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TERMS	OF	REFERENCE.	

The present document is realized for the EU Twinning Project between Italy and Moldova MD 13 ENPI 
OT 01 16 (MD/26) “Support to promote cultural heritage in the Republic of Moldova through its 
preservation and protection” within Component 4 “Direct support to Moldovan heritage protection’s 
institutions”, under Activity 4.3 “Development and support to public awareness raising on the 
importance of protection of the cultural heritage” that sets out the following benchmarks: 

• Analysis of current situation of awareness among general public and younger generations and 
identification of gaps and opportunities; 

• Draft strategy for public awareness raising and differentiated actions developed; 
• One Training module on participatory approaches in CH stewardship within the training 

(interlinkages with component 3) delivered. 

This assessment report contributes to the achievement of Mandatory Result 4 “Strategy for public 
awareness raising on the importance of protection of the cultural heritage jointly developed”, so that 
the recommendations given will feed into a vast public campaign aiming at raising the public 
awareness on the CH sector. 

The Twinning Workplan defines activity 4.3 as a key to achieve in the medium and long term the overall 
goal of this project. A structural programme has to be developed whose implementation may need 
other projects and different sources of funding in the next 10 years. In order to get citizens to 
appreciate their cultural heritage an analysis of the current situation and medium- long term 
continued work are required.  

The present document sets out the overarching goals, objectives and activities that the analytical 
phase of the current situation has identified, and which has been reported already in the introductory 
report and in the reports concerning components 1 2 and 3 which have been previously submitted.  

Finally, this activity is interlinked with activities 4.2 and 4.4 as well as activities under components 1 
and 2. 

Through their commitment and openness to dialogue and exchange, the Beneficiary representatives 
and all stakeholders of CH sector strongly contributed to identify the current status of its public 
perception so as the promotional needs and means to properly tackle the situation according to the 
provisions given. 
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EXECUTIVE	SUMMARY	
The present Strategy is designed to offer the Moldovan Ministry Of Education, Culture and Research 
(MECR) staff and the participants of the workshop which was held in January 2019 at AIRM premises 
in Chisinau on “increasing awareness about cultural heritage sector in Moldova” with a general 
overview on how to design and then implement a strategy in order to promote a greater awareness 
on cultural heritage in Moldova. 

The sharing of common values is a key element in raising awareness and this is the reason why the 
workshop was held, in order to initiate a public discussion around raising awareness issues, to gather 
information and views about the current situation, to provide targeted training on how to assess the 
criticalities of the sector and implement a successful communications strategy. 

An awareness strategy requires that staff from MECR and all other relevant stakeholders develop a 
vision of what is cultural heritage, what is its role in Moldovan society, and adopt some decision related 
to what are the key target groups to reach, what aims are to be pursued, what strategies are the most 
appropriate to reach the aims and what the most effective tools to implement such a strategy. In fact, 
achieving success in a communication-based awareness also requires active partnerships among Public 
Administrations, both at the central and local levels, Citizens and private sector.  

Therefore, building such a strategy has to be considered a social process based on dialogue and deeply 
relying on diffusion and participatory approaches built upon a broad range of tools and methods. 

As in every strategy aiming at increasing social awareness, it is crucial to share a vision before trying to 
communicate it. Once a common vision on the relevance of Moldovan culture sector will be 
established, it will be crucial that the relevant figures from government and non-government sectors 
communicate the vision and key objectives across their own organizations1 before reaching the vast 
public. 

Establishing a good communication strategy cannot replace poor or not existing services but can 
ensure that people understand such a vision, the changes that will occur and the tangible benefits 
deriving from a greater social perception of the entire Cultural Heritage (hereinafter CH) sector.  

When proven effective, the communication strategy will hopefully equip the citizens with a new sense 
of belonging, turning each one of them into a part of a more cohesive society who builds its 
foundations on a same common heritage.  

 

 

 

1 In its final stage, a governmental awareness strategy on cultural heritage could possibly improve sectorial 
policymaking but, in order to do so, it has to reach internal staff first since hat there cannot be effective external 
sharing of values if such values are not internally shared first. 
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Moldovan citizens are ultimately the real beneficiaries of a raising awareness strategy that must be 
conceived at their service. In order to address the challenges that Moldovan society and CH suffer in 
the Republic of Moldova, such a strategy should address sensitization of children, teen agers, 
youngsters but also adults and include:  

• revisions of didactic programmes at elementary and junior high schools (e.g., introduction of 
cultural heritage subjects, ‘adopt a monument’ initiatives, the thrilling work of archaeologists/ 
architects/ anthropologists/ art historians, etc. where the goal of these professions are 
explained and practiced for one day, e.g., ‘one day at the museum’); 

• dual education at museums or other institutions, etc.);  
• social work in the field of protection and maintenance of cultural heritage;  
• in cities, use of special events (e.g. European Heritage Day, Museum Nights, or other popular 

festivities to etc.) to reach a wider audience of adults and stimulate their interests in cultural 
heritage, museums;  

• in small towns or villages, especially where there is a high density of heritage and /or low 
incomes and high rate of unemployment, public awareness may take different forms, 
including agreements with private sector or individuals for maintenance services (e.g. cut of 
grass in archaeological sites) and custodianship (overseeing conditions, ensuring opening to 
visitors, if situations allow, establishing local guiding tours), in order to ensure that people can 
link caring for heritage with some tangible benefit for them;  

• recruit famous testimonials to the cause of cultural heritage, e.g. for promoting Heritage Days, 
and other initiatives, including fund raising. 
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EUROPEAN	CULTURAL	HERITAGE	STRATEGY	

BACKGROUND	

The concept of cultural heritage has significantly changed in recent decades and its position continues 
to vary according to the society in which it is located. The customary divisions are disappearing and 
giving way to a holistic approach: cultural heritage, which encompasses an intangible dimension, 
know-how and attitudes, is inextricably linked to its context and its natural and cultural environment. 
New relationships are emerging between cultural heritage and contemporary creation, allowing 
further scope for creativity and innovation. 
In accordance with the Faro Framework Convention, the recognition of heritage is conceived as a 
shared responsibility: heritage is no longer limited to those elements officially recognised as such by 
the national authorities – the protected heritage – but now includes those elements regarded as 
heritage by the local population and local authorities. This development prompts new, more 
participatory and more collaborative management approaches. 
Heritage is a non-renewable common good whose conservation, protection, restoration and 
enhancement are the responsibility of society as a whole, including in the political, legal and 
administrative spheres. Consequently, there is a need to define the roles of everyone involved and to 
give citizens in particular the means of shouldering their responsibilities. Awareness raising, research 
and training are therefore essential. Training is imperative to maintain and pass on European 
knowledge and skills which themselves constitute a form of heritage on which to capitalise. This 
approach must be based on dialogue between the State, citizens and professionals, with a view to 
mutual enrichment. 
Heritage is a defining feature of Europe and a thorough understanding of this heritage requires 
interdisciplinary research. In view of its unique richness and diversity, it is an important factor in the 
identity and attractiveness of the continent. It testifies to the political, cultural, artistic, scientific, 
spiritual, philosophical and commercial exchanges which have formed our European identity. It thus 
leads to a better understanding of ourselves and of others. 
 
