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1. Executive Summary 

The executive summary contains a summary of the overall conclusions and key findings of the ex-post evalua-
tion of the Healthy Workplaces Manage Stress Campaign 2014-15 (HWC 2014-15). Oxford Research Denmark 
carried out this study in cooperation with Panteia, IKEI and Oxford Research Sweden for the European Agency 
for Safety and Health at Work (EU-OSHA) under the Framework Contract ‘EUOSHA/NS/2015/FC1’. 

 AIMS OF THE STUDY AND METHODOLOGY 
The purpose of the evaluation is to assess the planning, implementation, effectiveness and impact of the 
Healthy Workplaces Campaign 2014-2015 ’Healthy Workplaces Manage Stress’ and its activities at the 
EU and national level. 

This study is an ex-post/final evaluation that covers the entire intervention period of the Healthy Workplaces 
Campaign 2014-2015—from the beginning of the project implementation in 2012 to its completion at the end 
of 2015. This study includes both a process evaluation and an impact evaluation.  

The overall aims of this assignment were, in summary, to: 

 Estimate effects of the campaign by answering the general research questions: 
 Did the intervention (inputs and activities) produce the intended effects in the short, medium and long term? 
 For whom, in what ways and in what circumstances did the intervention work?  
 What unintended effects (positive and negative) did the intervention produce? 

 Assess the planning, implementation and effectiveness of the campaign by: 
 Giving a detailed account of what exactly happened in the campaign. 
 Interpreting the findings. For instance, if the campaign did not achieve its effects, process evaluation can help explain why 

(e.g. key staff members were not involved as much as intended, stakeholders did not fully support the programme so it was 
not implemented in full). 

 Identifying best practice and key learning points to apply to other initiatives and new campaigns in the future. 

 
The findings of this Final Report are based on review of documents and interviews conducted with EU-level 
actors (Level 1). The evaluation team conducted five country studies in Slovenia, Finland, Spain, Poland and 
The Netherlands (Level 2) and performed two workplace studies in each country (Level 3).  

 MAIN FEATURES AND BACKGROUND OF THE CAMPAIGN 
The HWC 2014-15 is a decentralised campaign co-ordinated by the European Agency for Safety and Health at 
Work (EU-OSHA). Member States, partner organisations and individual workplaces can tailor the campaign 
and focus to their particular needs and priorities, running their own activities and producing their own materials.  
 
The HWC 2014-15 relies on the support of its network partners and follows a network-based approach. In this 
respect, the following partners are important:  
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 EU-OSHA’s network of national focal points (FOPs), which is responsible for coordinating the cam-
paign at the national level, i.e. the FOPs are autonomous and can design their own campaign, adapting it 
to their national context; 

o In each country, the FOP has a tripartite national network that is composed of government rep-
resentatives; representatives of unions and employers' organisations; and experts and researchers 
in the area of safety and health at work and occupational medicine.  

 European social partners, representing the interests of workers and employers at the European level;  

 Network of official campaign partners (OCPs), consisting of pan-European or international organisa-
tions;  

 Network of media partners, consisting of an exclusive pool of journalists and editors from all over Eu-
rope interested in promoting occupational safety and health;  

 European institutions and their networks, in particular the incumbent Presidencies of the European 
Council;  

 Enterprise Europe Network (EEN), which reinforces the agency’s link with Europe’s micro, small and 
medium-sized enterprises.  

 
The agency’s tripartite Governing Board (GB) sets agency strategy and goals and decides on the topic for 
each Healthy Workplaces Campaign. For HWC 2014-15 the different interest groups represented in the Gov-
erning Board agreed that the campaign would not be about apportioning blame for work-related stress, but to 
focus on ‘practical solutions.’ Accordingly, the campaign showed that stress and psychosocial risks—while of-
ten more challenging because of the sensitivity of their nature—can be dealt with in the same logical and sys-
tematic way as other OSH issues and that a wide range of practical tools and resources were available for this 
purpose. 

The agency disseminated this information and practical guidance through a variety of tools and strategies that 
had been developed by the agency in the framework of previous Healthy Workplaces Campaigns. These tools 
and strategies attempt to reflect the concerns and needs of all involved partners and include the following 
actions1:  
  
1. Support for the network of partners:  
The agency provided special support to its network of FOPs and its official campaign partners (OCPs) through 
the following mechanisms:  

 European Campaign Assistance Package (ECAP): The agency provided its network of FOPs with 
financial and logistical support for implementing campaign activities at the national level. ECAP support 
covers a wide range of activities, including the organisation of conferences and seminars; press conferences; 
journalist round tables, visits and radio call-ins; as well as the production and distribution of campaign print 
and promotion material in 25 languages. The ECAP offer is described in more detail in the “ECAP Guide-
lines”.  

                                                      
 

1 European Campaign 2014-15 ”Healthy Workplaces Manage Stress”, Campaign Plan 
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 Campaign partnership offer: Pan-European or international organisations willing to get involved in the 
HWC 2014-15 and able to multiply their efforts through their own network members applied to become 
official campaign partners. The partnership offer is described in more detail in the document ‘Creating 
European Partnerships for Healthy Workplaces’. HWC 2014-15 involved 102 official campaign partners 
from private enterprises, civil society organisations, employers’ organisations, trade unions, public institu-
tions and research institutions.  

 Media partnership offer: This network of partners created in 2012 works with the agency to raise aware-
ness about campaign topics, using their various channels to advertise and promote the campaign. It consists 
of journalists and editors from all over Europe interested in promoting occupational safety and health. 
HWC 2014-15 involved 34 media partners from fifteen countries. 

 
2. Campaign promotion and information products:  
The agency produced a wide range of campaign promotion and information products to promote the campaign: 

 Campaign information products: In order to support the main messages of the campaign, the agency 
developed a series of products such as the E-guide, which was designed to respond to the needs of em-
ployers and people working in small enterprises, and to provide the concerned actors with practical infor-
mation and tools to manage psychosocial risks within their own organisations.  

 Campaign promotion products: The material aimed to raise awareness about the campaign in a lively 
and engaging manner and included, among other things, the campaign guide; campaign posters; Power-
Point presentations; internet banners and signatures; and a series of short video clips featuring the popular 
cartoon character Napo.  

 
3. Campaign online tools:  

 Campaign website: This was the main communication channel and promotion tool during the whole 
campaign (http://hw2014.healthy-workplaces.eu/en). The website is available in 25 languages, and the 
agency made special effort to keep the website up-to-date, including all the publications, news and items 
linked to the campaign. It was also the tool to announce the main highlights of the campaign and to engage 
the agency’s national focal points and its official campaign partners.  

 Corporate website: In addition to the campaign website, the agency placed a special section on the topic 
of the campaign on the agency’s website. The main reasoning behind this approach was to provide inter-
ested parties with continued access as the campaign website was only active and updated during the two 
years of the campaign.  
 

4. Campaign events and activities:  
The agency organised and supported a variety of events and activities that took place during the campaign.  

 Campaign launch: For the official launch of the campaign, the agency held a conference with the partic-
ipation of the responsible Commissioner, a representative of the Greek EU Presidency and the agency’s 
Director on the 7th of April 2014 in the Commission headquarters in Brussels. In parallel, the agency’s 
national focal points organised national launch press conferences all over Europe.  

 National partnership meetings and stakeholder seminars: During the two years of the campaign, the 
agency’s national focal points and official campaign partners organised a variety of events to promote the 
campaign and to further discussions on the campaign topics.  
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 European Good Practice Awards Competition: This competition recognised those organisations that 
have found innovative ways of making good safety and health practices a routine part of their workplace 
management. The agency organised an Awards Ceremony and produced a special brochure presenting the 
award winners.  

 European Week for Safety and Health at Work: Many of the campaign’s events and activities were 
focused around this week, which takes place all over Europe every year in October (calendar week 43). The 
European Weeks, which have been running since 2000, consist of an annual series of conferences, semi-
nars, training sessions, exhibitions and other activities to promote improved safety and health in the work-
place.  

 Campaign Closing Event: At the end of each campaign, the agency brought together all those who have 
contributed to making it a success. The event was held November 3-4, 2015 in Bilbao. 
 

5. Campaign media and PR activities:  

 Media actions: In order to give publicity to the above mentioned campaign events and activities, the 
agency implemented a wide range of media and PR activities, including the organisation of press confer-
ences, journalist round tables and visits; issuing press releases; and arranging radio-call-ins and professional 
articles.  

 Exhibitions: When possible, the agency participated in international fairs and conferences to promote the 
campaign, including the OSH World Congress in Istanbul and the A&A in Düsseldorf.  

 
The total budget and resources dedicated to the HWC 2014-15 was approximately seven million EUR and 
24.5 full-time equivalents spent over five years. A great share of these resources went into supporting the 
agency’s network of FOPs via the European Campaign Assistance Package (ECAP), although most FOPs had 
also their own national campaigning budget. As in previous campaigns there was a large variation in the re-
sources and budget available to each FOP, which explains to a great extent the differences in the size and 
ambitions of the nationally run campaigns.  

 OVERALL CONCLUSIONS 
The overall conclusion is that the HWC 2014-15 has been a successful campaign with evidence point-
ing to raised awareness across Europe on the issue of ‘stress and psychosocial risks’. Compared to the 
previous HWCs, the campaign has been highly successful.  

The following factors have contributed to the success of the campaign:  

 The theme of ‘stress and psychosocial risks’ is highly relevant to the European context. as there is 
statistical evidence on the significant societal challenges and economic losses associated with not addressing 
mental health issues. Stress is the second work-related problem most frequently reported by workers in 
Europe (after musculoskeletal disorders). Studies suggest that between 50% and 60% of all lost working 
days are related to it. And the number of people suffering from stress-related conditions caused or made 



7 
 

worse by work is likely to increase as the changing world of work is making increased demands on workers2. 
On the EU, national, workplace and individual level, there is also a rational interest in handling stress and 
psychosocial risks as the issue poses a major risk to public health and safety as well as the economic situa-
tion. As a consequence, the five Member States studied in more depth in the evaluation have developed 
plans on how to deal with the OSH issue ‘stress and psychosocial risks’.  
 

 The strong and well-functioning network built up over many years gives the campaign an ability 
to connect with dedicated intermediaries that can reach target groups that, considering the campaign’s 
budget, would otherwise be very difficult to reach. EU-OSHA relies on the support of its network partners, 
including the network of National Focal Points (FOPs) and the official campaign partners (OCPs). The 
FOPs are supported through the European Campaign Assistance Package (ECAP), which functions as a 
support scheme for delivering campaign materials and additional activities/services. The FOPs assess that 
the ECAP system is a useful tool in building partnerships. 
 

 The broad range and large variety of campaign products and communication channels appeal to 
different national contexts and targets groups and make room for actors at the national level to cus-
tomise the campaign to their own needs. The broader range of products and channels in the HWC 2014-
15 is meaningful, because it adds a European dimension to the nationally run campaigns. This broader 
range also allows for exchanging practices and ideas across country borders and adds new perspectives on 
handling stress and psychosocial risks in each country. 
 

 The five Member States studied in more depth in the evaluation have developed plans on how to 
deal with the OSH issue ‘stress and psychosocial risks’. The campaign has been a catalyst for change 
on the national policy level and influenced the direction in the agreements between the social partners. 
There is some variation in the level of implementation: Some Member States have just started incorporating 
the campaign into national polices, while others have taken elements of the campaign and incorporated it 
into national policies. 

However, the evaluation shows that the HWC 2014-15 has also encountered some challenges:  

 It is unclear to which extent the activities of the campaign carried out at the national level reaches 
the workplace level (especially among micro and small enterprises). The evaluation shows that the 
campaign has a strong network and thus manages to reach target groups (European and national stake-
holders) that would otherwise be highly challenging to reach. Following the logical framework, the cam-
paign has met its objective and used its intermediaries efficiently. However, the activities carried out at the 
national level had a limited outreach to the enterprises (especially micro and small enterprises) The evalu-
ation shows that the campaign has raised awareness on stress and psychosocial risks among policy actors, 
campaign partners and social partners in each country, but particularly the national employees’ organisa-
tions question the campaign’s ability to reach micro and small enterprises. Creating action in the workplaces 

                                                      
 

2 HWC 2014-15, Campaign Content Paper 
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is after all a prerequisite for reaching the impact level and ultimately necessary for dealing with the signifi-
cant societal challenges and economic losses associated with stress and psychosocial risks.  
 

 Secondly, even though it is an advantage of the campaign that it offers a broad range of activities 
that are effective and useful for the network partners on the European and national level, develop-
ing materials targeted to the specificities of national contexts remains a challenge. Stakeholders 
consider the HWC 2014-15 to be more successful than the previous campaign because it is more custom-
ised (also due to the introduction of the ‘Managing stress and psychosocial risks E-guide’). In practice, the 
FOPs find it challenging to adapt the materials to their national needs and specificities, as they have insuf-
ficient resources to alter and customise materials, while at the same time they experience that they are 
allowed to only partly alter and customise the material. Another point of concern is the quality of transla-
tions (especially the professional terms), which is done centrally and not in the Member States (given the 
limited resources of the FOPs they can only partly check and adapt the translations).  The consequence of 
this is that the material is not always best adapted to micro and small enterprises at the national level. 

 KEY FINDINGS OF THE EVALUATION: 
Based on the criteria established for this evaluation, the key findings of this evaluation are: 

1.4.1 Relevance: 
We find that the agency’s actions under this activity address the needs of the target groups. The theme of the 
campaign ‘stress and psychosocial risks’ aligns with OSH priorities both at the EU level as well as in the five 
countries studied (under Level 2). The theme supports the political agenda in the EU Member States and EEA 
countries, which potentially strengthens the campaign’s catalyst effect. At the same time, the level of integration 
of the campaign’s topic into the national priorities of each country varies. In some countries, the campaign is 
integrated in the national OSH activities that are carried out in the country and thus supports the national OSH 
agenda. However, in other countries, the campaign primarily addresses needs at the workplace level, while the 
integration of the campaign’s topic in national priorities is limited.  

1.4.2 Coherence: 
We find that the HWC 2014-15 is coherent with other EU activities and initiatives in the field. The campaign 
is complementary to other EU-OSHA activities and EU initiatives in the field and supports the implementation 
of the EU Strategic Framework on Health and Safety at Work 2014-2020 in two key strategic objectives: to (1) 
further consolidate national strategies, and to (2) facilitate compliance with OSH legislation, particularly by 
micro and small enterprises.  

1.4.3 Effectiveness: 
Overall, we find the HWC 2014-15 to be an effective campaign. The campaign met the specific objectives on 
the output level according to the Annual Management Plan; contributed to raising awareness both on EU and 
on national level; and has been more effective than previous campaigns. More than half of EU-OSHA’s stake-
holders assess (54 %) that the campaign has raised awareness about work-related stress and psychosocial risks 
among employers and employees. On the overall EU-level, 19 % of the workplaces are aware of the Healthy 
Workplaces Campaigns with some variations between the countries. In Slovenia, 41 % are aware of the cam-
paigns; while in France, seven percent are aware of the campaigns. Still, a challenge of the campaign has been 
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to reach workplaces (especially the small and micro enterprises) at the national level, which has been raised in 
a number of interviews with EU-OSHA, the OCPs and the interviewees in the country studies (under Level 2).  

The campaign’s network approach is highly effective, and stakeholders consider the ECAP system to be a 
useful tool in building partnerships. The network approach also provides FOPs with facts and figures, as well 
as good practice examples and tools that they can use in their national campaigns. However, at the same time, 
in some countries stakeholders have mentioned that the materials received via the ECAP system are too general. 
A principle of the campaign is that the Member States, partner organisations and individual workplaces can 
tailor the campaign and focus on their particular needs and priorities, but this principle does not always work 
effectively in practice because the FOPs first of all have resource constraints that limit their options to alter 
and customise the materials, and some FOPs experience that they are allowed to only partly alter and customise 
the material. As a consequence, campaign material is not always best adapted to workplaces at the national 
level. 

The HWC 2014-15 offers a broad range of activities and communication channels; which stakeholders consider 
to be a strength of the campaign that adds value on the European level. In the five countries studied (under 
Level 2) as well as in the workplaces (Level 3), stakeholders used a large variety of activities and communication 
channels. Participants assessed these activities and channels to be generally effective and useful—especially 
activities that include face-to-face interaction such as conferences and seminars. The E-guide, which is an in-
novation to the HWC 2014-15, has been useful to some extent, and EU-OSHA invited the FOPs to add links 
and information about national resources to the E-guide. The option to alter the E-guide’s content was limited 
in order to make sure that the approach to manage stress and psychosocial risks taken in the HWC was con-
sistent across all countries. Some FOPs have not been satisfied with this approach, because they would have 
preferred to alter the E-guide to target the national perspective better.  

Campaign participants view EU-OSHA as an open and transparent organisation that has good relations and 
communicates well with its partners. EU-OSHA’s partners are satisfied with EU-OSHA and their access to the 
agency. As an example, in the Netherlands the national campaign was running simultaneously with the HWC 
2014-15, and thus there was a need for coordination between EU-OSHA and the Dutch FOP. In this instance, 
partners viewed EU-OSHA as constructive in discussing the specific situation in the Netherlands, where the 
activities of the campaign of the Dutch government had to be combined with the EU-OSHA campaign. The 
support provided by EU-OSHA for example, logo, slogans etc. were combined with the national campaign.  

1.4.4 Efficiency: 
Based on available data, the evaluation team concludes that the HWC 2014-15 has been an efficient campaign. 
It has run as planned, and most importantly, the campaign’s network model has made it possible for the cam-
paign to reach target groups (European and national stakeholders) that, considering the campaign’s budget, 

would otherwise would be highly challenging to reach. The role of the network of FOPs is especially im-
portant, as they are responsible for coordinating the campaign at the national level, i.e. they are autonomous 
and can design a campaign by adapting it to their national context.  

It is not possible to identify the most efficient actions of the campaign. However, based on the experience of 
three previous Healthy Workplaces Campaigns, it is reasonable to say that there is a rationale in using resources 
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on conferences and seminars, as it is efficient to put resources into this activity. Also, in the countries studied 
(Level 2), stakeholders consider conferences and seminars to be efficient activities. 

1.4.5 EU-added value: 
The campaign produces benefits on an EU-level and adds value to the Member States through its network 
approach (e.g. ECAP system), well-developed and useful materials and through the translation of the materials 
in 25 languages. EU-OSHA has taken advantage of its network of FOPs and official campaign partners that 
cover all EU Member States and EEA countries. Not only for the campaign, but for the agency’s work in 
general, the FOPs have set up national networks with government representatives; representatives of unions 
and employers' organisations; and experts and researchers in the area of safety and health at work that are 
crucial for distributing information. By using this core network, the campaign spreads its messages very effi-
ciently and systematically across Europe. From the perspective of stakeholders in both the country studies 
(Level 2) and workplace studies (Level 3), it is obvious that the campaign produces an added value due to the 
circumstance that it is an EU-based campaign. Stakeholders argue that the campaign adds an important EU 
dimension when it comes to the exchange of practices and inspiration that could not have been reached by 
national activities alone.  

 

1.4.6 Results and impacts: 
Our overall conclusion is that the main outcome of the campaign is raising awareness on both the EU and 
national level, but it is a challenge nationally to reach workplaces, especially among micro and small enterprises. 
Prior to the HWC 2014-15, issues related to stress and psychosocial risks was an underexposed OSH topic in 
many countries, and the campaign has succeeded in pushing the topic of stress and psychosocial risks higher 
on the agenda as a new and important OSH issue. 

All five Member States under study (Level 2) have developed plans on how to deal with this OSH issue, alt-
hough with differences in implementation. Some have just started incorporating the campaign into national 
polices, while other countries have incorporated several elements into national policies.  

Concerning the level of impact, it is still too early to measure progress. For this evaluation, it is not possible to 
measure the impact of the campaign, because it is firstly a part of a complex reality, which makes it impossible 
to attribute any impacts on societal level to the campaign’s efforts. Secondly it takes time for impact to materi-
alise, and it is not realistic to expect that the campaign produce impact within a two-year time frame. However, 
based on the logical framework it is reasonable to assume that the campaign will have some impact, as it has 
raised awareness on the EU and national level. Countries are also implementing policies on stress and psycho-
social risks, and it has influenced the content of the agreements between the social partners.  

1.4.7  Sustainability: 
Our general conclusion is that the campaign has made progress and raised awareness that is likely to last. Evi-
dence from the countries studied (Level 2) suggests that the effects of the campaign will endure, as the countries 
are implementing policies related to this topic, and that the campaign has influenced the direction of the agree-
ments between the social partners. At the workplace level (Level 3), stakeholders expect that the measures 
implemented will last in the medium and long term. The Dutch experience is that during “the week of stress,” 
a large number of enterprises took action by organising information sessions and developing informational 
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material among other things. As these activities were often organised by external contractors, the crucial ques-
tion is whether enterprises and organisations will keep this topic on their agenda and ensure that it is integrated 
in the enterprises’ policies and HR activities. 

1.4.8 Utility: 
Overall, this evaluation concludes that the campaign has been relevant and addressed the needs of its target 
groups. However, as the impacts of the campaign have not yet materialised as explained under section 1.4.6, it 
is not possible to assess the achieved impacts and evaluate the utility criterion. 
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2. Recommendations for future action 

The evaluation of the HWC 2014-15 has highlighted the successes and strengths of the campaign. Based on 
the data from the three levels of analysis, the evaluation has also identified a number of opportunities that could 
further strengthen the Healthy Workplaces Campaigns in the future. These are presented as recommendations 
below. 

 HOW TO REACH MICRO AND SMALL ENTERPRISES  
The evaluation shows that campaign outreach to workplaces is limited, especially among micro and small en-
terprises. In many respects, the HWC 2014-15 outreach model—through its network and large range of activ-
ities and communication channels—functions well. The EU-OSHA has successfully designed a campaign that 
connects with dedicated intermediaries, i.e. trade unions that can reach target groups that would otherwise be 
highly challenging to reach considering the budgetary limitations of the campaign. However, the national part-
ners have managed to reach micro and small enterprises only to a limited extent, as smaller businesses typically 
have less resources to work with OSH issues and often do not have a system in place to deal with OSH as 
larger businesses have. 

Recommendation 1: Take special measures to support FOPs in reaching micro and small enterprises. 
Support measures should focus on the link between FOPs and social partners (employee and employer 
organisations) in each Member State as well as other stakeholder groups that can influence OSH 
management in micro and small enterprises.  

The evaluation shows that there are opportunities to enhance the link between FOPs and social partners in 
order to focus more on reaching the micro and small enterprises. We find that there is potential for the cam-
paign to focus even more on the national tri-partite collaboration to increase the outreach of the campaign. 
Another stakeholder group to involve more actively on the national level is the educational sector, specifically 
vocational training institutions that educate a large number of employees working in micro and small enter-
prises. 

Recommendation 2: Focus even more on disseminating tailored, action-oriented materials that address 
national contexts even better 

The size and complexity of the HWCs demand that the materials delivered can be applicable to different na-
tional contexts, but also different types of enterprises in terms of size and sector. Namely, the situation of micro 
and small enterprises and the opportunities they face are quite different from those encountered by their larger 
counterparts. First, interviews with the FOPs suggest that it might be more effective if EU-OSHA were to a 
larger extent provide half completed core product and information channels as opposed to completely finished 
products and channels. However, providing half completed materials would in many cases require that FOPs 
put in more resources to adapt the materials to their national context. The risk with this approach would be 
that, because of their resource constraints, some FOPs might then not manage to finalise the half completed 
products in time or for the campaign in general. 
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Recommendation 3: Provide online material that better addresses the specific needs of micro and small 
enterprises. 

Better access to learning material online (e.g. a platform), and more examples of good practice in micro and 
small enterprises, not only nationally, but also on the European level, might give micro and small enterprises a 
better opportunity to learn from each other. The risk is that MSEs do not have sufficient interest or resources 
to use the material, thus a prerequisite for implementing this recommendation should be raising their level of 
awareness on the topic. 

Recommendation 4: Keep the topic alive and make sure materials remain available after the campaign 
has ended.  

As there is a delay effect of the campaign, it is important that the agency keeps the topic alive and keeps the 
materials available after the campaign has ended. The purpose of the campaign was first of all to raise awareness. 
The campaign intended to help workplaces identify issues related to the specific OSH topic in their organisation 
and understand their effect on the organisation. The next step would then be for workplaces to start planning 
and implementing measures that take employer and employee concerns and inputs into consideration. The 
Healthy Workplaces Campaign lasts for two years (which is longer compared to earlier EU-OSHA campaigns), 
but it is important to keep in mind that most issues related to the campaign’s topic are not resolved in this 
period of time. With this in mind, we recommend that the agency consider revisiting the campaign later on. 
For example, the agency could host a follow-up event on the topic that invites relevant stakeholders and enter-
prises to further reflect on the issue and describe the current situation in Europe and in the Member States.  

 HOW TO MONITOR AND SET TARGETS FOR THE CAMPAIGN 
The agency sets up indicators and targets for the campaign in order to measure its progress and achievement 
of its objectives. The Annual Management Plan describes the indicators and establishes targets for the cam-
paign. We see an opportunity to set up additional indicators and targets – not only on the output level, but also 
concerning the results of the campaign. Monitoring the campaign continuously also at the results level would 
make it possible to measure and evaluate the campaign’s full level of success. This would also allow the agency 
to compare different campaigns and assess how and why they differ in terms of, among other things, their 
implementation and stakeholder engagement. For these reasons, we recommend that EU-OSHA set more tar-
gets on the output and result level and monitor these indicators continually in future campaigns. 

Recommendation: Add more campaign targets that are ambitious, yet realistic to reach, monitor and 
measure.  

We recommend that—in order to keep management and performance measurement simple—the agency es-
tablish a relatively low number of indicators in order to make it clear what the main goals of the campaigns are 
and to make it easier to report on campaign progress and success to the Governing Board, the OCPs, FOPs 
and policy level actors. Following the logical framework set up for the HWCs, the agency should first further 
develop indicators to measure campaign activity and success and secondly establish success criteria (targets). 
From the campaign’s outset, it is necessary to have clear, measurable indicators that can be monitored through-
out the course of the campaign.  
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We suggest that EU-OSHA, in addition to the indicators on output level set up in the Annual Management 
Plan, set targets for the following indicators on output level: 

 No. of followers on social media platforms 

 No. of visitors to the campaign’s website 

 No. of national partners and their type of organisation (social partners, enterprises, governmental institu-
tions, educational institutions etc.)   

The next step is to set up indicators on the result level for measuring whether the campaign reaches its strategic 
objectives. The agency then has to develop targets for reaching success along various indicators. We recom-
mend that the agency set targets through an internal discussion about what is realistic (taking the topic of the 
campaign into consideration as well as results from previous campaigns) and the campaign’s level of ambition 
(by aiming higher than previous campaigns). Our recommendation is to use the EU-OSHA stakeholder survey 
as it collects data that is specifically aimed at the campaign. From this survey, other indicators can be included 
measuring usefulness, relevance and added value.   

Lastly, impact must be measured, but we recommend that the agency clearly communicate the extent to which 
it is possible and realistic to measure progress on impact. For instance, for this evaluation, it is not possible to 
measure an impact of the campaign, because it is firstly a part of a complex reality, which makes it impossible 
to attribute changes at the societal level to the campaign’s efforts. Secondly it takes time for impact to materi-
alise, and it is not realistic to expect that the campaign produce impact within a two-year time frame. By using 
the logical framework, it is reasonable to assume that the campaign will have some impact, as the campaign has 
raised awareness on the EU and national level. Thus, we recommend that the agency uses its logical framework 
to substantiate the degree to which it is realistic to assume that the campaign can make an impact.  

 HOW TO INCLUDE THE MEDIA EVEN MORE 
At the European level, the agency has a network of media partners that are engaged in the campaign. As regards 
the national level, EU-OSHA supports the FOPs through ECAP and gives them the option to implement 
media and PR services with the support of the agency’s contractor. Besides this, the agency does not have any 
influence related to the media’s involvement nationally, and it is the FOPs and their network partners who 
cooperate locally with the media. The evaluation shows that, in some countries, it is a challenge to motivate the 
media to spread the messages of the campaign. In some countries, the media has no genuine interest in OSH 
issues and is rather passive and neutral, which has a negative effect on the outreach of the campaign to the 
public. 

Recommendation: Carefully consider how to approach and commit the national media in raising aware-
ness of campaign messages.  

We recommend developing a media strategy on the national level to help ensure that the messages of the 
campaign are disseminated in an effective way. The evaluation shows that the campaign has raised the promi-
nence of managing stress and psychosocial risks in the media, although in the five countries studied (Level 2) 
engaging media on OSH issues has been challenging. To address this challenge, it is crucial to ‘sell the story.’ 
First of all, framing the issue is important. i.e if messages are presented with a positive angle or with a negative 
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angle (to demonstrate consequences and costs incurred by accidents at work and occupational diseases for an 
individual, the employer and society as a whole). Secondly, making even more use of the media training pro-
vided by EU-OSHA could encourage the FOPs to engage in media even more and spread the messages of the 
campaign. 

 EXCHANGING GOOD PRACTICES ON HOW TO SPREAD THE CAMPAIGN’S 
MESSAGES 

The strength of the campaign is its huge variety of activities and communication channels, as this has proved 
to be useful and effective in the countries studied (Level 2). The FOPs and national campaign partners use the 
different materials and communication forms depending on the situation and relevance in their specific country. 
From the country studied in this evaluation, we have identified good practice examples that might be of interest 
in other national contexts. 

Recommendation: Facilitate the exchange of good practices and knowledge further by providing a plat-
form where FOPs and stakeholders can share thoughts and experiences on materials, methods and 
communication forms used in the different countries.  

The agency has already created a platform for exchanging ideas and good practices for the OCPs. In addition, 
some FOPs have regular meetings where they share experiences and discuss the issues that they have encoun-
tered in their countries. These measures strengthen the knowledge sharing of the campaign and the ability for 
actors to learn from each other. We see a potential to strengthen this trend even further if the agency were to 
use dedicated ambassadors for the campaign (FOPs and OCPs) to promote the campaign in countries and 
organisations that are less actively involved in the campaign and could benefit from new inspiration on how to 
run the campaign. We also recommend that the agency consider extending the OSH wiki (an online knowledge 
sharing forum) further to include good practice examples and tools that are applicable for workplaces.  
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3. Introduction 

The Final Report is the full evaluation report that defines the purpose, context, objectives, evaluation criteria 
and questions, information sources, methods used, evidence-based findings, conclusions and key recommen-
dations. The findings of the Final Report are based on review of documents and interviews conducted in Level 
1. The five country studies on Slovenia, Finland and Spain in Level 2 and the workplace studies conducted in 
the same five countries in Level 3.  

The overall aims of this assignment are, in summary, to: 

 Assess the planning, implementation, effectiveness and impact of the Healthy Workplaces Campaign 
2014-2015 ’Healthy workplaces manage stress’ and its activities at EU and national level.  
 

 Estimate the effects by answering the general research questions: 
 Did the intervention (inputs and activities) produce the intended effects in the short, medium and long term? 
 For whom, in what ways and in what circumstances did the intervention work?  
 What unintended effects (positive and negative) did the intervention produce? 

