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List of abbreviations
• UDW – undeclared work
• SLS – the State Labour Service
• FTTU – the Federation of Trade Unions of Ukraine
• CFTUU – the Confederation of Free Trade Unions of Ukraine
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• CEU – the Confederation of Employers of Ukraine
• SES – the State Employment Service
• SFS – the State Fiscal Service
• MES – the Ministry of Education and Science
• ASC – the Administrative Service Centre
• MSP – the Ministry of Social Policy
• USFA – the Ukrainian Student Festival of Advertising
• TA – target audience
• OOH – Out of Home placement
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About the campaign
communication goals | communication strategy| campaign structure | plan | key results



Communication goals

To contribute to raising 
awareness on undeclared 
work

To start forming a basic 
level of understanding of 
the problem by potential 
target groups

1 2



Communication strategy

1. To differentiate target groups according to the level of potential 
influence on their behaviour to determine the priorities for 
communication efforts

2. To promote the use of correct terminology and understanding of the 
problem
− to fill the media field with explainers on undeclared work, its risks and 

penalties for employers and employees
3. To form a positive information flow on the topic in both traditional and 

social media
− to shift the focus in press releases and news from the process 

description to the positive impact of SLS efforts 
− to add a format of success stories wherever possible

4. To ensure consistency of visuals and messages



The campaign’s structure and key messages

Declared work 
provides the 
employee with 
labour and social 
rights

Declared work offers 
development 
opportunities to the 
employer 

Undeclared work 
results in penalty

Undeclared work is a 
problem in Ukraine

for all audiences for employees for employers

topics for various promotional materials



Campaign structure by channels

The campaign’s information platform – the State Labour Service’s website*

Didgital
• Google search
• YouTube advertising
• Video promo on 

Facebook

TV+Radio
• Video ads by social 

quota
• Audio ads by social 

quota

Indoor advertising
• Video advertising in 

Intercity trains

State institutions and 
social partners
• placement of posters
• placement of videos
• placement of banners

* Tackling undeclared work on dsp.gov.ua 

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


Phases of the campaign

January-April 2020
Phase І Phase ІІ

1. Production of materials (4 videos, 3 audio 
clips, 3 posters, an info stand and stickers)

2. Launching an UDW section on the SLS 
website

3. Placing video advertising in Intercity trains
4. Digital campaign
5. Distribution of materials through 

stakeholders (ASC, FTUU, the Employment 
Service, CEU, MES)

1. Production of 1 and adaptation of 3 animated videos
2. Continuation of the digital campaign
3. Development of booklets for employees and employers
4. Updating of 5 explainers and 9 infographics
5. A special project on NV.ua.
6. Preparation and placement of 2 stories on 24tv.ua.
7. Distribution of materials through additional stakeholder 

channels (the Tax Administration, the Ministry of Social 
Policy, universities, CFTUU

8. Placing advertising on radio and TV by social quota
9. Integration into the USFA
10. Consultations on media relations and work with media 

monitoring for the State Labour Service’s press service

May-December 2020 



Key results – campaign reach

500 000

883 631

2 200 000

116 685

media campaign
digital campaign
placement through 
stakeholders
special projects

3.7+ mln
the overall reach*
of the campaign

By instruments

* the reach doesn't take into account lightboxes in Kyiv, posters placed in the Tax Administration offices and ASCs and TV/Radio placement in regions as these data 
were not available



Key results – campaign effectiveness 

48% of employees are ready to demand declaring their labour relations

7% of employers declared readiness to check their relations with workers

Among the covered TA (3,7 mln) the perception was positive: 
§ 62% declared they learned more about UDW 
§ 52% find the campaign information useful



Conclusions on the campaign's effectiveness based 
on the results of a quantitative study
§ the concept of UDW is becoming more familiar and is correctly interpreted by the 

majority of knowledgeable audiences. The biggest concerns are those dealing with 
the protection of workers' rights and occupational safety guarantees

§ overall, taking into account the channels that were used to communicate the "Go to 
Light!" campaign, It can be assessed as successful: its approximate reach is 18% of 
the employable population of Ukraine

§ the campaign has been generally positively perceived by the audience
§ the profile of those reached by the communication has the higher share of men, 

young people (18-23 years) and those who demonstrate a higher level of awareness 
about UDW

§ communication has had the most positive effect on blue-collar workers, for whom 
declaring work is potentially more useful, whereas employers perceive it as less 
relevant to them