Cultural heritage, in all its components, tangible and intangible, is a key factor for the refocusing of 
our societies on the basis of dialogue between cultures, respect for identities and diversity, and a 
feeling of belonging to a community of values. Cultural heritage can play a key role as a means of 
building, negotiating and asserting one’s identity. 
 
Cultural heritage is also a powerful factor in social and economic development through the activities it 
generates and the policies which underpin it. It can help achieve objectives in other sectors. It 
constitutes an invaluable resource in the fields of education, employment, tourism and sustainable 
development. 
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There is an urgent need to reposition cultural heritage policies, placing them at the heart of an 
integrated approach focusing on the conservation, protection and promotion of heritage by society as 
a whole – by both the national authorities and the communities which are the custodians of that 
heritage – so that everyone, from those most closely involved to those with a more distant connection, 
can appreciate it and feel a sense of responsibility. 
 
Interest in cultural heritage, on a European scale, goes back to the late 19th century and is still evolving. 
It is expressed in the founding texts and, in particular, in The Hague Conventions with respect to the 
Laws and Customs of War on Land (1899, 1907), the Convention for the Protection of Cultural Property 
in the Event of Armed Conflict (1954), and the Athens (1931) and Venice (1964) charters on the 
conservation and restoration of monuments. The most recent reference texts are the UNESCO 
Convention for the Safeguarding of the Intangible Cultural Heritage (2003), the UNESCO Convention 
on the Protection and Promotion of the Diversity of Cultural Expressions (2005) and the Council of 
Europe Framework Convention on the Value of Cultural Heritage for Society (2005), which highlights 
the need for greater citizen participation and the ability of local communities, citizens and civil society 
to recognise as heritage what is meaningful to them and to respect, preserve, transmit and enrich that 
heritage. 
 
On 19 December 1954, the European Cultural Convention2 was adopted in Paris (Treaty n.018 of 
05.05.1955) to develop mutual understanding of the cultural diversity among the peoples of Europe, 
to safeguard European culture while promoting national contributions to Europe's common cultural 
heritage. Being open for accession by non-member states, Moldova ratified it on 24/05/1994. 
 
In April 2015, the ministers of the States Parties to the European Cultural Convention met, adopting 
the Declaration of Namur3 to promote a shared and unifying approach to cultural heritage 
management.  
 
In February 2017, the ministers' deputies adopted the Recommendation CM/Rec(2017)1 to member 
States on the European Cultural Heritage Strategy for the 21st century4 which was officially launched 
in Cyprus in April 2017.  
The European Cultural Heritage Strategy for the 21st century is based on three main components: 

• a “social” component, harnessing the assets of heritage in order to promote diversity, 
empowerment of heritage communities and participatory governance;  

• a “territorial and economic development” component, strengthening the contribution of 
heritage to sustainable development, based on local resources, tourism and employment; 

 

 

 
2 https://www.coe.int/en/web/conventions/full-list/-/conventions/rms/090000168006457e 
3 https://rm.coe.int/16806a89ae 
4 https://rm.coe.int/16806f6a03 
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• a “knowledge and education” component, focusing on education, research and lifelong 
training issues. 

The strategy pursues an inclusive approach and involves not only the local, regional, national and 
European public authorities, but also all heritage stakeholders including professionals, (international) 
non-governmental organisations, the voluntary sector and civil society. 
It promotes good governance based on participatory management involving primarily the national, 
regional and local levels. For it is the local authorities that have a direct relationship with their heritage 
and which manage it on a day-to-day basis. It is therefore at this level that citizens must be encouraged 
to play a greater role in the implementation of this strategy, within the context of public action and in 
closer co-operation with the work carried out by the professionals and the public agencies concerned. 

CHALLENGES	

The European Cultural Heritage Strategy for the 21st century addresses a series of CHALLENGES5 that 
policy makers, stakeholders and citizens can overcome by following the provided recommendations: 
 
SOCIETAL CHALLENGES. 

S1. Living in peace; 
S2. Improving quality of life; 
S3. Contributing to people’s well-being and good health; 
S4. Preserving the collective memory; 
S5. Establishing good governance; 
S6. Promoting participatory management; 
S7. Optimising implementation of the conventions; 
S8. Promoting an inclusive approach to heritage. 

 
DEVELOPMENT CHALLENGES. 

D1. Building a more inclusive and cohesive society; 
D2. Developing Europe’s prosperity by drawing on its heritage resources; 
D3. Ensuring that Europeans enjoy a high quality of life, in harmony with their cultural and natural 
environment; 
D4. Implementing the principle of integrated conservation; 
D5. Ensuring that heritage is taken into account in sustainable spatial development strategies and 
programmes; 
D6. Developing the ability of public services to address sustainable spatial development issues by 
means of better use of heritage; 
D7. Preserving and developing the ability of public services to address heritage issues; 

 

 

 
5 https://www.coe.int/en/web/culture-and-heritage/strategy-21 
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D8. Increasing the use and reuse of heritage. 
 
KNOWLEDGE CHALLENGES. 

K1. Helping to foster a shared knowledge society; 
K2. Identifying, preserving, transmitting and sharing heritage knowledge and skills; 
K3. Raising awareness of the values conveyed by heritage; 
K4. Ensuring heritage stakeholders have access to lifelong training; 
K5. Guaranteeing a high technical level for all heritage trades and crafts; 
K6. Supporting, strengthening and promoting intergovernmental co-operation; 
K7. Encouraging heritage research; 
K8. Enlisting the commitment of young people to heritage. 

RECOMMENDATIONS	

Detailed sets of RECOMMENDATIONS are therefore provided for each of the three components of 
the strategy, offering different courses of action based on an interdisciplinary and participatory 
approach. 
 
SOCIAL COMPONENT (S) aiming at promoting social participation and good governance thorough the 
following recommendations: 

S1. Encourage the involvement of citizens and local authorities in capitalising on their everyday 
heritage; 
S2. Make heritage more accessible; 
S3. Use heritage to assert and transmit the fundamental values of europe and european society; 
S4. Promote heritage as a meeting place and vehicle for intercultural dialogue, peace and 
tolerance; 
S5. Encourage and assess citizen participation practices and procedures; 
S6. Create a suitable framework to enable local authorities and communities to take action for the 
benefit of their heritage and its management; 
S7. Develop and promote participatory heritage identification programmes; 
S8. Encourage heritage rehabilitation initiatives by local communities and authorities; 
S9. Support intergenerational and intercultural projects to promote heritage; 
S10. Facilitate and encourage (public and private) partnerships in cultural heritage promotion and 
conservation projects. 

 
TERRITORIAL AND ECONOMIC DEVELOPMENT (D) with due regard for the principles of sustainable 
development through the following: 

D1. Promote cultural heritage as a resource and facilitate financial investment; 
D2. Support and promote the heritage sector as a means of creating jobs and business 
opportunities; 
D3. Promote heritage skills and professionals; 
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D4. Produce heritage impact studies for rehabilitation, construction, planning and infrastructure 
projects; 
D5. Encourage the reuse of heritage and use of traditional knowledge and practice; 
D6. Ensure that heritage is taken into account in development, spatial planning, environmental and 
energy policies; 
D7. Give consideration to heritage in sustainable tourism development policies; 
D8. Protect, restore and enhance heritage, making greater use of new technologies; 
D9. Use innovative techniques to present cultural heritage to the public, while preserving its 
integrity; 
D10. Use the cultural heritage as a means of giving the region a distinctive character and making it 
more attractive and better known; 
D11. Develop new management models to ensure that heritage benefits from the economic 
spinoffs that it generates. 