 

 Assess the planning, implementation and effectiveness by: 
 Giving a detailed account of what exactly happened in the campaign. 
 Interpreting the findings. For instance, if the campaign did not achieve its effects, process evaluation can help explain 

why (e.g. key staff members were not involved as much as intended, stakeholders did not fully support the program 
so it was not implemented in full). 

 Identifying best practice and key learning points to apply to other initiatives and new campaigns in the future. 

The Healthy Workplaces Campaign 2014–2015 aimed at raising awareness of stress and psychosocial risks in 
the workplace and encouraging employers, managers and workers and their representatives to work together 
to manage those risks. Tackling stress and psychosocial risks contributes to creating a healthy work environ-
ment, improves worker well-being and enhances business performance. To promote these outcomes, the main 
focuses of the campaign are: 

 To raise awareness of the growing problem of work-related stress and psychosocial risks. 

 To provide and promote the use of simple, practical tools and guidance for managing psychosocial risks 
and stress in the workplace. 

 To highlight the positive effects of managing psychosocial risks and stress in the workplace, including the 
business case for doing so. 

At the workplace level, the campaign emphasises that psychosocial risks can be assessed and managed in the 
same systematic way as other occupational safety and health risks. A standard risk assessment model and a 
participative approach are the ideal way of identifying risks and tackling the issue: 

1. Identify the hazards and those potentially at risk: Managers and workers need to be aware of psychosocial 
risks and the early warning signs of work-related stress. 
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2. Evaluate and prioritise the risks: Decide which risks are of highest concern and focus on working on those 
first. 

3. Plan preventive actions: Establish a plan to prevent psychosocial risks from occurring. If risks are not 
avoidable, think about how they can be minimised. 

4. Implement the plan: Specify the measures to be taken, the resources required, the people involved and the 
time frame. 

5. Monitor and review on an on-going basis: The workplace should be prepared to amend the plan in response 
to the results of monitoring. 

To support the workplaces, EU-OSHA’s national focal points (FOPs) are key partners in the implementation 
of the Healthy Workplaces Campaign. FOPs are typically the leading safety and health organisation in a country 
and are responsible for coordinating the Healthy Workplaces Campaign at the national level.  

3.1.1 Methodological approach 
The design for collecting data is set up to ensure both a wide and general view on the campaign’s implementa-
tion and results across 28+2 countries and at the same time offer detailed knowledge on the practical use and 
specific impact on workplaces. As illustrated in Figure 3.1 below, the analysis and data collection is seen as a 
funnel, where the analysis process zooms further in on the processes as the study is taken to a new level. 

Figure 3.1. Data collection and analysis on three levels 

 

In Level 1 the purpose is to make Europe-wide conclusions on the campaign’s implementation and results. At 
the same time, Level 1 allows us to point out countries of special interest in order to look into further detail on 
how the network-approach has delivered elements of the campaign in their specific country context. The meth-
ods used were review of key documents (both internal and public) related to the campaign as well as interviews 
with EU level actors (EU-OSHA, Bureau of the Governing Board, official campaign partners, European Com-
mission, European Parliament).  

Level 1: EU (28+2)

Level 2: Country (5)

Level 3: Workplace (10)
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The evaluation team has conducted all the planned interviews. In total, nine personal interviews and one focus 
group interview have been conducted. 

Source Number of interviews 

EU-OSHA 
Three personal interviews and one focus group interview con-

ducted 

Bureau of the Governing Board (GB) One personal interview 

Official campaign partners (OCPs) Three personal interviews 

European Commission (EC) One personal interview 

European Parliament (EP) One personal interview 

Total Nine personal interviews and one focus group interview 

 

Level 2 focuses on the network-approach as a central part of the implementation strategy and on results found 
on the national level. To be able to zoom in on the implementation through the national networks, five different 
countries (Poland, Slovenia, Spain, Finland and the Netherlands) have been selected for the evaluation. In each 
country, interviews were conducted with representatives of the key stakeholders, partners and FOPs.  

The evaluation team’s network of national partners has booked and conducted interviews on Level 2 in the 
following five countries: 

 Poland (PL). Responsible national partner: EEDRI, Entrepreneurship and Economic Development Re-
search Institute Academy of Management 

 Slovenia (SI). Responsible national partner: Economic Institute Maribor 

 Spain (ES). Responsible national partner: IKEI 

 Finland (FI). Responsible national partner: Entrepreneurship, Turku School of Economics, University of 
Turku 

 The Netherlands (NL). Responsible national partner: Panteia 

In each country, the national partner has conducted the following interviews:   

 

 

 

 

http://www.ensr.eu/?page_id=218
http://www.ensr.eu/?page_id=218
http://www.ensr.eu/?page_id=231
http://www.ensr.eu/?page_id=166
http://www.ensr.eu/?page_id=166
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Source 

Number of 
interviews/ 
focus group 
interviews 

PL SI ES FI NL 

FOP representative The national coordinator and contact for EU-OSHA 1 X X X X X 

FOP national network 
A focus group interview is set up with approximately 
eight people 

1 X X X X X 

National members of 
the Governing Board  

 The tripartite system is represented 3 X X X X X 

National Enterprise 
Europe Network rep-
resentatives 

The network consists of many local partners. One repre-
sentative is chosen among partners with solid knowledge 
on SME’s adoption of the campaign. 

1 X X X X  

National campaign 
partners/ GPA win-
ning organisation  

One campaign partner representing different sectors will 
be interviewed 

1 X X X X X 

National media  The most engaged national media will be interviewed 1 X  X X X 

Total  7/1      

 
As seen in the table, almost all interviews were conducted in the five countries. However, in Slovenia it was not 
possible to interview the media (media in Slovenia showed little interest in the campaign). In the Netherlands 
it was not possible to interview the EEN partner (they are not doing much in the context of the campaign).   
 
Level 3 zooms in on the practical use of the campaign material in workplaces and allows us to point out factors 
in the processes that are promoting a result. In four of the five countries, two workplaces were studied and 
interviewed in order to investigate the connection between the activities carried out under the campaign and 
the effect in the workplaces. 
 
In each of the five countries, the national partners have conducted four interviews with two workplaces. Two 
interviews have been conducted in each workplace to obtain knowledge and views from employers and em-
ployee respectively. The following types of workplaces have been interviewed in the five countries: 

 Poland (PL). In total, four interviews were conducted with a medium-sized food enterprise (two inter-
views) and a large pharmaceutical enterprise (two interviews). 

 Slovenia (SI). In total, four interviews were conducted with a small energy enterprise (two interviews) and 
a large insurance enterprise (two interviews) 

 Spain (ES). In total, two interviews were conducted with a large energy enterprise (one interview) and a 
medium-sized hotel enterprise (one interview) 
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 Finland (FI). In total, four interviews were conducted with a large ICT enterprise (two interviews) and a 
small enterprise in the public sector (two interviews) 

 The Netherlands (NL). No interviews were conducted in the Netherlands. Instead information on good 
practices in Dutch enterprises on stress and psychosocial risks have been included. Around 20 enterprises 
were contacted, but it was not possible to convince the employers and employees of the enterprises to 
participate in an interview. Due to a combination of factors arranging an interview was problematic: 

o The enterprises in many cases did not feel that they were suitable organisations, in some cases not 
consciously having heard of the work stress campaign and therefore not seeing how they could 
contribute for an interview. Upon sending the questionnaire to the enterprises, they examined the 
questions and often did not feel they could answer them properly and declined to participate in an 
interview.  

o There were other cases where the Human Resource Management (HRM) or anti-work stress pol-
icies implemented were organised or sub-contracted via a specialised organisation, so that the en-
terprises themselves did not feel that they were suitable for an interview. In other cases, they 
claimed that their enterprise structure did not match the interviewee requirements and that an 
employer/manager or HRM person was not available. 

o Finally, the holidays played a role in that many people are not around or have no time for an 
interview.  
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4. Our approach to the evaluation  

The purpose of the evaluation is to assess the planning, implementation, effectiveness and impact of the 
Healthy Workplaces Campaign 2014-2015 ’Healthy workplaces manage stress’ and its activities at the 
EU and national level. 

This study is an ex-post/final evaluation, meaning that it covers the entire intervention period of the Healthy 
Workplaces Campaign 2014-2015, from the beginning of the project implementation in 2012 to its completion 
at the end of 2015. The evaluation is both a process evaluation and an impact evaluation.  

A process evaluation means systematic assessment of the campaign in terms of its design, its delivery, its im-
plementation and the usefulness of the activities delivered to the target group. 

An impact evaluation assesses the effects that can be attributed to the inputs and activities of the campaign. 
Since the evaluation is carried out shortly after the end of the campaign, assessment on impact (understood as 
the long term effects) sustainability and utility the evaluation team will allow expectations to be included to 
substitute impact. 

Therefore, the general research questions in order to assess the effects of the Healthy Workplaces Campaign 
2014-15, are: 
 

 Did the intervention (inputs and activities) produce the intended effects in the short, medium and long 
term? 

 For whom, in what ways and in what circumstances did the intervention work?  

 What unintended effects (positive and negative) did the intervention produce? 
 
Also the planning, implementation and effectiveness of the Healthy Workplaces Campaign 2014-15 are assessed 
by: 
 

 Giving a detailed account of what exactly happened in the campaign. 

 Interpreting the findings. For instance, if the campaign did not achieve its effects, a process evaluation can 
help explain why (e.g. key staff members were not involved as much as intended, stakeholders did not fully 
support the program so it was not implemented in full). 

 Identifying best practice and key learning points to apply to other initiatives and new campaigns in the 
future. 

 
To address the evaluation criteria and questions systematically, a logical framework model is developed that 
sets out what the campaign is supposed to achieve and how it is supposed to achieve it. The model visualises 
and explains the intended causal relationship between inputs, activities, outputs, results and impacts, and is 
shown on the next page. 
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OBJECTIVES 

• General strategic objectives 

• Specific strategic objectives 

INPUTS 

The design of the campaign: 
• Selection of the theme 

• Consultation/involvement of 
stakeholders 

• Experience from other cam-
paigns and the level of 
knowledge and expertise in 
the field 

  
Budget and resources:  
EUR 5,5 million and approxi-
mately 32 full-time equivalents 
over 5 years 

ACTIVITIES 

1. Support for network of part-
ners 

2. Campaign promotion and in-
formation products 

3. Campaign online tools 

4. Campaign events & activities 

5. Campaign media and PR ac-
tivities 

OUTPUTS 

1. What has been done? 
• To what extent have the activities been 

carried out? 

2. Who have been reached? 
• Workplaces 
• Organisations 
• Partners 

3. General awareness 
• Have the activities succeeded in raising 

general awareness on healthy work-
places? 

IMPACTS 
• Preventing stress at work and reducing 

psychosocial risks  
• Improved overall performance and 

productivity 

• Reduced absence and staff turnover 
rates 

• Reduced costs and burden on society as 
a whole 

RESULTS 
• Raising awareness about the growing 

problem with stress and psychosocial risks  
• Raising awareness about the positive ef-

fects of reducing stress and psychosocial 
risks, including the business case  

• Increasing the enterprises’ awareness and 
practical knowledge related to recognising 
and preventing stress and psychosocial 
risks at work 

• Promoting the use and development of 
simple practical tools for reducing stress 
and psychosocial risks at work  

RELEVANCE 

UTILITY 

COHERENCE 

C
O

M
P

LEM
EN

TA
R

ITY
 

SU
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ILITY

 

EU
 A

D
D

ED
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A
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E
 

EFFICIENCY 

EFFECTIVENESS 

DIFFUSION 

NEEDS OTHER ACTIVITIES IN 
THE FIELD 

Figure 4.1. Logical framework for the evaluation of HWC 2014-15 
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4.1.1 Needs 

The needs are the societal challenges that the campaign aims to address. These societal challenges are the prin-
cipal reasons for creating the campaign and selecting its theme. For the HWC 2014-2015, EU-OSHA has high-
lighted some facts and figures, why a campaign about stress and psychosocial risks is important:  

 Over half (50-60%) of all lost working days are related to stress3 

 According to EU-OSHA’s ESENER survey4, four out of five (79%) European managers are concerned 
about stress at work; however, less than 30% of EU organisations have procedures in place to deal with 
stress, workplace violence and harassment. In addition, more than 40% of European managers consider 
psychosocial risks more difficult to manage than traditional OSH risks. 

 Mental health remains a workplace taboo - a survey of senior managers found that almost half of them 
believed that none of their workers would ever suffer from a mental health problem during their working 
life5. 

As stated on EU-OSHA’s website6, stress as an OSH theme has been chosen on the following background:  

‘There is a lot of misunderstanding around psychosocial risks in the workplace and a stigma remains around mental health problems. 
Surveys suggest that many employers believe that psychosocial risks are more difficult to manage than ‘traditional’ workplace risks. 
They may feel that an employee’s mental health is too sensitive an issue to raise or that they don’t have the necessary expertise. This 
campaign sets out to bridge the gap between misunderstanding and reality by providing information and practical support’.  

In addition, as described in the campaign plan, there is a need for better understanding of the issue both among 
employees and employers. It should be clear that stress is treated as an organisational issue, and workers should 
not be afraid that reporting stress-related issues is treated as a sign of individual weakness. 

Needs are important to address in order to evaluate the HWC 2014-15 on the evaluation criteria relevance and 
utility. To assess the relevance of the campaign, the evaluation looks into the extent that the specific needs of the 
target group are met by the concrete actions/activities of the campaign. Utility is assessed by weighing how the 
effects (results and impacts) of the campaign correspond with the existing needs and problems that the cam-
paign aims to alleviate/handle. However, within the timeframe of this evaluation, it is not possible to look into 
the impact level, so for this evaluation utility is merely assessed by looking at the results level.  

4.1.2 Objectives 

The objectives lay out what the campaign wants to attain. The objectives are the intention of the campaign, but 
not necessarily the actual content and concrete actions of the campaign. Ideally, the objectives should match 

                                                      
 

3 European Agency for Safety and Health at Work (2009): European Risk Observatory Report 
4 ESENER survey (2009) 
5 Shawtrust (2010): Mental Health – Still the Last Workplace Taboo  
6 EU-OSHA’s website, link: https://osha.europa.eu/en/healthy-workplaces-campaigns/healthy-workplaces-manage-
stress 

http://www.tacklementalhealth.org.uk/_assets/documents/mental_health_report_2010.pdf
https://osha.europa.eu/en/tools-and-publications/publications/reports/management-psychosocial-risks-esener/view
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the practical implementation of the campaign, but often in reality, there are hindrances for carrying out the 
campaign as planned, or it becomes evident during the campaign that the activities are not having the antici-
pated effects.  

For the HWC 2014-15, there are the general strategic objectives of all healthy workplaces campaigns and the 
specific strategic objectives for the 2014-15 campaign.  

In the HWC 2014-15, the objectives are closely linked to the results that the campaign hopes to achieve, thus 
we can assess efficiency by scrutinising the extent to which the specific objectives set in the campaign strategy 
and management plan is achieved. Coherence is also assessed by studying the extent to which the objectives are 
complementary to other EU-OSHA initiatives and whether they support the implementation of the EU Stra-
tegic Framework on Health and Safety at Work 2014-20.    

4.1.3 Inputs 

The inputs are necessary for implementing and carrying out the campaign. If the necessary resources are not 
available in the right place, at the right time, the campaign can falter. The inputs draw upon existing project 
management tools, the financial and budgetary constraints, the administrative organisation and human re-
sources allocated for the campaign.  

When addressing efficiency—that is, how well the inputs (resources) are converted into outputs, results and im-
pacts—the inputs and resources of the campaign are important to include. Specifically, the campaign is designed 
by picking out the concrete activities that make up the campaign, but also to set up a plan for the implementa-
tion process and how the different stakeholders and actors can contribute to reaching the outputs, results and 
impacts. An important aspect in examining efficiency is the use of subcontractors and external consultants in 
the HWC 2014-15 and how it affects the efficiency of the campaign.  

Effectiveness is among other things studied by considering how effective the internal working and consultation 
processes have been in implementing the campaign. In the evaluation, we will address the issue qualitatively by 
examining the working processes within EU-OSHA and the role of the Bureau of the Governing Board in 
selecting the topic of the HWC 2014-15 and the influence that the discussions and agenda of the GB have had 
on the implementation of the HWC 2014-15.  

4.1.4 Activities, strategies and tools 

The activities, strategies and tools are listed in the campaign plan of the HWC 2014-15 under the following 
thematic categories7: 

a) Support for network of partners; 
b) Campaign promotion and information products; 
c) Campaign online tools; 

                                                      
 

7 European Campaign 2014-15 ’Healthy workplaces manage stress’, Campaign Plan 
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d) Campaign events & activities; 
e) Campaign media and PR activities. 

The HWC 2014-15 relies on the support of its network partners and follows a network-based approach. The 
following partners are important for the HWC 2014-15:  
 

 The agency’s network of national Focal Points, which is responsible for coordinating the campaign at the 
national level;  

 European social partners, representing the interests of workers and employers at the European level;  

 The agency’s network of official campaign partners, consisting of pan-European or international organisa-
tions;  

 The agency’s network of media partners, consisting of an exclusive pool of journalists and editors from all 
over Europe interested in promoting occupational safety and health; 

 European institutions and their networks, in particular the incumbent Presidencies of the European Coun-
cil; and  

 Enterprise Europe Network, which reinforces the agency’s link with Europe’s micro, small and medium-
sized enterprises.  

 
For reaching outputs, it is thus vital to engage these partners as a part of campaigning activities, as their influ-
ence on workplaces may take several forms. It may be that people will increase their exposure to the campaign 
messages through their interaction with the institutions and organisations. For example, people who were not 
directly exposed to the campaign may learn about the risk of work-related stress through their interaction with 
the representatives of their trade union. It may also be that actions taken by the social partners will provide 
workplaces or individuals with an additional source of motivation to change in the desired direction.  
 
While the network approach is the main approach used in the campaign, another means of communication 
include a more direct form of communication to the target group through social media, where the workplaces 
are directly exposed to new information and knowledge, enabling them to discuss it. The evaluation team is 
aware that this communication platform is in English only and considered secondary to the network approach, 
and thus the primary focus of the evaluation is the intermediaries, i.e. the network partners.  
 
In answering the evaluation questions and addressing the evaluation criteria, the evaluation looks into the de-
livery of the campaign and its activities, i.e. the link from the listed activities, strategies and tools to the actual 
outputs of the campaign. Thus, the outputs measure the extent to which the activities have been carried out 
and who has been reached. 
 

4.1.5 Outputs  
Output information is important to show the scope or size of what the inputs and activities produce. The 
outputs measure the extent to which the campaign was delivered as planned and can highlight obstacles to 
implementation. While achieving outputs offers no guarantees that the campaign is successful, without achiev-
ing those outputs, the chances of success may be slim.  
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To evaluate the campaign in terms of its efficiency, e.g. to what extent did the activity run as planned, it is im-
portant to study the outputs and the realisation of the planned activities. 

Measuring the outputs is also essential to study the issue of effectiveness, e.g. the extent to which the campaign 
has reached the objectives/results set in the campaign strategy and management plan, how effective the cam-
paign was in promoting good practices and practical solutions, the effectiveness of the networking approach 
etc.  

Another evaluation criterion relevant for outputs is sustainability, and by examining the extent to which the 
beneficiaries are planning to use the outputs, the evaluation can provide an answer as to whether the benefits 
of the campaign are likely to endure after the campaign has ended.  

  

4.1.6 Results and impacts (effects on the short, medium and long term) 

The results describe the real world changes that the outputs produce. For example, by highlighting positive 
effects of managing psychosocial risks and stress, it raises awareness about the positive effects of reducing 
stress and psychosocial risks.  
 
The impacts describe progress made towards higher-level and societal goals. For this evaluation, it is not pos-
sible to measure the impact of the campaign, because it is firstly a part of a complex reality, which makes it 
impossible to attribute any changes on a societal level to the campaign’s efforts. Secondly it takes time, for 
impacts to materialise, and it is not realistic that the campaign can produce impacts within a two-year time 
frame. However, by looking into the effects on the output and result level, we can give some indication of the 
expected impact. As described in ‘needs’, the HWC 2014-15 has been developed as a reaction to a number of 
societal challenges aiming to alleviate the risks of stress and psychosocial risks at work in the EU, i.e. whether 
the campaign in the longer term can initiate any changes in the indicators set up under ‘needs’.      
 
When combined with measures of inputs and activities, the effect indicators can not only provide measures of 
efficiency, describing the relationship between investments in the campaign project and products achieved; but 
also in terms of effectiveness – by determining whether the objectives for the campaign were attained and the 
intended outcomes or results achieved.  

Other evaluation criteria attributed to the effects is the question of sustainability, e.g. will the effect achieved last 
in the medium or long term. Utility examines whether the results and impacts achieved correspond to the ex-
isting needs and problems to be solved. EU added value studies the extent to which the activity produced bene-
fits/impacts that would not have resulted from Member State action only and whether there are differences 
between countries? Complementarity identifies key learning points that could inform other activities. 
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5. Evaluation results 

This section presents answers to the evaluation questions and criteria set by EU-OSHA. The evidence of the 
findings is based on a triangulation of different data sources that are plotted within the evaluation grid (see 
annex B) and the analytical framework that was developed during the inception phase of this project.  

 RELEVANCE 
Relevance looks at the relationship between the needs and problems in society and the objectives of the inter-
vention. Things change over time - certain objectives may be met or superseded; needs and problems change, 
new ones arise. Studying relevance is important to the evaluation, because if an intervention does not help to 
address present needs or problems, then it is reasonable to say that it does not matter how effective, efficient 
or coherent it is – it is no longer appropriate.  

To assess the evaluation criteria ‘relevance’, the evaluation looks into the following research question: 

 To what extent do the agency's actions carried out under this activity address the needs of the 
target groups (see campaign strategy)? 

We find that the agency’s actions under this activity address the needs of the target groups.  

The theme of the campaign ‘stress and psychosocial risks’ aligns with OSH priorities both at the EU level as 
well as in the five countries studied (under Level 2). The theme supports the political agenda in the EU Member 
States and EEA countries, which potentially strengthens the campaign’s catalyst effect. At the same time, the 
level of integration of the campaign’s topic into the national priorities of each country varies. In some countries, 
the campaign is integrated in the national OSH activities that are carried out in the country and thus supports 
the national OSH agenda. However, in other countries, the campaign primarily addresses needs at the work-
place level, while the integration of the campaign’s topic in national priorities is limited.  

5.1.1 To what extent do the agency's actions carried out under this activity address the 
needs of the target groups (see campaign strategy)? 

The overall answer to the question is that the agency’s actions carried out under this activity address the needs 
of the target groups. 

In the interviews on Level 1, there was a broad understanding that the topic of the HWC 2014-15 was more 
relevant than previous campaigns, because there was a huge need among the beneficiaries, i.e. the workplaces. 
In the country and workplace studies in Level 2 and 3, the assessment is that the HWC 2014-15 has addressed 
the needs of the target groups and appropriate for national OSH priorities. In all countries, stress and psycho-
social risks have been high on the OSH agenda, (although in Poland the campaign had quite an influence on 
stress and psychosocial risks as a topic of concern), and workplaces (employees as well as employers) generally 
assess that the campaign has been relevant to their needs.  
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As shown in Figure 5.1, it is also clear that the majority of the FOPs find that the theme of the HWC 2014-15 
is appropriate to the priorities of their country. Almost half (46 %) agree that the theme was appropriate to the 
priorities in their respective country ‘to a great extent’; while 42 % assess that it was appropriate ‘to a consider-
able extent’. Only 12 % state that it was appropriate ‘to some extent’; while none of the FOPs agree that the 
theme is appropriate ‘to a limited extent’ or ‘not at all’ appropriate.  

Compared to the HWC 
2012-13, the FOPs find 
that the theme of HWC 
2014-15 is more appro-
priate to country priori-
ties than the 2012-13 
theme ‘Working To-
gether for Risk Preven-
tion’. 

The FOP network part-
ners generally agree with 
the FOPs that the theme 
is appropriate to the pri-
orities in their country8. 
Four in ten (41%) find 
that the theme is very ap-
propriate while 46% find 
that it is quite appropri-

ate. Nine percent are neutral, and only four percent find that the theme is not very appropriate or not appro-
priate at all. Compared to the HWC 2012-13, the results are almost similar, which show that the FOP Network 
Partners do not find that the HWC 2014-15 is more relevant than the previous campaign. Thus, the FOP 
Network Partners’ view on relevance has not increased as it has among the FOPs.  

In recent years, several activities have been developed at European and national level to encounter the spread 
of stress and psychosocial risks by changing legislation, raising awareness, providing tools and reaching agree-
ments9. The HWC 2014-2015 Campaign Content Paper lays out that national legislation and strategies related 
to psychosocial issues have been developed in many Member States, e.g. one of the objectives of Denmark’s 
new OSH Strategy 2020 is to reduce the incidence of ‘psychologically overburdened’ workers by 25%10. The 
decision by the Bureau of the Governing Board to focus on stress and psychosocial risks also reflects the 
national priorities of the Member States on the issue.  

                                                      
 

8 Online stakeholder survey with FOP Network Partners (Evaluation of the HWC 2014-15)). 
9 EU-OSHA and Eurofound (2014): Psychosocial risks in Europe – Prevalence and strategies for prevention 
10 HWC 2014-15: Campaign Content Paper. 
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From the interviews on Level 1, the general view of the representatives of EU-OSHA, GB, EC, EP and the 
OCPs is that the theme ‘stress and psychosocial risks’ is considered to be relevant to the national priorities of 
the EU Member States and EEA countries, and thus appropriate for the country to focus on. The political 
system generally has an interest in handling stress and psychosocial risks as the issue constitutes a major risk 
for the economic situation in their country. However, as one interviewee of EU-OSHA points out, the older 
Member States are more familiar with the agenda and in handling stress and psychosocial risks than the new 
Member States that are not used to this agenda. 
 
In the EU-OSHA stakeholder survey 2016, it is evident that the campaign has addressed the needs and concerns 
related to work-related stress and psychosocial risks at the workplace, thus around 90 % of the stakeholders 
agree or strongly agree that the campaign addressed the needs and concerns related to work-related stress and 
psychosocial risk at the workplace. There are no differences between the type of stakeholders, but data shows 
that the respondents in the new Member States are more convinced than the old Member States that the cam-
paign addressed the needs and concerns related to work-related stress and psychosocial risks at the workplace.  
 
Concerning the question on the added value of the activities to those carried out on the topic in the country11, 
the majority of stakeholders indicate that the campaign adds value to the activities carried out on the topic in 
their country. Around 78% of respondents are positive about the added value of the campaign 
 
Studying the findings from the country and workplace studies in Level 2 and 3, it is clear that the HWC 2014-
15 has addressed the needs of its target groups and is appropriate to the national OSH priorities. For instance, 
in Slovenia the topic has been present since 2003 and some activities were already initiated and implemented 
before the HWC 2014-15 started. On the other hand, in Poland where the issue used to be marginalised, the 
campaign has changed the mind-set in the direction of focusing even more on the topic. This is pointed out in 
the focus group conducted with the FOP National Network in Poland: 
 

In the past this problem was ignored, although it definitely is in line with general OSH priorities. Nowadays we 
have a different view on this subject, and this is mainly an outcome of this campaign. Gradually all stakeholders, 
including employers, notice that stress has a specific dimension measured by well-being and health, etc., of their 
employees. (FOP National Network in Poland) 

 
Most workplaces agree (employees as well as employers) that the HWC 2014-15 has addressed their needs to a 
high extent, and as one large Spanish energy enterprise points out, this issue is expected to be even more 
relevant in the coming years. A smaller enterprise within the hotel sector also based in Spain finds that while 
the theme has been relevant, the campaign has been too general to address their specific needs (it is not specified 
how the campaign is too general).   
 

                                                      
 

11 EU-OSHA Stakeholder survey 
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 COHERENCE 
On the EU level, there are many different actors involved in different activities and initiatives within the same 
field. A campaign effort does not exist in a vacuum, and changes in how one intervention is designed or imple-
mented can trigger improvements or inconsistencies with other on-going actions. The evaluation of coherence 
involves looking at how well different actions work together. For the HWC 2014-15, it is specifically important 
to study the extent to which the campaign supports the implementation of the EU Strategic Framework on 
Health and Safety 2014-2020. 

 
To assess the evaluation criteria ‘coherence’, the evaluation looks into the following research questions: 

 Has this campaign been complementary to other EU-OSHA activities and EU initiatives in this 
field? 

 To what extent did the campaign support the implementation of the EU Strategic Framework on 
Health and Safety at Work 2014-2020? 

We find that the HWC 2014-15 is coherent with other EU activities and initiatives in the field.  

The campaign is complementary to other EU-OSHA activities and EU initiatives in the field and supports the 
implementation of the EU Strategic Framework on Health and Safety at Work 2014-2020 in two key strategic 
objectives: to (1) further consolidate national strategies, and to (2) facilitate compliance with OSH legislation, 
particularly by micro and small enterprises.  

5.2.1 Has this campaign been complementary to other EU-OSHA activities and EU initi-
atives in this field? 

From the interviews on Level 1, there is a clear sense that the campaign has been complementary and supported 
other EU-OSHA activities and EU initiatives in this field. There is already a legal dossier set out in Framework 
Directive 89/391/EEC12, which is supported by the social partners’ framework agreements on work-related 
stress and harassment and violence at work. Furthermore, the European Pact for Mental Health and Well-
being13 recognises the changing demands and increasing pressures in the workplace and encourages employers 
to implement additional, voluntary measures to promote mental well-being. 

A representative of the EC is convinced that the HWC 2014-15 supplements the work of the EC well: 

                                                      
 

12https://osha.europa.eu/en/legislation/directives/the-osh-framework-directive/the-osh-framework-directive-introduc-
tion. 
13 http://ec.europa.eu/health/mental_health/policy/statements/index_en.htm. 
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This type of awareness raising is what we should be doing. I have done similar campaigns with other agencies in the 
past, and what we see here is a very good division of tasks and no competition between the EC and the agency 
(Representative of EC) 

5.2.2 To what extent did the campaign support the implementation of the EU Strategic 
Framework on Health and Safety at Work 2014-2020? 

The interviewees on Level 1 generally agree that the campaign has supported the implementation of the EU 
Strategic Framework on Health and Safety at Work 2014-2020. In the 2015 Management Plan, it is evident that 
the EU Strategic Framework on Health and Safety at Work 2014-2020 plays an important role for the strategic 
priorities of the agency.  

Of the three main challenges listed in the EU Strategic Framework on Health and Safety at Work 2014-2020, 
the campaign specifically addresses the second challenge ‘Improving the prevention of work-related diseases 
by tackling existing, new and emerging risks, where it is stated that specific attention should be given to ad-
dressing the impact of changes in work organisation in terms of physical and mental health.  

Seven key strategic objectives are formulated in the EU Strategic Framework on Health and Safety at Work 
2014-2020 of which the campaign has supported the following two key strategic objectives: 

1. Further consolidate national strategies 
An ambition is to develop EU’s role in affecting the national strategies in OSH that are in line with EU strategy. 
There is scope for a stronger and more systematic EU role in supporting the implementation of national strat-
egies through policy coordination, mutual learning and the use of EU funding.  