§ in further communication, it is important to emphasize the international donors' 
support, it is necessary to additionally mention their names in video materials



Production of 
information materials

video | audio | posters | stand | stickers | brochures



Video
Animated videos, 30 and 15 seconds long, conveying key messages of the campaign
Video 1. Undeclared work is an issue in Ukraine

Video 2. Undeclared work does not protect your labour and 
social rights

Video 3. Undeclared work does not protect against 
fines

https://www.youtube.com/watch?v=qi2YfR6XiVc
https://www.youtube.com/watch?v=L3smL9FstV8
https://www.youtube.com/watch?v=DPYOmRYGBwM


Video 4. Declared work opens up opportunities for 
business

Video 5. How to declare an employee

Video
Animated videos, 30 and 15 seconds long, conveying key messages of the campaign

https://www.youtube.com/watch?v=h-_j3OLsoDE
https://www.youtube.com/watch?v=7NRyQA1EAkg


Audio

Undeclared work is an issue in Ukraine

Undeclared work does not protect your labour and social rights

Undeclared work does not protect against fines



Information posters
A3 and A1 formats for 3 audiences, with a total print run of 6 500 pcs

Роботодавець повідомив про 

ваше працевлаштування 

Державну фіскальну службу

ѶѴҔѴ�ҊҋѴғҤ�Ҋ҉Ѷ҈ҟҌҍң�
ѿѴѺѻ҄҆Ѵҋ҉ѶѴ҈Ѵَ�Ҥ҄ҕ҉ٍ�

ѶѴҔҟ�ҊѻҋѻѶѴѷҀٍ

Роботодавець уклав із вами 

трудовий договір

Роботодавець сплачує за вас 

єдиний соціальний внесок

Ви отримуєте заробітну 

платню офіційно у повному 

розмірі

Регулярна заробітна
платня1

2 Страхування на випадок 

безробіття

Страхування на випадок 

тимчасової непрацездатності4
Безпечні та здорові
умови праці5

Страхування від нещасного 

випадку на виробництві3

҈ѻ ѿѴѺѻ҄҆Ѵҋ҉ѶѴ҈Ѵ�ҊҋѴғҤ

҈ѻ ѿѴґҀҕѴҝ�ѶҟѺ�ѿѶҟ҆җ҈ѻ҈҈Ҥ

ѺՂԢԫԗԤ԰ԞԯՇ�ԘՂԩԺԷԞ
ԫԗ�www.dsp.gov.ua

Кампанія фінансується ЄС та виконується
Міжнародною організацією праці

҈ԬԪԞԮ�ԝԩՇ�ԧԬԫԯԱԩԺ԰ԗԶՂԤ 0ב�בג�ייד�٦ווב٥

for employees for employers for large business

҈ѻ ѿѴѺѻ҄҆Ѵҋ҉ѶѴ҈Ѵ�ҊҋѴғҤ

҈ѻ ѿѴґҀҕѴҝ�ѶҟѺ�ҔҍҋѴҐҎ

ѺՂԢԫԗԤ԰ԞԯՇ�ԘՂԩԺԷԞ
ԫԗ�www.dsp.gov.ua

Кампанія фінансується ЄС та виконується
Міжнародною організацією праці

҈ԬԪԞԮ�ԝԩՇ�ԧԬԫԯԱԩԺ԰ԗԶՂԤ

�00בג�ייד�٦ווב٥

ШТРАФ 
ҋ҉ѵ҉ҍ҉ѺѴѶѻғҗ�ҌҊ҆ѴҒҎҝ�

ѿѴ�҄҉Ѿ҈҉ѷ҉�҈ѻ҉Ґ҉ҋ҇҆ѻ҈҉ѷ҉�ҊҋѴғҟѶ҈Ҁ҄Ѵ��



Information stand
A 200х180 folding information stand for sectoral activities



Stickers
badges for businesses operating transparently; 10 cm in diameter, 2 000 pcs



Information leaflet for employers
European standard size leaflet, print run of 10 000 pcs



Information leaflet for employees
European standard size leaflet, print run of 10 000 pcs



Distribution of 
information materials

media | digital | stakeholders | other events



1. Media campaign
Videos in Intercity trains | TV and radio by social quota



Media placement in Intercity trains

information materials:

period:

no. of monitors:

4 videos (30 sec)