 
KNOWLEDGE AND EDUCATION (K) aiming at increasing knowledge and education with the 
contribution of research and training through recommendations as: 

K1. Incorporate heritage education more effectively in school curricula; 
K2. Implement measures to encourage young people to practise heritage; 
K3. Encourage creativity to capture the attention of the heritage audience; 
K4. Provide optimum training for non-professional players and for professionals from other sectors 
with a connection to heritage; 
K5. Diversify training systems for heritage professionals; 
K6. Develop knowledge banks on local and traditional materials, techniques and know-how; 
K7. Ensure that the knowledge and skills involved in heritage trades are passed on; 
K8. Guarantee the competences of professionals working on the listed heritage; 
K9. Develop study and research programmes that reflect the needs of the heritage sector and share 
the findings; 
K10. Encourage and support the development of networks; 
K11. Explore heritage as a source of knowledge, inspiration and creativity. 

 
The Strategy points out that if heritage is managed separately (or vertically) under these three 
components without any overlap, the results will also be separate and non-integrated. While vertical 
concerns in heritage management are justifiable and reasonable, they fail to offer any understanding 
of the important horizontal aspects of heritage development6. Consequently, the three components of 
heritage management must be conceptualised in such a way as to take account of their areas of 
convergence. This is a prerequisite if we are to achieve consistent, sustainable and territorially and 

 

 

 
6 For example, education has a strong impact on the potential for development and societal trends, and vice 
versa. 
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socially cohesive results. Accordingly, the components set out in this way together with their interfaces 
underline the needs and effects of intersectoral heritage management. 
In particular, the horizontal interface between K and S relates to the sharing of promotion and 
awareness-raising practices, along with the regulatory considerations pertaining to heritage 
management. This interface is driven by education and awareness raising regarding heritage rights 
and responsibilities for stakeholders and heritage values for the young generations. 
 
Finally, target audiences are identified and GOOD PRACTICES on each recommendation are given to 
serve as examples. The Committee of Ministers recommends governmental and non-governmental 
stakeholders, regional and local authorities, professionals, local associations and civil society to play 
an active part in implementing the strategy. They are thus invited to provide concrete examples of 
actions to be included in the good practices of Strategy 21. 

RAISING	AWARENESS	IN	STRATEGY	21RECOMMENDATIONS	

SOCIAL COMPONENT (S) 

Focuses on the relationship between heritage and societies, citizenship, the transmission and 
sharing of democratic values through participatory governance, and good governance through 
participatory management. Four (S1,S2,S7,S10) of its recommendations are directly related to 
Raising Awareness in Cultural Heritage: 
 
S1 (Encourage the involvement of citizens and local authorities in capitalising their everyday 
heritage). 
Promotes the individual or collective involvement of citizens in cultural heritage as the result of a 
process that goes from awareness raising to active participation in projects implemented by local 
authorities and associations to identify, interpret, study and promote such heritage. This participatory 
approach to heritage promotion relies on various approaches and mediums, from the most traditional 
to the most innovative. Among the courses of action proposed with recommendation S1 we find: 

• Organise discovery visits run by local inhabitants and heritage professionals: to neighbourhoods, villages, towns, 
craft workshops, museums, libraries, etc.; 

• Encourage demonstrations by local craftworkers to discover and promote local skills and know-how; 
• Organise events incorporating aspects of the vernacular heritage (bakers’ ovens, oil mills, steam engines, local 

museums, music, dance, legends, traditions, etc.) ; 
• Sound out social demand to identify people’s expectations, interests, likes and dislikes (young people, pensioners, 

newcomers, etc.) ; 
• Increase awareness of digital tools for heritage promotion and sharing; 
• Introduce a publications policy: booklets, brochures, scientific works; 
• Produce audiovisual and digital programmes involving the population: television and radio programmes, sharing 

of projects online or competitions (press, etc.) to encourage active citizen participation; 
• Develop participatory heritage identification projects and development projects incorporating heritage. 
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The target audience is local and, as an example of action, is given “SOS Patrimoine”7 i.e. the thematic 
factsheets produced by the Walloon Rural Foundation, useful for all citizens involved in the 
preservation of a heritage item (Belgium, Wallonia). 

 
S2 (Make heritage more accessible). 
Accessibility to heritage, by remote or on site, is an added value and a purpose for our heritage which 
is a common good. It must be based on thorough knowledge of the potential target groups and their 
needs and show rigour and creativity in order to attract and broaden the audience and get them 
actively involved. Digital tools and networks offer unprecedented possibilities for new access paths 
encouraging interactivity. Opening up the heritage makes access to it easier and the goal is achieved 
when a group of people develop a relationship of familiarity with a shared heritage. Among the 
courses of action proposed with recommendation S2 we find: 

• Carry out improvements to enhance site safety and to enable, as far as possible, access by visitors with physical or 
sensory disabilities; 

• Carry out analyses and, in the light of these, improve signage; 
• Devise presentation wording and methods from an ethical perspective to respond to the diversity of the target 

audiences and their interpretations of the heritage; 
• Introduce incentives for specific groups (young people, not frequent users, etc.) ; 
• Run awareness-raising campaigns (press, children’s press, games/competitions, etc.) ; 
• Produce multilingual presentation and interpretation material; 
• Devise interactive, fun, creative presentation methods; 
• Introduce visitors to different ways of perceiving the heritage; 
• Develop heritage experiences combining different forms of cultural expression (dance, music, traditional or new 

skills, gastronomy, etc.) and appealing to different sides of human nature (senses, feelings, knowledge) ; 
• Produce audiovisual programmes; 
• Encourage remote virtual discovery of heritage using the latest technologies and social networks; 
• Collect and showcase citizens’ accounts of heritage; 
• Promote an interdisciplinary approach to heritage. 

The target audience is wide and may be at one time local, regional, national or European. As an 
example of action, is given the activities carried out during the “European Heritage Days”8.  
 
S7 (Develop and promote participatory heritage identification programmes). 
Heritage must first of all be identified before populations can recognise it and take ownership and 
before any management and promotion processes can get underway. For citizens, involvement in 
these participatory schemes is a source of personal fulfilment and draws attention to the immediate 
environment, which then has wider repercussions. The sense of belonging to a region and awareness 
of the importance of a quality living environment are heightened and this stimulates a sense of 
collective responsibility for the heritage. Among the courses of action proposed with recommendation 
S7 we find: 

 

 

 
7 www.frw.be 
8 http://pjp-eu.coe.int/en/web/ehd-jep 
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• Create collaborative platforms for the joint drawing up of inventories; 
• Develop participatory heritage identification programmes and projects at various territorial levels, with the 

assistance of experts and designed for different audiences (adults, children, elderly people, etc.) ; 
• Provide support for theme-specific inventories; 
• Encourage projects fostering the pooling of a diverse range of skills; 
• Promote projects fostering the contextualisation of the items that have been identified, and making sure that by 

classifying them as heritage they are not divorced from their natural setting and context; 
• Implement projects tying in with training sessions and public feedback sessions; 
• Attach priority to inventories of endangered or threatened heritage assets. 