This evaluation concludes based on interviews in Level 1 that the campaign has pushed to the OSH agenda of 
especially the new Member States and increased their awareness of stress and psychosocial risks as an OSH 
issue. 

2. Facilitate compliance with OSH legislation, particularly by micro and small enterprises 
Generally, micro and small enterprises have more difficulties in complying with the regulatory requirements 
within OSH than larger enterprises. Therefore, improving quality of guidance and providing practical tools to 
facilitate compliance with OSH legislation are crucial.  
 
The campaign aims to support this objective by developing guidance and identifying examples of good practice, 
taking the specific nature and conditions of SMEs and particularly micro-enterprises into account and by fo-
cusing on raising awareness as a key outcome. However, some of the interviewed OCPs in Level 1 have raised 
a concern regarding the campaign’s ability to reach smaller enterprises, since they are so numerous and geo-
graphically dispersed: 
 

A general issue is that we still need to look at reaching out to the smaller enterprises. The risk assessment tool does that 
to a smaller extent, but we could do more to reach the smaller enterprises. (Representative of an OCP) 
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 EFFECTIVENESS 
Effectiveness studies how successful the HWC 2014-15 has been in achieving or progressing towards its ob-
jectives. As laid out in the Inception Report, the targets to measure the success of the HWC 2014-15 against 
are limited. The effectiveness criterion is assessed by combining survey results with qualitative data. Based on 
this, the evaluation seeks to study the role of the campaign in delivering the observed changes. If the objectives 
have not been achieved or the effectiveness of the campaign is evaluated as low, we will examine why progress 
has fallen short of the target and what factors have influenced the degree to which it was successful or why it 
has not yet been achieved.  

To assess the evaluation criteria ‘effectiveness’, the evaluation looks into the following research questions: 

 To what extent were the specific objectives/results set in the campaign strategy and management 
plan achieved? 

 How effective has this campaign been in achieving its objectives as compared to previous healthy 
workplace campaigns? 

 The number of campaign products and resources has grown over the past few healthy workplace 
campaigns in an attempt to respond to the changes in the way people communicate over time. 
How effective are those new tools, as well as the ‘old’ ones, in achieving the objectives of the 
campaign and should all of these tools be maintained in the future? 

 How effective was the campaign in promoting good practice and practical solutions regarding the 
campaign topic among target groups, including through its campaign partner benchmarking ini-
tiative? 

 How effective is the campaign’s networking approach?   

 Are there differences in the level of uptake of specific target groups and if yes, why?  

 How many beneficiaries were reached through the campaign?  

 How effective have been internal and external working and consultation processes to implement 
this campaign? If not, how can they be improved?   

Overall, we find the HWC 2014-15 to be an effective campaign. The campaign met the specific objectives on 
the output level according to the Annual Management Plan; contributed to raising awareness both on EU and 
on national level; and has been more effective than previous campaigns. More than half of EU-OSHA’s stake-
holders assess (54 %) that the campaign has raised awareness about work-related stress and psychosocial risks 
among employers and employees. On the overall EU-level, 19 % of the workplaces are aware of the Healthy 
Workplaces Campaigns with some variations between the countries. In Slovenia, 41 % are aware of the cam-
paigns; while in France, seven percent are aware of the campaigns. Still, a challenge of the campaign has been 
to reach workplaces (especially the small and micro enterprises) at the national level, which has been raised in 
a number of interviews with EU-OSHA, the OCPs and the interviewees in the country studies (under Level 2).  

The campaign’s network approach is highly effective, and stakeholders consider the ECAP system to be a 
useful tool in building partnerships. The network approach also provides FOPs with facts and figures, as well 
as good practice examples and tools that they can use in their national campaigns. However, at the same time, 
in some countries stakeholders have mentioned that the materials received via the ECAP system are too general. 
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A principle of the campaign is that the Member States, partner organisations and individual workplaces can 
tailor the campaign and focus on their particular needs and priorities, but this principle does not always work 
effectively in practice because the FOPs first of all have resource constraints that limit their options to alter 
and customise the materials, and some FOPs experience that they are allowed to only partly alter and customise 
the material. As a consequence, campaign material is not always best adapted to workplaces at the national 
level. 

The HWC 2014-15 offers a broad range of activities and communication channels; which stakeholders consider 
to be a strength of the campaign that adds value on the European level. In the five countries studied (under 
Level 2) as well as in the workplaces (Level 3), stakeholders used a large variety of activities and communication 
channels. Participants assessed these activities and channels to be generally effective and useful—especially 
activities that include face-to-face interaction such as conferences and seminars. The E-guide, which is an in-
novation to the HWC 2014-15, has been useful to some extent, and EU-OSHA invited the FOPs to add links 
and information about national resources to the E-guide. The option to alter the E-guide’s content was limited 
in order to make sure that the approach to manage stress and psychosocial risks taken in the HWC was con-
sistent across all countries. Some FOPs have not been satisfied with this approach, because they would have 
preferred to alter the E-guide to target the national perspective better.  

Campaign participants view EU-OSHA as an open and transparent organisation that has good relations and 
communicates well with its partners. EU-OSHA’s partners are satisfied with EU-OSHA and their access to the 
agency. As an example, in the Netherlands the national campaign was running simultaneously with the HWC 
2014-15, and thus there was a need for coordination between EU-OSHA and the Dutch FOP. In this instance, 
partners viewed EU-OSHA as constructive in discussing the specific situation in the Netherlands, where the 
activities of the campaign of the Dutch government had to be combined with the EU-OSHA campaign. The 
support provided by EU-OSHA for example, logo, slogans etc. were combined with the national campaign.  

5.3.1 To what extent were the specific objectives/results set in the campaign strategy 
and management plan achieved? 

The campaign has reached the specific objectives on output level, contributed to raising awareness both on EU 
and on national level and has been more effective than previous campaigns. A challenge of the campaign is to 
reach workplaces (especially the micro and small enterprises) on the national level, which has been raised in a 
number of interviews with EU-OSHA, the OCPs and the interviewees in the country studies (under Level 2).  

However, the targets set up to measure the achievement of objectives/results are limited. The only targets are 
found in the 2014 and 2015 Management Plan, and these are on the output level. As shown in Table 5.1 below, 
the HWC 2014-15 has reached the targets of the 2014 and 2015 Management Plan. 
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Table 5.1. Specific objectives of 2014 and 2015 Annual Management Plan 

Indicators Target Realised 

 No. of partnership meetings/national 
stakeholder seminars 

130-150 178 

 No. of participants in partnership meet-
ings/national stakeholder seminars 

N/A 11.000 

 No. of media and PR activities  30-50 109 

 Distribution of campaign material (no. of 
copies) 

1 million 1.1 million 

 No. of media clippings 250-350 1.162 

 No. of media partners N/A 34 

 
Following the logical framework model, this is a positive result, because the campaign was delivered as planned. 
Achieving outputs offers no guarantees that the campaign is successful, but without achieving the outputs, the 
chances of success and reaching results and impacts on the longer term are slim. However, for future campaigns 
EU-OSHA should consider setting more output goals and monitoring them continually, as it is important to 
measure and evaluate the success of the campaign (please see recommendation 2.2. How to monitor and set 
targets for the campaign?). 
 
On the results level, the Campaign Plan has set up the following specific strategic objectives for the campaign. 
These objectives are rather vague and difficult to assess, as there are no targets for this. Thus, where possible 
the survey data of HWC 2014-15 is benchmarked against the survey data of the previous campaign.  

  
As Figure 5.2 below shows, almost 1/3 of the FOPs (31%) assess that the HWC 2014-15 has succeeded in 
raising awareness of its key messages in their respective country while 42 % of the FOPs assess that the cam-
paign has raised awareness to a considerable extent, which means that 73 % of the FOPs assess that the cam-
paign generally has been successful in raising awareness of its key messages. The figure shows that the HWC 
2014-15 compared to the previous campaign has been more successful in raising awareness. The EU-OSHA 

Specific strategic objectives of the HWC 2014-15 

 Raising awareness about the growing problem with stress and psychosocial risks  
 

 Raising awareness about the positive effects of reducing stress and psychosocial risks, including the 
business case (e.g. productivity enhancement, innovation capabilities);  

 

 Increasing the enterprises´ awareness and practical knowledge related to recognising and preventing 
stress and psychosocial risks at work;  

 

 Promoting the use and development of simple practical tools for reducing stress and psychosocial risks 
at work, in particular for micro and small enterprises   
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stakeholder survey 2016 also shows that more than half of the respondents are of the opinion that the campaign 
raised awareness about work-related stress and psychosocial risks among employers and employees. According 
to stakeholders, this is the best-met campaign goal, and there are no notable differences between the stakehold-
ers. 

Examining the campaign’s prominence within media and policy-making circles, about a quarter (27%) of the 
FOPs assess that ‘psychosocial risks and stress in the workplace’ has been more prominent during the campaign 
‘to a great extent’14. Compared to the previous campaign, this is a substantial improvement, as merely 4 % of 
the FOPs assessed that the topic was more prominent ‘to a great extent’ during the campaign15.   

Generally, interviews on Level 1 suggest that the topic ‘stress and psychosocial risks’ has a stronger appeal to 
workplaces than the topic of the HWC 2012-2013, because it is a new OSH issue and also more specific than 
the topic of the HWC 2012-2013 that focused on ‘working together for risk prevention’.   

 

The interviews in Level 1 confirm the survey results that the campaign has contributed to raising awareness 
both on EU and on national level. Both the interviewees of EU-OSHA, EC, EP and the OCPs assess that the 

                                                      
 

14 EU-OSHA stakeholder survey 2016. 
15 Institute for Employment Studies (2014): Ex-post evaluation of the Healthy Workplaces Campaign 2012-2013: Working 
Together for Risk Prevention. 
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campaign has contributed to raising awareness across the EU. It is also the clear conclusion from the country 
studies in Level 2 and workplace studies in Level 3 that the campaign has contributed to raising awareness of 
stress and psychosocial risks. 

As one representative of EU-OSHA puts it, the primary purpose of the campaign has been to put the topic 
‘stress and psychosocial risks’ on the political agenda in the EU Member States and EEA countries: 

I’m sure that the HWC 2014-15 has helped in maturing the agenda and raising awareness of stress as an OSH 
issue, but I’m not sure that many workplaces have actually taken steps to implement new policies and solutions 
based on the campaign. I think that a good way to see the campaign is that it is a first initial step that encourages 
the workplaces to act. (Representative of EU-OSHA) 

An interviewed representative of one of the OCPs in Level 1 agrees that the campaign has been very successful 
in raising awareness, but at the same time, the interviewee recommends that EU-OSHA keep its focus on the 
same topic after the campaign has ended:  

I think that EU-OSHA runs a smooth and professional campaign, and they generally succeed in raising aware-
ness. At the same time, it is important to maintain the workplaces’ focus on the issue after the campaign has 
ended, if it should lead to real improvements in stress and psychosocial risks. An idea could be to use the Good 
Practice Award scheme and keep focusing on the same topic after the campaign has ended (Representative of 
an OCP)  

On the policy level, the campaign is assessed to be highly important for raising awareness on the data and so-
cietal challenges regarding stress and psychosocial risks. A representative of the EP sees this as a vital result 
from the HWC 2014-15:   
 

Better data and research on psychosocial risks in Europe is vital for political decision makers as me. We need 
to know the actual conditions out in the real world if we are to improve something as policy makers. I was for 
example surprised that more than half of the respondents reported not having sufficient information on how to 
deal with psychosocial risks (Representative of EP) 

 
Concerning the two specific strategic objectives ‘Increasing the enterprises´ awareness and practical knowledge 
related to recognising and preventing stress and psychosocial risks at work’ and ‘Promoting the use and devel-
opment of simple practical tools for reducing stress and psychosocial risks at work, in particular for micro and 
small enterprises, the assessment from the interviewees on Level 1, including EU-OSHA, EP and OCPs is that 
the campaign is even more customised now than the previous ones due to, among other things, the introduction 
of the E-guide.  

A challenge of the campaign is on the national level to reach workplaces. This has been raised in a number of 
interviews with EU-OSHA is the topic ‘stress and psychosocial risks’, as it is perceived to be more difficult to 
manage in workplaces compared to other OSH issues. As one representative of EU-OSHA has stated, this is 
why the campaign has emphasised that ‘stress and psychosocial risks’ can be solved the same way as other OSH 
issues: 
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For a successful campaign it is important that it is clear how it can be managed in the workplaces – from an 
employer’s as well as an employee’s perspective. Stress is considered very difficult to manage and handle. There is 
a number of reasons for this, but one main reason is that it is a very sensitive issue to raise or that the employer 
does not have the necessary expertise. (Representative of EU-OSHA) 

This quote frames the rationale of the campaign, which is to ‘bridge the gap between misunderstanding and 
reality by providing information and practical support’16. Another interviewee of an OCP agrees that the cam-
paign has raised awareness, but also helped in creating joint discussions on the national level between the em-
ployer’s and employees’ side: 

For improving the situation of stress and psychosocial risks, we know that it is very important that the social 
partners are engaged and support the FOPs in their national effort (Representative of an OCP) 

As one interviewee of an OCP highlights, the campaign has had an employee approach to support the employ-
ers’ legal responsibly in ensuring that workplace risks are properly assessed and controlled. By raising awareness 
and providing information and practical assistance on psychosocial risks and work-related stress, the employees 
and their representatives raise their understanding of the problems that can occur in their workplace, and by 
involving them, the measures put in place are more appropriate and effective. 

Studying the situation of the five countries in Level 2 and workplaces in Level 3, it is evident that the campaign 
has matured the OSH agenda and raised awareness of stress. However, it is not possible to draw any valid 
conclusions as to whether the HWC 2014-15 has inspired the workplaces to take steps in implementing new 
policies and solutions based on the campaign. The workplaces studied in Level 3 have generally taken measures 
and implemented new policies on the basis of the campaign, but they have also been involved in the campaign 
– mainly through the Good Practice Awards show, which only include a relatively small number of European 
enterprises. In Slovenia and Spain, it is however suggested that the campaign materials were too general and 
did not match the needs of the smaller enterprises (more on this under 3.3.6. Are there differences in the level 
of uptake of specific target groups and if yes, why?).    

5.3.2 How effective has this campaign been in achieving its objectives comparing it 
with previous healthy workplaces campaigns? 

The evaluation concludes that the HWC 2014-15 has been more effective in achieving its objectives compared 
to the previous campaign. This is based on the evidence from survey data but also from a general point made 
in the interviews on Level 1. 

The HWC 2014-15 is broadly similar to previous campaigns and works via the same structure and model. The 
interviewees on Level 1 were all asked on their perspective on how this campaign differs from previous ones. 
Reflections from interviewees of EU-OSHA as a response to this question centred on a few main themes: 

                                                      
 

16 HWC 2014-15 website: https://osha.europa.eu/en/healthy-workplaces-campaigns/healthy-workplaces-manage-stress. 
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 The topic ‘stress and psychosocial risks’ of the campaign was better, meaning that it was more relevant and 
really addressed the needs of the target group. At the same time, it is not an OSH issue that is high on the 
agenda in many EU Member States and EEA countries, thus the main focus was on raising awareness and 
on understanding the topic.  

 It is a sensitive topic, and in the Bureau of the Governing Board there were long discussions on creating a 
common ground between the positions of employees and employers respectively. 

 The introduction of the E-guide has made the campaign more customised and reflective of the different 
contexts of the Member States. 

 The partnership model and network approach worked better, and EU-OSHA has a better and more direct 
link to workplaces. 

 EU-OSHA had a collaboration with Eurofound resulting in developing a joint report built on the 
knowledge and figures from both agencies.  

 Overall, the campaign performed well and communicated their messages more successfully than they had 
done so previously. 

In an interview on Level 1, a representative of an OCP pointed out, how this campaign was different from the 
previous ones, because stress was not a topic high on the OSH agenda in Europe: 

This campaign was different. Stress was not a topic that was high on the agenda. The campaign provided a 
solution for a problem that wasn’t recognised. The challenge we faced internally was that we first had to sell the 
problem and not the solution (Representative of an OCP)  

Countries studies on Level 2 asked informants whether they considered HWC 2014-15 to be different from 
previous campaigns, and their feedback was that the campaign generally had been similar to previous cam-
paigns. Most of interviewees, however, had not been involved in previous campaigns, and thus could not an-
swer the question. Some pointed out that the topic of the HWC 2014-15 was more transversal/universal in 
comparison to previous campaigns, because it has focused on psychological issues and not concrete physical 
OSH issues. A few interviewees also emphasised that the campaign was simply better run than previous cam-
paigns, as the following quote from the Finnish FOP representative illustrates:  

According to my impression and comments from my boss and colleagues, this has been the best campaign that we 
have run so far. We invested a lot of workforce in it and engaged (or at least tried to engage) many stakeholders 
already at early stages. We have had many activities and we have made a good use of the networks. Yes, this has 
been different from previous campaigns in a good way. (FOP Representative in Finland)  

Even though the previous campaign HWC 2012-2013 was evaluated positively in terms of reaching its objec-
tives17, it is the view of the interviewees in EU-OSHA in Level 1 that the HWC 2014-15 has been improved 

                                                      
 

17 Institute for Employment Studies (2014): Ex-post evaluation of the Healthy workplaces Campaign 2012-2013: Working 
Together for Risk Prevention. 
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compared to the previous one, because they have refined their campaign and built up more experience with 
designing and implementing the campaign. 

As shown in Figure 5.3., 
more than half of the 
FOP Network partners 
(57 %) assess that the 
HWC 2014-15 was better 
than the previous cam-
paign in terms of prepara-
tion, implementation and 
impacts while 39 % assess 
that it is the same level, 
and only four percent 
asses that it is worse than 
the previous campaign. It 
reflects that the HWC 
2014-15 has improved 
since the last campaign 
and is considered more 
effective. 

Furthermore, as described under ‘5.3.1. To what extent were the specific objectives/results set in the campaign 
strategy and management plan achieved?’, the other indicators ‘Raising awareness of key messages’ and ‘Prom-
inence within media and policy-making circles’ confirm that the HWC 2014-15 has been more successful than 
its predecessor. On the indicator ‘Effectiveness in promoting good practice and practical solutions’, the results 
of HWC 2014-15 and HWC 2012-13 are almost similar, which is also the case for ‘Effectiveness of activities in 
promoting the campaign and spreading key messages’.  

5.3.3 The number of campaign products and resources has grown over the past 
healthy workplaces campaigns in an attempt to respond to the changes in the 
way people communicate over time. How effective are those new tools, as well 
as the ‘old’ ones in achieving the objectives of the campaign and should all be 
maintained in the future? 

The main conclusion of this evaluation is that conferences and seminars remain the most used and most effec-
tive activity of the campaign. Publications, press releases and giveaways are some of the other campaign activ-
ities that are regarded as effective ways to promote the campaign and spread key messages. As campaign mate-
rials and communication channels, the campaign website, the campaign guide and leaflet, the Napo DVD, 
giveaways and E-guide are rated to be very useful. Concerning the E-guide, which is an innovation to the HWC 
2014-15, it confirms the widespread notion in the interviews with representatives of EU-OSHA that this new 
customised type of activity has been successful. 

1%

3%

39%

41%

16%

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

Much worse than before

A little worse than before

The same

A little better than before

Much better than before

Source: Online stakeholder survey with FOP Network Partners 
2012-13, n=238
2014-15, n=234

Figure 5.3. How, in your opinion, did the campaign compare with 
earlier campaigns in terms of preparation, implementation, 

impacts, etc.? 

2014-15



40 
 

The variation of communication products and channels is an advantage of EU-OSHA and adds value on a 
European level. The findings of the country studies in Level 2 as well as the workplace studies in Level 3 
support this. The stakeholders in the five countries generally use a large variety of activities and communication 
channels. In the workplaces, the variation in the use of products and channels is smaller, and there is a tendency 
that the larger enterprises use more activities than smaller enterprises.  

In order to run a consistent campaign with a common message in all the Member States, EU-OSHA has hired 
external contractors to support its network of national FOPs with the organisation of events and media & PR 
activities via the ECAP system. A view expressed by the EU-OSHA representatives is that this set-up is vital 
to have an organisation that can manage a uniform implementation, including reporting in 30 countries. Inter-
nally in EU-OSHA, some interviewees state that the HWC 2014-15 contains too many campaign products and 
activities and should focus rather on activities that have proved to be the most effective. As one interviewee 
puts it: 

Less is more. In terms of campaign products, we have too many. We should start to focus more on the activities 
that have an effect and future potential. This includes the website, our online presence and the Napo DVDs – 
they fit with the campaign’s philosophy. We have to be aware of running the campaign decentralised (Repre-
sentative of EU-OSHA) 

In order to focus the campaign’s activities one interviewee from EU-OSHA believes that it is important to 
concentrate on serious and research-based products and activities, which is also a reason why there is a close 
relation between the Communication and Promotion Unit (CPU) and the Prevention and Research Unit (PRU) 
of EU-OSHA. A representative of an OCP emphasises that an important factor that his organisation engaged 
in the HWC 2014-15 was the strong business case behind the campaign, which was developed in cooperation 
between the CPU and the PRU.  

In Figure 5.4, the FOPs have rated how effective the different campaign activities were in promoting the cam-
paign and spreading key messages. As the figure shows, all the 26 FOPs consider conferences and seminars to 
be either very effective or effective. This result is important for the agency, as this clearly indicates that the 
campaign should maintain this campaign activity.  

 

 

 

 
 

 

 

 

Figure 5.4. How effective did the campaign activities prove to be in promoting the campaign and spreading 
your key messages?  

Source: Online stakeholder survey with National Focal Points  
2014-15, n=26 
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In the country studies on Level 2, conferences and seminars are broadly considered to be the most effective 
activity of the HWC 2014-15, because the exchange of ideas and face-to-face interaction are considered to be 
useful for generating new knowledge and inspiring concrete action. In the workplaces on Level 3, it is also the 
case that conferences and seminars are assessed to be effective activities that match their needs. 

A representative of an OCP in Level 1 points out that face-to-face interaction such as meetings and discussions 
are effective: 

Meetings and discussions are the most effective. All the articles, OSH wiki, electronic mails etc. are also im-
portant, but people need to know how to use it. One thing is the academic discussions, but another thing is to 
reach enterprises (Representative of an OCP) 

Publications, press releases and giveaways are some of the other campaign activities that are regarded as effec-
tive ways to promote the campaign and spread key messages. The findings from Level 2 generally support that 
the different activities are effective in their national contexts, but some interviewees find that publications and 
information materials are often not ‘ready-to-use’, but serve as a foundation to develop their own tailor-made 
materials to fully adapt to the specificities in their country context. In the workplaces on Level 3, some use 
these activities, but generally as a supplement to other main activities. According to a large insurance enterprise 
in Slovenia, their participation in the Good Practice Awards has inspired them to consolidate all their contents 
and policies into a coherent whole.   

The other campaign activities are generally viewed to be effective, but a point here is that the number of FOPs 
rating the effectiveness of these activities have decreased – most likely because they have not used the activities. 
This should also be a focus point for the campaign in the future to make these activities more attractive to 
more FOPs, since the FOPs that use them generally consider these to be effective. 

The campaign should reconsider its continued use of radio phone-ins and journalist visits, as these are activities 
that some FOPs do not find to be very effective. The results are generally similar to the previous campaign, 
even though exhibitions and special events were assessed to be relatively more effective for the HWC 2012-13 
than for this campaign18. 

Figure 5.5 below shows that the campaign materials and communication channels are broadly considered to be 
useful among the FOPs. In particular, the campaign website, the campaign guide and leaflet, the Napo DVD, 
giveaways and E-guide are rated to be very useful. The positive feedback on the campaign website reflects that 
this is the central communication platform of the campaign that gives access to a broad range of campaign 
materials.  

 

                                                      
 

18 Institute for Employment Studies (2014): Ex-post evaluation of the Healthy workplaces Campaign 2012-2013: Working 
Together for Risk Prevention. 
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Concerning the E-guide, which is an innovation to the HWC 2014-15, it confirms the widespread notion in the 
interviews with representatives of EU-OSHA in Level 1 that this new customised type of activity has been 
successful: 

The E-guide is new, and it has ended up being a success. It is an important tool for us, because it is tailored to 
the workplaces and should be easy to use for them (Representative of EU-OSHA) 

In the interviews in the countries on Level 2, the E-guide is considered useful, as its electronic format is con-
sidered to be an effective way to spread the information to workplaces with access to computers. However, 
there are some differences in the assessment of the E-guide in the different national contexts. For instance, in 
Poland, the E-guide is considered a useful tool, but according to the Polish FOP representative, the majority 
of the Polish recipients prefer printed materials.  

In the Netherlands, the E-guide was not used, because it was not considered to be adaptable to the Dutch 
situation and in particular to make it suitable to micro and small enterprises, and that another similar type of 
instrument was developed in the context of the national campaign. Also, in other countries like Slovenia, Fin-
land and Poland, the E-guide is considered too general to really target the situation in their countries, and in 

Figure 5.5. How useful were the campaign materials and communication channels?  

Source: Online stakeholder survey with National Focal Points  
2014-15, n=26 
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Poland they used a Polish tool developed by the Polish Institute of Occupational Medicine, which turned out 
to be more useful in a Polish context than the E-guide: 

This tool enables to measure psychosocial risk individually for every stakeholder, or for an enterprise as a whole, 
in different branches of the private sector. It also enables to compare the result of the diagnosis with the average 
value established for a specific branch (benchmarking), it is profiled based on the national criteria and reflects 
Polish legislation.  

In the workplaces on Level 3, their knowledge of the E-guide is relatively sparse, and only few of the workplaces 
know the E-guide well. For a large Slovenian insurance enterprise, the E-guide provided useful information in 
the preparation of the application and materials for the national contest of the Good Practice Awards. A large 
Finnish IT enterprise on the other hand held that the E-guide was too extensive and the enterprise’s staff did 
not have time to read it.   

On the other end of the spectrum, it is interesting to note that many FOPs consider that social media posts are 
not very useful, possibly due to the fact that only few of them have been so far been involved in social media. 
However, studying the countries in Level 2, the Dutch experience is that Facebook was a very effective way to 
spread information, and it brought the campaign closer to the beneficiaries. As pointed out in one interview in 
the Netherlands, the Facebook page can be more specific than the EU-OSHA page, which covers a broad 
range of topics. The Dutch case could give some inspiration on how to how to communicate via social media 
for future campaigns.  

5.3.4 How effective was the campaign in promoting good practice and practical solu-
tions regarding the campaign topic among the target groups, including through 
its campaign partner benchmarking initiative? 

The overall conclusion of the campaign is that the campaign has been effective in promoting good practice and 
practical solutions. In the interviews on Level 1, the interviewees generally emphasise that the campaign has 
been successful in promoting good practices and practical solutions. The result of the Good Practice Award is 
considered to raise awareness and promote sharing of good practices because it turns the participating enter-
prises into ambassadors of the campaign and thus the campaign’s message spreads faster than if the campaign 
were solely controlled by EU-OSHA, which makes it an important element of the campaign’s networking ap-
proach. In addition, EU-OSHA allocates resources for media and PR activities, which promotes the campaign’s 
key messages. The majority of the workplaces studied on Level 3 have been involved in the Good Practice 
Award, and to them the Good Practice Awards has generally been useful.    
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As a measure to promote good practices, the Good Practice Award has broadly among the interviewees re-
ceived positive feedback, because it functions as a quality stamp for the enterprises. As one interviewee of EU-
OSHA lays out: 

Simply put, the Good Practice Award provides recognition. For this campaign it has worked very well, and we 
have tried to put around a lot of media and PR activities. It is a very effective channel to spread our message 
around by turning our nominees into ambassadors of the campaign’s messages (Representative of EU-
OSHA) 

For the HWC 2014-
15, several hundred 
enterprises partici-
pated in the award 
scheme, and only 
three to four FOPs did 
not organise award 
competitions.  

Workplaces in Level 3 
consider the Good 
Practice Awards to be 
useful, and in Finland 
and Spain, the in-
volved enterprises 
used their participa-
tion to create aware-
ness internally about 
the issue, but also to 
get publicity and com-
pare themselves with 

other enterprises.  

The FOPs generally consider the campaign to be effective in promoting good practice and practical solutions, 
as 77% of the FOPs as shown in Figure 5.6 consider that the campaign to be either very effective (12%) or 
effective (65%). Around 19% assess that the campaign has not been very effective in promoting good practice 
and practical solutions.  

Almost one in five FOPs assess that the campaign is not very effective in promotion, which suggests that this 
should be a focus point for the campaign in the future, as it is a high share. Compared to the HWC 2012-2013, 
the results are almost similar, which could be explained by the situation that the two campaigns have used a 
similar model. In the country studies on Level 2, the general assessment is that the campaign has promoted 
good practices and practical solutions in the countries, but in Slovenia it is assessed that it did not reach the 
broad public, because the media was only involved to a low extent. 
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Figure 5.6. How effective do you believe the campaign has been in 
terms of promoting good practice and practical solutions in the area 
of managing psychosocial risks and stress in the workplace in your 

country?
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From the perspective of the OCPs, a high share of 91 % of the respondents find that the HWC 2014-2015 
effective19. Based on the campaign, a number of the OCPs have taken different types of actions to raise aware-
ness and improve the situation on stress and psychosocial risks20. One example includes Airbus’ collaboration 
with Théâtre à la Carte on producing and presenting a theatre play to its employees on stress at work. This 
activity raised awareness among the employees on the campaign topic by visualising the challenges experienced 
in an office environment. The Spanish car manufacturer SEAT hosted a benchmarking event at their largest 
factory and headquarters just outside Barcelona and brought together 15 OCPs to share best practices and hold 
discussions on the topic of reducing psychosocial risks and promoting health within their organisations. Among 
the OCPs which presented their experiences were Lego, Ideal Standard International, Toyota Material Handling 
Europe and Airbus. In a third example, EuroHealthNet organised a roundtable to provide insight to its network 
members into the current European legal framework on health and safety at work, as well as an overview of 
ongoing EU initiatives.  

5.3.5 How effective is the campaign’s networking approach?   
The overall conclusion is that the campaign’s network approach is highly effective. The ECAP system is con-
sidered to be a useful tool for building partnerships, and it also provides the FOPs with content that they can 
use in their national campaigns. The OCPs are also considered to be highly important for the campaign because 
they act as a contact point to the workplace level. The collaboration between EU-OSHA and its partners is 
considered to be effective and both OCPs and FOPs assess that they have good access to EU-OSHA and are 
involved in the implementation of HWC. 

Networking is a central element of the campaign in terms of its structure and organisation. In one interview, a 
representative of EU-OSHA in Level 1 argued that building up a network is an important asset that EU-OSHA 
can capitalise on and develop even further: 

We have now built up a core network that we can use for future campaigns. I think that we can capitalise even 
more on the partnership approach and become a very strong catalyst on the EU-level (Representative of EU-
OSHA) 

The network most notably includes the FOPs that are supported by the ECAP system. The ECAP system is a 
vital component of the campaign’s networking approach as it acts as a support system for the agency’s network 
of FOPs, where they can order services (events, media, & PR services + campaign material). The added value 
of the ECAP system has been assessed in the survey, where 19 % of the FOPs assess that their campaign 
activities would not have been as successful without ECAP while 35 % assess that the campaign would be 
successful, but only to a limited extent without the ECAP system. On the other hand, 27 % assess that the 
campaign would still have been successful without ECAP21.  