February-March

540

500 000 a total reach of passengers



Train routes

• Darnytsia, Kyiv — Lviv

• Kyiv — Kharkiv

• Kyiv — Dnipro — Pokrovsk

• Kyiv — Dnipro — Zaporizhia

• Kyiv — Kostiantynivka

• Kyiv — Odesa (via Zhmerynka)

• Kyiv — Przemysl (via Sviatoshyn, Korosten, Pidzamche, 
Lviv)

• Kyiv — Przemysl (via Vinnytsia, Khmelnytsky, Ternopil, 
Lviv)



Photo report
of placement 
in Intercity 
trains



Placement of the materials by social quota

4 videos placed on national TV channels by social quota:

1. "National Public Broadcasting Company of Ukraine" - July-August 2020
− UA:Pershy
− UA:Culture
− 23 regional channels (including Crimea)

2. Hromadske TV – July-September 2020

1. Hromadske Radio – October-November 2020

3 audio clips placed on radio by social quota:



Placement of the materials by social quota in regions 
regarding SLS territorial units

videos placed on         
51 TV channels*
in 16 regions

audio clips placed on              
44 radio stations* 
in 12 regions

* for more information see Annex 1-3

videos, audio clips 
and posters placed 
in 3 cities* as OOH



2. Digital campaign
Facebook | YouTube | Google search | banner advertising



Campaign period
February – December 2020

Initial
data

Target
informing as many Internet users 
as possible about UDW

Instruments
Programmatic buying, search advertising 
on Google, YouTube videos, Facebook 
advertising



More details about instruments

Google search - promo of the section “Tackling Undeclared Work" on 
dsp.gov.ua site, using key words

Banner advertising – placing banners targeting employees and 
employers through Google Ads

YouTube unskippable ads – promotion of 5 videos 15 sec long without 
a skip option

Facebook post – promotion of posts with 5 videos on the SLS Facebook 
page and Facebook informer – a video with a button referring to the 
SLS website



The Tackling UDW page on
dsp.gov.ua

A special project on NV.ua

advertising

search queries in Russian

Digital campaign structure

Promo of 
video postsInformer Unskippable

videos

Banner advertising 
on websites

search 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 calendar
Instruments Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec.

Google search

YouTube unskippable
advertising

Facebook informers
with 4 videos

Facebook posts with 4 
videos

Facebook informer
with video №5

A Facebook post with 
video №5

Facebook voting

Facebook posts about 
articles on 24.ua

Programmatic



Digital campaign reach
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Reach by instruments
Unique users, thousands

Source: Google Ads, Facebook ads campaign

the total number of 
unique users reached 
during the digital 
campaign

883 631



Source: Google Analytics UA-158639140-1

Geographical distribution of website visitors

4 708

5 814

6 205

6 825

7 156

8 575

9 708

10 547

13 500

80 526

Vinnytsia Oblast

Poltava Oblast

Donetsk Oblast

Zaporizhia Oblast

Kyiv Oblast

Odesa Oblast

Lviv Oblast

Kharkiv Oblast

Dnipropetrovsk Oblast

Kyiv city

Top 10 oblasts by dsp.gov.ua visitors

• 95.07% of the website visitors reside in Ukraine

• the site is also visited from the U.S. (2.75%), Poland (0.33%), Russia (0.26%), and 
Germany (0.23%), which may be explained by visitors using VPN



Audience profile of the page
Tackling Undeclared Work

3%

13%

15%

29%

30%

9%

65+

55-64

45-54

35-44

25-34

18-24

By age

Source: Google Analytics UA-158639140-1

32%

68%

§ According to the audience profile of the page, UDW is an issue of concern for women 
aged 25-44, as they experience higher level of anxiety over social guarantees than men



• the Tackling Undeclared Work page was 
visited by 11 707 users brought by 
advertising traffic 

• the average session duration is 50 sec, 
meaning that users were actually reading the 
materials – according to Google statistics the 
average session of information page is 1,5 
min long