The target audience is local, regional and national. As an example of action, is given the action carried 
out under the Interreg (EU) projects adopting this heritage approach, e.g. “Trans-Formation du 
patrimoine”9. 
 
S10 (Facilitate and encourage public and private partnerships in cultural heritage promotion and 
conservation projects). 
In the context of the enlarged concept of heritage and participatory governance it would be 
expedient to develop public-private partnerships for heritage promotion and conservation projects. 
Participatory governance presupposes the involvement of civil society and citizens in the various 
stages of the process from the initial idea through to implementation and funding. Accordingly, 
alternative sources of funding and contributions of various kinds, enabling citizens’ expectations to 
be given greater consideration, should be encouraged and developed. 
This search for supplementary funding should help ensure additional resources and should not serve 
as a pretext for State disengagement. On the contrary, these new practices require considerable 
public investment and appropriate ethical codes to preserve the nature, integrity and meaning of 
heritage, through commitment to the values of a shared project. Among the courses of action 
proposed with recommendation S10 we find: 

• Identify firms likely to be interested in a partnership to promote heritage; 
• Enlist the competent bodies (consular chambers, groups of firms, sponsorship groups) to create and encourage 

partnerships; 
• Raise awareness among potential partners concerning the benefits of heritage for society; 
• Draft charters setting out the ethical standards to be upheld by the partners in a project: what is required of them 

and the benefits they can expect; 
• Step up the search for alternative sources of funding for the conservation and restoration of cultural heritage and 

for ad hoc enhancement and promotion operations; 
• Take appropriate steps to encourage patronage and sponsorship of the cultural heritage; 
• Support training worksites and operations where volunteers work alongside professionals; 
• Support and encourage voluntary work; 
• Encourage all sorts of contributions: time, materials, loan of tools, etc.; 
• Encourage financial contributions from citizens for heritage projects affecting them in order to instil a sense of 

responsibility and strengthen links with cultural institutions and the public authorities (e.g. crowdfunding). 
•  

 

 

 
9 http://muap.be/projets/le-projet-trans-formation-du-patrimoine-interreg-iv 
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The target audience is local, regional and national. As an example of action, is given the “Lottery Fund” 
(UK)10. 

TERRITORIAL AND ECONOMIC DEVELOPMENT COMPONENT (D) 

Focuses on the relationship between cultural heritage and spatial development, the economy and 
local and regional governance with due regard for the principles of sustainable development. Under 
this component, two recommendations (D7,D11) have a specific impact on awareness of CH sector: 
 
D7 (Give consideration to heritage in sustainable tourism development policies). 
Tourism comes in a multitude of forms and has many different target audiences, and heritage is one 
of the major assets that tourism can offer. The development of sustainable tourism requires both the 
satisfaction of visitor expectations and the preservation of the heritage, as well as local inhabitants’ 
quality of life. “Slow movement”, the enhancement of the tangible and intangible cultural heritage, 
in particular through new narratives based on the intangible heritage of local authorities, crafts, the 
products of traditional skills, festivals and customs, all contribute to the economy, offer tourists an 
authentic cultural experience and strengthen local identity and the local population’s sense of being 
rooted in the region. Slow cultural tourism fosters meetings between peoples and cultures and 
nurtures mutual respect and understanding. Among the courses of action proposed with 
recommendation D7 we find: 

• Draw up culture-heritage-tourism agreements at national level; 
• Set up tourism activities incorporating heritage assets and local know-how; 
• When promoting tourism in an area, showcase its cultural heritage in a reasoned way; 
• Organise consultations with local populations to promote sustainable and responsible tourism, based on the values 

of cultural heritage; 
• Inform and raise the awareness of those involved in tourism (professionals, suppliers) regarding the cultural 

heritage, its potential and its vulnerability; 
• Develop interoccupational and intersectoral co-operation; 
• Jointly devise material for tourists (guidebooks, virtual tourist guides, local visitor guides, etc.) 
• Assess the negative impacts and envisage limitation regulations. 

The target audience is local, regional and national. As an example of action, is given the Council of 
Europe “cultural routes”11.  
 
D11 (Develop new management models to ensure that heritage benefits from the economic spinoffs 
that it generates). 
Heritage is a key component of the attractiveness of a region for its inhabitants, economic players 
and tourists. All too often, it is seen as a drain on public budgets without taking into account its 
indirect positive effects on real estate, and the economic and social development of the area. New 
management models must enable heritage to benefit, at least in part, from the added value it 

 

 

 
10 www.biglotteryfund.org.uk 
11 www.coe.int/t/dg4/cultureheritage/culture/routes/default_EN.asp 



   
Activity 4.3 - Development and support to public awareness raising on the importance of protection 

of the cultural heritage 
 

 
 

  
17 

Activity 4.3 

generates. This funding should, as a matter of priority, be used for conservation purposes. Among 
the courses of action proposed with recommendation D11 we find: 

• Raise awareness and instil a sense of responsibility among people involved in the local economy with regard to the 
impact of heritage on their activities; 

• Promote the creation of heritage funds to which economic stakeholders and those who benefit from heritage 
assets can contribute; 

• Develop new earmarked revenue as a “monument”. 

The target audience is local, regional and national. As an example of action, is given the Digitisation of 
“repository institutions – HEREIN”12 (Slovak Republic). 

KNOWLEDGE AND EDUCATION COMPONENT (K) 

Focuses on the relationship between heritage and shared knowledge, covering awareness 
raising, training and research. Two recommendations (K3,K4) under this component are 
strongly related to CH awareness: 
 

K3 (Encourage creativity to capture the attention of the heritage audience). 
The public’s expectations evolve in line with changes in society and technological progress. The 
challenge facing heritage is how to attract and capture the attention of a wide audience by showing 
creativity, offering them the means of understanding heritage and nurturing in them a desire to 
prolong and renew the experience. Achieving this demanding objective presupposes a dialogue 
between the heritage world, the guarantor of the respect it is due, and the world of contemporary 
creation (cinema, music, literature, new technologies, design, computer games, etc.). Moreover, 
heritage itself is a source of scientific and technical innovation to be highlighted among the general 
public. Among the courses of action proposed with recommendation K3 we find: 

• Highlight the interrelations between heritage and state-of-the art technologies in the fields of archaeology, 
conservation and restoration; 

• Showcase heritage at cultural or tourist events; 
• Devise interactive tools to raise awareness or encourage knowledge; 
• Encourage the creation of games focusing on heritage and its values; 
• Organise multidisciplinary events (live entertainment, street art, visual arts, etc.) based on and expressing the 

heritage value of a site. 

The target audience is local, regional and national. As an example of action, is given the “Anatomy of 
Islands, Vis”13 (Croatia). 
 