                                                      
 

19 Online stakeholder survey with Official Campaign Partners (Evaluation of the HWC 2014-15)). 
20 Final report on activities conducted by Official Campaign Partners during the ‘Healthy Workplaces Manage Stress’ 
Campaign 2014-15. 
21 Online stakeholder survey with National Focal Points (Evaluation of the HWC 2014-15)). 
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These results suggest that the ECAP system is important.  

Two external contractors are responsible for delivering ECAP-supported campaign activities at the national 
level. The ECAP support scheme consists of two parts: (1) Basic Campaign Support (ECAP A) that includes 
the core campaign materials and services and (2) Campaign support++ (ECAP B) that includes additional 
activities and services that the FOPs can order based on the amount of credits that they have been allocated. 
Survey data and the interviews conducted on Level 1 with EU-OSHA and Level 2 with the FOPs point to the 
conclusion that the ECAP system is functioning well and is a system that helps the FOPs in reaching their 
national OSH objectives. 

As one interviewee of EU-OSHA states, the ECAP system is important to make sure that the campaign is 
relevant to the countries:  

 
You really have to ask yourself: if it’s relevant to all countries? Especially for stress, some countries are very new 
to the agenda, and our job is the put into their national context. This is also, why we have the ECAP system in 
place, so the FOPs can design their own campaigns (Representative of EU-OSHA)  

 
As the survey data in 
Figure 5.7 suggests, the 
FOPs find that the 
ECAP system is a use-
ful tool in building part-
nerships and reaching 
their national objectives 
on OSH issues. 50% of 
the FOPs consider the 
ECAP system to useful 
to a great extent with 27 
% to a considerable ex-
tent and 19 % to some 
extent. Only four per-
cent do not find ECAP 
useful at all. 

In the interviews on 
Level 2 with the FOPs, the ECAP system is considered to be highly useful and important in Finland, Poland 
and Slovenia because it opens up the possibility to engage in new campaign activities, build new partnerships 
and reach national objectives. For instance, the Finnish FOP has used all the points available in the system and 
would not have had enough money to finance its activities without the system (high additionality). In Spain, 
the FOP’s experience with the ECAP system is generally positive, as their resources are limited. However, at 
the same time, the activities carried out under the ECAP system in Spain is only small compared to the total 
number of activities carried out by national network partners in Spain. In the Netherlands, the FOP also con-
siders the ECAP system to be useful; but from a Dutch perspective, the FOP prefers the subsidy scheme that 
was in place before ECAP.  
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Figure 5.7. Has the ECAP system proved a useful tool for you in 
building partnerships and reaching your own national objectives on 

OSH issues?
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In the survey, the FOPs were asked whether they have been able to put into place their own funded campaign 
activities by using ECAP as a catalyst. Some 24 out of 26 FOPs have carried out self-funded campaigns using 
ECAP as a catalyst, while the two remaining FOPs did not use ECAP as a catalyst for their campaign22. This 
finding is confirmed in the country studies on Level 2, where the FOPs generally assess that without the ECAP 
system, they would not have been able to run a campaign in the same scale. 

In the interviews on 
Level 1 with EU-OSHA, 
the OCPs are considered 
to be highly important 
for the campaign, be-
cause the OCPs act as 
the contact point for the 
workplaces. It is a mu-
tual relationship where 
EU-OSHA and the cam-
paign partners both gain 
from the partnership. 
Some of the enterprises 
are well-known interna-
tional enterprises such as 
Toyota, Lego, Heineken, 
and they inspire each 
other, exchange 
knowledge, and good practices. In the interviews in Level 1, many suggest that the strength of the campaign is 
that it is decentralised and involves the active participation of the OCPs. Some 81 % of the OCPs were actively 
engaged in promoting the campaign and its topic. Out of 102 OCPs, 83 carried out a total of 1.029 promotion 
actions in the period between April 2014 and November 201523. Out of the 1.029 activities, 165 were campaign 
activities (16 %) such as events, trainings, publications etc. and 864 (84 %) were online mentions which refer 
to promotion of the campaign or the campaign topic on the website and social media accounts of the campaign 
partners. However, at the same time, it takes many resources to engage with campaign partners, and for each 
campaign, the number of campaign partners grows. Based on this it should be considered to set a limit for the 
number of OCPs involved and that the criteria that qualify the OCPs to participate is more demanding.  

 
The interaction with EU-OSHA and the OCPs is generally considered to be working well, and Figure 5.8 shows 
that 29 % of the OCPs find that their cooperation with EU-OSHA is very effective. 45 % find that it is quite 
effective, and 22 % find that it is effective to some extent.  

                                                      
 

22 Online stakeholder survey with National Focal Points (Evaluation of the HWC 2014-15). 
23 Final report on activities conducted by Official Campaign Partners during the ‘Healthy Workplaces Manage Stress’ 
Campaign 2014-15. 
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Figure 5.8. Has your cooperation with EU-OSHA proved to be an 
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The FOPs are also satisfied with their interaction with EU-OSHA and assesses that they are directly involved 
in the implementation of the campaign as shown in Figure 5.9. The results clearly indicate that EU-OSHA 

relies on their network 
of FOPs and that the 
FOPs consider the 
agency open and coop-
erative. The overall or-
ganisation of the cam-
paign is also evaluated 
as ‘very good’24. The 
feedback from the in-
terviews conducted on 
Level 2 is generally that 
the FOPs and stake-
holders’ collaboration 
with EU-OSHA has 
been well functioning 
and effective. As 
pointed out in Poland, 
EU-OSHA’s network 

approach means that the stakeholders feel that they are a part of the agency, so it creates a sense of belonging 
to the campaign. As pointed out in Slovenia, this network enables the FOP to network with FOPs in other 
countries and in this way find new inspiration and good practices.  

The FOPs are central to the campaign’s network approach. A positive result is that 63 % of the FOP network 
partners are either very satisfied or quite satisfied with the support that they have received from the FOP in 
relation to the campaign as well as their involvement in the planning and implementation25. Eight percent are 
not satisfied, while 29 % are neutral. Compared to the previous campaign HWC 2012-13, where 81 % were 
satisfied, the results for the HWC 2014-15 are less positive26. However, the results are still positive, which are 
in line with the findings from the country studies in Level 2, where the feedback is that the FOP in all five 
countries are helpful and supportive. As an example, in Poland, the FOP’s personnel was very involved in 
helping one of the stakeholders in initiating contacts with people who could help them, e.g. with the Institute 
of Occupational Medicine, which developed tools to assess the stress level.   

                                                      
 

24 Healthy Workplaces Campaign 2014 – Evaluation Report. 
25 Online stakeholder survey with FOP Network Partners (Evaluation of the HWC 2014-15)). 
26 Institute for Employment Studies (2014): Ex-post evaluation of the Healthy workplaces Campaign 2012-2013: Working 
Together for Risk Prevention. 
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5.3.6 Are there differences in the level of uptake of specific target groups and if yes, 
why?  

The overall conclusion is that are differences in the level of uptake of specific target groups, i.e. the larger 
enterprises are considered more receptive to the campaign than smaller enterprises are. A reason for this is that 
smaller enterprises are difficult to reach, because they typically have fewer resources to work with OSH issues, 
and they often do not have a system in place dealing with OSH such as the larger enterprises have. 

Due to the condition that larger enterprises and institutions have better resources regarding prevention of 
stress, they are typically more receptive to the campaign’s messages than the smaller enterprises than often have 
fewer resources allocated to OSH issues. It is less clear whether the campaign has had an effect on the micro 
and small enterprises. An interviewee of an OCP thinks that this is an issue for EU-OSHA’s campaigns: 

A general issue is that we still need to look at how we can reach the smaller enterprises. The risk assessment tool 
does that to some extent, but we could do more to reach them (Representative of an OCP)  

EU-OSHA is aware of this challenge and has platforms for reaching the smaller workplaces, among other 
things through the OCPs that have relations to micro and small enterprises though their supply chain. The 
Enterprise Europe Network (EEN) is another close collaboration partner with relations to SMEs. 

Another important point of the interviews in Level 1 is the differences between the countries, and the inter-
viewees broadly assess that there are national variations – both when it comes to results, but also the application 
of the materials of the campaign. As one representative of an OCP puts it: 

To me it is very important to look into the tools – one of the important objectives of the campaign is to promote 
the use and development of simple practical tools for reducing stress and psychosocial risks at work. In some 
countries it is useful, and in some countries not very useful (Representative of an OCP)   

The ESENER survey shows that there are differences between the countries regarding the awareness of the 
HWCs in general. On the EU-level, 19 % of the workplaces are aware of the campaigns. In Slovenia, 41 % are 
aware of the campaigns; while in France, seven percent are aware of the campaigns. In the country studies and 
workplace studies on Level 2 and 3, there are no clear conclusions regarding the differences between larger and 
smaller enterprises. However, generally it is suggested in more interviews with the social partners across the 
countries that reaching micro and small enterprises is challenging. Specifically, in Spain and Slovenia, some 
interviewees hold the view that the materials used for the HWC 2014-15 are generally too broad and do not 
meet the special circumstances of the smaller enterprises. In Level 3, it is however not the case that the smaller 
enterprises cannot use the materials given to them in the campaign, but the only finding is that the smaller 
enterprises generally use a smaller range of activities than the larger enterprises. 

According to the EU-OSHA stakeholder survey 2016, the two main purposes for which the stakeholders in 
the new and old Member States used the campaign are the same, namely ‘I used the campaign for policy making 
or implementing measures on enterprise level’ and ‘I used the campaign to raise awareness in my own work 
environment’. 
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Under the ECAP 2014-2015 edition of the Healthy Workplaces Campaign, 22 countries within the target coun-
tries of the campaign - namely Austria, Belgium, Bulgaria, Croatia, Cyprus, Czech Republic, Denmark, Finland, 
France, Germany, Hungary, Ireland, Lithuania, Luxembourg, Netherlands, Norway, Poland, Portugal, Roma-
nia, Slovakia, Slovenia and Spain - have ordered 54 media relations activities27. Concerning events services, the 
FOPs in 2014 ordered a total of 22 national partnership meetings and 61 stakeholders’ seminars, Among the 
campaign material, 88,720 campaign-branded items, 476,125 publications in 25 languages, and 62 campaign 
stands, fifteen exhibition kits, were distributed. In 2015, the FOPs ordered a total of 19 National Partnership 
Meetings, and 65 stakeholders’ seminars. Among the campaign material, 85,710 campaign-branded items, 
235,690 publications in 25 languages, and ten campaign stands and three exhibition kits were distributed. 

Since the launch of the campaign, some 363,766 have visited the campaign website. Concerning the use of 
social media, EU-OSHA’s Twitter account had 12,666 followers (by the end of June 2015)28. From October 
2014 to 30 June 2015, some 8,579 interacted on the account (mentions, replies, retweets and direct messages 
sent by others). Studying the differences between countries, Spain (21,91 % of the followers) is by far the 
country with the largest share of Twitter followers, United Kingdom is second (9,63 % of the followers). Then 
Belgium (4,48 % of the followers), France (3,06 % of the followers) and the Netherlands (2,70 % of the fol-
lowers) follow. 40,28 % of the Twitter followers’ nationality is unknown. 

EU-OSHA’s Facebook page had 17,993 fans (by the end of June 2015)29. From October 2014 to 30 June 2015, 
some 6,371 interacted on the page (comments, post likes, posts by others). The Facebook page reaches audi-
ences in different countries than the Twitter account. 9,106 fans were from Portugal, 1,694 fans were from 
Italy, 1.117 were from Spain, 911 from Greece and 341 from Romania. 

5.3.7 How many beneficiaries were reached through the campaign?  
The FOPs have been asked about whether, they have any data regarding the type and number of organisa-
tions/workplaces that participated in the campaign in their country. Out of 26 respondents, eleven provided 
data about campaign participation in their countries30:  
 

 Bulgaria: representatives of six national organisations of employers and workers, as well as representatives 
of two OSH related NGOs and more than 100 companies;  

 Croatia: Union of Autonomous Trade Unions of Croatia, by organising an event on bullying in the work-
place;  

 Estonia: 459 participants reached by five events;  

 Finland: many active OSH forums and networks (for example, a national network on well-being gathered 
900 OSH related representatives from SMEs, as well as pension insurance companies and social partners);  

                                                      
 

27 ECAP B – First and second round activities, Final report 
28 EU-OSHA Secretariat Final Report, October 2014-January 2015 
EU-OSHA Secretariat Final Report, 1 February – 30 June 2015 
29 EU-OSHA Secretariat Final Report, October 2014-January 2015 
EU-OSHA Secretariat Final Report, 1 February – 30 June 2015 
30 Evaluation of the Healthy Workplaces Manage Stress Campaign 2014-15 
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 Hungary: around 1000 people reached via conferences/seminars and an audience of five million via media 
coverage;  

 The Netherlands: at least 50 medium sized companies participated in the Week of Work related stress in 
2015 with the aim to double this next year;  

 Poland: 77 companies and organisations are registered as campaign partners;  

 Romania: several campaign activities aimed to raise awareness on stress management in different sectors 
such as the educational sector (both teachers and students), health care sector, media (social media, inves-
tigation journalists, war correspondents and TV reporters), managers of multinationals, HR managers, 
managers of SMEs from the public and private sector, psychologists, occupational medicine physicians. 
Three partnerships were established with professional associations and companies;  

 Spain: 48 organisations actively participated in the campaign, besides the national network;  

 Sweden: SWEA inspected around 1800 workplaces during the European Week 2014 and visited half of 
them again in early 2015. The conference during this week attracted 200 representatives from social part-
ners;  

 UK: several awareness-raising seminars were organised for employers, employees and SMEs.  
 
For specific data in the five countries under study in Level 2, please see annex A. 
 
Concerning the audience of the campaign in terms of the media coverage, the campaign has managed to 
reach the following in the period from April 2014 to January 201531: 
 

 22 press releases generated 383 media clippings and reached a global audience of 48,862,457 readers/view-
ers/listeners.  

 Six professional articles generated 31 media clippings and six upcoming ones and reached a global audience 
of 2,485,071 readers.  

 Six arrangement/coordination of interviews generated seven media clippings and reached a global audience 
of 1,129,525 readers/viewers/listeners.  

 Five journalists and experts’ round table generated 45 media clippings and reached a global audience of 
11,608,168 readers/viewers/listeners.  

 Five press conferences generated 473 media clippings and reached a global audience of 125,913,007 read-
ers/viewers/listeners.  

 Five radio phone-ins generated 15 media clipping and reached a global audience of 11,620.226 readers and 
listeners.  

 Two journalists’ visit generated 12 media clippings and reached a global audience of 1,043,612 readers and 
listeners. 

                                                      
 

31 ECAP B – First and second round activities, Final report 
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On the social media platforms, EU-OSHA has the following followers/level of interaction: 
 

 EU-OSHA’s LinkedIn page had 7,656 followers (by 30 November 2015)32. From October 2014 to 30 
November 2015, 4,559 interacted on the page. 

 EU-OSHA’s Twitter account had 13,722 followers (by 30 November 2015)33. From October 2014 to 30 
November 2015, 10,709 interacted on the account (mentions, replies, retweets and direct messages sent 
by others). 

 EU-OSHA’s Facebook page had 18,641 fans (by the end of June 2015)34. From October 2014 to 30 No-
vember 2015, 9,505 interacted on the page (comments, post likes, posts by others). 

 
The ESENER survey shows that there are differences between the countries regarding the awareness of the 
HWCs in general. On the EU-level, one in five (19 %) of the workplaces report awareness of the campaigns. 
In Slovenia, less than half (41 %) report awareness of the campaigns; while in France, seven percent report 
awareness of the campaigns. 

5.3.8 How effective have been internal and external working and consultation pro-
cesses to implement this campaign? If not, how can they be improved?   

Overall, the conclusion of the evaluation is that the campaign is effective both internally and externally. Inter-
nally, the level of collaboration between the prevention unit and communication unit is more developed than 
ever before. There are however some issues concerning not sufficient coordination internally and the high 
number of coordination meetings, which could be made more effective. As regards cooperation with external 
partners, the question has been addressed under the network approach, and the overall conclusion is that EU-
OSHA has good relations and dialogue with its partners and involve them in the implementation. 

In the interviews with EU-OSHA, it is pointed out that the coordination and interplay between the communi-
cation unit and prevention unit seems to be working well, and so far this campaign has promoted the highest 
level of cross-collaboration between the units. This cross-unit collaboration has been important for making the 
campaign attractive to the partners, e.g. by building together a strong business case for the campaign. As an 
OCP puts it: 

                                                      
 

32 EU-OSHA Secretariat Final Report, October 2014-January 2015 
EU-OSHA Secretariat Final Report, 1 February – 30 June 2015 
EU-OSHA Secretariat Final Report, 1 July – 30 November 2015 
33 EU-OSHA Secretariat Final Report, October 2014-January 2015 
EU-OSHA Secretariat Final Report, 1 February – 30 June 2015 
EU-OSHA Secretariat Final Report, 1 July – 30 November 2015 
34 EU-OSHA Secretariat Final Report, October 2014-January 2015 
EU-OSHA Secretariat Final Report, 1 February – 30 June 2015 
EU-OSHA Secretariat Final Report, 1 July – 30 November 2015 
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“To us, it was very important to understand ‘why’ this is necessary to focus on. When the business case was clear, 
we could start focusing on the ‘what’ meaning the communication part of the campaign” (Representative of 
an OCP) 

Internally, the structure with an activity coordinator having the responsibility of the activities as well as the 
overview of the activities and inputs is regarded as a well-functioning and solid set-up. The planning group is 
regarded as useful for coordinating the campaign and to make sure that all units are aligned. The planning group 
work starts two years before the campaign is officially launched. However, there is an issue that there are 
competing demands on staff regarding other agency activities and sometimes the staff’s calendars conflict. 
Another concern raised by one of the interviewees in EU-OSHA is the high number of coordination meetings 
(one every five to six weeks) involving personnel that does not need to be present, as there are project managers 
present that can make the decisions.  

The partners of the campaign are generally satisfied with EU-OSHA and the access that they have to the agency 
and the campaign, as the FOPs satisfaction with the access to EU-OSHA and their involvement in the imple-
mentation of the HWC is generally high35. From the interviews in Level 1 it is also clear that between the 
partners the level of dialogue with EU-OSHA varies depending on their role and function in the campaign. As 
described earlier, the feedback from the interviews conducted on Level 2 is generally that the FOPs and stake-
holders’ collaboration with EU-OSHA has been well functioning and effective.  

 EFFICIENCY  
Efficiency considers the relationship between the resources used by the campaign and the changes generated 
(which may be positive or negative). Differences in the way an intervention is approached and conducted can 
have a significant influence on the effects, making it interesting to consider whether other choices (e.g. as 
demonstrated via different MS) achieved the same benefits at less cost (or greater benefits at the same cost). 
 
To assess the evaluation criteria ‘efficiency’, the evaluation looks into the following research questions: 

 To what extent did the activity run as planned?    

 How well were inputs (resources) converted into outputs, results and outcomes? 

 Which were the most efficient actions? 

 How do the costs associated with this activity compare to other activities which achieved similar 
outputs, including campaigns organised by other EU or public bodies? 

Based on available data, the evaluation team concludes that the HWC 2014-15 has been an efficient campaign.  

It has run as planned, and most importantly, the campaign’s network model has made it possible for the cam-
paign to reach target groups (European and national stakeholders) that, considering the campaign’s budget, 

                                                      
 

35 Online stakeholder survey with National Focal Points (Evaluation of the HWC 2014-15)). 
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would otherwise would be highly challenging to reach. The role of the network of FOPs is especially im-
portant, as they are responsible for coordinating the campaign at the national level, i.e. they are autonomous 
and can design a campaign by adapting it to their national context.  

It is not possible to identify the most efficient actions of the campaign. However, based on the experience of 
three previous Healthy Workplaces Campaigns, it is reasonable to say that there is a rationale in using resources 
on conferences and seminars, as it is efficient to put resources into this activity. Also, in the countries studied 
(Level 2), stakeholders consider conferences and seminars to be efficient activities. 

5.4.1 To what extent did the activity run as planned?    
According to the timetable and milestones shown, the campaign has run as planned. However, as indicated in 
the interviews on Level 1, the E-guide and the joint report between EU-OSHA and Eurofound were delayed. 
As pointed out by a representative of EU-OSHA, developing the E-guide was a more resource-intensive and 
time-consuming process than expected. 

5.4.2 How well were inputs (resources) converted into outputs and results? 
The campaign has achieved outputs and results that considering the campaign’s budget would otherwise be 
highly challenging to reach. The main reason for this is the campaign’s model that relies heavily on a network 
approach, and as this evaluation shows, the campaign has built up a strong and well-functioning network con-
necting with dedicated intermediaries that can reach target groups (European and national stakeholders) that 

considering the campaign’s budget would otherwise be highly challenging to reach. The network FOPs are 
especially important, as they are responsible for coordinating the campaign at the national level, i.e. they are 
autonomous and can design a campaign fitting it to their national context.  

As pointed out in the interviews with the FOPs in Level 2, the support of the agency through the ECAP system 
has been highly useful and important, since they generally do not have sufficient resources themselves to run a 
solid national campaign. It means that the push created by the ECAP system opens up the possibility in the 
countries to engage in new campaign activities, build new partnerships and reach national objectives. This is 
especially true in Finland, Poland, Slovenia and Spain, e.g. the Finnish FOP has used all the credits available in 
the system, and would not have had enough money to finance its activities without the system (high addition-
ality). Thus, it is fair to say that the campaign has a catalyst effect in the Member States, meaning that the 
campaign creates synergies with national efforts.  

An interviewee of the EC argues that EU-OSHA is a good body to run campaigns, as they can do it more 
efficiently than other political bodies: 

I have done a number of campaigns managed by the Commission, and the focus is linked to political issues that 
change all the time. The advantage of EU-OSHA is that they are dedicated to run the campaigns, as they are 
independent and not influenced by day-to-day politics (Representative of EC) 

Although the campaign is assessed to be run efficiently in terms of converting its resources into outputs and 
results, there is an awareness that the campaign is challenged by the development that it is growing bigger every 
time and is using a multitude of communication channels. An interviewee of EU-OSHA puts it this way: 
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The resources of the campaign are probably adequate, but the campaign grows in sophistication, and there are 
more communication channels. It all takes effort and work, and we are now engaging with more official campaign 
partners than ever before. We have to connect more with intermediaries, and it requires a lot of monitoring. At 
some point, I think that we have to set a limit for the campaign, before it gets too big (Representative of EU-
OSHA) 

5.4.3 Which were the most efficient actions? 
Based on the data, it is not possible to identify the most efficient actions. However, it is reasonable to say that 
there is a rationale in using resources for conferences and seminars, as it is efficient to put resources into this 
activity. Also, in the countries studied (Level 2) it conferences and seminars are assessed to be efficient activities. 

Studying the costs of the different ECAP services, it is clear that across the Member States, most is spent on 
events, including conferences and seminars (approx. 1.4 million EUR). On media and PR services approx. 
320,000 EUR was spent. On exhibition materials, approx. 49,000 EUR was spent, while approx. 228,300 was 
spent on promotion materials.  

As mentioned previously in the evaluation, conferences and seminars are the most used and most effective 
activity of the campaign, thus devoting resources to this type of action is efficient. It is by far the action that is 
viewed to be the most useful and effective, and it is reflected in the costs allocated to the activities.  
 
Giveaways are also regarded as an effective way to promote the campaign and spread key messages. Far less 
resources have been put into promotion materials (228,300 EUR), and on the basis of the available cost data it 
is not possible to identify, which giveaways are the most efficient. However, data shows that ballpoint pens 
(67,550 orders), notebooks (37,800 orders), cotton bags (32,450 orders), key rings (19,250 orders) and neck 
cushions (15,550) are the most popular giveaways. However, it can provide an indication of where the campaign 
should focus even more in the future. 
 
Concerning media and PR, the assessment is less clear, i.e. press releases are viewed to be effective, while 
journalists round tables and press conferences, professional articles are assessed to be effective, but to a lesser 
extent. Considering the comparatively high budget of 320,000 EUR spent on media and PR activities, spending 
less on some of these activities is to be considered, as not all are equally efficient actions.  

Exhibition materials are less costly than the other ECAP services. Exhibitions and special events are assessed 
to be effective, but few find it very effective. Based on this however, it is hard to assess whether it is sufficiently 
efficient.  
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Studying the countries in Level 2, it is clear that conferences and seminars are assessed to be efficient actions 
as well. Social media and online presence is also assessed as efficient actions. In Finland, the use of social media, 
networks and the media (newspapers, magazines and television) in general were considered efficient actions, 
because they can reach a large audience. In Slovenia, presentations in schools, national conferences and various 
seminars are considered efficient, because they have been well attended by different target groups. In Spain, 
large conferences (around 300 participants) are highlighted as the action that proved to be the most efficient, 
because they reached a high number of people in comparison with the cost in terms of time and money for 
organising them. In Poland, workshops, printed materials, Facebook (for developing a network of stakeholders) 
and direct contact with national partners were the most efficient actions. In the Netherlands, the national web-
site, the inclusions celebrities and the active role of the Minister of Social Affairs and Employment were con-
sidered most efficient. 

 
5.4.4 How do the costs associated with this activity compare to other activities that 

achieved similar outputs, including campaigns organised by other EU or public 
bodies? 

The contractor was not able to obtain budgetary data about similar campaigns; therefore, the evaluation is not 
able to assess this question. 

 

 COMPLEMENTARITY 
Complementarity is an evaluation criterion that studies the extent to which polices and interventions support 
and usefully supplement other policies.  

To assess the evaluation criteria ‘complementarity’, the evaluation looks into the following research question: 

 What are the learning points that could inform other activities? 

 
The learning points are described under the research question. 

5.5.1 What are the learning points that could inform other activities? 
Based on the collected data, these are the most central learning points (for the full recommendations, see chap-
ter 2): 

 The campaign needs to take special actions in order to support the FOPs in reaching the micro and small 
enterprises. This could be done by focusing on the link between the FOPs and the social partners (employ-
ees’ and employer’s organisation) in each Member State as well as other stakeholder groups that can influ-
ence OSH management in micro and small enterprises.  

 The campaign has to focus even more on disseminating tailored, action-oriented materials that address the 
national contexts even better 

 The campaign can provide on-line material that addresses the specific needs of micro and small enterprises 
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 As there is a delay effect of the campaign, it is important that the agency keeps the topic alive and keeps 
the materials available after the campaign has ended. 

 The agency has to set up more targets for the campaigns that are ambitious yet realistic to reach and to 
monitor/measure. Following the logical framework set up for the HWCs, the agency should firstly develop 
the indicators that measure the campaign’s activity and success and secondly set the success criteria (tar-
gets).  

 The agency should consider (if possible) planning its campaign to a larger extent together with other cam-
paigns that focus on the same topic. This could strengthen the campaign’s message even more and create 
synergies.  

 On the national level, it has to be carefully considered how to approach and commit the national media in 
raising awareness of the campaign’s messages.  

 The agency can further strengthen the exchange of good practices and knowledge by providing a platform 
to the FOPs and stakeholders, where they can share thoughts and experiences on materials, methods and 
communication forms used in the different countries.  

 EU ADDED VALUE 
The criterion EU-added value focuses on changes that can reasonably be argued to be the result of an EU 
intervention, rather than any other factors. Assessing EU added value brings together the findings of the other 
criteria and it is a question of assessing whether the results attributed to the campaign can be linked to the 
condition that the campaign is covering Europe.  
 
To assess the evaluation criteria ‘EU-added value’, the evaluation looks into the following research questions: 

 To what extent did the activity produce benefits/impacts that would not have resulted from Mem-
ber State action only? 

 Are there differences between countries? 

 To what extent did it fill an information gap and provide useful information to the target groups? 

The campaign produces benefits on an EU-level and adds value to the Member States through its network 
approach (e.g. ECAP system), well-developed and useful materials and through the translation of the materials 
in 25 languages.  

 

EU-OSHA has taken advantage of its network of FOPs and official campaign partners that cover all EU Mem-
ber States and EEA countries. Not only for the campaign, but for the agency’s work in general, the FOPs have 
set up national networks with government representatives; representatives of unions and employers' organisa-
tions; and experts and researchers in the area of safety and health at work that are crucial for distributing 
information. By using this core network, the campaign spreads its messages very efficiently and systematically 
across Europe. From the perspective of stakeholders in both the country studies (Level 2) and workplace stud-
ies (Level 3), it is obvious that the campaign produces an added value due to the circumstance that it is an EU-
based campaign. Stakeholders argue that the campaign adds an important EU dimension when it comes to the 
exchange of practices and inspiration that could not have been reached by national activities alone.  
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5.6.1 To what extent did the activity produce benefits/impacts that would not have re-
sulted from Member State action only? 

The campaign produces benefits on an EU-level and adds value to the Member States through its network 
approach (e.g. ECAP system), well-developed and useful materials as well as the translation of the materials in 
25 languages.  

The evaluation has shown that the campaign’s network approach is highly effective. EU-OSHA has built up a 
network of FOPs and campaign partners that cover all EU member states. By using this core network, the 
campaign spread its messages very efficiently and systematically across Europe. In the country studies in Level 
2 and workplace studies in Level 3, it is obvious that the campaign produces an added value due to the circum-
stance that it is a EU-based campaign. The main argument used is that the campaign adds an important EU 
dimension when it comes to exchange of practices and inspiration that could not have been reached by national 
activities alone. For instance, in Slovenia the HWC 2014-15 provided the on-going national Slovenian campaign 
with the pan-European perspective, which generally as viewed to be an advantage, because the national activities 
could benefit from range of knowledge and examples of good practices that have been built up by EU-OSHA.  
 
In the workplaces, it is also our assessment that the EU-added value is substantial. In Spain, a large energy 
enterprise states that the European perspective has allowed the enterprise to benchmark resources and infor-
mation on the national level with the European level. Another point made by both workplaces in Poland is that 
the campaign added extra value, as both workplaces are foreign owned, and in their organisations the European 
dimension adds credibility. In one of the workplaces, the campaign was seen as an element in building up the 
enterprise’s international image. In the Netherlands, the experience for the internationalised enterprises is that 
knowing what is arranged in other countries is helpful for finding out whether it is also an item on the agenda 
in other countries.       
 
The ECAP system is a vital component of the campaign’s networking approach as it acts as a support system 
for the agency’s network of FOPs where they can order services. The additionality of the ECAP system has 
been assessed in the survey, where 19 % of the FOPs assess that their campaign activities would not have been 
as successful without ECAP. Over a third (35 %) assess that the campaign would be successful, but only to a 
limited extent without the ECAP system. On the other hand, more than a quarter (27 %) assess that the cam-
paign would still have been successful without ECAP36. These results show that the ECAP is important, but 
for a fourth of the FOPs, it is not a necessary system for doing a successful campaign.  