Visitors

11 707
Sessions

23 626
Pages/session

1.4

Average session duration

00:00:50

Source: Google Analytics UA-158639140-1

Overview of the Tackling UDW page

126

1 411
1 110

878

2 001

592 782
420

3 166

1 432

February March April June July August September October November December

Traffic during the advertising campaign

the NV.ua special 
project launched

on the Nov 30th SLS 
published the 

Inspections plan



Source: Google Analytics UA-158639140-1

UDW page and content views

Article title Visitors Views

Page Tackling Undeclared Work 10 259 15 517

Explainer 2 Declared work = labour and social rights 5 271 6830

Explainer 3 Haven't declared your employees − pay a 
fine! 1 527 2257

Explainer 1 Undeclared work in Ukraine is bad for 
everyone 1 244 1915

Explainer 5 How to declare an employee 895 1278

Explainer 4 Declared work opens up opportunities for 
business 358 465



YouTube Advertising*. Indicators explained

• Reach – number of people who saw the video
• impressions - how many times the video was shown during the 

campaign

• clicks throughs – the number of visits to the State Labour Service 
website after watching the video

• session average duration – how much time a person spent on the 
State Labour Service website after watching the video on YouTube

5 unskippable videos 15 seconds long

YouTube Advertising is a tool that works to reach and inform the audience, it affects site visits indirectly



YouTube results

534 397 

297 000 

number of impressions

reach

510 number of click-throughs to open SLS web-site

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 on Google. The highest number of impressions was received by the 
video "Declared work ensures business development", which shows the increased demand of employers for 
information



Facebook advertising. Indicators explained

Instruments used for Facebook advertising :

§ A Facebook post was aimed at a broad reach and engagement of users into interacting 
with the content: watching videos, liking, commenting, etc. Click-throughs were less 
important since the campaign was targeted on gaining high reach and engagement rate

• impressions – how many times the ad was shown during the campaign

• reach – the number of people who saw the message. Reach is always several 
times lower than the number of impressions, because people see the same 
message multiple times during the campaign

• clicks throughs - the number of visits to the State Labour Service website after 
watching the video

• engagement – the number of interactions your content received from users 
(likes, shares, comments, views of videos etc.)



Post 1. UDW is an issue in Ukraine

engagements

2664
clicks-throughs

55

impressions

517 923
reach

324 865



Post 2. UDW does not protect your labour and 
social rights

engagement

2479
click-throughs

452

impressions

517 923
reach

264 216



Post 3. Undeclared work does not protect against 
fines

engagement

3873
click-throughs 

130

impressions

517 923
reach

272 981



Post 4. Declared work ensures business development

engagement

2075
click-throughs 

21

impressions

517 923
reach

260 666



Post 5. How to declare an employee

engagement

352
click-throughs

129

impressions*

68 051
reach

28 213

* the post was published in November. Its promotion lasted 1.5 months



3. Work with stakeholders
online and indoor placement



Placement on the website of the Federation of 
Trade Unions of Ukraine



Placement on the FTUU Facebook page



Placement on the Facebook page of the Confederation 
of Free Trade Unions of Ukraine



Placement on the 
website of the 
Confederation of 
Employers of Ukraine



Placement on the CEU’s Facebook page



Placement on the Ministry of Education and Science 
website



Placement on 
the Ministry of 
Social Policy s 
Facebook page 



Placement on pages of higher education 
institutions



Placement on pages of higher education institutions



About 6500 posters were placed through partner 
organisations
• The Federation of Trade Unions of Ukraine – 3000 pcs
• The Confederation of Free Trade Unions of Ukraine – 100 pcs

• The State Employment Service – 1625 pcs
− employment centres
− large enterprises

• Amalgamated communities – 712 pcs
− ASCs
− village councils
− local employment centres
− local branches of the State Tax Service

• The State Fiscal Service – 1003 pcs



Placement of posters in FTUU 
organisations

§ 2000 pcs in primary organisations in 24 oblasts 
of Ukraine

§ 500 pcs in associated organisations

§ 500 pcs in higher education institutions through 
the trade union of educators

Placing posters in organisations 
of the CFTUU

§ 100 pcs in member organizations across Ukraine

100 000+ approximate 
reach *

* equals to the number of people working at the enterprises where the unions are 
located, including the unions themselves

100 000+ approximate 
reach *



Placing 
posters in 
employment 
centres

§ in 750 primary 
organisations in 24
oblasts of Ukraine

§ at 125 large 
enterprises through 
oblast employment 
centres

2 mln approximate 
reach*

* equals to the total number of people 
who in 2020 underwent consultations in 
employment centres at least once



ASCs
c

Placement of posters 
in ASCs 

§ 82 primary branches of ASCs

§ 100 in village and town 
councils

§ around 100 in other local 
institutions: social services 
centres, tax offices, 
employment centres, etc.



