nepovnolitnih-dokladna-instrukciya-dlya-robotodavcya-za-kzpp-ukrajini-50183812.html?utm_content=set_lang&utm_medium=in_article&utm_campaign=langanalitics
https://nv.ua/ukr/ukraine/events/trudoviy-dogovir-i-civilno-pravova-ugoda-v-chomu-riznicya-kzpp-ukrajini-50185351.html?utm_content=set_lang
https://nv.ua/ukr/ukraine/events/yak-pereviriti-sviy-strahoviy-stazh-ta-splatu-yesv-onlayn-pfu-50186798.html
https://nv.ua/ukr/ukraine/events/kzot-ukrajini-2021-naym-i-vidpustki-dlya-vagitnih-i-pracivnikiv-z-ditmi-50188656.html?utm_content=set_lang
https://nv.ua/ukr/ukraine/events/kzot-ukrajini-distanciyna-robota-shcho-potribno-znati-robotodavcyu-50191247.html?utm_content=set_lang


4.3 Territorial departments of 
the State Labour Service
Materials 2020 posted by the territorial departments of the State Labour 
Service within the information campaign 2021



Posters, citylights, billboards* 

2293
posters in public places

including in public transport

48
citylights

101
billboard

*for full report see the annex







813 263
video and radio 
reel broadcasts

286
venues showing videos in cities 

*for full report see the annex

Video* 





Explainers* 

4421
explainer in online media

297
explainers in print media

*for full report see the annex



Participation of speakers of the State Labour Service 
in TV and radio programmes* 

208
radio appearances

210
appearances on television

*for full report see the annex



4.4 Collaboration with Partners



Partnership with the PFU 1

§ Explainer, infographics and 
electronic employment 
record book videos developed 
in collaboration with the PFU

§ posted on the PFU website
and social networks: 
Facebook, YouTube, Twitter

https://www.pfu.gov.ua/2148441-elektronna-trudova-knyzhka-pro-shho-varto-znaty-robotodavtsyam-i-pratsivnykam/?fbclid=IwAR3yklREWL5d8NWFJdM9CNFwEksyWzfLkChLKISaJkHgl4hZwxbSMA_R8LU
https://www.facebook.com/watch/?v=226653766186862
https://www.youtube.com/watch?v=4KL2KOwhzSI


§ Explainer, infographics and videos on the SSST 
and job tenure were developed in collaboration 
with the Pension Fund of Ukraine

§ posted on the PFU website and social networks: 
Facebook, YouTube, Twitter

Partnership with the PFU 2

https://www.pfu.gov.ua/2148216-yak-pereviryty-strahovyj-stazh-i-splacheni-vnesky-2/
https://www.pfu.gov.ua/2148333-yak-pratsivnyku-pereviryty-oformlennya-trudovyh-vidnosyn-i-splatu-strahovyh-vneskiv-robotodavtsem/?fbclid=IwAR3uyHuKk3KoOQvtKfA3kG2T0igNDSyCBlNx_cTEZhqpCEVKdkEjvOeRQeY
https://www.facebook.com/watch/?v=248375040515683
https://www.youtube.com/watch?v=EBMLvfAS9hE


Distribution of posters through employment centres 

§ in 750 employment centres
in 24 regions of Ukraine

§ on the premises of 125
large enterprises through 
regional employment 
centres

1.19 mln
approximate coverage*

*equal to the total number of people who in 2021 addressed ECs 
for consultations

Posters posted at employment centres in 
2020 kept gaining coverage until 3 
December 2021.



Posting of videos by employment centres



4.5 Integration with the 
USAF
XVI Ukrainian Student Advertising Festival,
student video promotion on the Facebook page of the State Labour Service



• university students 

• high school students 

• young employees of 
advertising agencies

Festival participants Participants in the "Go 
to Light!" nomination

Audience of 
16-25 y.o.