However as already described in the interviews on Level 2 with the FOPs, the ECAP system is considered to 
be highly useful and important in Finland, Poland and Slovenia because it opens up the possibility to engage in 
new campaign activities, build new partnerships and reach national objectives. For instance, the Finnish FOP 
has used all the points available in the system and would not have had enough money to finance its activities 
without the system (high additionality). In Spain, the FOP’s experience with the ECAP system is generally 
positive, as their resources are limited. However, at the same time, the activities carried out under the ECAP 
system in Spain is limited compared to the total number of activities carried out by national network partners 

                                                      
 

36 Online stakeholder survey with National Focal Points (Evaluation of the HWC 2014-15)). 
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in Spain. In the Netherlands, the FOP also considers the ECAP system to be useful; but from the Dutch 
perspective, the FOP prefers the subsidy scheme that was in place before ECAP. 

As the evaluation has shown, the variety of communication products and channels is an advantage of EU-
OSHA and adds value on a European level. The findings of the country studies in Level 2 as well as the work-
place studies in Level 3 support this. For instance, in Poland, it is clear that the access to well developed and 
presented information materials, thanks to the EU-OSHA’s support, have been of key importance to the rank 
(all are of the opinion that the European dimension of the campaign has raised the rank of its activities), prestige 
(presentation of the good practice competition winners at the European forum raised prestige, thus the cam-
paign was treated as an element of building corporate image of the enterprises) and outreach of the campaign. 

The materials of the campaign are translated into 25 different languages, so the campaign is made more easily 
accessible to the FOPs and campaign partners in the different European countries. Asked about the campaign’s 
added value, a representative of an OCP argued that the campaign’s added value is that the material is accessible 
in 25 different languages:  
 

As a multinational enterprise, we have factories and branches around Europe. When the material is available 
in 25 languages, we can easily distribute it to the representatives in all countries. (Representative of an OCP) 

 
However, in the country studies in Level 2, a general critique has been raised that the quality of the translations 
is poor (especially the professional terms). In Slovenia, it is pointed out that the challenge of the poorly trans-
lated materials is that it discourages end-users and tends to be rejected. In order to meet this challenge, their 
suggestion is that EU-OSHA allows experts in the Member States to correct the professional terminology 
before the materials are launched. 
 

5.6.2 Are there differences between countries? 
Yes, there are differences between the countries. It is a challenge for the campaign to spread the message across 
more European countries with different political agendas, where the FOPs have different resources, and it 
differs, if the topic ‘stress and psychosocial risks’ is high or low on the agenda.  

Data show that there are differences regarding the countries’ level of engagement in the campaign. When it 
comes to ECAP events, the majority of the FOPs (21 out of 29) had organised a National Partnership Meeting 
(ECAP A). Countries with the most events were Latvia (seven events), Greece, Portugal (six events) and Malta 
(five events)37. On media and PR activities, most FOPs supported one or two media and PR activities. The 

                                                      
 

37 Healthy Workplaces Campaign 2014 – Evaluation Report. 
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countries with the largest number of media and PR activities were Austria (nine activities), Norway (six activi-
ties), Germany, Hungary and Luxembourg (four activities)38. 

In the number of non-ECAP activities, there was a huge disparity between countries like Bulgaria, France, 
Germany and Luxembourg had no non-ECAP activities and countries like Austria (fourteen non-ECAP activ-
ities) and Portugal (74 non-ECAP activities)39. 

However, in the EU-OSHA stakeholder survey 2016, the assessment on whether the campaign has added value 
to the activities at the national level hardly differs per country group. The proportion of stakeholders who agree 
or strongly agree is slightly higher in new Member States. 

5.6.3 To what extent did it fill an information gap and provide useful information to 
the target groups? 

Please see answer for research question ‘How effective was the campaign in promoting good practice and 
practical solutions regarding the campaign topic among the target groups?’ provided under the evaluation cri-
teria ‘Effectiveness’. 

The overall conclusion is that the campaign has been effective in promoting good practice and practical solu-
tions. In the interviews on Level 1, the interviewees generally emphasise that the campaign has been successful 
in promoting good practices and practical solutions, but they are also uncertain as to whether these are imple-
mented in the workplaces. The result of the Good Practice Award is considered to be raised awareness and 
increased sharing of good practices because the award turns the participating enterprises into ambassadors of 
the campaign and thus the campaign’s message spreads faster than if the campaign was solely controlled by 
EU-OSHA, which makes it an important element of the campaign’s networking approach. In addition, EU-
OSHA allocates resources for media and PR activities, which promotes the campaign’s key messages. The 
majority of the workplaces studied on Level 3 have been involved in the Good Practice Award, and to them 
the Good Practice Awards has generally been useful.    

 RESULTS AND IMPACT 

The results describe the real world changes that the outputs produce. For example, by highlighting positive 
effects of managing psychosocial risks and stress, it raises awareness about the positive effects of reducing 
stress and psychosocial risks.  
 
The impacts describe progress made towards higher-level and societal goals. It usually takes time for impacts 
to materialise, and due to the time scope of this evaluation, the long-term effects documented in impact may 
be vague. However, by looking into the effects on the output and result level, we can give an indication of the 
expected impact. As described in ‘needs’, the HWC 2014-15 has been developed as a reaction to a number of 

                                                      
 

38 Healthy Workplaces Campaign 2014 – Evaluation Report. 
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61 
 

societal challenges aiming to alleviate the risks of stress and psychosocial risks at work in the EU, i.e. if the 
campaign in the longer term can initiate any changes in the indicators set up under ‘needs’.      
 
To assess the evaluation criteria ‘results and impact’, the evaluation looks into the following research questions: 

 What were the outcomes of this campaign? 

 To what extent did each element of the campaign contribute to its results?  

 To what extent did each group of campaign partners (focal points, official campaign partners, me-
dia partners, EEN network) contribute to its results?  

 What changes could be observed as a result of the campaign? 

 How did any change vary across different Member States? 

 To what extent did the campaign achieve the objectives, as outlined in the annual management 
plan (contribute to a better understanding of the topic and enhance practical skills to manage it 
successfully as well as increased awareness)? 

 To what extent has the campaign stimulated Member States’ activity? Have national stakeholders 
been using the outputs?  

 Did the success of the campaign depend on the available resources in a given country and if yes 
how? 

 How much can be said to be caused by the campaign as opposed to other factors?  

 To what extent were key messages understood and acted on by the target audience? 
 
Our overall conclusion is that the main outcome of the campaign is raising awareness on both the EU and 
national level, but it is a challenge nationally to reach workplaces, especially among micro and small enterprises. 
Prior to the HWC 2014-15, issues related to stress and psychosocial risks was an underexposed OSH topic in 
many countries, and the campaign has succeeded in pushing the topic of stress and psychosocial risks higher 
on the agenda as a new and important OSH issue. 

All five Member States under study (Level 2) have developed plans on how to deal with this OSH issue, alt-
hough with differences in implementation. Some have just started incorporating the campaign into national 
polices, while other countries have incorporated several elements into national policies.  

Concerning the level of impact, it is still too early to measure progress. For this evaluation, it is not possible to 
measure the impact of the campaign, because it is firstly a part of a complex reality, which makes it impossible 
to attribute any impacts on societal level to the campaign’s efforts. Secondly it takes time for impact to materi-
alise, and it is not realistic to expect that the campaign produce impact within a two-year time frame. However, 
based on the logical framework it is reasonable to assume that the campaign will have some impact, as it has 
raised awareness on the EU and national level. Countries are also implementing policies on stress and psycho-
social risks, and it has influenced the content of the agreements between the social partners.  

5.7.1 What were the outcomes of this campaign? 
The overall conclusion is that the main outcome of the campaign is raising awareness both on EU and on 
national level, but it is a challenge nationally to reach the workplaces (especially micro and small enterprises).  
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The outcome is not solely achieved because of the campaign, but the campaign has contributed to raising 
awareness both on EU and national level. Raising awareness is the first step to encourage the enterprises to act, 
and generally the interviewees point out that the campaign has succeeded in raising awareness and increased 
the level of visibility on stress. As an interviewee of the EP puts it: 

A main outcome is that stress is now recognised in many Member States as something that can hit any of us and 
should be prevented through a focused effort. (Representative of EP) 

In many countries, stress and psychosocial risks before the HWC 2014-15 was an underexposed OSH topic, 
and the campaign has put stress and psychosocial risks higher on the European agenda. This is for instance the 
case in Poland studied on Level 2, where the HWC 2014-15 has been crucial for pushing the national Polish 
agenda to focus more on stress and psychosocial risks. In addition, on a European level it has supported the 
European strategy on OSH to focus more on stress and psychosocial risks. 

As described earlier under the evaluation criterion ‘effectiveness’, almost one-third of the FOPs (31 %) assess 
that the HWC 2014-15 has succeeded in raising awareness of its key messages in their respective country. Some 
42 % of the FOPs assess that the campaign has raised awareness to a considerable extent, which mean that 73 
% of the FOPs assess that the campaign generally has been successful in raising awareness of its key messages40. 
The HWC 2014-15 compared to the previous campaign has been more successful in raising awareness. 

The EU-OSHA stakeholder survey 2016 shows that although the HWC 2014-15 is developed for multiple 
purposes, more than half of the respondents are of the opinion that the campaign raised awareness in their 
own work environment. Around one third heard about the campaign, and one quarter used the campaign for 
policy making or implementing measures at the enterprise level. 

In the country studies and workplace studies in Level 2 and 3, it is also clear that a main outcome of the 
campaign is that it has raised awareness of the campaign’s key messages. For instance, in the Netherlands, the 
campaign has broken down the taboos around stress and made it a topic that can be discussed more easily and 
openly in the public sphere. Next step is for all parties involved (employers and employees) to take measures 
and concrete actions to reduce work-related stress. Another main outcome in the countries, which is also a 
result of raised awareness, is that the campaign has contributed to a better understanding of stress and psycho-
social risks.   

Examining the campaign’s prominence within media and policy-making circles, about a fourth (27 %) of the 
FOPs assess that ‘psychosocial risks and stress in the workplace’ has been more prominent during the campaign 

                                                      
 

40 Online stakeholder survey with National Focal Points (Evaluation of the HWC 2014-15)). 
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‘to a great extent’41. Compared to the previous campaign, it is a substantial improvement, as merely four percent 
of the FOPs assessed that the topic was more prominent ‘to a great extent’ during the campaign42. In promoting 
good practice and practical solutions, the HWC 2014-15 compared to the previous campaign assessed to be 
equally good43. In the country studies on Level 2, the general assessment is that the campaign has gained prom-
inence within media and policy-making circles. However, in Slovenia it has been challenging to involve the 
media in the campaign, and thus as an effect it has also been a challenge to promote good practices and practical 
solutions. The issue in Slovenia has been that the media is not interested in positive examples, as one member 
of the FOP national network points out in an interview: 

Media are not interested in safety and health at work. Since positive examples cannot find their way to mass 
media, it would be suitable to try with negative examples, i.e. to demonstrate consequences and costs incurred by 
accidents at work and occupational diseases for an individual, the employer and the society as a whole. (Member 
of FOP national network in Slovenia) 

As shown Figure 5.10, some 72 % of the FOPs assess that the campaign generally was successful. Four of ten 
(41 %) assess that the campaign had a big impact, while 34 % consider the campaign topic as highly important.  
 

                                                      
 

41 EU-OSHA Stakeholder Survey 2016 
42 Institute for Employment Studies (2014): Ex-post evaluation of the Healthy workplaces Campaign 2012-2013: Working 
Together for Risk Prevention. 
43 Online stakeholder survey with National Focal Points (Evaluation of the HWC 2014-15)). 
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As it has been indicated in the interviews on Level 1, the results vary significantly throughout the EU, as it 
depends on a number of contextual factors such as the political debate on ‘stress and psychosocial risks’ in each 
country, the level of awareness of ‘stress and psychosocial risks’, the level of resources allocated to handling 
‘stress and psychosocial risks. In the country studies in Level 2, these contextual factors are included for ex-
plaining the situation and results of the campaign, and for instance in Slovenia, an important contextual factor 
is that the HWC 2014-15 was carried out simultaneously with a series of national projects that were initiated by 
the Slovenian Health Insurance Institution. This circumstance helped bringing EU-OSHA’s topics and mes-
sages closer to the target groups, i.e. the policy makers, employers’ and employees’ associations as well as the 
enterprises.  

 
5.7.2 To what extent did each element of the campaign contribute to its results?  
The main conclusion of this evaluation is that conferences and seminars are effective activities. Publications, 
press releases and giveaways are some of the other campaign activities that are regarded as effective ways to 
promote the campaign and spread key messages. As campaign materials and communication channels, the 
campaign website, the campaign guide and leaflet, the Napo DVD, giveaways and E-guide are rated to be very 
useful. This is supported by the survey results of the Evaluation of the Healthy Workplaces Campaign 2014-
15. 

There is also an example from the Netherlands that social media has been very useful, although the FOPs 
overall do not consider social media posts as very useful, possibly due to the fact that only few of them have 
been so far been involved in social media. Concerning the E-guide, which is an innovation to the HWC 2014-
15, it confirms the widespread notion in the interviews with representatives of EU-OSHA that this new cus-
tomised type of activity has been successful. In the interviews in the countries on Level 2, the E-guide is con-
sidered useful, because the electronic format is considered to be an effective way to spread the information to 
workplaces with access to computers. However, as described earlier, there are some differences in the assess-
ment of the E-guide in the different national contexts.  

The findings from Level 2 generally support that the different activities are effective in their national contexts, 
but some interviewees find that publications and information materials are often not ‘ready-to-use’, but serve 
as a foundation to develop their own tailor-made materials to fully adapt to the specificity in their country. In 
the workplaces on Level 3, some use these products, but generally as a supplement to other main activities, 
which are mainly the Good Practice Awards. According to a large insurance enterprise in Slovenia, their par-
ticipation in the Good Practice Awards has inspired them to consolidate all their contents and policies into a 
coherent whole.   

5.7.3 To what extent did each group of campaign partners (focal points, official cam-
paign partners, media partners, EEN network) contribute to its results?  

Based on the data from the country studies in Level 2, it is clear that the campaign partners have different roles, 
and thus contribute in their own way to the results that are achieved by the campaign. In the following, each 
actor is described in terms of their role and contribution to the results. 

 The FOPs: They are the national contact points for the campaign and thus play a role in connecting the 
European level with the national level. The FOP also plays a role for initiating debates, disseminating in-
formation and key messages and in bringing the issue of psychosocial risks to the attention of workplaces 
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and the public. As the FOPs point out in the interviews that they contribute to the campaign by connecting 
with organisations and transferring knowledge and good practices, among other things through the use of 
seminars and conferences.  

 The official campaign partners (OCPs): These are pan-European or international organisations that multi-
ply their efforts through their own network members by: 

 Distributing information/ campaign material to affiliated organisations and network partners;  

 Encouraging their network members and affiliates to carry out activities during the Healthy 
Workplaces Campaign and during the European Weeks and to make contact with EU-OSHA's 
corresponding national Focal Point;  

 Promoting and/or participating in the Healthy Workplaces Good Practice Awards;  

 Promoting the campaign by placing information on their corporate website, Intranet and social 
media channels;  

 Giving visibility to the campaign at their organisation's flagship events and internal meetings;  

 Reviewing their own health and safety polices in the area of the campaign topic and beyond - to 
make workplaces safer and healthier;  

 Developing their own campaign activities, such as: o organising campaign-related conferences, 
seminars and workshops;  

 Organising trainings for their staff, including network members;  
 Producing a best practice video or multimedia DVD;  
 Launching a poster/photo competition or creating a quiz;  

 EEN: The EEN partners strengthen the link with micro, small and medium-sized enterprises. In Slovenia, 
e.g., the EEN partner had a particular focus on promoting OSH and the campaign. The EEN partner 
developed video materials to draw attention of employers and employees to these issues, conducted some 
experimental tests of psychosocial risks, and stimulated thinking about the factors causing stress. 

 Media partners: This network of partners created works with the agency to raise awareness about the cam-
paign topics, using their various channels to advertise and promote the campaign. It consists of journalists 
and editors from all over Europe interested in promoting occupational safety and health. For the HWC 
2014-15, 34 media partners from fifteen countries were involved. 

 
5.7.4 What changes could be observed as a result of the campaign? 
Please see answer for research question ‘How did any change vary across different Member States?’ provided 
under the evaluation criteria ‘Results and impact’.  

 
5.7.5 How did any change vary across different Member States? 
There is some variation between the different Member States that are studied in Level 2. All five Member States 
have developed plans on how to deal with this OSH issue, but there are differences on the level of implemen-
tation. Some have just started incorporating the campaign into national polices, e.g. Finland, while in Spain 
several elements of the campaign have already been incorporated into national and regional policies.  

In what follows below, the situation in each of the Member States is described:    
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 Finland: In Finland, there are different opinions concerning the changes on policy level that can be at-
tributed to the campaign. The FOP suggests that the focus of the campaign is slowly incorporated in the 
national policies:  

“At the moment we are updating our ministry’s strategy on social and health policy. These issues are incorporated 
there. We are also preparing the next Government report where we will incorporate these issues, as well. We also 
produced quite a lot of material for the Strategic Programme of the Government. Bits and pieces of these topics 
are scattered into that programme.” (FOP Representative in Finland) 

Concerning initiatives/agreements between the social partners, there are no specific examples on how the 
campaign has had any influence on agreements between social partners. A representative of an employer’s 
organisation suggests that the issues are on the agenda anyhow. So in this respect the campaign did not 
have any influence. 
 

 Slovenia: In Slovenia, the HWC 2014-15 has had an influence on the national political level, as the new 
national strategic document of safety and health at work puts considerable emphasis on stress and psycho-
social risks in the workplaces (it is however not in place yet).  
 
Between the social partners, the campaign has not had an influence on the agreements. However, several 
projects and training courses at various levels continue to be carried out by social partners, either co-fi-
nanced by the National Health Insurance Institution or by their own resources. The Ministry of Labour, 
Family, Social Affairs and Equal Opportunities MoLFSA also continues implementation of the campaign, 
which is crucial to keep the momentum and maintain the outcomes provided by the campaign so far. 
 

 Poland: In Poland, the HWC 2014-15 has had an influence on the national policies. As described in the 
focus group interview with the FOP National Network, some work has been initiated focusing on the 
amendment of the labour code to address issues concerning psychosocial conditions at work and stress to 
a greater extent.  Another measure is that the Minister for Family, Labour and Social Policy in consultation 
with the Minister of Health has issued a decision on launching (next year) a multi-year programme, which 
will go a step further and be dedicated to stress-related effects (e.g. depression) and methods of prevention. 
The campaign has also inspired the National Labour Inspection (a member of the national network of 
partners), which currently implements a campaign dedicated to a similar subject-matter. 
 
Between the social partners, there are a number of initiatives in the National Agreement of Trade Unions 
(OPZZ) that address working conditions. Recently the OPZZ started to cooperate with the National La-
bour Inspectorate (NLI) to train regional coordinators who will train trade union activists in Poland to 
counteract stress, bullying, etc. Cooperation with the OPZZ and the Central Institute for Labour Protec-
tion – National Research Institute (CIOP-PIB) has also been initiated in terms of getting involved in the 
work at the European level, and drafting a declaration on reducing stress in the workplace. 
 

 Spain: In Spain, the HWC 2014-15 has had an influence on the national political level. Several elements 
dealt with in the campaign have been incorporated to national and regional policies, e.g. the national policy 
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used by the Spanish Labour Inspection in psychosocial risks. The campaign has also been used to enrich 
and extend several materials elaborated by the Spanish FOP on the issue of psychosocial risks. 
 
Agreements between the social partners have been made: for instance, the III Agreement for the Employ-
ment and the Collective negotiation 2015-2017. Here the second chapter includes a specific sub chapter 
on criteria for the development and application of activities to prevent labour stress and violence at work. 
Also the FOP representative identifies, that in the National Commission for the Security and Health at 
Work (“Comisión Nacional para la Seguridad y la Salud en el Trabajo” in Spanish), where social partners 
and regional governments are represented, a working group on psychosocial risks decided to join and sup-
port the campaign, including the development of certain general compromises in the field. 
 

 The Netherlands: As the national campaign was merged with the HWC 2014-15, and the activities were 
developed and executed by the FOP (consisting of representatives of the government, employers and em-
ployee organisations), in close cooperation with the government and other relevant organisations, the 
Dutch campaign continues at the national level with related campaigns within the following areas: 

 Bullying at work; 

 Undesirable form of interaction at the work place; 

 Discrimination at the workplace; and 

 Aggression/intimidation at the workplace 
 
In the Netherlands, the FOP consists of the socials partners (tri-partite), and due to this specific constella-
tion, cooperation between social partners is already guaranteed.         
 
The HWC 2014-15 has contributed to the nationally run campaign, and as a part of the Dutch campaign, 
the social partners and the Ministry work on including provisions on stress and pressure at work in the 
collective labour agreements and working condition contracts.  
                                                                                                                                      

5.7.6 To what extent did the campaign achieve the objectives outlined in the annual 
management plan (contribute to a better understanding of the topic and en-
hance practical skills to manage it successfully as well as increased awareness)? 

Please see answer for research question ‘To what extent were the specific objectives/results set in the campaign 
strategy and management plan achieved?’ provided under the evaluation criteria ‘Effectiveness’44.  

                                                      
 

44 Please see Page 33 
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5.7.7 To what extent has the campaign stimulated Member State activity? Have na-
tional stakeholders been using the outputs?  

Please see answer for research question ‘How did any change vary across different Member States?’ provided 
under the evaluation criteria ‘Results and Impacts’45.  

5.7.8 Did the success of the campaign depend on the available resources in a given 
country and if yes how? 

Based on the country studies in Level 2, the conclusion is that the countries could ideally use more resources. 
Even though the FOPs generally manage to run effective and well-functioning campaigns in their countries, 
the resources available to the FOPs challenge their ability to adapt the materials to their national needs and 
specificities. The consequence is that the material is not always best adapted to micro and small enterprises at 
the national level. 

Ideally, the FOPs could generally use additional staff and resources. Within the scope and available data of the 
evaluation, it is not possible to detect a link between the available resources in the countries and the success of 
the campaign. However, as pointed out in the interviews with the FOPs in Level 2, the support of the agency 
through the ECAP system has been highly useful and important, since the FOPs generally assess that they do 
not have sufficient resources themselves to run a solid national campaign. In Finland, Poland, Slovenia and 
Spain it is highlighted as highly important, e.g. the Finnish FOP has used all the credits available in the system, 
and would not have had enough money to finance its activities without the system (high additionality).  

5.7.9 How much can be said to be caused by the campaign as opposed to other factors?  
The campaign is only one part of a complex reality. Within the scope of this evaluation it is not possible to 
conclude how much this campaign has caused as opposed to other factors, but evidence in this evaluation 
shows that the HWC 2014-15 on a European level has succeeded in raising awareness and putting stress on the 
agenda, and it is a first step to induce action in the workplaces.  

In addition, the evaluation shows that the HWC 2014-15 is generally coherent with other EU activities and 
initiatives in the field and supports the implementation of the EU Strategic Framework on Health and Safety 
at Work 2014-2020 in two key strategic objectives. It means that the campaign supports the EU strategy and 
reinforces the European effort within OSH.  

5.7.10 To what extent were key messages understood and acted on by the target audi-
ence? 

Please see answer for research question ‘How did any change vary across different Member States?’ provided 
under the evaluation criteria ‘Results and impact’.  
 

                                                      
 

45 Please see Page 65 
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 SUSTAINABILITY 
Sustainability is concerned with measuring whether the benefits of a project or programme are likely to con-
tinue after its termination. 

To assess the evaluation criteria ‘sustainability’, the evaluation looks into the following research questions: 

 Will the effect achieved last in the medium or long term, i.e. after the campaign has stopped? 

 To what extent are beneficiaries planning to use the outputs? 

Our general conclusion is that the campaign has made progress and raised awareness that is likely to last.  

Evidence from the countries studied (Level 2) suggests that the effects of the campaign will endure, as the 
countries are implementing policies related to this topic, and that the campaign has influenced the direction of 
the agreements between the social partners. At the workplace level (Level 3), stakeholders expect that the 
measures implemented will last in the medium and long term. The Dutch experience is that during “the week 
of stress,” a large number of enterprises took action by organising information sessions and developing infor-
mational material among other things. As these activities were often organised by external contractors, the 
crucial question is whether enterprises and organisations will keep this topic on their agenda and ensure that it 
is integrated in the enterprises’ policies and HR activities. 

5.8.1 Will the effect achieved last in the medium or long term, i.e. after the campaign 
has stopped? 

As the results show, the campaign has made progress and raised awareness of stress and psychosocial risks, 
but it is a continuing process. As pointed out in an interview with a representative of an OCP, the effort to 
raise awareness about stress in workplaces has to continue for the campaign should have an effect after the 
campaign has stopped.  
 
Another OCP representative argues that this campaign has increased awareness on stress and psychosocial 
risks and in the medium or long term it can influence the EU strategy on OSH and shift the focus more on 
stress and psychosocial risks. 
 
The overall conclusion is that the campaign has made progress and raised awareness. In the countries studied 
(Level 2), the conclusion is that the effects of the campaign will endure, as the countries are implementing 
policies on this, and as the campaign has influenced the direction of the agreements between the social partners. 
In the workplaces (Level 3), there is also an expectation that the measures implemented will last on the medium 
and long term, but these workplaces have also been actively involved in the campaign.  

 
5.8.2 To what extent are beneficiaries planning to use the outputs? 
Please see answer for research question ‘To what extent were key messages understood and acted on by the 
target audience’ provided under the evaluation criteria ‘Results and Impacts’. 
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 UTILITY 
Utility describes the extent to which the changes/effects correspond to needs. 

To assess the evaluation criteria ‘utility, the evaluation looks into the following research questions: 

 Does the impact achieved by the campaign correspond to the existing needs and problems to be 
solved? 

Overall, this evaluation concludes that the campaign has been relevant and addressed the needs of its target 
groups. However, as the impacts of the campaign have not yet materialised as explained under section 1.4.6, it 
is not possible to assess the achieved impacts and evaluate the utility criterion. 

5.9.1 Does the impact achieved by the campaign correspond to the existing needs and 
the problems to be solved? 

Overall, this evaluation concludes that the campaign has been relevant and addressed the needs of the target 
groups. However, the impacts of the campaign have not yet materialised, thus it is not possible to assess the 
achieved impacts, but looking into the effects on the output and result level, our assumption based on the 
logical framework is that the campaign can reach the impacts that correspond to the existing needs and prob-
lems to be solved.  
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Annex A: Country Reports 

The following five countries – Slovenia, Poland, the Netherlands, Spain and Finland have been studied in more 
depth for this evaluation. The country studies examine the campaign’s effect in the national contexts using the 
following evaluation criteria: 

 Relevance 

 Effectiveness 

 EU added value 

 Results and impact 

 Sustainability 

 Utility 

Each country report consists of two analytical levels – Level 2 and Level 3.    
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Country Report – Slovenia 

In Slovenia, the HWC 2014-15 was successfully implemented. A main factor has been the active involvement 
of the social partners and Ministry of Labour, Family, Social Affairs and Equal Opportunities (MoLFSA), which 
had previously implemented many activities and projects in the field of managing psychosocial risks and stress 
at workplaces. 

 COUNTRY SUGGESTIONS FOR FUTURE ACTION 
Based on the evaluation in Slovenia, the interviewees have the following suggestions for future action: 

 Tailor the materials to the national circumstances. The campaign material prepared by the EU-OSHA was 
too general. The FOPs experience that they are allowed to only partly alter and customise the material. 

 Allocate sufficient funds to the FOPs and stakeholders at national level in order to carry out campaign 
activities, e.g. to adjust EU-OSHA’s materials and activities to the needs of a broader public at national 
level.  

 Invest more efforts in media coverage. The media, in particular TV as the medium that reaches the widest 
population, should be much more involved, delivering information and examples of good practice period-
ically, in a series of broadcasts focusing on one or the other topic related to health and well-being at work-
place. 

 Provide better access to learning material on-line, and more examples of good practice in small enterprises, 
not only Slovenian, but also foreign. Namely, the situation and possibilities in small enterprises are quite 
different compared to large ones, and thus the small enterprises could have an opportunity to learn from 
similar enterprises. 

 EU-OSHA’s campaigns and the national campaigns should run simultaneously. In this way, both cam-
paigns could start at the same time and have the activities distributed over the whole two-year period. 
National campaign is more focused on the needs of specific target groups and has more concrete activities 
and results, with EU-OSHA’s activities supporting the national ones with a pan-EU dimension.  

 CONTEXTUAL FACTORS 
In Slovenia, the HWC 2014-15 was carried out simultaneously with a series of projects that were initiated and 

(co-)funded by the national Health Insurance Institution (ZZZS). Since 2012, ZZZS has invested approx. EUR 

five million in different projects aimed at the promotion of health and safety at work. These projects were 

implemented by national health institutions, chambers, employers' associations, trade unions, and individual 

private organisations, and addressed several topics, including psychosocial risks and stress.  

 

These national efforts were encouraged by the HWCs in 2012-2013 and 2014-2015, and helped bringing EU-
OSHA's topics and messages closer to the target groups of policy-makers, employers' and employees' associa-
tions, and companies in Slovenia. In this context, Slovenian ‘campaign’ has clearly added value to the HWC 
activities, while benefitting from the HWC activities at the same time. These Slovenian projects are still in 
progress, providing sustainability to the activities carried out in Slovenia in the context of the HWC. 
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 EVALUATION RESULTS 
The country study will examine the following evaluation criteria: 

 Relevance 

 Effectiveness 

 EU added value 

 Results and impact 

 Sustainability 

 Utility 

6.3.1 Relevance 
The overall assessment is that the activities of the HWC 2014-15 address the needs of the target groups and is 
considered appropriate to the OSH priorities in Slovenia. The topic has been present in Slovenia since 2003 
and some activities were already initiated and implemented before the campaign started. However, the stake-
holders of the FOP National Network participating in the focus group interview assess that the campaign 
provided a valuable emphasis to the nationally implemented actions. 

The stakeholders and officials on the country level generally agree that the campaign has addressed the needs 
in Slovenia quite significantly. One of the interviewed EEN partners highlights that the activities related to 
awareness raising and tools were particularly relevant. A representative of the FOP national network points out 
that the campaign was relevant, but not to all target groups: 

Yes, it addressed the needs of target groups, but it has not reached all key target groups. The campaign was mainly 
visible to professional circles (human resource professionals, large enterprises, social partners)...in order to raise awareness 
of these campaign topics, however, it would be necessary to do much more in cooperation with all government departments 
that are directly or indirectly part of the system dealing with the work, working conditions, employment relations, health 
at workplace and so on. (Representative of the FOP national network) 

At the workplace level, the campaign met needs to a high extent. Especially for one of them – a large insurance 
enterprise – has been aware of stress and psychosocial risks for several years before the HWC 2014-2015 
started, and had already designed and implemented specific measures aimed at managing stress and psychoso-
cial risks. The enterprise’s involvement in the campaign was an additional occasion to demonstrate that it ad-
dresses the issue of managing psychosocial risks in a comprehensive and responsible manner, not only in theory, 
but also in practice. 

6.3.2 Effectiveness 
The campaign is generally viewed as effective from the perspective of the officials and stakeholders as well as 
the workplaces.  