ASCs

Free OOH placement
§ some authorities placed the 

materials at their discretion
§ for example, few citylights were 

placed in Kyiv 



4. Special project
Novoe Vremya



Aim of the project

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

• To prevent Russian-speaking Ukrainians from consuming content originating 
in Russia

The special project was carried out in Russian and Ukrainian based on  UDW 
explainers placed on the SLS website

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

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


Why Novoe Vremya?

• is in TOP 10 most popular news 
sites in Ukraine

• monthly reach of 21.9 mln

• 550 000 active users a week

• 58% women, 42% men

• 66% aged 25-54

• executives, entrepreneurs, top 
managers, experts

• high and average income

Audience

This is one of Ukraine’s most popular online media with Russian-language 
content



The special project can be found:

• in the “special project” 
section

• in news feed

• via promo 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


The branded project page 
has:
• a brief introduction
• 5 previews of informative articles
• each preview contains a video on the 

topic of the article



Landing page dynamics during the project (August-September)

• 1 520 unique users
• 1:07 min is the average time spent on the project’s landing page
• most users read the Russian version of the page

Typically, users reach an article through a news feed or by typing keywords in Google
search. The task of the landing page is to give the reader a general understanding of the
campaign and to promote brand awareness

Landing page statistics



Article 1: Why UDW is bad for everyone?

• 90 718* views
• 73 990 unique views (reach)
• 2853 click-throughs in Google 

search

• provides general information 
about UDW: classification, 
statistics, risks

• 4 infographics

* the number of views displayed on the NV.ua website may 
differ. But GA data are more accurate

https://nv.ua/ukraine/events/trudovoy-dogovor-i-nelegalnaya-rabota-kogda-nuzhno-oformlyat-otnosheniya-novosti-ukrainy-50101071.html


Article 2: How does declared work protect your labour 
and social rights?

• benefits of declared 
employment relationship for 
employees

• 2 infographics

• 15 306 views
• 11 241 unique views (reach)
• 2493 click-throughs in Google 

search

https://nv.ua/ukraine/events/trudovoy-dogovor-zashchita-trudovyh-i-socialnyh-prav-rabotnikov-novosti-ukrainy-50101311.html


Article 3: How does declared work help develop 
business?

• benefits of declared 
employment relationship for 
employers

• 1 infographic

• 19 146 views
• 9987 unique views (reach)
• 3619 click-throughs in Google 

search

https://nv.ua/ukraine/events/trudovoy-dogovor-s-rabotnikom-preimushchestva-i-osobennosti-novosti-ukrainy-50103429.html


Article 4: Haven’t declared your employee – pay 
the fine!

• how inspection of labour 
relations is carried out, current 
fines for UDW

• 1 infographic

• 13 177 views
• 9326 unique views (reach)
• 934 click-throughs in Google 

search

https://nv.ua/ukraine/events/gosudarstvennaya-sluzhba-po-voprosam-truda-proveryaet-kak-biznes-vypolnyaet-trudovoe-zakonodatelstvo-50105441.html


Article 5: How to declare an employee

• how and when to declare an 
employee

• 1 infographic

• 6169 views
• 4435 unique views (reach)
• 81 click-throughs in Google 

search

https://nv.ua/ukraine/events/pravilno-oformit-rabotnika-sovety-specialista-novosti-ukrainy-50105646.html


5. Publication of stories in media
24 tv.ua



Aim of publications

§ To make up for the lack of emotional 
stories about UDW in the info field In order to inform the general 

public about the risks of UDW 
and the advantages of DW, the 
format of an emotional personal 
story + a comment by an SLS 
expert was chosen



Why 24tv.ua?

• is in TOP 10 most popular news 
sites in Ukraine

• 10.8 mln unique users per month, 
according to Google Analytics

• 47% women, 53% men

• 61% aged 25-49

Audience

This is one of the most popular online media in Ukraine



Story №1*

§ an emotional story about the risks of 
employment without a labour 
contract branded with the logo of the 
“Go to Light!" campaign 

§ an explanatory comment by a State 
Labour Service expert

§ contains a video on the topic of the 
material

* Working without a labour contract is like playing with fire

3695 views

https://news.24tv.ua/pratsyuvati-bez-trudovogo-dogovoru-tse-yak-grati-novini-ukrayini_n1485822?fbclid=IwAR1uCsO8QWDEGSSakhClmWw2C82bK66o75Sq5R_XYOVbHjAnm2kPU9bjmAM