XVI Ukrainian Student 
Advertising Festival

• 47 higher educational 
institutions

• from 24 regions of 
Ukraine

37227+

• 22 works

• 18 educational 
institutions from 
across Ukraine



§ to improve the understanding of the problem of UDW among 
young people, the campaign "Go to Light!" partnered with the 
XVI Student Advertising Festival

§ students were offered a brief to develop an animated video 
that explains the problem of UW

§ 4 best videos were selected and winners announced

Partnership nomination 
"Go to Light - Declare Work!”

http://studfestival.com.ua/USFR_16_Temy_i_brify/
http://studfestival.com.ua/USFR_16_Pobediteli/


I place: "The Wrong Scenario"

https://www.facebook.com/shd4Ukraine/videos/1593331264335039


II place: "Barista"

https://www.facebook.com/shd4Ukraine/videos/4935739216501638


III place: "What Can Declared Work Guarantee"

https://www.facebook.com/dsp.gov.ua/videos/447256790076569


III place: "On Remote Work"

https://www.facebook.com/dsp.gov.ua/videos/951424832420498


Promotion of USAF students' videos on Facebook

interaction

179

metrics

181 461
total reach

246 501
click-throughs

62

What can declared work guarantee

interaction

59

metrics

78 839
click-throughs

22

On remote work

Data source: Google Analytics UA-158639140-1



5. Findings of the 
Campaign Effectiveness 
Study

Rating the level of awareness on undeclared work and campaign 
effectiveness compared to 2020 



Study design

Residents of 50K 
cities+

Men and women 
aged 18-55

A total of 466 
interviews
conducted

§ "white collars"
§ "blue collars"
§ employers

Method: Survey of online panel participants by way of self-completion of questionnaires 



Awareness of the topic of "Undeclared Work"

They note that they are well 
aware of the concept of UW

2021

53%

2020

47% White collars N/A 55%

Blue collars 45% 40%*

Employers 53% 64%

The largest increase in the level of 
awareness is observed among employers

2020 2021

*The decline in awareness among the blue collar audience is within the 
statistical error and is not critical, in addition, the materials of the 
2021 campaign focused mostly on the audience of employers, so this 
year the employee audience was less covered than that of employers 



One third of the target 
audience consider the 
topic of UDW relevant 
to them 

30%

The most sought-out topics include:

Relevance of the topic of "Undeclared Work" in 2021

0% 10% 20% 30% 40% 50%

Electronic employment record book

Leaves, pension

Risks of UW for workers

Remote and home-based work

Fines for UW

Types of contracts

Spread of UW

Risks of UW for businesses

How to register employment correctly

Rules for registering minor employees

Guarantees for pregnant workers and workers with children

N/A

IDK



Rating of the sources of information about UDW with 
which the audience was in contact

50%

43%

36%

35%

26%

24%

21%

16%

15%

14%

14%

11%

10%

5%

5%

Online sources
Social networks

SLS website
Friends and family
Radio advertising

Online advertising
Tax inspectorate

Employment centres
Print media

Websites of other government agencies
OOH

Radio
Administrative Service Centres

Educational institutions
Unions

Information channels

§ The website of the State Labour
Service ranks third as a source of 
information about undeclared 
work

§ The popularity of the site as a 
source has grown significantly -
from 20% in 2020 to 36% in 2021



Of the Ukrainians who are familiar with the topic of UDW, 
more than half were in contact with the "Go to Light!" 
campaign

Had no contact
66%

Had a contanct
34%

Did not 
encounter any
35%

Encountered campaign 
materials
65%

White collars N/A 35%

Blue collars 26% 23%*

Employers 31% 46%

The largest increase in information 
engagement was among employers

2020 2021

*The decline in engagement among the blue collar audience is 
within the statistical error and is not critical, in addition, the 
materials of the 2021 campaign focused mostly on the audience of 
employers, so this year the employee audience was less covered 
than that of employers 



The effectiveness of the joint efforts of the State Labour
Service and Change Communications in communication 
2021

18%

17%

22%

17%

22%

24%

0% 10% 20% 30% 40% 50%

Saw videos

Saw posters

Saw materials

Saw videos

Saw infographics

Saw materials
§ During 2021, the audience had

contacts both with the new 
materials developed by Change 
Communications and with materials 
2020 distributed by the regional 
departments of the State Labour
Service

§ Materials 2021 and 2020 are almost 
equally internalized by the 
audience

Materials distributed by 
Change Communications

Materials distributed 
by the regional departments of the SLS



Effectiveness of the 2021 campaign compared to 2020

§ We can observe a cumulative 
effect: the covered audience 
increased to 29% compared to 
18% in 2020

§ In 2021, communication evenly 
covered all target groups 

§ The biggest increase took place 
among the audience of
employers: 33% covered against 
19% in 2020

29%

18%

0% 20% 40% 60% 80% 100%

Covered in 2021

Covered in 2020



Perception of 2021 campaign materials

86%

73%

73%

71%

68%

63%

24%

The subject and idea of the messages and materials are
easy to understand

Such messages encourage to learn more about declared
work

I like these promotional materials

Thanks to these materials, I learned something new about
UDW

Such messages and materials stand out, stick in mind

I find the things shown and said in the information
materials relevant

These stories and messages so often show that I'm tired of
them

Agree with the statements



19%

15%

7%

6%

18%

21%

14%

21%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Check with the employer if my employment is
declared