6.3.2.1 The effectiveness of the activities  
The stakeholders and officials use a variety of communication channels and activities to promote and spread 
the key messages of the campaign. They generally find that the activities and communication channels are 
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effective and relevant for the purposes of promoting the campaign. At workplace level, the variation of activities 
used is more limited. 

Conferences and seminars are broadly considered to be the most effective activity of the HWC 2014-15. As 
one representative of an employer organisation points out, activities with face-to-face interaction such as sem-
inars, workshops and meeting are useful for creating action in the workplaces because it inspires them to get 
concrete examples and guidance on how to handle stress and psychosocial risks. The other activities that are 
generally considered effective include giveaways, posters, publications, videos and the NAPO films. However, 
regarding the NAPO films it is suggested that they are adjusted to enable broadcast through TV in order to 
reach a broader public, because not all micro and small enterprises are ‘digitally literate’ or used to the internet. 

The members of the FOP national network share a common opinion that the national campaign was poorly 
promoted through mass media. As one of the actors points out in the focus group interview:  

Media are not interested in safety and health at work. Since positive examples cannot find their way to mass 
media, it would be suitable to try with negative examples, i.e. to demonstrate consequences and costs incurred by 
accidents at work and occupational diseases for an individual, the employer and the society as a whole. (Member 
of FOP national network) 

At the workplace level, the special events, i.e. the Good Practice Awards has played a crucial role for both 
enterprises. Both of them were involved in the awards. One workplace particularly points out that the awards 
inspired them to consolidate all their contents and policies into a coherent whole. The other workplace also 
mentions the significance of the Good Practice Awards, and in addition highlights that the media was important 
in creating an awareness of the possible impact that stress has on the workplaces. The same workplace also 
emphasises that more articles, broadcasts and examples of good practices in the mass media would help them 
in designing and monitoring stress-related measures in the enterprise. 

6.3.2.2 The effectiveness of the E-guide 
In the interviews with stakeholders and officials, the E-guide is generally viewed as effective because it was a 
useful tool for designing and implementing the national activities under the campaign. The main criticism ex-
pressed by a few interviewees among the stakeholders and officials is however that the E-guide was not cus-
tomised and useful for the micro and small enterprises.   

On the workplace level, one of the two workplaces interviewed has used the E-guide. For this workplace, the 
E-guide provided useful information in the preparation of the application and materials for the national contest 
for Good Practice Awards.  

6.3.2.3 Outreach of the campaign 
The Slovenian FOP estimates that the campaign has reached more than 300 organisations and workplaces. 
When assessing the uptake of the campaign, the FOP sees a difference between the public institutions (e.g. 
ministries, national professional institutions, national Health Insurance Institution) that were very cooperative, 
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the large enterprises that had a self-interest in improving their own systems/programmes based on the cam-
paign and the smaller businesses that were generally interested in some specific activities, such as OiRA, focused 
seminars, etc. 

The members of the FOP national network assess that the campaigning material prepared by EU-OSHA was 
too general for the SMEs that constitute around 99 % of the enterprises in Slovenia. In their view a better 
response rate would have been achieved by materials tailored to national circumstances, thus EU-OSHA should 
allow national FOPs to alter these general materials (comment: The FOPs are allowed to alter and customise 
materials) in order to customise them to the national needs (considering e.g. legal framework and business 
environment). 

6.3.2.4 Cooperation with the FOP 
The stakeholders generally view their cooperation with the national FOP as well functioning. The national FOP 
is considered to be understaffed and lacking funds, but even considering these constraints, the national FOP 
has timely and properly implemented all its planned activities and kept the members of the FOP national net-
work properly informed. 

One of the stakeholders – a representative of an employer’s organisation - has worked with the FOP intensely 
in the field of professional contents. The FOP and the stakeholder have jointly raised awareness among the 
employers and the wider public about stress and psychosocial risks, including the tools provided at EU-OSHA’s 
portal, and especially the topics, which are made available to Slovenian working environments in the Slovenian 
language. 

6.3.2.5 Cooperation with EU-OSHA 
The FOP and stakeholder are positive about their cooperation with EU-OSHA. They find that the agency is 
responsive and helpful. As an example, EU-OSHA has supported the FOP in the organisation of national 
events, e.g. with the support of highly professional lecturers. The FOP specifically highlights EU-OSHA’s net-
work as a key strength because it enables the FOP to network with FOPs in other countries and in this way 
find new inspiration and good practices.  

6.3.3 EU Added value 
The general assessment on the stakeholder and official level as well as the workplace level is that the campaign 
produces an added value due to the circumstance that it is an EU-based campaign. The campaign has added an 
important EU dimension (e.g. good practice award, international benchmarking, highly qualified international 
lecturers) that could not be reached by national activities alone. 

The representative of the FOP assesses that the HWC 2014-15 provided the on-going national campaign with 
the pan-European perspective. According to the FOP, the campaign was well targeted and structured. How-
ever, at the same time it is estimated that it was too general and, therefore made it difficult to reach the end 
users (employer, employee). National resources allowing, they would have preferred to customise the materials 
to national end-users’ needs. The stakeholders agree that the national activities clearly benefit from the pan-EU 
dimension, e.g. in terms of tools, range of knowledge and examples of good practice, and the perception of the 
topic among key target groups in Slovenia, which could not be the case without EU-OSHA activities. 
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A main critique raised is however the quality of the translations, which is considered to be poor (especially the 
professional terms). The challenge is that the poorly translated materials discourage end-users and tend to be 
rejected. The suggestion is that EU-OSHA should allow the experts from EU member states to correct pro-
fessional terminology before materials are launched. The previous practice has been to send the material for 
translation to the FOPs. 

6.3.3.1 The ECAP system 
The ECAP system is assessed to be useful for the FOP, as it has supported the FOP in engaging in new 
campaign activities as well as giving support to reaching the national objectives. Also, the additionality of the 
ECAP system is considered high, and the FOP in Slovenia estimates that reaching the same results and outputs 
without ECAP would not have been possible.  

6.3.4 Results and impact 
The interviewees on the official and stakeholder level generally agree that the campaign has contributed to an 
increased awareness of psychosocial risks and stress at workplaces and has contributed to bridge the gap be-
tween the misunderstanding about 'stress and psychosocial risks' and reality by providing information and prac-
tical support. A main point is however that it is difficult to distinguish between the results of EU-OSHA’s 
campaign and the results of the national projects, as they were implemented simultaneously. 

6.3.4.1 Actions on national level 
An indicator of the campaign’s influence on the target groups is the level of action taken on national level due 
to the campaign.  

National policies? 

In Slovenia, the HWC 2014-15 has had an influence on the national political level, as the new national strategic 
document of safety and health at work puts considerable emphasis on stress and psychosocial risks in the 
workplaces (it is however not in place yet).  

Initiatives/agreements between the social partners? 

Among social partners, the campaign has not influenced the direction of the agreements. However, several 
projects and training courses at various levels continue to be carried out by social partners, either co-financed 
by the National Health Insurance Institution or by their own resources. MoLFSA also continues implementa-
tion of the campaign, which is crucial to keep the momentum and maintain the outcomes provided by the 
campaign so far. 

Actions in the workplaces? 

At workplace level, the interviewed stakeholders are aware of several actions in the workplaces. Concretely, the 
two workplaces studied in Slovenia have taken measures because of the campaign. One workplace – a large 
insurance enterprise – has used the campaign to consolidate its measures implemented into a logical whole and 
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improved the possibility for monitoring its implementation. The workplace received an award that they con-
sider as evidence that their effort within stress and psychosocial risks has been successful, and it also increased 
visibility on stress and psychosocial risks within the enterprise. It has shown that the workplace is aware of the 
importance of long-term health. 

The other workplace – a small enterprise within energy distribution - has become more aware of the stress at 
workplaces and of its potential consequences. The reason is that the enterprise was informed about the issue 
through mass media and activities implemented by national authorities. With this new knowledge, the enterprise 
started examining the situation in its own enterprise and was then encouraged to act accordingly. 

6.3.4.2 Results on outcome level 
There is a consensus in the interviews in Level 2 and Level 3 that the HWC 2014-15 has been successful in 
raising awareness of the campaign’s key messages as well as strengthening a better understanding of stress and 
psychosocial risks. The campaign is however only considered successful to some extent, when it comes to its 
prominence within media circles, as the media has generally not been interested in promoting the campaign. 
The campaign’s prominence within policy-making circles has generally been increasing.  

In the promotion of good practices and practical solutions, the HWC 2014-15 has been successful to some 
extent. The barrier is that the low involvement of the media, and thus the examples of good practices and 
practical solutions were not disseminated to the broader public.  

6.3.4.3 Results on impact level 
Generally, the interviewees in Level 2 agree that it is too early for any visible results on impact level. On the 
impact level, the interviewees do not have data to identify whether there are measurable results on impact level 
due to the campaign. Identifying any changes on the impact level would require a structured monitoring and 
evaluation against the indicators (which were not defined before the campaign). 

6.3.5 Sustainability 
Concerning the campaign’s sustainability, the Slovenian interviewees in Level 2 generally assess that the effect 
achieved will last after the campaign has stopped. The main argument is that several projects and training 
courses at various levels continue to be carried out by social partners either co-financed by the National Health 
Insurance Institution or by their own resources. MoLFSA also continues implementation of the campaign, 
which is crucial to keep the momentum and maintain the outcomes provided by the campaign so far. 

However, some of the members of the FOP national network are sceptical because they view the outcomes of 
the EU-OSHA’s campaign as too general for reaching the end users, particularly for micro and small enter-
prises.  

6.3.6 Utility 
The impacts cannot be evaluated yet, and thus it is not possible to assess the utility of the campaign. However, 
the campaign in Slovenia is considered to be relevant and has addressed the needs of the target groups, meaning 
that if the impacts reached correspond to the expected impacts according to the logical framework, the expec-
tation is that the campaign in Slovenia reaches some level of utility.  



78 
 

Country Report – Poland 

In Poland, the HWC 2014-15 has successfully pushed the OSH agenda in the direction to focus more on stress 
and psychosocial risks. However, as the FOP representative points out, the focus on stress is not reflected in 
the relevant legislative initiatives. For instance, trade unions have underlined that Poland has not implemented 
the ‘European Framework Agreement on Labour-related Stress’ correctly and effectively. 

 COUNTRY SUGGESTIONS FOR FUTURE ACTION 
Based on the evaluation in Poland, the interviewees have the following suggestions for future action: 

 Consider the characteristics of white collar vs. blue collar workers. In terms of the structure of materials or 
tools considered in future similar campaigns, it would be useful to consider the characteristics of white 
collar vs. blue collar workers’ work positions as these groups vary in terms of their needs, the level of 
perception, expectations etc.   

 Extend the duration of the competition by at least two months in terms of the deadline to submit national 
proposals for the Good Practices Award Competition. The relatively short time to prepare the materials 
prevented many enterprises / organisations from taking part in the competition.  

 Build partnerships and involve stakeholders. The campaign should be organised closer to workplaces, 
which would make it more effective.   

 Refine the materials linguistically. It is suggested to extend to scope of materials for translation, i.e. not just 
elementary fliers, reports, etc., but additional publications too. 

 Dedicate the campaign’s materials to different interest parties responding to the specific needs of those 
parties. There is different information required by policy makers on the national level (governmental, TU 
leaders – general problem and strategic solutions) and a different set of information useful for leaders on 
enterprise level (branch good practices). 

 Considering using broad-range information channels. Due to the intensity of impact, it would be worth 
considering using broad-range information channels such as television in other/future activities, although 
it would probably involve high cost.   

 Consider to re-introduce the previous practices where EU-OSHA provided a pool of funds to the FOPs- 
This allowed the FOP to develop some of their own materials that were better adapted to the Polish situ-
ation and increase the quantity of the available materials, depending on the needs. 

 EVALUATION RESULTS 
The country study will examine the following evaluation criteria: 

 Relevance 

 Effectiveness 

 EU added value 

 Results and impact 

 Sustainability 

 Utility 
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7.2.1 Relevance 
The overall assessment is that the activities of the HWC 2014-15 address the needs of the target groups. The 
theme has from the start not been relevant to the national OSH priorities, but has pushed the OSH agenda in 
the direction of focusing even more on stress and psychosocial risks. 

The stakeholders and officials assess that the campaign to a large extent addresses the needs of the target groups 
in Poland. As one interviewee points out in the focus group interview with the FOP National Network, the 
campaign ‘hit the bull’s eye’ for the trade union organisations. A concern pointed out in the focus group inter-
view is that the campaign has mainly reached people on the labour market, but did not reach those with no 
experience on the labour market, e.g. the younger age groups. Also, it is suggested that in terms of the structure 
of materials or tools considered in future similar campaigns, it would be useful to consider the characteristics 
of white collar vs. blue collar workers’ work positions as these groups vary in terms of their needs, the level of 
perception, expectations, etc.   

A member of the employee’s side in the Governing Board emphasises that the HWC 2014-15 managed to reach 
the general public as well as policy makers:  

It was great campaign for the general public and the policy makers because they have received a lot of information 
about how stress can influence workers and what impact stress can have on society in different dimensions. There 
were also good practices presented which gave idea how to combat stress on enterprise level. (Representative of 
an employee’s organisation) 

Concerning the campaign’s appropriateness to OSH priorities in Poland, the HWC 2014-15 has pushed the 
OSH agenda in Poland to focus more on stress. However, as the FOP representative points out, the focus on 
stress is not reflected in the relevant legislative initiatives. Trade unions have underlined that Poland has not 
implemented the ‘European Framework Agreement on Labour-related Stress’ correctly and effectively. Rec-
ommendations of the social partners have included proposals on including labour-related stress prevention and 
limiting OSH strategies upon completion of the occupational risk assessment in particular. On the other hand, 
the FOP representative stresses that signals expressed by many sectors (banking, insurance, trade and judicial 
institutions in particular) indicate that there is a growing interest in this subject as well as people actively search-
ing for effective instruments to counteract effects of stress and psychosocial threats.   

At the workplace level, the campaign met both enterprise needs, as stress issues are prevalent in both work-
places. A large pharmaceutical enterprise with around 1,900 employees expects that stress is an issue that will 
be even more relevant to them, thus the campaign has created a background knowledge for the enterprise that 
they can draw on if issues related to stress should occur.  A medium-sized enterprise representing the food 
industry works under conditions that make the campaign relevant: 

Stress occurs everywhere and is related to responsibility for production processes, particularly in a plant which performs 
syntheses (chemical processes are performed in closed reactors, however it is not possible to obtain the full harmonisation 
of the processes, and our employees are always aware of a high risk, which induces a high psychological pressure, partic-
ularly that they work under 4-shift scheme). That is why the information offered under this campaign was very useful.  
(Employee representative of a medium-sized food enterprise) 
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7.2.2 Effectiveness 
The campaign is generally viewed as effective from the perspective of the officials and stakeholders as well as 
the workplaces. 

7.2.2.1 The effectiveness of the activities  
The stakeholders and officials use a variety of communication channels and activities to promote and spread 
the key messages of the campaign. Also, they find that the activities and communication channels are effective 
and relevant for the purpose of promoting the campaign. The variety of tools and activities are considered to 
be important for reaching target groups in various circles.  

In Poland, conferences and seminars are considered to be the most effective activity of the HWC 2014-15. In 
the focus group interview, one participant explains that conferences and seminars have served as venues for 
meetings of various circles to make contacts and clarify problems in a bigger group. As one government repre-
sentative of the Governing Board also underlines, it is direct contacts, such as conferences, workshops or 
discussions that are most effective:  

They constitute ‘yeast’, which stimulates further dialogue, additional impulses for continuation, and further re-
quest, which concern screenings of film, meetings with experts, psychologists etc. (Representative of govern-
ment)  

Generally, the informants are satisfied with the range of tools offered and point out that each form of these 
activities are necessary, although their effectiveness depends on the moment when it is used and the environ-
ment it reaches. As the FOP representative points out, the publications and information materials were useful, 
but most often they were used as a foundation to develop their own ‘tailor-made’ materials that were fully 
adapted to specific needs and capacity of each specific participant of the campaign.  

Engaging the media to disseminate campaign information has been challenging because the media has shown 
little interest in the topic. As a government representative in the Governing Board points out, the lack of interest 
from the media has meant that they have used other methods of reaching people. Concretely, they have em-
ployed more direct methods such as placing posters in the larger cities. 

In the focus group interview, the communication channels are considered to be useful, but the participants 
agree that the content filling specific communication channels were too unified. Initially this unification was 
good and reached its objective, however they found out - as an effect of the campaign – that Poland has its 
own specificity (e.g. we are only starting to perceive the significance of stress and we often have a problem to 
organise elementary conditions which determine employees’ well-being). One of the participants has thus 
learned that there is a need for materials that are dedicated to the Polish context:  

We need dedicated materials, guidebooks, etc. that will reflect our mentality, sensitivity, etc. It is also important 
that the information materials is accompanied with supplementary – summary notes, and that is why appropriate 
communication channels should be integrated with appropriate events which will show the recipient the whole 
background to be able to comprehend the materials better. 
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At the workplace level, conferences and workshops are regarded to be the most effective activities. Videos are 
also highlighted to be effective in the two workplaces because they were effective in raising awareness at the 
workplaces.  

7.2.2.2 The effectiveness of the E-guide 
The E-guide is considered to be highly effective, although it is pointed out that it missed questions/issues 
concrete to specific authorities/sectors. In the interviews it is assessed that the E-guide was an inspiration to 
many OSH-employees to include the stress-related subject in their trainings.  

According to the FOP representative, the challenge of the E-guide is that most of Polish recipients prefer 
printed materials. In the end however it turned out that the E-guide was a useful tool to build general awareness. 
However, the FOP representative assesses that it turned out less useful for inspiring specific solutions and 
diagnosing the level of stress. The FOP representative assesses that a Polish tool, developed by the Institute of 
Occupational Medicine (Obserwatorium Ryzyka Psychospołecznego – Psychosocial Risk Observatory, 
http://www.psychostreswpracy.pl/), turned out to be more useful:  

This tool enables to measure psychosocial risk individually for every stakeholder, or for an enterprise as a whole, 
in different branches of the private sector. It also enables to compare the result of the diagnosis with the average 
value established for a specific branch (benchmarking), it is profiled based on the national criteria and reflects 
Polish legislation. 

7.2.2.3 Outreach of the campaign 
In Poland, the HWC 2014-15 had the following outreach:  

 75,000 printed materials were distributed,  

 80 partners in the campaign have officially declared their participation  

 The number of visits on the site was 31,000 from April 2014 to December 2015   

 Number of events, participants, etc.: 27 events (events: conferences, seminars, workshops, presentations 

of the campaign during meetings), 1600 direct participants in these events, more than 120 press and internet 

releases, approx. 60,000 pcs of disseminated information materials  

One interviewee suggests that the campaign address the groups that are rarely covered by such projects (white-
collar workers, banks, administration, physicians). These groups are not usually recipients of such questions, as 
they usually are addressed to blue-collar workers exposed to physical and chemical agents. This campaign was 
focused on soft stress-causing agents, which is why it raised a broader interest and covered more measures 
(almost 30) and more people (approx. 3,000 people took part in the campaign). However, to maximise the 
outreach of the campaign, one focus group participant suggests extending the duration of the competition by 
at least two months in terms of the deadline to submit national proposals for the Good Practices Award Com-
petition, as the experience was that the relatively short time to prepare the materials prevented many enter-
prises/organisations from taking part in the competition.  
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7.2.2.4 Cooperation with the FOP 
The stakeholders generally view their cooperation with the FOP as smooth and professional, as the FOP has 
been very engaged in the campaign and reacted fast to the needs of the stakeholders. 

As an example, the FOP’s personnel was very involved in helping one of the stakeholders in initiating contacts 
with people who could help, e.g. with the Institute of Occupational Medicine, which developed tools to assess 
the stress level. In another case, an organisation had a close collaboration with the FOP and was supported in 
their activities during their internal OSH week (materials, knowledge, e-tools guidance).   

7.2.2.5 Cooperation with EU-OSHA 
EU-OSHA is generally considered to be an effective partner. As one participant points out, the cooperation 
with EU-OSHA creates the opportunity to enter partnerships (e.g. with the EEN network) that would not be 
possible to enter without EU-OSHA.  EU-OSHA’s network approach with FOPs mean that stakeholders feel 
that they are a part of the agency.  

7.2.3 EU Added value 
The general assessment on the stakeholder and official level as well as the workplace level is that the campaign 
produces an added value due to the circumstance that it is an EU-based campaign. In Poland, it is the first 
campaign focusing on stress and psychosocial risks that has had a high success rate. The European approach 
contributed to the fact that the campaign had a different reception and inspired the National Labour Inspection 
(PIP) to launch their own prevention programme. 

As stated in several interviews with the stakeholders and officials, the access to well developed and presented 
information materials, thanks to the EU-OSHA’s support, have been of key importance to the rank (all are of 
the opinion that the European dimension of the campaign has raised the rank of its activities); prestige (presen-
tation of the good practice competition winners at the European forum raised prestige, thus the campaign was 
treated as an element of building corporate image of the enterprises); and outreach of the campaign. In the case 
of Poland, the campaign was also important, because the issues used to be marginalised in Poland. The cam-
paign played an important part as it provided a broader perspective on all issues relating to these problems. 

At the workplace level, the assessment is also that the campaign has added value due to its network. Both 
workplaces are foreign owned, and because of this a campaign that is European adds credibility. In one of the 
workplaces, the campaign was thus also seen as an element in building the enterprise’s international image.  

7.2.3.1 The ECAP system 
The ECAP system has been important to the FOP in the sense that it has opened up the possibility to engage 
new campaign activities, build new partnerships and reach national objectives. Three quarters of the planned 
activities were financed through this source. When assessing its additionality, it is clear that in the Polish case, 
the same results would only have been reached to a smaller extent without the ECAP system. 
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7.2.4 Results and impact 
The interviewees on the official and stakeholder level agree that the campaign has raised the awareness about 
the importance of stress. Many interviewees point out that in Poland there was a gap between the misunder-
standing of stress and psychosocial risks and reality, which the HWC 2014-15 has contributed to reducing.   

7.2.4.1 Actions on national level 
An indicator of the campaign’s influence on the target groups is the level of action taken on the national level 
due to the campaign. 

National policies? 

In Poland, the HWC 2014-15 has had an influence on the national policies. As described in the focus group 
interview, some work has been initiated focusing on the amendment of the labour code to address issues con-
cerning psychosocial conditions at work and stress to a greater extent.   

Another measure is that the Minister for Family, Labour and Social Policy in consultation with the Minister of 
Health has issued a decision on launching (next year) a multi-year programme, which will go a step further and 
be dedicated to stress-related effects (e.g. depression) and methods of prevention. 

The campaign has also inspired the National Labour Inspection (a member of the national network of partners), 
which currently implements a campaign dedicated to a similar subject-matter. 

Initiatives/agreements between the social partners? 

National Agreement of Trade Unions Between the social partners, there are a number of initiatives in the 
National Labour  working conditions. Recently the OPZZ started to cooperate with the PZZ) that address(O

to train regional coordinators who will train trade union activists in Poland to counteract  )NLIte (aInspector
etc bullyingstress, . 

Cooperation with the OPZZ and the Central Institute for Labour Protection – National Research Institute 
(CIOP-PIB) has also been initiated in terms of getting involved in the work at the European level, and drafting 
a declaration on reducing stress in the workplace. 

Actions in the workplaces? 

The involved social partners have begun to implement activities in the prison service. Additionally, the trade 
union of the banking, trade and insurance sectors initiated some actions to introduce free Sundays in trade – 
this proposal is justified by such issues as psychosocial threats (however this is not directly related to the cam-
paign). 

In the medium-sized food enterprise, the enterprise’s management has been directly involved in the campaign: 
(1) an OSH team has been established, and it includes fifteen employees working at different positions in 
production staff and management; (2) safety instructions for individuals entering the plant have been drafted; 
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(3) rotations for employees working at different positions have been introduced to avoid fatigue and stress; (4) 
longer, i.e. 30-minute, breaks have been introduced for rest, mainly to release the tension of workers working 
at the conveyor belt stations.  

In the large pharmaceutical enterprise, the enterprise has implemented a campaign which that involves referring 
the staff to additional (apart from regular check-ups) specialist medical examinations, e.g. mammography. “Stop 
accidents” programme has been introduced and it informs of potential dangers. Activity in this programme was 
awarded.  

7.2.4.2 Results on outcome level 
In the interviews with the stakeholders and officials there is a view that the HWC 2014-15 has raised awareness 
of the key messages of the campaign, raised a better understanding of stress and psychosocial risks, promoted 
good practices and practical solutions and gained prominence within media and policy-making circles.  

As many emphasise, the problem with stress and psychosocial risks has previously been ignored in Poland, 
although it was in line with general OSH priorities. The campaign has changed the view on the subject, which 
is considered to be the main outcome of the campaign. The FOP representative does not think that the cam-
paign has raised general awareness but has reached some beneficiaries and disseminated tools to handle stress:  

There are no studies of changes in awareness level resulting from the campaign, however the campaign aimed to 
demonstrate what stress really is in the context of occupational psychology; it was emphasised that there are tools 
to measure stress, and beneficiaries now have a better knowledge on this subject. (FOP representative) 

7.2.4.3 Results on impact level 
Concerning the impact level, there are no studies conducted to document any progress. The interviewees agree 
that it is too early for any visible results on the impact level. Identifying changes on impact level would require 
a structured monitoring and evaluation against the indicators (which were not defined before the campaign). 

7.2.5 Sustainability 
Concerning sustainability, the Polish interviewees generally assess that the effect achieved will last after the 
campaign has stopped. The main argument is that the campaign has raised awareness and showed gaps in 
available resources and activities. It has also shown a desired direction of future activities due to the initiatives 
taken on the political level and between the social partners, thus there is a sense that this new awareness in 
Poland will last. 

7.2.6 Utility 
The impacts cannot be evaluated yet, and thus it is not possible to assess the utility of the campaign. However, 
the campaign in Poland is considered to be relevant and has addressed the needs of the target groups, meaning 
that if the impacts reached correspond to the expected impacts according to the logical framework, the expec-
tation is that the campaign in Poland reaches some level of utility.  
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Country Report - The Netherlands 

The HWC 2014-15 has contributed to an increased awareness of psychosocial risks and stress in the Nether-
lands. The campaign has broken down the taboos around stress and made it a topic that can be discussed more 
easily and openly. In the Netherlands, the HWC 2014-15 has been merged with a Dutch campaign on work 
stress. The Ministry of Social Affairs and Employment hired a Dutch campaign bureau for the Dutch campaign. 
The Dutch campaign will take four years and focus on work stress in the broad sense and not only within the 
workplace specifically. The combination of two campaigns had a particular, mutual added value and provided 
synergy gains for both campaigns. The campaigns strengthened each other and considerably more activities 
could be implemented as a result. 

 COUNTRY SUGGESTIONS FOR FUTURE ACTION 
Based on the evaluation in The Netherlands, the interviewees have the following suggestions for future action: 

 Deliver half completed products and channels to the FOPs. The FOP uses what is provided by the EU-
OSHA and translates this to the national Dutch context and campaign needs. There is a point of discussion 
here that it might therefore be more efficient if EU-OSHA does not provide finished communication 
products and channels, but half completed, core products and information channels so that national FOPs 
can further develop these in line with their national communication needs.  

 Include more good practices on the European level. At the European level there are selection rounds where 
good practices from the Member States are examined. The Netherlands alone delivers 30 GPs alone. There 
is therefore a wealth of GPs which are not considered or shared. If all Member States did this, there could 
be around 300 examples of GPs for EU enterprises to learn from.  

 Strengthen the link between knowledge and practice. An important issue raised by the stakeholders is to 
be aware how to reach the right people who are in the best position to connect theory and practice. 

 Allow the campaign to last longer (two years instead of one). Between planning the campaign, setting it up, 
and the campaign’s actual running time, one effectively only runs the campaign for a few months of the 
year. This is why the Dutch FOP suggested extending the lead-time of the campaign period. The Dutch 
national campaign for instance, lasts four years.  

 CONTEXTUAL FACTORS 
The Dutch FOP consists of representatives from the Dutch government, employers and employee organisa-
tions. These three stakeholder groups make up the FOP (tripartite). The day-to-day work is delegated to one 
specific organisation, TNO.  

The current campaign in the Netherlands differs (slightly to the EU-OSHA campaign) and due to the combi-
nation with the national campaign, it involves a wide and diverse range of partners. With all these diverse groups 
there is also a fair amount of overlap in the different groups involved. Therefore, the Dutch FOP launched an 
initiative at the start of the campaign for all relevant parties to get to know each other better, to reinvigorate 
the network, and to inform the partners of the activities of the FOP.  
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 EVALUATION RESULTS 
The country study will examine the campaign using the following evaluation criteria: 

 Relevance 

 Effectiveness 

 EU added value 

 Results and impact 

 Sustainability 

 Utility 

8.3.1 Relevance 
The overall assessment is that the activities of the HWC 2014-15 address the needs of the target groups and is 
considered very appropriate to the OSH priorities in the Netherlands. Stress is recognised and considered to 
be one of the primary work-related illnesses in the Netherlands, as statistics show that a large percentage of 
Dutch employees suffer from work pressure and stress. Thus, the stakeholders and officials share the widely 
held view that the theme fits rather perfectly within the existing national priorities. 

The theme of the HWC 2014-15 is considered to be highly relevant as it also coincided with the national 
campaign on work-related stress in the Netherlands. Parallel to the start of the preparations for the HWC 2014-
15, the Dutch Minister of Social Affairs and Employment had already communicated to the Parliament that a 
national campaign on the topic would be developed in the Netherlands. This provided a unique platform for 
creating synergies between the European and the Dutch campaign, and in this way the two campaigns could 
reinforce each other. The national political agenda in the Netherlands and the European agenda was perfectly 
aligned from the beginning.   

The EU-OSHA campaign is seen as a supplement to the Dutch focus on OSH and thus relevant to the Dutch 
context. The campaign is relevant and applicable for enterprises of many different sizes. Smaller enterprises 
suffer more from stress issues in practice when one of their employees is sick and cannot work. This is because 
the costs are relatively higher for smaller than for larger enterprises in the Netherlands. This is a (policy) chal-
lenge to consider in future, namely how to help smaller enterprises deal with this issue. The problem of work 
stress also requires a lot of time on average, as work stress needs time to be fully resolved. This hits smaller 
enterprises comparatively harder than larger ones.  

One of the organisations of employers consulted their members to assess whether the topic was relevant to 
their members, and their reaction was positive: 

After the campaign was put on the agenda a Dutch organisation of employers consulted their members to assess 
whether this topic was relevant to their needs. There is a network of 40-50 active members who meet regularly, 
and they discussed it at one of the meetings. The organisation was positively surprised. The topic was very relevant 
as it turned out, and the enterprises were very enthusiastic; all were actively contributing to the campaign with 
their stories, experiences etc. Due to the positive feedback, the Dutch employer organisation decided to further 
study the topic together with the FOP, focusing on the financial sector. They interviewed the enterprises, which 
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considered the theme to be relevant to them. Lots of activities were taken in and planned by the banks and 
insurance companies. The employer’s organisation also organised an event with the FOP and the ministry specif-
ically for this sector.  