Story №2*

§ an emotional story about the violation 
of an employee's rights by the 
employer branded with the logo of 
the “Go to Light!" campaign

§ an explanatory comment by a State 
Labour Service expert

§ contains a video on the topic of the 
material

*You work as three but you earn as one

4191 views

https://novyny.24tv.ua/pratsyuyesh-za-troh-zaroblyayesh-za-odnogo_n1498443


6. Integration into USFA
15th Ukrainian Student Festival of Advertising,
voting for best student video



§ to expand the understanding of the UDW problem among young people, 
the campaign "Go to Light!" joined the 15th Student Festival of 
Advertising

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

§ Winners were announced on November 20, 2020 

§ 3 best videos out of 22 were selected for further work of the campaign

Partner nomination
“Go to light - declare work"

http://studfestival.com.ua/USFR_15_Temy_i_brify/
http://studfestival.com.ua/USFR_15_Pobediteli/


• students

• high schoolers

• young employees of 
advertising agencies

Festival 
participants

Participants of the “Go 
to Light!” nomination

Audience
aged 16-25

15th Ukrainian Student Festival 
of Advertising

• from 24 oblasts of 
Ukraine

47800

• 22 videos

• 9 higher education 
institutions across 
Ukraine



3 best student works were selected for voting on the 
SLS Facebook page with promo



I place – You are not a robot!

Reactions

586

Comments

41

Engagement

3 567

6464

Reach

Clicks

22

https://www.youtube.com/watch?v=qAfsV-xsICQ


II place – This is more than a piece of paper!

Reactions

312

Comments

11

Engagement

2 950

5 599 

Reach

Clicks

27

https://www.youtube.com/watch?v=wqj8q8B0bWY


III place – Declared = ensured

Reactions

47

Comments

1

Engagement

3075

5883

Reach

Clicks

10

https://www.youtube.com/watch?v=eBesQfSkLeI


Winners were awarded during a live broadcast on 
Zoom

reach

2676

viewers engaged

102



The winners received award certificates from 
the EU-ILO project



Consultations to the 
State Labour Service's 

press service
content plan | media opportunities| stories | media monitoring



Consultations on the promotion of the UDW topic in 
the media
The aim is to help the press service of the SLS Central Office to increase 
capacity for promoting the UDW topic 

Topics of consultations held in July-December 2020:

§ how to draft a content plan

§ how to create media opportunities

§ how to choose a case and a format for an emotional story: the case search 
was organized with involvement of SLS press-office 

§ the articles were prepared regarding the expertise of SLS Labour 
department

§ how to build relations with the media

§ how to organize media monitoring and how to use it



The results of the 
campaign’s effectiveness 

analysis
Assessment of understanding of the UDW concept and the campaign’s effectiveness



To assess the understanding of the UDW concept and 
the campaign’s effectiveness, a survey was conducted 
using an online questionnaire

residents of cities 
50,000+

men and women
aged 18-55

interviews conducted
444

257 - employees
126 - employers
61 – ‘moonlighting’



Understanding of the term “undeclared work”

Say they understand what UDW is

47%
Understand UDW as:

Unreported 
employment
45%

Tax evasion
38%

Cash-in-hand 
payments

17%

Believe the topic is of interest for 
them

31%



Among the Ukrainians who are familiar with UDW topic, 
more than a half has contacted with the campaign

Most popular sources of information 
about UDW among the reached 
audience

• dsp.gov.ua website

• sites of other government institutions

Haven't contacted
73%

Have contacted
27%

Haven't seen
46%

Have seen campaign materials
54%

• higher education institutions

• dsp.gov.ua website

For audience aged 18-23



What the audience learnt about UDW
Negative effects of UDW as seen by the 
audience

No work record

No compensation in case of an
illness or an accident

No social guarantees

Inability to defend your rights and
interests before the employer

Lower revenues to the budget and
social insurance funds

Lack of funds for public services,
pensions, sick leaves

0 10 20 30 40 50 60 70 80 90 100

Benefits of declared employment as 
seen by the audience

Official work records

Protection of workers' rights, for
example, paid sick leave, control

of working conditions

Timely payment of wages

Social guarantees for employees
with children

Unemployment insurance

Replenishment of the country's
budget and insurance funds

0 10 20 30 40 50 60 70 80 90 100



Communication effectiveness assessment

§ at least one element of the ad campaign (logo, outdoor advertising or videos) was 
seen by 18% of TA