K4 (Provide optimum training for non-professional players and for professionals from other sectors 
with a connection to heritage). 
Many people, even if not heritage professionals, are involved in the cultural heritage sector: owners, 
seasonal workers, trainees, voluntary helpers and professionals from other sectors (accommodation, 

 

 

 
12 www.slovakiana.sk 
 www.opis.culture.gov.sk/uvod 
13 www.anatomija-otoka.com/ 
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tourism, agritourism, communication, banking, insurance and other cultural fields, etc.). It is 
important to raise the heritage awareness of these people and teach them the fundamentals by 
putting things in context or providing coaching. Such work could be part of the role of the 
professionals. Among the courses of action proposed with recommendation K4 we find: 

• Organise training/initiation sessions – incentives for local guides, seasonal workers, trainees, service providers; 
• Develop sessions introducing the basics of identifying and assessing local heritage; 
• Introduce awareness-raising sessions for heritage owners; 
• Get professionals involved in passing on knowledge and skills; 
• Encourage heritage discovery with professionals; 
• Support mentoring of non-professionals by professionals; 
• Incorporate heritage and its specific features in emergency response plans. 

The target audience is local, regional and national. As an example of action, is given the “Europe Tour” 
initiative on empowering rural areas to develop the potential of cultural tourism by improving the 
professional qualification of stakeholders in rural cultural tourism areas14. 
 

ADAPTION	OFRECOMMENDATIONS	TO	THE	MOLDOVAN	CONTEXT	

As will be shown in the detail in section II, the analysis of the legal and of the Moldovan institutional 
framework suggests an urgent need for raising awareness on the importance of cultural heritage and 
particularly for the built heritage to be reserved and used as a key element for human development, 
enjoyment and source of creativity and well-being. 

The fundamental role played by heritage in sustaining social resilience and socio-economic and 
environmental sustainability has to be logically combined with the need to protect it and to prevent 
its destruction, as an act against human needs and rights.  

The target audience for a raising awareness strategy has to be necessarily multiple and should target 
policy makers, decision-makers, law enforcement sector, heritage professionals, economic agents 
including tourism operators, civil society organisations, kids and teachers.  

Within this scope, multiple contact points are evident between the rationale of the European Cultural 
Heritage Strategy for the 21st century described above and the current Moldovan situation, as 
assessed by our preliminary work relying on both interviews and legal review.  

In particular, when “raising awareness on the importance of cultural heritage for society” has been 
set as a general goal, a series of objectives and actions to be reached thanks to integrated policies can 
be identified in line with recommendations set by strategy for each of the three components (social, 
territorial-economic, knowledge-educational): 

 

 

 
14 www.europetour.tips 
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OBJECTIVE 1: PROMOTING PARTICIPATORY MANAGEMENT OF THE HERITAGE 

In order to encourage the involvement of local authorities and citizens in capitalising on their everyday 
heritage, a real interinstitutional coordination is needed, so as to create a consistent cultural heritage 
protection system in the administrative-territorial units. Heritage must be made accessible as much 
as possible to all citizens categories, making it a vehicle for intercultural and intergenerational 
dialogue; citizen participation in practices and procedures must be encouraged and assessed, as well 
as heritage rehabilitation initiatives by local communities and authorities; public-private partnerships 
in cultural heritage promotion and conservation projects must be promoted. 

Action 1: Promote Citizens Awareness and Participation through a series of initiatives aiming at 
raising awareness of the heritage by paving the way to forms of participatory management: 

• Organise discovery visits run by local inhabitants and heritage professionals: to 
neighbourhoods, villages, towns, craft workshops, museums, libraries, etc.; 

• Encourage demonstrations by local craftworkers to discover and promote local skills and 
know-how; 

• Introduce a publications policy in several languages: booklets, brochures, advertising, 
scientific works; 

• Produce audiovisual and digital programmes involving the population: television and radio 
programmes, sharing of projects online or competitions; 

• Encourage remote virtual discovery of heritage using the latest technologies and social 
networks; 

• Carry out improvements to enhance site safety and to enable, as far as possible, access by 
visitors with physical or sensory disabilities; 

• Introduce access incentives for specific groups (young people, not frequent users, etc.); 
• Improve signage; 
• Develop heritage experiences combining different forms of cultural expression (dance, music, 

traditional or new skills, gastronomy, etc.); 
• Develop narratives highlighting the intercultural values to be found in the movable, 

immovable and intangible heritage; 
• Encourage the drafting of regional development and planning documents based on heritage 

as an asset, with the involvement of the population; 
• Train inhabitants to be “ambassadors” of their territory so that they can share their knowledge 

and communicate their pride and their attachment to the heritage; 
• Expand learning experiences where children and young people can learn from their elders and 

vice versa: site surveys, stone cutting, dry stone building and roofing, stained glass, 
photography, history workshops, digital reuse of heritage resources, etc.; 

• Encourage financial contributions from citizens for heritage projects affecting them in order 
to instill a sense of responsibility and strengthen links with cultural institutions and public 
authorities (e.g. crowdfunding). 
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OBJECTIVE 2: STRENGTHENING THE CONTRIBUTION OF HERITAGE TO SUSTAINABLE DEVELOPMENT 

OF THE TERRITORY 

Cultural heritage can be a means of giving a region a distinctive character, making it more attractive 
and better known. Authorities must ensure that heritage is taken into account in development 
policies, especially spatial planning and environmental and energy policies, promoting it as a resource 
and facilitating ad-hoc financial investments, so as to create jobs and business opportunities. Since 
Cultural heritage is especially relevant in development of sustainable tourism policies, the use of 
traditional knowledge and practice must be encouraged and supported while  heritage skills and 
professionals must be promoted. As a further recommendation, the use of new technologies must be 
taken into account and fostered, both to protect, restore and enhance the heritage and to 
communicate it to the public. Moreover, new management models must be developed to ensure 
heritage to benefit from the economic spinoffs it generates on the territory. Finally, every intervention 
involving the territorial dimension must take into account the principle of integrated conservation of 
the heritage. 

Action 2: Promote an Integrated, Heritage-centered Approach to Sustainable Development of the 
Territory in order to fully exploit the value of the heritage as a resource for sustainable development 
and for improving the community’s quality of life: 

• Inform public, tax-payers, elected representatives and decision makers about the economic 
and social impacts of heritage; 

• Give systematic consideration to heritage in spatial planning and environmental management 
documents at all levels of authority; 

• Support relations between the heritage sector and the bodies in charge of the economy and 
employment; 

• Open excavation and restoration sites (monuments, gardens, archives, works of art, artefacts, 
etc.) to the public and arrange for the opening of workshops, laboratories and for 
demonstrations; 

• Introduce heritage impact studies on a wider scale; 
• Verify and encourage an analysis of the expediency of conserving and enhancing heritage 

assets rather than carrying out new construction works; 
• Introduce incentives for heritage upkeep and maintenance; 
• Encourage the reuse of heritage for new purposes while respecting its values; 
• Draw up culture-heritage-tourism agreements at national level; 
• Organise consultations with local populations to promote sustainable and responsible 

tourism, based on the values of cultural heritage; 
• Inform and raise the awareness of those involved in tourism (professionals, suppliers) 

regarding the heritage, its potential and its vulnerability; 
• Define optimal access or visiting conditions and find solutions to achieve them; 
• Involve local stakeholders and residents in the establishment of innovative facilities; 
• Retain or relocate traditional economic activities. 
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OBJECTIVE 3: FOSTERING KNOWLEDGE, EDUCATION, LIFELONG TRAINING, RESEARCH 

DISSEMINATION AND COMMUNICATION OF THE HERITAGE 

Since awareness is based on knowledge, heritage education needs to be more effectively incorporated 
in school curricula and measures to encourage young people to practice heritage and creativity must 
be adopted. Training systems – diversified for different categories of heritage professionals – must be 
implemented to guarantee the competences of professionals working on the listed heritage. The 
training system should also ensure that the knowledge and skills involved are passed on. Study and 
research programmes reflecting the needs and findings of the heritage sector shall be both supported 
and shared among the community and through heritage networks, also exploring heritage as a source 
of knowledge, inspiration and creativity. 