Insist that my employment be declared

Declare/start declaring my employees

Check if my employees are declared

Willingness to act compared to last year

§ The highest increase was observed in employers'  motivation (more than three-fold), including the 
willingness to check that all employees are properly registered

§ Among employees, there has been an increase in the motivation to insist on declaring their 
employment relations and to check if the declared employment relationship is the same as last year

Employers

Employees

2020 2021

2020 2021



Takeaways concerning the effectiveness of the campaign 
based on quantitative research

1. 53% of respondents believe that they are well-aware of UDW, and 30% 
consider this topic relevant to themselves. A significant increase in these 
indicators compared to last year is observed among managers / employers

2. Special attention should be given to the increase in the qualitative indicators 
of awareness about UDW:
§ envelope wages are now more often considered a manifestation of undeclared 

work 
§ the following topics were relevant to the audience in 2021: electronic employment 

record book, types of contracts, etc.
§ the relevance of the State Labour Service website as a source of information about 

UDW is growing

3. The 2021 campaign reached 29% of the audience, which exceeds the results 
of the previous campaign. All materials are perceived as clear and 
interesting, no difficulties or shortcomings were identified



6. Recommendations on
Further Steps



Continue to communicate the topic of undeclared work as follows:
§ run planned campaign waves 2 times a year, every 6 months, through all available channels: 

OOH and indoor advertising, channels of government agencies and partners, TV and radio under 
social quota, work with the media;

§ in-between the waves, maintain the presence of the topic in the infospace due to the active 
work of press services: 
1. create own or use situational newsbreaks enabling TV and radio appearances of SLS experts. At least 2 

appearances per month 

2. create own or use situational newsbreaks allowing for comments of SLS experts in print and online 
media. At least 2 comments per month 

3. ensure the participation of SLS experts in sectoral and partner events. Depending on the schedule of 
events

4. re-run the posts with infographics and videos on the Facebook pages of the territorial bodies of the 
State Labour Service. At least 1 post per week

5. create a new YouTube channel of the State Labour Service and fill it with existing videos

6. actively manage comments in social networks: give expert answers to users' questions

7. disseminate in the media and post on Facebook success stories of small and medium-sized businesses 
that operate transparently. At least 1 post per month

8. involve the student audience through cooperation with the Ukrainian Student Advertising Festival or 
through other activities



Annex: Report on the campaign via regional SLS departments

Oblasts (regions)
Appearances 

on TV
Radio 

appearances

Explainers 
in 

print media

Explainers in 
online resources

Videos on 
displays 
(venues)

Total number of 
video plays Billboards Citylights Posters

1 VINNYTSIA 8 21 17 157 6 685 10 250
2 VOVYN 5 3 0 72 5

3 DNIPROPETROVSK 15 30 20 186 13 1369 11 2 450

4 ZHYTOMYR 5 3 4 105 1 6 10
5 TRANSCARPATHIAN 10 4 5 344 1 100

6 ZAPORIZHIA 6 4 1 157 6 1068 2 5 153

7 IVANO-FRANKIVSK 6 3 10 82 6 590 4 4

8 KYIV 5 2 3 68 2 2 33
9 KIROVOHRAD 4 6 2 102 6 40 2 200

10 LVIV 4 5 1 81 2 96 2

11 MYKOLAIV 4 4 7 167 5 1,200 4
12 ODESA 27 16 25 546 7 6720 7

13 POLTAVA 11 20 10 278 41 72 0036 1 100

14 RIVNE 17 14 5 550 75 630 10
15 EAST 29 31 64 438 17 62 806 5 30

16 SUMY 10 7 6 162 2 540 1 2 10

17 TERNOPIL 4 3 10 350 12 7,560 10 5 20
18 KHARKIV 5 2 52 46 6331 3 2 105

19 KHERSON 9 8 13 61 0

20 KHMELNYTSKYI 15 7 75 157 5 425 8 5 30
21 CHERKASY 2 6 2 96 23 2494 1 5 95

22 CHERNIVTSI 4 3 175 5 655 2 3 500

23 CHERNIHIV 5 6 17 35 1 10 4 5 230

TOTAL 210 208 297 4421 286 81 3263 101 48 2293