§ among the youngest TA (aged 18-23) this figure is twice as high (36%)

18%

11%

11%

6%

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

Saw at least 1 of 3 elements (logo, printed ads, videos)

Videos

Printed advertising

Logo

Respondents who saw the campaign materials



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

The most popular channels 
through which TA contacted the 
campaign are:
• the SLS website (46%) 
• Employment centers (30%)
which is much higher than the 
usual indicators of these channels 
as sources of information on UDW 
(20% and 15%, respectively)

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

The State Labour Service website

Employment centres

Internet advertising

Social networks

Internet sources

TV advertising

Other government agencies’ sites

ASCs

Tax Administration

Outdoor advertising

Relatives, friends, acquaintances

Printed media

Trade unions

Radio

Education institutions

Other

Hard to say



Understanding of videos

§ TA picked up only the basic message from the 
videos: you need to declare your work and get 
a formal employment

§ Each of the 4 main messages were conveyed to 
68% - 75% of TA, all four at the same time - to 
55% of TA (their share among employers was 
lower - 40%, be due to lower relevance of the 
materials – see the clarifying on slide 99



Perception of videos

Videos are generally positively perceived by the audience (the share of positive reviews for each of the 
parameters is at least 52%) and most assessed them as easy to understand (84%) 

Only a quarter said that the videos were shown too often (the frequency of the digital campaign averaged 
4.4 times per person)

3%

11%

10%

7%

16%

13%

49%

2%

7%

9%

10%

12%

13%

13%

11%

20%

21%

24%

17%

22%

13%

16%

21%

20%

17%

17%

18%

8%

68%

40%

40%

42%

38%

34%

16%

The messages are easy to understand

They encourage people to learn more about declaring work

I like these advertising materials

They stand out from the rest

I learnt something new about undeclared work

It was useful to me

They were shown so often that I got fed up with them

1 - Fully disagree 2 3 4 5 - Fully agree

84%

62%

60%

59%

55%

52%

25%



41%

48%

7%

6%

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

Ready to ask their employer if their employment
relationship is declared

Ready to insist that their employment be declared

Ready to start declaring their employees

Have checked if the labour relationship with the
employees has been declared

Readiness to act

§ despite its short period (1 year) the communication campaign had a positive influence on the TA 
including the hardest one - employers

§ among the respondents, the highest readiness for action is declared by “blue collars”

Employers*

Employees**



Reaction to the videos and feedback

§ 41% - liked the ease of presentation of 
information most

§ In general, the videos encourage to click 
the "Like" button, share it with friends and 
learn more about declaring work

§ 57% TA say they noticed who supported 
the information materials, although only 
15% of the TA named the EU and 4% named 
the ILO without being prompted 



Conclusions on the campaign's effectiveness based 
on the results of a quantitative study

§ the concept of UDW is becoming more familiar and is correctly interpreted by the 
majority of knowledgeable audiences. The biggest concerns are those dealing with 
the protection of workers' rights and occupational safety guarantees

§ overall, taking into account the channels that were used to communicate the "Go to 
Light!" campaign, It can be assessed as successful: its approximate reach is 18% of 
the employable population of Ukraine

§ the campaign has been generally positively perceived by the audience
§ the profile of those reached by the communication has the higher share of men, 

young people (18-23 years) and those who demonstrate a higher level of awareness 
about UDW

§ communication has had the most positive effect on blue-collar workers, for whom 
declaring work is potentially more useful, whereas employers perceive it as less 
relevant to them

§ in further communication, it is important to emphasize the international donors' 
support, it is necessary to additionally mention their names in video materials



1. Presentation of the report to 
stakeholders

2. Preparing the communication 
plan for the next phase

Next steps

by February 26

March



For further questions:

Natalia Shumeiko
natalja.shumeiko@changecom.org

+38 (068) 114 38 20

Maria Semovonik
maria.semovonik@changecom.org
+38 (050) 443 66 29

mailto:natalja.shumeiko@changecom.org
mailto:maria.semovonik@changecom.org


Annex 1 – Free TV placement in regions

# Region Total number of 
times on air Channels Times on air Period in 2020

1 Ternopilska 1550

Ternopil-1 520 March-April
TV-4 310 March-April
“INTB” 480 March-April
UA:Ternopil 240 March-April