Action 3: Promote the Knowledge of the Heritage and its Values for the Society in order to 
identifying, preserving, transmitting and sharing heritage knowledge and skills, and raising awareness 
of the values conveyed by heritage:  

• Establish a dialogue between the education sector and the departments responsible for 
heritage, museums, archives, libraries, etc.; 

• Invite heritage specialists to schools and develop outside activities: visits, trips, interviews 
• Introduce culture or heritage passes for specific age groups, and assess the success; 
• Highlight the interrelations between heritage and state-of-the art technologies in the fields of 

archaeology, conservation and restoration; 
• Organise multidisciplinary events (live entertainment, street art, visual arts, etc.) based on and 

expressing the heritage value of a site; 
• Juxtapose heritage and contemporary objects; 
• Use heritage sites as artist residencies; 
• Organise training and incentives for local guides, seasonal workers, trainees, service 

providers; 
• Enhance co-operation between universities, schools and training centres; 
• Ensure co-ordination between training systems and professional networks; 
• Support exchanges of good practices and mobility, both national and international: 

apprentices, young professionals, lifelong training; 
• Create dedicated places for the conservation of knowledge and know-how, both traditional 

and those generated by heritage management; 
• Support master craftworkers to ensure transmission of knowledge and skills; 
• Support the creation and expansion of training centres for heritage crafts; 
• Introduce arrangements to verify the competences of professionals working on listed assets 

and adopt support measures (from local authorities) for high-quality companies; 
• Encourage an interdisciplinary and international approach to heritage. 
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GENERAL	FEATURES	OF	AN	AWARENESS	STRATEGY	

Some steps are necessary for implementing any effective awareness strategy to be eventually 
translated into a series of distinct campaigns. The implementation phase can be effectively managed 
through annual action plans, detailed month-by-month plans of the activities and related sequence. 
Action Plans offer an opportunity to identify main activities and develop the detail level required to 
effectively manage the strategy at practical level and monitor its implementation.  

The implementation phase envisages implementation of different activities, which all contribute to 
the success of the information and communication campaigns deriving from the general strategy. 

The drawing up of the document must be considered as a cycle composed of six major steps, as shown 
in the figure below: 

Figure 3 - Drafting Process of the Awareness Campaign 

 

Our strategy makes no exception and will follow the general methodology that was refined through 
years and proved to be effective for any campaign aiming at raising awareness. According to such a 
methodology, the different phases to be implemented will be the following: 

Phase 1 - Research-Communication Audit 

Drawing up the 
awareness 
campaign 
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It would be advisable to firstly start performing research-communication audit, which helps evaluate 
the current communication style (if any) adopted for the raising- awareness strategy, underlining its 
strengths and weaknesses. In our case, such analysis stemmed out from the criticalities emerged from 
the interviewed stakeholders and the specific workshop held. 

Phase 2 - Objectives definition 

Once information has been obtained through the audit, the overall communication/ engagement 
objectives must be defined in correspondence to the raising awareness objectives which the MECR 
together with key stakeholders wishes to achieve. In our case, the general objective is “Improving 
awareness about cultural heritage in Moldova”, while the two specific objectives are “Making 
Moldovan School and Education System a leading actor in awareness creation and spreading” and 
“Widening and Improving Moldovan Cultural Offer as a key for increasing awareness about cultural 
heritage”. 

Phase 3 - Goals identification 

Upon the stated objectives, and considering available human and financial resources, it becomes 
necessary to define goals, a work programme for each objective. Goals include general programmes, 
products, or services that will be used to achieve the stated objectives. 

Phase 4 - Audiences identification 

There are different ways to perform Public target segmentation. The choice is influenced by the type 
of Communication strategy we choose both at strategic and operational level. The most traditional 
criteria are the following:  

o geographic: target groups are divided according to area of geographic origin 
(countries, regions, headquarters, areas), population numbers, city centre dimension, 
climate environment); 

o socio-demographic: the target group is divided on the basis of demographic variables, 
such as age, sex, family size, income level, occupation, educational level, religion, etc.; 

o psycho-graphic: target groups are divided according to their lifestyles, user status and 
main characteristics;  

o upon service use: target groups are divided on the basis of their frequency in the use 
of a specific service offered, and level of trust in the Administration providing that 
specific service, awareness of the value of the service used and behaviour to that 
specific service; 

o upon required benefits: target groups are divided by advantages for users in the use 
of a specific service. 

Geographic and socio-demographic segmentations are usually the most used as they are easier and 
simpler to be adopted and this is also our case. 

Phase 5 – Identification of the right strategy for the identified Target Groups 

Once objectives have been identified, the strategy defines how they can be reached, also depending 
on the specific targets. Strategies should be constantly updated according to experiences, results, 
errors, and new events hence the importance of an effective and constant monitoring of results. 
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Phase 6 – Creating the right message for the identified Target Groups 

Once the analysis has been carried out, the awareness strategy adopted and target audiences 
identified, the message needs to be devised in a proper manner so that the right things are 
communicated to the right people. Such a message needs to be visible, clear and easily identifiable. 

Phase 7 - Tools identification 

A crucial decision is related to what tools will be used to accomplish the stated goals. The selected 
tools will depend on strategic goals, awareness campaign objectives, target audience profile, 
advantages and disadvantages of each tool and, of course, the available budget for the awareness 
campaign. Whichever tool is used, it is important to maintain an internal consistency as to aesthetics, 
linguistic style, tone and message used in all products adopted for the campaign. Without such 
consistency, the message will not be equally effective, even if the target audience is exposed to several 
products.  

Phase 8 – Preparing a timetable 

Once objectives, goals, audiences, and tools have been identified, the staff involved in the awareness 
campaign will need to quantify the results in a calendar grid outlining which projects will be 
accomplished and when. Objectives should be separated into logical time periods (monthly, weekly, 
etc.) also mapping out the tasks to be performed, their timelines, and who will be responsible for each 
of them. Adopting a GANTT chart would be advisable since it could greatly help both planning and 
monitoring. 

Phase 9 - Preparing the Budget 

Budget will be a critical factor for such an awareness strategy since it needs to be adequate to achieve 
the desired objectives. In case the budget to be assigned to an awareness campaign will be decided in 
advance, the campaign shall be tailored to fit within it. An inadequate budget will necessarily force to 
review the strategy objectives by bringing them back to an achievable level. 