At the workplace level, the campaign also seems relevant. Evidence from enterprises present testimonials or 
experience stories regarding measures implemented to promote work health and work related stress reduction.  
These testimonials are received by the FOP and the Dutch Ministry and concern activities, which had been 
started prior to the campaign. This suggests that the issue of work related health and stress have been salient 
issues for some time at the workplace level as well as the national and social partner level. 

8.3.2 Effectiveness 
The campaign has not been evaluated yet on the national level. In general, from the perspective of the officials 
and stakeholders interviewed, the campaign is considered to be effective. The FOP has succeeded with its 
communication strategy, and the interviewees assess that the activities and communication channels as being 
effective in spreading and promoting the campaign.  

8.3.2.1 The effectiveness of the activities  
The stakeholders and officials use a large variety of communication channels and activities to promote and 
spread the key messages of the campaign. They generally find that the activities and communication channels 
are effective and relevant for the purpose of promoting the campaign. In the Netherlands there was a focus on 
revising and adjusting the information and products from EU-OSHA to the specific needs and perspectives of 
the Dutch partners and enterprises; all these products maintained the EU-OSHA logo however to promote an 
image and brand for EU-OSHA and its work.  

Conferences and seminars especially are considered to be highly effective activities. As stakeholders note:  

…the exchange of ideas is an important feature of conferences and seminars which work well amongst Dutch 
stakeholders focusing on working conditions and job quality as a whole.  

Other activities that are highlighted as effective are press interviews and online tools. Notably, the online pres-
ence of the campaign is considered to be crucial to spreading the campaign’s messages. The online test “herken 
de laatste druppel” (recognise the last drop) has shown itself to be a very good instrument for bringing the 
campaign close to end beneficiaries. The idea amongst some employers that stress is a person’s own problem 
was thereby also decreased. The test was made available through the campaign website etc., but also via a 
national Facebook platform, as it was considered important that the test was made accessible for all. Among 
the interviewees, the Facebook page is generally considered to be also a very effective communication platform 
for spreading information. As one interviewee points out in the focus group with the FOP National Network, 
this could be related to the nature of the issue, which lends itself well to the Facebook platform. The topic of 
stress is a topic that is discussed in the family or personal sphere and therefore Facebook, as a social network, 
is seen as a suitable instrument. In addition, the EU-OSHA page does not focus on this topic specifically.  

The NAPO films turned out to be more useful than expected. It appeared that NAPO was well received by 
partners and enterprises.  
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It is unique as well as it translates well to other nations. The work of EU-OSHA is international and NAPO 
can overcome the language barriers effectively, which is a main challenge for a lot of EU level work. Given the 
many languages in the EU, a language neutral communication tool is useful.  

Activities that were used to a low extent included exhibitions, giveaways and press releases. These are generally 
seen as less effective, as was indicated during the interviews.  

Press releases often tend to be vague and not concrete enough to be useful. They are also relatively bureaucratic 
and slow to be released as the enterprises and Ministry both need to agree on them beforehand. The EU-OSHA 
and the government have either own press releases as well which focus more on relevant, specific issues, also 
providing more concrete numbers and figures. These press releases are more useful.  

National media partners emphasise the importance of the availability of written information in Dutch. These 
partners reuse the information received to put it in their own communication products. They do not have time 
to view videos or analyse websites. In addition, it is important that the information is updated regularly. Infor-
mation from a recent date is valued more highly by information users.  

In the focus group interview with the members of the FOP national network, it was pointed out that the mix 
of activities from the Ministry, the new statistics being released by social partners and the Ministry regularly, 
the role of the Minister, testimonies from real people (specifically celebrities), and the emotions captured in the 
testimonies made the issue more relatable to normal people. This led to an increased awareness and motivation 
to address the issue. The approach of the FOP in engaging a large local network also proved to be highly 
effective. An example is the engagement of the youth platform of the Social Economic Council (SER) that was 
involved. They organised a round table discussion on the topic during the week of the stress and a banner was 
hung at the building of the SER.  

8.3.2.2 The effectiveness of the E-guide 
The E-guide was not used in the Netherlands. The E-guide was adapted to the Dutch situation and it was made 
more relevant and fine-tuned to the specific needs of Dutch micro and small enterprises in as far as this was 
possible. This was however, only partly feasible due to the fact that the E-guide had to be the same for all 
Member States. In addition, the Netherlands had developed the tool ‘Check your work stress; recognise the last 
drop (Herken de druppel, check je werkstress)’. This internet tool proved itself to be very good and was used 
and filled out by a very large number of people.   

8.3.2.3 Outreach of the campaign 
A report has been prepared to track the outreach of the Dutch national campaign. In the two weeks in which 
the “week van de stress” campaign was organised, some 170,000 people (the Dutch population is 17 million) 
took the test to check their stress online. This number constituted more than half of the overall number of 
people who filled out the test as a whole. According to the media dossier, the messages of the campaign have 
been estimated to reach around one million people. However, it is difficult to know what the dossier is meas-
uring exactly when it mentions “reaching people.” 
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8.3.2.4 Cooperation with the FOP 
The stakeholders interviewed highlight that they are pleased with their cooperation with the FOP. They have 
regular contact with the FOP and have generally found that the FOP reacts quickly to their questions and 
provides them with relevant information.  

The FOP’s tri-partite organisation, consisting of employers, employees and the government, is a part of Dutch 
tradition and culture, and it seems that the set-up works well for the stakeholders. The FOP cooperated closely 
with the Ministry responsible for the Dutch campaign, which seems to have led to synergy gains and has helped 
to promote the campaign in the Netherlands. From the outset of the campaign, the FOP and the Ministry had 
an approach of tailoring the HWC 2014-15 closely to the national campaign in order to avoid a double cam-
paign—an approach that has led to synergies and efficiency gains. 

8.3.2.5 Cooperation with EU-OSHA 
The FOP as well as the stakeholders views the cooperation with EU-OSHA as well functioning and effective. 
It is an advantage that the board of EU-OSHA includes employer and employee organisations;  

This shows how important it is to develop and carry out these activities in cooperation (tripartite). From tradition 
it is normal in the Netherlands that these organisations cooperate to reach policy objectives, but this is not so 
natural in other Member States.  

As the Dutch campaign and the HWC 2014-15 were running simultaneously, there was need for coordination 
between EU-OSHA and the FOP. In this regard, EU-OSHA is viewed as constructive in discussing the specific 
situation in the Netherlands where the activities of the campaign of the Dutch government had to be combined 
with the EU-OSHA campaign. The support provided by EU-OSHA—for example, logo, slogans etc.—were 
combined with the national campaign.  

8.3.3 EU Added value 
The overall assessment of the campaign at the stakeholder and at the official level is that the campaign produces 
an added value at the European level. Interviewees pointed out that the theme ‘stress and psychosocial risks’ is 
relevant all over the EU and that the HWC 2014-15 succeeded in generating new knowledge and inspiration at 
the EU level. The Dutch stakeholders for instance feel that they have learned from the other EU Member 
States and EEA countries.  

The freedom to adapt the campaign to national circumstances is a crucial aspect. EU-OSHA provides a Euro-
pean umbrella framework, and the Member States adapt it to national circumstances so that the national ob-
jectives are reached. As the FOP representative points out, the HWC 2014-15 has strengthened the campaign 
in the Netherlands and vice versa: 

The problem is not so different across Member States in broad terms.  Therefore, a general EU focus on the issue 
of work stress is good. Lessons can be learned and good practices exchanged – this is very important. If you pool 
the lessons learned and the pool is larger (because they come from all over the EU), this only works to your 
advantage. There are lots to learn from each other, also regarding how one runs a campaign. (FOP representa-
tive) 
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Another point raised by a stakeholder is that the Netherlands performs well in the area of stress and psycho-
social risks, and thus makes less use of EU information on stress and psychosocial risks. However, other EU 
countries can benefit from the Dutch effort, especially as the EU-OSHA can provide a platform for sharing 
information amongst stakeholders in the different countries. This helps bring them together and enhances 
knowledge sharing across the EU.   

EU-OSHA provides information on other countries and through this EU campaign information on how stress 
is handled at the workplace is spread to other EU Member States and EEA countries. Business sectors are 
becoming increasingly globalised and this is very much the case in the Netherlands. Therefore, this information 
is relevant for Dutch enterprises that are taken over by foreign enterprises and for enterprises that have taken 
over Dutch enterprises.  

8.3.3.1 The ECAP system 
The ECAP system is assessed as being useful. From a Dutch perspective however, the FOP prefers the subsidy 
scheme that was in place before ECAP. In the context of the National campaign, the Ministry for the campaign 
promotion hired a Dutch bureau, which provided similar products and services as the ECAP system.   

Accounting for spending seemed to be problematic in some Member States and the current approach of having 
an ECAP system appears to be useful for many Member States. Therefore, the Dutch FOP understands the 
added valued of the current approach. 

8.3.4 Results and impact 
The interviewees at the official and stakeholder levels generally agree that the issue of work-related stress has 
been put on the map quite well due to the HWC 2014-15, and that the campaign has contributed strongly to 
general awareness and towards putting the topic on the agenda for the public and private sectors alike. In 
particular, it is pointed out that the combination of a European with a national campaign has had a positive 
effect. The Dutch campaign runs four years and therefore the campaign has not been evaluated yet.  

8.3.4.1 Actions on national level 
An indicator of the campaign’s influence on the target groups is the level of action taken at the national level 
due to the campaign. This influence can be translated into national policies, initiatives/agreements between the 
social partners, and actions in the workplaces. 

National policies? 

There is no effect on the national policy level, but the HWC 2014-15 has contributed to the nationally run 
campaign. As the national campaign was merged with the HWC 2014-15, and the activities were developed and 
executed by the FOP (consisting of representatives of the government, employers and employee organisations), 
in close cooperation with the government and other relevant organisations, the Dutch campaign continues at 
the national level with related campaigns within the following areas: 

 Bullying at work; 

 Undesirable form of interaction at the work place; 
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 Discrimination at the workplace; and 

 Aggression/intimidation at the workplace. 

Initiatives/agreements between the social partners? 

The next step is to take concrete actions on the campaign. An important step is to get employers and sectors 
to include provisions on stress and pressure at work in their collective labour agreements and working condition 
contracts. In the focus group it is pointed out that the social partners and the Ministry continue to work on this 
as part of the Dutch campaign which runs for four years in total.  

Actions in the workplaces? 

It is noted in the focus group with the FOP National Network that more research should be conducted to 
establish the extent to which the topic has been picked up and translated into concrete measures and action. In 
three quarters of enterprises, the issue of work stress and prevention thereof are not yet in working condition 
contracts and collective labour agreements (collectieve arbeidsovereenkomst or CAO). In the focus group they 
agree that the issue has been raised, but action still needs to be taken.  

At the local level, some of the social partners in the focus group indicate that workshops and projects are being 
started to counter work related stress. Organisations of work-based psychologists have been active on this issue 
for a longer time as it is part of their profession. The partners do feel that more research could be conducted 
on the issue and more reports could generate to further put the issue on the map. Currently, the focus group 
participants estimate that some 60% of organisation boards/workers council (ondernemingsraden) have put 
sustainable employability on their company agendas. This was partly reached by informing training bureaus of 
workers’ councils on the importance of the topic. In many cases, action undertaken at the workplace involved 
a third party or company specialised in workplace dynamics or work related stress. Additionally, within manag-
ing boards and boards of directors, the issue is becoming more prevalent. In addition, further action is consid-
ered on how to reach the micro and small enterprises in particular, for example via informing industrial medical 
officers and family doctors. 

It should be noted at this stage that in some of the testimonials or experience stories on work-related health 
and stress received by the FOP and the Dutch Ministry involved activities that had been started prior to the 
campaign. Enterprises of different sizes and backgrounds have been implementing activities to promote a 
healthy work environment, outside of the campaign, showing that this theme has been a more dominant one 
amongst employers in the Netherlands for some time now. Diverse types of initiatives have been set up across 
enterprises and sectors, though the degree to which these are implemented due to previous or the current 
campaigns is unclear. What is clear is that at the workplace level, a healthy work environment has been a salient 
issue for some time, though the impact of the work related stress campaign itself is difficult to determine. 
Furthermore, though activities have been implemented by third parties or organisations (as mentioned in 
above), this has a potential side effect that once the third party or organisation has completed its work in 
implementing such measures, the motivation within the enterprise to uphold the measures, and thus the sus-
tainability of these measures may be at risk. 
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To demonstrate the different types of measures taken (though not specifically in connection with the cam-
paign), take the example of Arbouw, now Volandis. This is an advisory bureau for the construction and infra-
structure sector. This company is a mid-sized enterprise and one that implemented a number of measures to 
reduce stress amongst employees. A feature of the sector is that workers do not easily talk about stress according 
to the company director, while the tension between work planning, delivering quality services, and money is 
generally quite prevalent. As such the “Stresscoach” was implemented: a programme through which workers 
can work on building up their mental and physical vitality and learn about measures to prevent their stress from 
escalating. In a similar vein this organisation uses the Energie Check Up tool, which allows employees to con-
duct a thorough self-evaluation of their mental and physical performance. Such measures were under consid-
eration from as early as 2005, showing that this issue has been under consideration within Arbouw/Volandis 
for some time.  

Another example is Food Connect. Food Connect, a medium sized enterprise which delivers fresh meals, has 
been targeting work related stress for years, with the aim of promoting enjoyment in one’s work amongst 
employees. This manifests itself in a variety of ways, including a corporate culture which respects and values its 
people above all else; the quality of services is important and everyone in the company has a part to play in 
promoting this quality. In this sense, the company takes its employees seriously and is involved with them as 
evidenced by taking informal coffee breaks instead of planned weekly performance meetings and placing a 
taboo on terms like “absence rate” (verzuimpercentage) and FTE as everyone is valuable, regardless of whether 
they work 40 or 4 hours. The hierarchical structure of the company resembles that of a football team according 
to management; players and the coach perform on the same level interacting, and moving forward to achieve 
results. This general approach within Food Connect means people enjoy their work. These elements together 
help made Food Connect a winner in the Good Practice Competition in 2014 for reducing work related stress. 

8.3.4.2 Results on outcome level 
The interviewees on the official and stakeholder level generally agree that the campaign has contributed to an 
increased awareness of psychosocial risks and stress in the Netherlands. The campaign has broken down the 
taboos around stress and made it a topic that can be discussed more easily and openly. Measures and concrete 
actions still need to be taken in order to reduce work-related stress. An important step is to get employers and 
sectors to include provisions on stress and pressure at work in their collective labour agreements and working 
condition contracts. This is something the social partners in attendance and the Ministry are working on. 

There is a consensus in the interviews that the HWC 2014-15 has been successful in raising awareness of the 
campaign’s key messages, evidenced by the fact that the topic seems to have been picked up across the involved 
stakeholders. Also, when it comes to its prominence within media circles, the general assessment was made that 
the media has picked up the issue and has covered the campaign extensively during the campaign weeks. Dutch 
celebrities have been heavily involved in the campaign and have continuously throughout the campaign put the 
issue on the agenda.  

In the promotion of good practices and practical solutions, the HWC 2014-15 has been successful to some 
extent. For this aspect, the role of Minister of Social Affairs and Employment has been important. He has been 
very involved and determined to improve the awareness of the topic and stimulate that action was needed on 
the workplace.  
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8.3.4.3 Results on impact level 
Generally, the interviewees agree that it is too early for any visible results on the long-term impact level. The 
interviewees do not have data to identify whether there are measurable results on impact level due to the cam-
paign. To identify any changes at the impact level would require a structured monitoring and evaluation that 
uses indicators that have been set up for the campaign (indicators were not defined before the campaign). The 
four-year Dutch campaign will be evaluated. 

8.3.5 Sustainability 
The Dutch interviewees generally judge that the effect achieved will last until after the campaign has stopped. 
This is mainly due to the fact that follow-up national campaigns are planned. 

As was pointed out in the focus group interview, the national campaign runs for a total of four years, so there 
are still around two years to go. The next step might be the introduction of a WhatsApp group. It is not sure 
yet how this will be set up but the option is explored. This is also how the Facebook page came to be; the 
Ministry wondered how best to roll out the campaign and the “recognise the drop” test and decided to try 
Facebook, which proved successful. It appears appropriate since Facebook is an instrument that is related to 
the family and private sphere, and stress is a topic that is also discussed a lot in the family and private sphere. 
Furthermore, talks and discussions amongst employees happen online a lot as well. 

8.3.6 Utility 
The impact of the campaign has not been measured, but there is a feeling amongst stakeholders spoken to in 
the interviews that the campaign has been very worthwhile. The social partners also indicate that this was 
something useful and meaningful. The indicators used besides the acceptance by social partners, such as the 
use of the Facebook platform by beneficiaries is a good starting point, but it would be interesting to know more 
about who is using the platform and for what purpose. 
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Country report - Spain 

In Spain the implementation of HWC 2014-15 was successful due to close cooperation with EU-OSHA and 
positive relations between the national partners and the Spanish FOP. To a large extent, the campaign met the 
target groups’ needs when taking into account the relatively little attention paid to the issue of stress and psy-
chosocial risks earlier within the Spanish context in comparison to other OSH issues.  

 COUNTRY SUGGESTIONS FOR FUTURE ACTION 
Based on the evaluation in Spain, the interviewees have the following suggestions for future action: 

 Focus more on small and micro-enterprises. Most enterprises in Spain are SME’s. These enterprises—
particularly very small enterprises—have limited resources to detect psychosocial problems and take cor-
rective measures. Campaign material should focus more on the needs of these enterprises. The campaign 
material prepared by the EU-OSHA was too general. The campaign would have generated a better response 
if it had further tailored materials to national circumstances.  

 Offer a wide range of different activities. Stakeholders vary in their use of different activities. 

 Include more non-traditional activities such as theatre performance and cinema-forum to disseminate key 
campaign messages and increase public awareness. 

 Translate materials to Spanish as the Spanish population’s English level is relatively low. 

 EVALUATION RESULTS 
The country study will examine the following evaluation criteria: 

 Relevance 

 Effectiveness 

 EU added value 

 Results and impact 

 Sustainability 

 Utility 

9.2.1 Relevance 
Stakeholders believe that the activities of the HWC 2014-15 address the needs of target groups in Spain and 
that the theme ‘Stress and Psychosocial Risks’ is very appropriate to Spanish OSH priorities.  

The FOP representative emphasises that national stakeholders conducted most of the activities with their own 
resources (without the ECAP system), which reflects that the activities have responded to the interests of their 
target groups. Most stakeholders in Level 2 interviews find that the campaign has met the needs of the target 
groups in Spain to a large extent, although one stakeholder points out that the issue of stress and psychosocial 
risks within the Spanish context has received little attention when compared to other OSH issues. 
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Although the campaign theme is relevant amongst Spanish enterprises, a representative from an employee 
organisation finds that the tripartite nature of the campaign (approved by employer representatives, worker 
representatives and national governments) implies that campaign messages are often the result of a compromise 
that attempts to satisfy the interests of the three parties. Because of this compromise, the employee representa-
tive argues that the HWC 2014-2015 does not directly deal with the real causes of stress and psychosocial risk, 
such as the poor working conditions that characterise many workplaces. Instead of addressing root causes of 
stress and psychosocial risk, this campaign has aimed at “dealing with” its effects. 

In contrast to this employee perspective, several employers find that the campaign addresses the needs of their 
enterprises. A large enterprise in the energy sector believes that the theme of the campaign is well-suited to 
their needs, as they anticipate the issue of “stress and psychosocial risks” will be promoted within their OSH 
practices in coming years. A smaller enterprise in the hospitality sector also finds the theme to be relevant, 
although they worry that the campaign might be too general to address the needs of smaller, more specialised 
enterprises (it is not elaborated, why it did not address their needs). 

9.2.2 Effectiveness 
Stakeholders generally view the campaign as effective in meeting the needs of its intended beneficiaries.  

9.2.2.1 The effectiveness of the activities  
The stakeholders and officials use a variety of communication channels and activities to promote and spread 
key campaign messages. Overall, the interviewees assess that the activities offered as part of the HWC 2014-15 
correspond to their needs. Campaign activities include conferences and seminars; exhibitions and special events, 
press releases; journalist roundtables and press conferences; and press interviews and publications. Some inter-
viewees regard the PowerPoint presentations and giveaways as less effective, with no further explanation. 

Stakeholders generally consider conferences and seminars to be the most effective activities, as they are able to 
quickly and effectively disseminate campaign messages to interested participants. In addition, FOPs consider 
electronic publications to be more effective in the medium to long run as they can be downloaded at any time 
from the national FOP (INSHT - National Institute for Security and Health at Work) webpage. 

Feedback from the FOP also suggests that journalist roundtables and press conferences can play an important 
role in disseminating messages and reporting results to the media. Stakeholders in the Spanish case have used 
these journalist roundtables to present successful case studies of enterprises, which participants have appreci-
ated. FOPs also suggest that videos are becoming increasingly relevant, as target audiences have limited time to 
read and prefer very visual and easy-to-understand messages. 

In the framework of the campaign, the national involved stakeholders conducted different non-traditional ac-
tivities, namely a theatre performance and a cinema-forum dealing with the topic. Organisers recorded the 
theatre performance and disseminated it in several meetings. This theatre performance portrayed very clearly 
the main risks and challenges related to psychosocial problems related to work. Both the FOP and employee 
representative emphasized that these non-traditional activities are uniquely able to pierce through to root prob-
lems associated with the topic. Organisers also carried out cinema forums that generated discussion on the 
issue of stress and psychosocial risks. 
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9.2.2.2 The effectiveness of the E-guide 
Participants view the E-guide as effective in promoting the campaign and spreading key messages, particularly 
when compared to other materials such as the campaign guide, which is more general and not interactive. The 
employee representative expressed concern that the E-guide, despite its comparative advantages, might be a 
too general approach, as it does not deal with the causes that underlie psychosocial problems at the workplace.  

9.2.2.3 Outreach of the campaign 
The national FOP is not able to provide a concrete estimate of the outreach of the campaign due to resource 
constraints. They do however estimate that they have reached a very high number of beneficiaries. As a very 
rough approximation, the FOP reports that organizers conducted around 90 activities during the European 
week in more than 46 cities in Spain. 

There are significant differences between specific target groups. The FOP representative asses that the group 
that has benefitted most from the activities of the campaign have been experts and people involved in labour-
related risks within enterprises, particularly in large enterprises. The main challenge is to reach the large group 
of SMEs in the country, and microenterprises in particular. 

9.2.2.4 Cooperation with the FOP 
Stakeholders generally view the cooperation with the national FOP as very effective and are satisfied with the 
support they have received from the FOP. As stated by one participant in the focus group with the FOP 
National Network: 

The national FOP is a very active organisation, with many initiatives and a strong leadership, facilitating syn-
ergies amongst the different involved agents to optimise the results of the campaign. (Focus group with FOP 
National Network)  

An exception to this perception comes from the agency’s media partner, who found that the cooperation with 
the FOP to be ineffective, as that they did not have any contact with them. 

9.2.2.5 Cooperation with EU-OSHA 
The FOP and stakeholders are generally positive about their cooperation with EU-OSHA and satisfied with 
their access to EU-OSHA. 

The FOP representative points out that the FOP is highly dependent on EU-OSHA, as the FOP does not have 
the necessary resources to run a campaign themselves:  

INSHT does not have any campaign partnership scheme at national level similar to the one run by the agency 
at the EU level. The INSHT would love to have and develop one, but the Institute lacks the necessary resources 
for this. Therefore, the INSHT has to rely very much on the European-wide campaign. (FOP Representative) 

The national campaign partner and the FOP representative have one negative remark concerning the campaign 
regarding the translation. They find that much of the available materials were not translated into Spanish, which 
made the immediate use of them difficult and limited the dissemination of knowledge, especially in a country 
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like Spain, since many people do not speak English. Language translation is a barrier to reaching micro and 
small enterprises. 

9.2.3 EU Added value 
Stakeholders and the FOP agree that the campaign brings a certain EU added value. The FOP representative’s 
assessment is very positive, and suggests that this EU perspective may help to develop European-wide policies 
that can subsequently influence national policies. Also, it is mentioned that the access to experiences, good 
practices, national policies from other EU Members States is an element that it is particularly interesting, espe-
cially for those experts that need to have access to very specialised knowledge on the issue. 

Participants also mention other elements of EU added value that allow for larger outreach and give the possi-
bility to compare different situations and perspectives amongst EU countries. This added value comes in the 
form of information exchange amongst enterprises, the availability of case studies, and the importance of dif-
ferent national cultures behind enterprise practices. 

For the large energy enterprise studied, the campaign generated substantial added value, since the European 
perspective has allowed access to compare resources and information at national level that are of corporate 
interest. From the perspective of the smaller enterprise that has been working on the issue of stress and psy-
chosocial risks since 2009, the campaign has allowed the enterprise to have a very high social profile and recog-
nition in this area of prevention of stress and psychosocial. In this regard, the European perspective has allowed 
the enterprise to have a higher social recognition than if the award had only had a national dimension. 

9.2.3.1 The ECAP system 
The FOP’s experience with the ECAP system is generally positive. The FOP representative argues that the 
ECAP system is important and useful considering the available resources of the FOP are limited. However, the 
representative also points out that the activities carried out in Spain under the ECAP system are small compared 
to the total number of activities carried out by national network members in Spain. For these reasons, the FOP 
representative believes that, to some extent, the same results would have been reached without the ECAP 
system. 

9.2.4 Results and impact 
The interviewees on the official and stakeholder level generally agree that the campaign has contributed to an 
increased awareness of psychosocial risks and stress at workplaces and has contributed significantly to bridge 
the gap between the misunderstanding about 'stress and psychosocial risks' and reality by providing information 
and practical support. Stakeholders suggest that the clearest result has been a raised awareness of the key mes-
sages of the campaign. As far as the impacts achieved by the HWC 2014-15 campaign, respondents suggest it 
is difficult to identify them, especially in such a short time period. 

9.2.4.1 Actions on national level 
An indicator of the campaign’s influence on target groups is the amount of action taken at the national level 
due to the campaign. Several seminars, publications and guides have been produced at national level that can 
be attributed to campaign’s influence. 
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National policies? 

In Spain, the HWC 2014-15 has had an influence on policymaking. Several elements dealt with in the campaign 
have been incorporated to national and regional policies, including a national policy concerning psychosocial 
risks implemented by the Spanish Labour Inspection. The Spanish FOP has used the campaign to enrich and 
enhance several materials that they had already developed on the issue of stress and psychosocial risks. 

Initiatives/agreements between the social partners? 

The campaign has influenced agreements between the social partners, such as the III Agreement for the Em-
ployment and the Collective negotiation 2015-2017. Here the second chapter includes a specific sub chapter 
on criteria for the development and application of activities to prevent labour stress and violence at work. 

The FOP representative also noted that in the National Commission for the Security and Health at Work 
(“Comisión Nacional para la Seguridad y la Salud en el Trabajo” in Spanish), where social partners and regional 
governments are represented, a working group on psychosocial risks decided to join and support the campaign.  

Actions in the workplaces? 

One workplace—a large energy enterprise—has further strengthened its comprehensive plan to prevent and 
reduce psychosocial risks by introducing stress management and health promotion workshops and several com-
puter applications for stress monitoring. In this regard, the participation of the enterprise in the campaign has 
fostered awareness on the importance of both identifying psychosocial risks within enterprises and the need to 
implement activities that may prevent these risks.  

In another enterprise—a small hotel—the most important result of the campaign has been the official recog-
nition of a work already initiated in 2009 in the area of stress and psychosocial risks and due to the award, has 
been reinforced in the latest years. This recognition has led to two main impacts within the enterprise, namely 
a reduction in ‘exposure to stress’ and ‘a higher share of employers that show a concern about stress.’ The 
enterprise also established a working group where workers can then submit topics for further discussion to be 
addressed by management.  

9.2.4.2 Results on outcome level 
The general conclusion from the interviews with the stakeholders and officials is that the main result obtained 
from the campaign is a better understanding of stress and psychosocial risks. 

A critical remark comes from a representative of an employee organisation, as he suggests that:  

The results and messages of this campaign both fail to really reach all of the Spanish public opinion and all of 
the Spanish enterprises, which means that the campaign has only reached those enterprises and workers who have 
directly participated in it. In this regard, the major challenge remains in achieving that the important results and 
messages are well extended to all Spanish enterprises, particularly the SMEs, who form the backbone of the 
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Spanish economy and have poorly benefited from this campaign. (Representative of an employee organi-
sation) 

At workplace level, the large Spanish energy enterprise participating in the campaign points out that the main 
result was the embracement of new methods and indicators to analyse both the importance and the effects of 
stress and psychosocial risks amongst its employees, well beyond the traditional analysis methods used in pre-
vious questionnaires amongst employees. 

9.2.4.3 Results on impact level 
Generally, the interviewees agree that it is too early for any visible results on impact level. The interviewees do 
not have data to identify whether there are measurable results on impact level due to the campaign. To identify 
any changes on impact level would require a structured monitoring and evaluation against pre-defined indica-
tors (indicators were not defined before the campaign). 

9.2.5 Sustainability 
The Spain interviewees are generally optimistic that the effect of the campaign will last in the longer run. The 
FOP representative is very positive and argues that the campaign:  

…will last in the medium or long term, i.e. after the campaign has stopped. The reason for this is, that the issue 
of stress and psycho social risks is getting an increasing importance in Spain. (FOP Representative) 

Some of the participants in the focus group with the FOP National Network find that the enterprises will use 
the outputs of the campaign to a medium extent, having in mind that stress is important, but enterprises may 
also have other priorities that are regarded as currently more important. 

On the workplace level, a large energy enterprise suggests that:  

The importance of activities to prevent stress and psychosocial risks will continue in the coming years, always from 
a perspective of continuous improvement and continuous evaluation of activities, and intended to continuously 
adapt any activities/measures to possible external and internal-to-the-enterprise changes. (Employer repre-
sentative) 

9.2.6 Utility 
The impacts cannot be evaluated yet, and thus it is not possible to assess the utility of the campaign. However, 
the campaign in Spain is considered to be relevant and has addressed the needs of the target groups. If the 
impacts reached correspond to the expected impacts according to the logical framework, it is reasonable to 
assume that the campaign in Spain can reach some level of utility.  
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Country Report – Finland 

In Finland the HWC 2014-15 campaign was implemented successfully, in large part due to the national partners 
involved. One of the successful elements of the campaign in Finland was a national Working Life Week. This 
week of events included many different kinds of activities all over Finland and contributed to creating publicity 
and to bringing the campaign closer to the public.  

 COUNTRY SUGGESTIONS FOR FUTURE ACTION 
Based on the evaluation in Finland, the interviewees have the following suggestions for future action: 

 Place more emphasis on how to share good practices of campaign implementation between countries.  

 Market the campaign’s launch by selecting and coordinating with one television channel in each country 

 Make materials available after the campaign has ended. Interviewees welcome the extension of the cam-
paign period to two years, but they are also mindful that resolving issues related to stress will require longer 
time. With this in mind, interviewees recommend making sure that campaign materials and content are 
made available after the end of the campaign. 

 Target small enterprises too. Crafting a campaign that connects more with small enterprises will require 
more work and a different approach. 

 Super week works well. Interviewees praised ‘super week,’ a weeklong event featuring many activities and 
a large media focus. 