2 Lvivska 1320

Pershy-Zahidniy 240
UA:Suspilne 120
5-Chanel Lviv 480
Radehiv 120
Brody 120
Buzhnet 240

3 Ivano-Frankivska 1200
RAI 400
Vezha 400
Halychyna 400

4 Chernivetska 510
ТВА 180
“Chernivtsi” 150
”Chernivetskiy promin” 180

5 Mykolaivska 176

«НІС-ТВ» 20 February-March
«ТРК Сатурн» 15 February
«Квант» 15 February
«МАРТ» 126 February-March
«Так – TV» February-June
«ТЕЛЕКОМ-1» February-June



Annex 1 – Free TV placement in regions

# Region Total number of 
times on air Channels Times on air

6 Khersonska 154

UA:Kherson 56
Kherson Plus 56
KRATU 28

VТV Plus 14

7 Luhanska 120

STV 30
UA:Donbas 30
Aksent 30
“IPTA” 30

8 Cherkaska 120
Ildana-ТV 90
K2-RIA 30

9 Rivnenska 100

Rytm 100
Sfera-TV 100
Rivne-UA 100
Rivne-1 100

10 Zhytomyrska 72
SK-1 68
Souz-TV 4



Annex 1 – Free TV placement in regions

# Region Total number of 
times on air Channels Times on air Period in 2020

11 Khmelnytska 36

UA:Podillya 9
33 Channel 9
TB7+ 9
State TV company ”Misto” 9

12 Vinnytska 20
Vita TV 10

UA:Vinnytsa 10
13 Volynska 3 Volynska TV and radio company 3
14 Dnipropetrovska UA:Dnipro
15 Kirovogradska UA:Kropyvnytskyi

16 Sumska

«Vidikon» February-May

«AkademTV» February-May
TV company «STS» February-May
UA:Sumy February-May



Annex 2 – Free radio placement in regions
# Region Total number of times 

on air Channels Times on air Period in 2020

1 Lvivska 3053

Nezalezhnist 3 times/day February-March

UA:Suspilne 3 times/day
February-March
June-July

Pershyi Zahidnyi 2 times/day March-April
Buske Radio 3 times/day February, June
Radio “Postup” 3 times/day February, June
“Zhovkva” FM 3 times/day February-December
Starosambirske Radio 3 times/day February, June
Redio “Sokal” 3 times/day February, June
Novyi Dvir 3 times/day February, June
Zhadchivske Radio 3 times/day February
“Tvoye Radio Dorohobych” 3 times/day March
Zolochivske Radio 3 times/day March, June
Neo Radio 3 times/day February, June

2 Ivano-Frankivska 1600

“Zahidnyi Polus” 400
“RAI” 400
“Karpaty” 400
“Vulychne radio” 400

3 Chernivetska 515

Blysk 120
”Piyatnitsa” 190
“Russkoye radio” 190
“Ukrainske radio – Bukovyna” 15

4 Ternopilska 314
“Uh-Radio” 90 June-July
“Vluchne Radio” 224 June-July



Annex 2 – Free radio placement in regions
# Region Total number of 

times on air Channels Times on air Period in 2020

5 Rivnenska 180

“Rytm” 45

“Trek” 45

“Ukrainske radio – Rivne” 45
“Radio-Shans” 45

6 Khersonska 112
UA:Kherson 56
“Kherson Plus” 56

7 Luhanska 90
“STV” 30
IRTA 30
UA:Dondas 30

8 Volynska 2 Lutsk 2
9 Dnipropetrovska UA:Ukrainske Radio June 

10 Mykolaivska

UA:Mykolaiv
Mi 100 Pervomaysk
Quartal
Ridna Vulytsa
Tak-TV internet-radio

11 Sumska

«Sumy Media Service» LLC February-March
«Vidikon» February-May
Pradio Romen February-May
UA:Sumy February-May

12 Chernihivska UA:Ukrainse Radio. Chernihiv vawe 



Annex 3 – OOH free placement in regions

# City Total number of times on 
air Type of placement Times on air Period in 2020

1 Ternopil 416
LED-monitors 192 November-

December
Monitors in public 
transport and bus stops 224 November-

December

2 Lviv 360
Radio in shopping malls:
“Suvar”
“Pivdennyi”

177
183

February-March
June-July