Phase 10 - Monitoring and evaluating the results  

Results measuring will be the final phase of the awareness strategy through a dedicated Monitoring 
activity. Monitoring will consist in systematic and continuous collecting, analysis and use of 
information for the purpose of management and decision-making. A lack of analysis could damage the 
overall validity of the strategy, compromising, as a consequence, its efficiency and effectiveness. 
Evaluation, instead, consists in the verification of the correspondence between planning and 
implementation of what was originally foreseen in the Plan. It will be performed as a periodic 
assessment of the efficiency, effectiveness, impact, sustainability and relevance of the campaign 
objectives, possibly through an independent examination that may take the form of a monthly report 
on work in progress or a year-end summary for the annual report. If possible, evaluation process shall 
take into consideration quantitative/statistical data in addiction to qualitative (Individual or group 
interviews, Questionnaires, Surveys, Focus groups etc.) also building dedicated standardised 
evaluation grids. 
 

Involvement of stakeholders and other potential key audiences 
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It must be reminded that any intervention aiming at raising awareness on CH should be the result of 
a shared vision. This is why governmental and non-governmental stakeholders should be encouraged 
to participate in defining the vision. If the public and private sectors are consulted only after awareness 
plan has been developed and implementation has begun, such a program risks being underused or 
even irrelevant. Involving key stakeholders like citizen groups, associations of professionals, 
government officials, NGOs, unions and other civil society groups, is crucial since the definition of the 
vision and the selection of priority areas need input from stakeholders, and not only a few experts or 
officials. This can be done through the organization of public meetings or of polls of citizens (and 
businesses or officials). They should be involved both when drawing up the Communication Plan and, 
whereby it has not been done, involve them at the very beginning of the implementation of 
Communication actions. Finally, besides stakeholders, it is important to remind that there are other 
potential audiences that need to be identified: 

- Opinion leaders; 
- Professional groups; 
- Governments (other Ministries or other branches of Public Administrations); 
- Industry analysts; 
- Administration employees; 
- On-line audiences (the recent trend is to communicate news within social networks , niche 

communities or bloggers); 
- Interest groups; 
- Media (both a target group and a tool); 
- Bloggers or online communities. 

 
Several initiatives already exist in Moldova but, unfortunately, there is little dialogue and coordination 
among the different platforms and this does not support synergies and multiplier effects, which are 
much needed to achieve a stronger impact. 
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ASSESSMENT	ON	PUBLIC	AWARENESS	OF	THE	CULTURAL	
HERITAGE	SECTOR	IN	MOLDOVA	

As repeatedly reported during the cross-cutting interviews performed throughout the project and the 
participative workshop held under Activity 4.3 on January 2019, the general perception of Cultural 
Heritage sector by the most part of Moldovan society is negatively affected by a wide range of factors. 

As showed in the previous reports under Components 2, 3 and 4, the main weak points were related 
to: 

- lack of knowledge and perception of the specificities and of the importance of Moldovan 
cultural heritage in large strata of the population as well as of decision makers 

 
This represents the structural problem of the country which has a ripple effects on many other sectors: 

- problems related to insufficient framework of legislation and regulations and poor 
implementation of what exists; 

- weak accreditation procedures of professionals and companies for restoration conservation 
as the sector is not seen strategic for development;  

- lack or limited training subjects and methodologies related to cultural heritage as a 
consequence of the above; 

- lack of capacity ‘to tell a story’ about Moldovan CH and history beyond the stereotypes related 
to food/wine production, hospitality and country -life 

 

The Twinning recommendations were initially focused on reinforcing the legal and regulatory 
framework, on the development of a closer connection between the classification of occupations and 
the educational requirements, with also a need for tighter normative acts establishing compulsory 
specific professional requirements. 

In particular, it was pointed out as the reported scarce attendance/demand  of some CH-related 
courses urgently needed be investigated in order to understand and correct the reasons behind such 
a lack of interest (not appreciated socially, not rewarding economically, low quality of the offer etc.).  

All the interviewed subjects15 reported that there is no request for courses in the field of restoration 
since most students are not aware of its importance. The prevailing thought is that there is nothing to 

 

 

 
15 Among the interviewed personnel we find teachers at technical Professional schools (TPS), teachers at 
Technical University of Moldova (TUM), teachers at VET School No. 4, Federation of Trade Unions in Construction 
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be restored in Chisinau and in general in Moldova. Even the decision -makers working in the sector 
reveal a certain lack of confidence in the Moldovan cultural heritage (it is frequent to hear comments 
such as “Moldova has not such type, density, quality of heritage”). Moreover, there is no "restoration" 
mentality, so that restoration is seen as mere a substitution with modern and low-quality materials 
and finishes if not a complete rebuilding from scratch. This kind of misconception also affect teachers, 
preferring to substitute the entire piece instead of restoring only the decayed parts. On the contrary, 
at the time of the USSR, the theme of art/restoration was much more considered and there were more 
professionals in the sector and more specific training was available.  

The current limited interest in the theme of conservation of cultural heritage may be due to the lack 
of demand from the market for professionals and to the scarcity of funds allocated for the cultural 
sector but, for the most part, it can be related to the lack of sensitivity of the general population to 
this issue. In the country, the "socio- economic value" of the cultural heritage is not perceived nor 
understood. Even starting from elementary schools there is very limited education regarding cultural 
heritage, and if children are taken to visit museums, this belongs to the personal initiative of teachers, 
it has been reported by participants in the January workshop. 

They all concluded stating that an extensive public campaign aimed at young people, parents and 
society was deemed necessary and urgent to correct the low demand/low offer/general scarce 
sensibility to the topic issues. Similarly, participants agreed on the fact that a rising awareness 
campaign on general CH and specific relevance of cultural heritage for the Moldovan society as a whole 
would be much needed to increase the social appreciation for the sector workers and help tackling 
such misconceptions.  

More in general, it is clear that the situation of professionals involved in CH sector can be considered 
a direct effect of a general indifference towards CH and the culture sector by most of Moldovan society. 

The January-2019 workshop16 held within Activity 4.3, confirmed all the above as a general cultural 
issue affecting Moldovan society but also reported some specific criticalities related to the staff 
operating in the cultural sector as a whole: 

- lack of qualification; 
- lack of a proper system of selection, being more politically- than professionally driven; 
- lack of attractivity for jobs in the public sector, especially in culture, due to low wages which 

also determine  
- heavy turnover and lack of motivation. 

 

 

 

and Building Materials Industry (SINDICONS), Federation of Employers in Constructions and Building Materials 
Productions (CONDRUMAT), Centre of Excellence in Construction (CEC), Association Urban Lab Chisinau. 
16 Participants to the workshop held on 16th January 2019 at AIRM premises in Chisinau, were representatives 
of the main stakeholders of the cultural sector: AIRM, Muzeul Singerei, Centrul SITe ONG, Association Urban Lab 
Chisinau, A.O. Institutul de Cercetări Bioarheologice şi Etnoculturale, Organization for Ecology Ecosputnik, AO 
Asociația de Dezvoltare a Turismului în Moldova, A.O. Orasul Meu, Promstroi-GRUP SA, Associatia Obsteasca 
Alianta intre generatii, Comitetul National ICOM Moldova. 
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Figure 1 – Detail of the Problem Tree for “Cultural Offer” Macroarea 

 
Figure 2 – Detail of the problem Tree for “Education & School” Macroarea 

At first two main macroareas were identified as inadequate and subject to intervention: 

• Education and school; 
• Cultural offer. 