 Translate to Finnish. Materials should be translated to Finnish, as the translations do not match the pro-
fessional OSH terms used in Finland. 

 CONTEXTUAL FACTORS 
The national FOP network (Work Well-being Network of Work Places) has been important during the cam-
paign. Together with campaign organizers, the FOP helped plan how the campaign’s launch might incorporate 
their network. The network also took part in planning one of the national seminars and the Working Life Week, 
where the whole network participated in the campaign.  

 EVALUATION RESULTS 
The country study will examine the following evaluation criteria: 

 Relevance 

 Effectiveness 

 EU added value 

 Results and impact 

 Sustainability 

 Utility 
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10.3.1 Relevance 
Study participants’ overall assessment is that the activities of the HWC 2014-15 address the needs of target 
groups in Finland and that the theme ‘Stress and Psychosocial Risks’ is suited to OSH priorities in Finland. 

According to the FOP representative, the campaign strongly supports the Finnish strategy for social and health 
policy called Socially Sustainable Finland 2020. The policy’s aim is to lengthen careers with wellbeing at work. 
Supplementing this policy aim, a paper has been published in Finland on how the work environment and 
wellbeing should be organised. The paper elaborates on methods that might lengthen work careers, such as 
reducing work related diseases and industrial accidents. The paper also considers ways in which stakeholder 
might reduce psychological risks, which has made this campaign very relevant. 

The FOP representative highlights that the national FOP network, työpaikkojen työhyvinvointitoimijoiden 
verkosto, (Work Well-being Network of Work Places) has been very involved:  

The members of the network, who are people from ‘real work places’, have said that the practical cases have been 
good and they have learned from each other. And that the campaign has provided practical tools which have been 
useful. (FOP Representative in Finland)  

A representative of the employee organisation is however more critical, in his view on the campaigns relevance:  

There are a lot of needs in this area. But I am not convinced that it [HWC 2014-15] has met them all. I did 
not notice much of activities on the employer side. But the unions of SAK (The Central Organization of Finnish 
Trade Unions) had their own events, where they used the materials. This was because the topic was good and 
relevant (Representative of an employees’ organisation) 

A representative of an employer organisation suggests that it is a problem that the campaign was not very strict 
in its definition of target groups. It was a barrier for the campaign that it was too unfocused regarding whom 
to reach.  

On the workplace level, a medium-sized engineering enterprise finds that the campaign was relevant due to the 
nature of their work, which entails a lot of travelling. A micro enterprise in the public sector industry also finds 
the topic of the campaign important.  

10.3.2 Effectiveness 
Study participants generally see the campaign as effective in meeting the needs of the officials and stakeholders 
as well as the workplaces.  

10.3.2.1 The effectiveness of the activities  
The stakeholders and officials have used a variety of communication channels and activities to promote and 
spread the key messages of the campaign. 
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Activities included, among other things, conferences and seminars; exhibitions and special events (organized 
pop-up events and seminars e.g. in shopping centres); and press releases, giveaways and publications (the ones 
from EU-OSHA on the web, but also already existing publications from the national FOP). 

The FOP representative stresses the importance of the media: 

“We did some TV spots, where children told about stress. They were really funny. And then we had some photo 
competitions in social media. And other campaigns in the social media. … The use of social media is very 
important. And the whole media in general. With the seminars you can reach only a limited number of people. I 
would say the newspaper and magazine articles, television and social media are the most effective. (FOP Rep-
resentative) 

Overall, stakeholders assess that organising events simultaneously around the country—like the Working Life 
Week—brings more weight and visibility to the campaign. In autumn 2015, organizers conducted a week of 
work wellbeing in connection with the campaign. The week involved happenings all over Finland, with events 
taking place in a variety of venues such as railway stations, airports, shopping malls and workplaces. These 
events helped bring the campaign closer to the public, which stakeholders view as very important. Most of 
these activities were organized by the active members of the Work Wellbeing Network (FOP national network). 

A more critical remark from the EEN representative suggests that, while those who have received the message 
have been able to develop activities in their workplaces, there is still a question as to how widely the campaign 
has spread and how well it has been exploited. The EEN representative also notes that outreach through printed 
material has its limits (it is unclear whether target groups had enough enthusiasm to read them) but that the 
important thing is to keep the subject on the agenda:  

I don’t really know what has happened after we have given the materials away. I have my doubts on if the guides 
and publications etc. get really read and used. Nowadays there is so much information available. The main thing 
is that these issues are kept on the agenda and then hopefully some people pay attention to it and start looking 
for more information. (EEN Representative) 

The FOP representative suggests that the most effective activities are those conducted with the national net-
work. Participants also perceive radio, TV, newspapers and social media as effective forms of outreach. 
Through those media channels it is has been possible to reach the target group. The EEN representative and a 
national campaign partner consider seminars and NAPO videos respectively to be the most effective activities 
because they are able to stimulate discussions in a positive way. 

On the workplace level, a large engineering enterprise was very satisfied with taking part in the Good Practise 
Award:  

“Taking part in a competition and succeed in it makes people think more of these issues. And joining GPA 
events and getting publicity enables us to compare our ways of doing things to others (Employees’ representa-
tive) 
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10.3.2.2 The effectiveness of the E-guide 
In general, the FOP and other stakeholders view the E-guide as a positive supplement to the rest of the cam-
paign activities. However, a focus group with the FOP National Network criticised the E-guide for being too 
general. 

The FOP representative finds the E-guide to be a welcome supplement to other campaign activities:  

It is a good supplement. Nothing you can build the campaign communication onto, but it has been a good 
supplement, since the workplaces want something concrete. You can advise them to visit it. I think the E-guide 
was nice. The topics followed each other there nicely. (FOP Representative) 

The national media partner suggests that the E-guide will become more important in the future:  

It is an important channel of access to information....It is outside the printing media, so you are not wasting 
paper. I think increasingly it is becoming more important in the future. (National media partner) 

In the focus group however, more participants stated that the E-guide is not addressing the Finnish situation 
precisely enough. The main problem with guide, from their perspective, is that it is applicable in all countries, 
and thus becomes too general. As one respondent states, the Finnish situation in the field of psychosocial risks 
is quite different from the Lithuanian situation.   

On the workplace level, one of the medium-sized engineering enterprises has experienced that the E-guide is 
too extensive, making it difficult to find enough time to go through it. Their perspective may also be related to 
the low level of resources available to the enterprise. 

10.3.2.3 Outreach of the campaign 
The national FOP is not able to provide any concrete estimates of campaign outreach due to resource con-
straints. The FOP representative speculates that the campaign has possibly reached thousands or tens of thou-
sands, but also made mention that these totals are difficult to estimate. Examples of outreach that may have 
reached a large number of individuals in the target group include TV spots and an article in Kauppalehti (a 
commerce-oriented newspaper), which has a large circulation 

The FOP representative elaborates on this: 

The easiest ones to reach are the OSH professionals, the ones with a certain role in the field. They are the most 
receptive, and for them we have the channels. The most difficult to reach are the business management - one has 
to talk to them in their own language and they are busy. (FOP Representative) 

10.3.2.4 Cooperation with the FOP 
All stakeholders interviewed report being very satisfied with the cooperation with FOP. One stakeholder has 
praise for the work the FOP has done in planning the campaign and in making room for stakeholders to give 
suggestions and opinions on how to better implement the campaign. Several stakeholders are self-critical, and 
suggest that they could have been more active in the campaign themselves.  
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One participant finds that the timing of the Good Practice Award competition presents certain challenges. 
These could perhaps have been avoided with better communication:  

The launching of the campaign and the start of the GPA competition are at the same time. The competition is 
during summer time, when most of Finnish organizations are practically closed. And the competition ends right 
after the holidays. And the campaign still continues one year further. That is silly. Maybe it is better for the 
continental Europe. (Focus group with FOP National Network) 

10.3.2.5 Cooperation with EU-OSHA 
The stakeholders and the FOP are generally very positive regarding their cooperation with EU-OSHA. The 
cooperation has been effective and a positive experience. Stakeholders report that they have always been able 
to get the help they needed. 

One suggestion for improvement of future campaigns comes from the FOP representative:  

We would also like to improve the situation with the assignments. We would need to know well in time what 
kind of assignments are to come and from whom do they come from. So many different people send the assign-
ments…It would be nice if they would come from one person only and in time - and the deadlines would be 
marked clearly. (FOP Representative) 

10.3.3 EU Added value 
The interviewed stakeholders and the FOP find it difficult to evaluate the EU added value generated by the 
European-based campaign. Most of those interviewed report that there has been some level of EU added value 
owing to the fact that the campaign is EU-based. Some respondents, on the other hand, assert that the Euro-
pean perspective has not added value. 

An employee representative thinks that the campaign—due to its EU orientation—might have reached more 
people than it would have otherwise perhaps because people generally see stress and psychosocial risks as an 
international problem—not only a national problem. Another employee representative assesses that the cam-
paign’s EU perspective can both be positive and negative:  

There is hardly any added value from the point of view of national actors. For some the EU campaign may be 
more prestigious, but for others it may be of less value and something that does not concern ‘us’. However, it does 
make sense from the point of resource allocation e.g. if some general material is produced. But for the ‘end user’ 
it hardly matters. (Representative of an employees’ organisation) 

On the workplace level, the medium-sized engineering enterprise sees a distinct advantage to the campaign’s 
EU perspective in the GPA competition because:  

Like in sports. It is better to be the European champion than a Finnish champion. It sounds more prestigious. 
[…] We have aimed to take advantage of this. It has been advantageous for us in recruiting. The applicants 
have told us, that they have googled us and found out that we do smart things here. (Employer’s representa-
tive) 
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10.3.3.1 The ECAP system 
Overall, respondents view the ECAP system as a useful way to obtain financial support for the organisation of 
campaign activities. Stakeholders took advantage of the ECAP system obtain resources for the campaign. The 
FOP has used all the points available in the system, and without the system, the FOP would not have enough 
money to conduct the campaign. Organizers provided for all campaign activities either from their own funding 
sources or through funding from the ECAP system. If anything additional was needed, FOP has used their 
own money for items such as social media strategy. 

Feedback from respondents suggests that the ECAP system, while an important element to the campaign, also 
placed a large administrative burden on the FOPs. Originally the FOP expected the national partners to do 
more activities independently, but in practice the FOP had to be involved in many details, which kept them 
busy. Despite this added burden, the FOP representative stresses that the system made activities possible that 
would not otherwise have been possible: 

…for instance, it would have been difficult to find contacts to Kauppalehti [a business newspaper] reporters. 
This was absolutely thanks to Cocomms. And I doubt that we would have been able to organize as big seminars 
as we did. And the press releases and all… I don’t think we would have been able to do all this without the 
system. (FOP Representative) 

10.3.4 Results and impact 
Interviewees on the official and stakeholder level generally agree that the campaign has contributed to an in-
creased awareness of psychosocial risks and stress at workplaces. In the estimation of those interviewed, the 
campaign has helped bridge gaps in how stakeholders understand 'stress and psychosocial risks' by providing 
information and practical support.  

The FOP representative stresses that campaign success has been heavily dependent on available resources:  

We cannot even network if we don’t have resources for the actions needed for networking. It is very important 
that we have enough human resources allocated for this kind of campaign. And financial resources as well. We 
put quite a lot of our own money into this. And it helped a lot. And of course, ECAP resources are worth their 
weight in gold. (FOP Representative) 

10.3.4.1 Actions on national level 
One indicator of the campaign’s influence on its intended audience is the level of action taken nationally due 
to the campaign. In the Finnish case the level of action taken on national level due to the campaign is not clear.  

National policies? 

Respondents offer different opinions concerning the changes on policy level that can be attributed to the cam-
paign. The FOP suggests that national policy is slowly incorporating issues at the focus of the campaign:  

“At the moment we are updating our ministry’s strategy on social and health policy. These issues are incorporated 
there. We are also preparing the next Government report where we will incorporate these issues, as well. We also 
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produced quite a lot of material for the Strategic Programme of the Government. Bits and pieces of these topics 
are scattered into that programme.” (FOP Representative in Finland) 

Initiatives/agreements between the social partners? 

As it concerns initiatives/agreements between social partners, respondents did not report specific examples as 
to how the campaign has had an influence. An employer representative suggests that the issues targeted by the 
campaign had already made their way on the agenda by the campaign’s start. In this respect, the campaign’s 
added value was limited. 

Actions in the workplaces? 

The interviewed stakeholders did not offer examples of actions taken in workplaces. The FOP representative 
argues:  

We have provided the workplaces a lot of concrete material and activities, but one can never know how they are 
implemented. On the other hand, raised awareness is a good result in itself. (FOP Representative) 

On the workplace level, one of the workplaces has picked an award for their Integrated Work Stress Evaluation 
(TIKKA) procedure. TIKKA is a comprehensive assessment of work stress factors conducted via small group 
interviews, supervisor interviews, personal questionnaire forms and joint meetings of the entire team. The other 
workplace has not initiated any measures on stress and psychosocial risks. 

10.3.4.2 Results on outcome level 
Overall, the FOP and interviewed stakeholders agree that the HWC 2014-15 has raised awareness among target 
groups about stress and psychosocial risks. However, it is difficult to assess whether the message have reached 
beyond the stakeholders and enterprises directly involved in the campaign. 

The FOP representative assesses, in line with the perspective of other stakeholders, that the campaign has 
positively affected attitudes and increased awareness of work stress and psychosocial risks: 

At least among those who were contacted and reached. Our message was clear and those receiving that message 
took it well. That psychosocial stress is a matter of the whole work community and not a problem of the individual 
employee. That concrete actions at the work place can make a change. I think we have managed to affect the 
attitudes and increase knowledge, but of course, it is hard to say what is due to the campaign and what is due to 
the fact that we have started to talk about these issues more in general. (FOP Representative) 

Feedback from respondents suggests that the subject of the campaign has been discussed more than usual in 
the media and in the public in general. The press made use of the studies and statistics that were released as 
part of the campaign. Stakeholders used the campaign to raise the public profile of the discussion of work-
related stress, but its higher profile is likely not solely attributable to the campaign. 

An employer representative finds that:  
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It is hard to know how much the campaign has touched the life of ‘normal’ people. Necessarily not much. But it 
has enabled us to raise up the theme with TV clip for instance. (Representative of an employer’s organi-
sation) 

On workplace level, the medium-sized engineering enterprise has been placing a focus on stress levels and 
psychosocial risks since 2009, but the campaign has helped to keep focus on the issue. Therefore, the most 
important outcome of the campaign, as reported by the enterprise, is a better public image. The Good Practice 
Award has been useful to the enterprise in recruitment situations. 

10.3.4.3 Results on impact level 
Generally, the interviewed officials and stakeholders in Level 2 and workplaces in Level 3 agree that it is too 
early to detect results on impact level. There are no data to identify whether there are results on impact level 
due to the campaign. Identifying changes on impact level would require a structured monitoring and evaluation 
against pre-defined indicators. No indicators to our knowledge were defined prior to the campaign. 

The FOP representative assesses that the actions taken will have a positive influence in the future:  

We have collected tools and good practices to our website. We have also simultaneously created an online database 
of good practices called Tepsi (työpaikkojen hyvien käytäntöjen tietopankki) together with the Ministry of Trade 
and the Employment. [...] Our aim is to collect good practices on how to reduce stress. Hopefully, the enterprises 
will start sharing their practices there and using other enterprises’ practices in their own organization. (FOP 
Representative) 

10.3.5 Sustainability 
Most of the interviewed stakeholders and the FOP find it difficult to comment on sustainability since they do 
not have a clear picture of what effect the campaign has achieved. Furthermore, sustainability is difficult to 
quantify since stakeholders are unclear as to how it should be measured. 

The national media partner is very positive on the sustainability of the campaign:  

I think it will actually have an effect to some extent because the subject has been very important. But basically, 
the kind of information and the kind of interaction we have seen in the events, suggests that people will carry the 
message longer term. And I think the situation that most workplaces face is a good reminder about the potential 
stress and what can be done about it. I think that will stick for some time (National media pertner) 

At the workplace level, the medium-sized engineering enterprise assesses that the issue is important and they 
have quite systematic ways to measure the development on stress and their work on organizational culture will 
continue as well. The next step will be to focus on management in relation to stress issues. 

10.3.6 Utility 
The impacts cannot be evaluated yet, and thus it is not possible to assess the utility of the campaign. However, 
the campaign in Finland is considered to be relevant and has addressed the needs of the target groups. If the 
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impacts reached correspond to the expected impacts according to the logical framework, it is reasonable to 
assume that the campaign in Finland can reach some level of utility.  

The initial thoughts from the participants in the focus group interview are that it is doubtful that the problems 
could be solved with this type of campaign. They see the campaign as just one among man. As one notes in the 
focus group, the substantial impact comes through legislation:  

Nowadays, all the development is campaign or project based and it is kind of outsourced from the everyday 
activities of the organisations. It should be part of everyday activities to a higher degree. (FOP National Net-
work)
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Annex B: Evaluation grid 

The table below presents the evaluation grid that links the identified indicators with the evaluation criteria, including the research 
questions. The purpose of the evaluation grid is to clearly illustrate our approach to the evaluation and how we will address each of 
the evaluation criteria.  

Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

Relevance To what extent do the agency’s actions carried out 
under this activity address the needs of the target 
groups? 

 Theme of HWC 2014-15 
is linked to country pri-
orities 

X 
 Minutes of Governing Board 

meetings X 
 EU-

OSHA  X 

 Appropriateness of the 
theme of HWC 2014-15 
to priorities in the EU 
Member States 

X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

X 

 GB 

 EC 

 EP 
X 

 Addressing the needs 
and concerns related to 
work-related stress and 
psychosocial risks at the 
workplace. 

X 

 EU-OSHA stakeholder survey 
2016 

 

  

 

 Added value to the activ-
ities carried out on the 
topic in the country 

X 
 EU-OSHA stakeholder survey 

2016  
  

 

Coherence Has this campaign been complementary to other EU-
OSHA activities and EU initiatives in this field? 

 No relevant indicator(s) 
for this research ques-
tion.   

 From the existing material, we 
don’t have a source. 

X 

 EU-
OSHA  

 GB 

 EC 

 EP 

 

To what extent did the campaign support the imple-
mentation of the EU Strategic Framework on Health 
and Safety at Work 2014-20? 

 No relevant indicator(s) 
for this research ques-
tion. X 

 EU Occupational Safety and 
Health (OSH) Strategic Frame-
work 2014-2020 X 

 EU-
OSHA  

 GB 

 EC 

 EP 
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

Effectiveness To what extent were the specific objectives/results 
set in the campaign strategy and management plan 
achieved? 

 Raising awareness of key 
messages 

X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

 EU-OSHA stakeholder survey 
2016 

X 

 OCPs 
 

X 

 Prominence within me-
dia and policy-making 
circles 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

X 
 EC 

 EP X 

 No. of partnership meet-
ings/national stakeholder 
seminars 

X 
 Healthy Workplaces Campaign 

2014 – Focal Point Feedback  

 

X 

 No. of media and PR ac-
tivities 

X 
 Healthy Workplaces Campaign 

2014 – Focal Point Feedback 
 

 
X 

 Distribution of campaign 
material (no. of copies) 

X 

 Presentation by Birgit Müller: 
Healthy Workplaces Campaigns – 
Getting the message to workplaces 
across Europe 

 

 

X 

 No. of media partners 

X 

 Presentation by Birgit Müller: 
Healthy Workplaces Campaigns – 
Getting the message to workplaces 
across Europe 

 

 

 

 No. of media clippings 
X 

 ECAP B – First and Second Round 
Activities – Final Report 

 
 

 

How effective has this campaign been in achieving its 
objectives comparing it with previous healthy 
workplaces campaigns? 

 HWC 2014-15 compared 
with earlier campaigns in 
terms of preparation, im-
plementation, impacts 

X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

 

 

 

 Raising awareness of key 
messages 

X 

 IES – Ex-post evaluation of the 
Healthy Workplaces Campaign 
2012-13: Working Together for 
Risk Prevention 

 EU-OSHA stakeholder survey 
2016 
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

 Prominence within me-
dia and policy-making 
circles 

X 

 IES – Ex-post evaluation of the 
Healthy Workplaces Campaign 
2012-13: Working Together for 
Risk Prevention 

 

 

 

 Effectiveness in promot-
ing good practice and 
practical solutions 

X 

 IES – Ex-post evaluation of the 
Healthy Workplaces Campaign 
2012-13: Working Together for 
Risk Prevention 

 

 

 

 Effectiveness of activities 
in promoting the cam-
paign and spreading key 
messages within this 
frame 

X 

 IES – Ex-post evaluation of the 
Healthy Workplaces Campaign 
2012-13: Working Together for 
Risk Prevention 

 

 

 

The number of campaign products and resources has 
grown over the past healthy workplaces campaigns in 
an attempt to respond to changes in the way people 
communicate. How effective are those new tools, as 
well as the ‘old’ ones, in achieving the objectives of 
the campaign and should all be maintained in the 
future? 

 Effectiveness of activities 
in promoting the cam-
paign and spreading key 
messages  X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

 Overview of Campaign related 
products 

X 

 EU-
OSHA  

 GB 

 EC 

 EP 

 OCPs 

X 

 Usefulness of campaign 
materials and communi-
cation channels 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

X 
 EU-

OSHA  

 OCPs 

X 

How effective was the Campaign in promoting good 
practice and practical solutions regarding the 
Campaign topic among the target groups, including 
through its campaign partner benchmarking 
initiative)? 

 Effectiveness in promot-
ing good practice and 
practical solutions X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 X 

 OCPs 

X 

How effective is the campaign’s networking 
approach?   

 Usefulness of the ECAP 
system for building part-
nerships and reaching na-
tional objectives 

X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

 

 

X 

 National funded cam-
paign activities using 
ECAP as a catalyst 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

 

 

X 
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

 Success of campaign ac-
tivities without the 
ECAP framework 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

 

 

X 

 Satisfaction with the sup-
port from FOP X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

 

 

X 

 Cooperation with EU-
OSHA as an effective 
partnership 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

X 
 OCPs 

X 

 Engagement of the 
OCPs X 

 Interim report on OCPs’ campaign 
activities X 

 EU-
OSHA 

 OCPs 

 

Are there differences in the level of uptake of specific 
target groups and if yes, why?  

 Awareness of the HWC 
(Share of establishments) 
by country 

X 
 ESENER-2 Survey 

 

 

X 

 Use of media relations 
activities by country 

X 
 ECAP B – First and second round 

activities final report 
 

 
 

 No. of followers of the 
@EU_OSHA twitter ac-
count by country 

X 

 EU-OSHA Secretariat Final Re-
port, October 2014-January 2015 

 EU-OSHA Secretariat Final Re-
port, 1 February – 30 June 2015 

 

 

 

 No. of followers of the 
EU-OSHA facebook 
page by country 

X 

 EU-OSHA Secretariat Final Re-
port, October 2014-January 2015 

 EU-OSHA Secretariat Final Re-
port, 1 February – 30 June 2015 

 

 

 

 Purpose of using/con-
tributing to the campaign 

X 
 EU-OSHA stakeholder survey 

2016 
 

 
 

 Contribution of the cam-
paign 

X 
 EU-OSHA stakeholder survey 

2016 
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

Were the most effective methodologies and working 
methods used and were they executed correctly?46  

 
 

 
 

 
 

How many beneficiaries were reached through the 
campaign?  

 Awareness of the HWC 
(Share of establishments) 

X 
 ESENER-2 Survey 

 
 

 

 Campaign participation 
(no. of organisa-
tions/workplaces partici-
pating in the HWC 2014-
15) 

X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15  

 

X 

 Global audience of me-
dia relations activities 
(no. of readers/view-
ers/listeners) 

X 

 ECAP B – First and second round 
activities final report 

 

 

 

 No. of followers of the 
@EU_OSHA twitter ac-
count  

X 

 EU-OSHA Secretariat Final Re-
port, October 2014-January 2015 

 EU-OSHA Secretariat Final Re-
port, 1 February – 30 June 2015 

 

 

 

 No. of followers of the 
EU-OSHA LinkedIn 
page 

X 

 EU-OSHA Secretariat Final Re-
port, October 2014-January 2015 

 EU-OSHA Secretariat Final Re-
port, 1 February – 30 June 2015 

 

 

 

 No. of followers of the 
EU-OSHA facebook 
page 

X 

 EU-OSHA Secretariat Final Re-
port, October 2014-January 2015 

 EU-OSHA Secretariat Final Re-
port, 1 February – 30 June 2015 

 

 

 

                                                      
 

46 Already answered in the research questions ‘The number of campaign products and resources has grown over the past healthy workplaces 
campaigns, trying to react to the changes in the way people communicate. How effective are those new tools, as well as ‘old’ ones in achieving 
the objectives of the campaign and should all be maintained in the future?’ and ‘How effective have been internal and external working and 
consultation processes to implement this campaign? If not, how can they be improved?’   
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

How effective have been internal and external 
working and consultation processes to implement 
this campaign? If not, how can they be improved?   

 No relevant indicator(s) 
for this research question X 

 Minutes from internal HWC 2014-
15 planning group meetings and 
meetings in the GB 

X 
 EU-

OSHA   

 Satisfaction with the ac-
cess to EU-OSHA and 
involvement in the im-
plementation of the 
HWC 

X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

X 

 EU-
OSHA  

 GB 

 EC 

 EP 

 OCPs 

X 

Efficiency To what extent did the activity run as planned?  Fulfilment of the mile-
stones set in the timeta-
ble 

X 
 Campaign Plan – European Cam-

paign 2014-15 “Healthy work-
places manage stress” 

X 
 EU-

OSHA    

How well were the inputs (resources) converted into 
outputs, results and impacts? 

 Answer is based on the 
logical framework 

 
 

 
 

 

Which were the most efficient actions?  No relevant indicator(s) 
for this research question 

 
 

X 
 EU-

OSHA 
X 

How do the costs associated with the activity com-
pare to other activities that achieved similar outputs, 
including campaigns organised by other EU or public 
bodies? 

 No relevant indicator(s) 
for this research question  

 

X 

 EU-
OSHA  

Complemen-
tartiy 

What are the learning points that could inform other 
activities? 

 No relevant indicator(s) 
for this research question 

X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

 Healthy Workplaces Campaign 
2014 – Focal Point Feedback 

X 

 EU-
OSHA  

 GB 

 EC 

 EP 

 OCPs 

X 

EU added 
value 

To what extent did the activity produce benefits/im-
pacts that would not have resulted from Member 
State action only? 

 Success of campaign ac-
tivities without the 
ECAP framework 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

 

 

X 

Are there differences between countries?  No. of non-ECAP sup-
ported activities by coun-
try 

X 
 Healthy Workplaces Campaign 

2014 – Focal Point Feedback  

 

 

 No. of ECAP events by 
country 

X 
 Healthy Workplaces Campaign 

2014 – Focal Point Feedback 
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

 No. of ECAP media and 
PR activities by country 

X 
 Healthy Workplaces Campaign 

2014 – Focal Point Feedback 
 

 
 

 Added value to the activ-
ities carried out on the 
topic in the country 

X 
 EU-OSHA stakeholder survey 

2016  

 

 

Results and 
impact 

What were the results and impact of this campaign?  The campaign’s achieve-
ments 

X 

 Healthy Workplaces Campaign 
2014 – Focal Point Feedback 

X 

 EU-
OSHA  

 GB 

 EC 

 EP 

 OCPs 

X 

 Contribution of the cam-
paign 

X 
 EU-OSHA stakeholder survey 

2016 
 

  
 

 Raising awareness of key 
messages X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

X 
 OCPs 

X 

 Prominence within me-
dia and policy-making 
circles 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

X 
 EC 

 EP X 

 Effectiveness in promot-
ing good practice and 
practical solutions 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

X 
 OCPs 

X 

To what extent did each element of the campaign 
contribute to its results?  

 Effectiveness of activities 
in promoting the cam-
paign and spreading key 
messages  X 

 Evaluation of the Healthy Work-
places Manage Stress Campaign 
2014-15 

 Overview of Campaign related 
products 

X 

 EU-
OSHA  

 GB 

 EC 

 EP 

 OCPs 

X 

 Usefulness of campaign 
materials and communi-
cation channels 

X 
 Evaluation of the Healthy Work-

places Manage Stress Campaign 
2014-15 

X 
 EU-

OSHA 

 OCPs 

X 

To what extent did each group of campaign partners 
(focal points, official campaign partners, media part-
ners, EEN network) contribute to its results?  

 No relevant indicator(s) 
for this research question  

 
X 

 EU-
OSHA  X 
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

 GB 

 EC 

 EP 

 OCPs 

How did any change vary across different Member 
States? 

 Actions taken in the 
Member States X 

 Implementation document de-
scribed by William Cockburn in in-
terview 

 

 

X 

To what extent did the campaign achieve the objec-
tives, as outlined in the annual management plan 
(contribute to a better understanding of the topic and 
enhance practical skills to manage it successfully as 
well as increased awareness)? 

 No. of partnership meet-
ings/national stakeholder 
seminars 

X 
 Healthy Workplaces Campaign 

2014 – Focal Point Feedback  

 

X 

 No. of media and PR ac-
tivities 

X 
 Healthy Workplaces Campaign 

2014 – Focal Point Feedback 
 

 
X 

 Distribution of campaign 
material (no. of copies) 

X 

 Presentation by Birgit Müller: 
Healthy Workplaces Campaigns – 
Getting the message to workplaces 
across Europe 

 

 

X 

 No. of media partners 

X 

 Presentation by Birgit Müller: 
Healthy Workplaces Campaigns – 
Getting the message to workplaces 
across Europe 

 

 

 

 No. of media clippings 
X 

 ECAP B – First and Second Round 
Activities – Final Report 

 
 

 

To what extent has the campaign stimulated Member 
States’ activity? Have national stakeholders been us-
ing the outputs?  

 Actions taken in the 
Member States X 

 Implementation document de-
scribed by William Cockburn in in-
terview 

  

X 

Did the success of the campaign depend on the avail-
able resources in a given country and if yes how? 

 No relevant indicator(s) 
for this research question 

 
   

X 

How much can be said to be caused by the campaign 
as opposed to other factors?  

 No relevant indicator(s) 
for this research question 

 
   

X 

To what extent were key messages understood and 
acted on by the target audience? 

 No relevant indicator(s) 
for this research question 

 
   

X 

Sustainability Will the effect achieved last in the medium or long 
term, i.e. after the campaign has stopped? 

 Actions taken in the 
Member States 

X 
Implementation document described 
by William Cockburn in interview 

  
X 
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Evaluation 
criteria 

Research questions Indicators 

Methodologies and sources 

Desk re-
search 

Source(s) Inter-
view 

Source(s) Country 
and work-
place level 

To what extent are beneficiaries planning to use the 
outputs? 

 No relevant indicator(s) 
for this research question 

 
   

X 

Utility Do the results/impact achieved by the campaign cor-
respond to the existing needs and the problems to be 
solved?47 

 No relevant indicator(s) 
for this research question 

 

 

X 

 EU-
OSHA  

 GB 

 EC 

 EP 

X 

 

                                                      
 

47 Within the timeframe of this evaluation we are not able to answer this research question, as it requires that the results on impact level materialise.  
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