Then a list of actions was drafted for each of the two intervention areas. For the Education and school 
macro-area, the following actions were selected: 

- Activate courses on civic education at University level; 
- Activating a university subject on “cultural heritage management”; 
- Activating courses for professional reprofiling (Business Creativ); 
- Activating local project “copii educa parintii” - see sample project; 
- Adequate tools for cultural education and guiding tourists; 
- Creating interactions (students, MECR, cultural agencies) – both practical and theoretical; 
- Educating about principles and values of collective responsibility; 
- Ensuring applicability of learned knowledge; 
- Improve the didactic methods; 
- Improving training; 
- Informing students (events, courses, exchange of experiences) ; 
- Local cultural paths guided by students (elevi); 
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- Promoting association of cadrilor didactice in groups of interest; 
- Promoting job applications from proved professionals when hiring teaching staff (with clear 

selection criteria); 
- Promotion of working experiences in CH sector for students attending courses; 
- Providing information about sustainable architecture; 
- To update provided information; 
- Transformation of historical funerary monuments in architectural monuments with a specific 

function; 
- Volunteers in local museums informing. 

While for Cultural Offer the following actions were selected: 

- Activating an adequate system for hiring cultural sector staff; 
- Activating Creative Business to valorise cultural heritage; 
- Adapting the sociocultural venues to the necessity of society; 
- Creation of a calendar of Moldovan festivals and fairs; 
- Creation of local thematic circles/clubs: folklore/ethnography, local architecture, production 

of souvenirs, local craftsmanship; 
- Diversification of the cultural offer and museums profile; 
- Exchange of experience with foreign countries; 
- Fiscal facilitations for the economic actors in charge of training staff in cultural matters; 
- Fostering cooperation with private sector (to diversify the offer); 
- Higher hiring standards; 
- Increase the number of visible cultural events with a measurable impact; 
- Increasing the number of Cultural Projects (granting a fair Project selection); 
- Lifelong Learning (istruirea profesionala continua) in CH; 
- Organization of events linked to cultural heritage; 
- Promotion of economic activities of the local cultural institutes (institutiilor) ; 
- Realization of successful pilot actions. 

Then target groups (consisting in Key Stakeholders and Beneficiaries) were identified for each of the 
two macroareas. For the Education and school macroarea, the selected key stakeholders were: 

- Cadre Didactice; 
- Ministerul De Profil; 
- Directii de Invitamant; 
- Relevant Civil Society (NGOs in the field of Culture and Education); 

while the beneficiaries of the campaign shall be: 

- Studenti (from primary to high school), Elevi (University and Master courses), Cursanti 
(attending courses); 

- Cadre Didactice; 
- Local Populations; 
- Localitate; 
- Families; 
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- Civil Society 
- Decision – makers at the national and local levels (politicians and public officers / civil 

servants) 

While for the Cultural offer macroarea, the selected key stakeholders were: 

- Local and Regional Museums Staff; 
- Mayors; 
- Public Local Authorities; 
- Local Populations; 
- Staff of Cultural Field (Teachers, Musical Schools, etc.) ; 
- Architects and urbanists; 
- Professors and Educators; 
- Local Intellectuals. 

and beneficiaries of the campaign are expected to be: 

- Visitors; 
- Private Sector; 
- Civil Society; 
- NGOs; 
- Youth; 
- Society. 

Finally, the most proper dissemination tools were identified: 

- Mass Media (radio, tv, press); 
- Social Media; 
- Institutional Websites 
- Direct story – telling 
- Parlor or board games 

A national awareness campaign across Moldova is therefore needed to spread the importance of the 
sector as a common value. Such a campaign should include all public and private stakeholders in CH-
conservation sector (MECR, Universities, Schools, Museums, Association of Professionals) so as 
common citizens and the general population, while relying on a differentiated series of means of 
communication through which disseminate a new consciousness of the common value represented 
by the cultural sector. Regular surveys should also be performed in order to evaluate its impact across 
in time. 
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ACTION	PLAN	FOR	AN	AWARENESS	STRATEGY	ON	CULTURAL	
HERITAGE	IN	MOLDOVA	

The Moldovan Cultural sector as a whole is reported to suffer from a lack of awareness, spread not 
only among the civil society but also at the management level. Such a kind of indifference towards 
culture brings about a series of interrelated questions, e.g. the need for a stronger education about 
Moldovan culture, the necessity for an improved training system for the professionals of the sector 
and of the other education/training-related problems.  

Related to this is the demand for a more comprehensive and goal-oriented promotion of Moldovan 
culture as a whole. Most of the interviewed actors expressed the feeling that the general “interest” 
towards the culture field is declining in the recent years, as well as the will to pay attention to the 
instances coming from the ground, the so-called bottom-up approach. 

A possible way forward to address the problem could be the promotion of informative campaigns 
through different types of media and public meetings on Culture sector in order to inform both citizens 
and specialists about its state of the art, the involved actors, the ongoing initiatives and to give in this 
way direct evidence about the high concern of Moldova on culture sphere.  

The following strategy is the result of the above-mentioned workshop and interviews carried out by 
the Twinning experts with the representatives of the BC, during which the participants were asked to 
identify the actions which would have been undertaken to improve the public awareness in Cultural 
Heritage sector.  

The strategy and its plan are deemed capable of enhancing the results of the communication efforts 
on cultural awareness of Moldovan population by identify the following essential communication 
elements: 

• What to accomplish (objectives); 
• How those objectives can be accomplished (goals and work programme); 
• To whom communications will be addressed (targeted audiences); 
• How to accomplish the objectives (tools and timetable); 
• How to measure the programme results (monitoring and evaluation).  

In particular, a series of communication actions have been identified whereas some others will be 
carried out later with future actions. The actual implementation will much depend on the budget 
which will be assigned to the raising awareness strategy. The actions included in the proposed 
accompanying plan are not mandatory, but the Beneficiary can decide whether implement all or only 
some of them, depending on time, budget and staff involved in the implementation stage. 

Technology will be a powerful facilitator of most actions, allowing inexpensive and speedy channels 
of communication even if in the rural areas of the country (or within population groups with poor 
electronic literacy) where Internet penetration is low, traditional methods of reaching public opinion 
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such as Newspapers, TV, Radio and other means will be used, particularly interesting would be those 
with the involvement of the museum staff and story – tellers. 

The following activities have been envisaged at the ingredients of the Action Plan. Some of them have 
already been executed, whereas some others can be implemented later. 

IMMEDIATE	ACTIONS	

Most of the immediate actions focuses on primary schools, the target group that was identified as the 
most important for a number of reasons: 

- Primary school pupils represent the future generations of Moldovan adults so that any results 
can spread its effects in the years to come; 

- they are already part of an educational path that can be adjusted and made effective with 
limited costs; 

- they can spread the acquired knowledge to their families with a multiplier effect.  
 
The identification of children as a primary target group is also on line with the 10 EU initiatives 
elaborated in the framework of the European Year of Cultural Heritage aimed at providing a 
framework for a European, cross-sectoral and integrated approach to cultural heritage.  
Such initiatives deal with tangible, intangible and digital aspects of cultural heritage and benefit 
different target groups; from heritage professionals to local communities, youth and children, hard-
to-reach groups and the general public. They also correspond to 4 principles that define what the 
European Year of Cultural Heritage 2018 stands for: Engagement, Sustainability, Protection and 
Innovation. 
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Figure 4 – Principles of the EU initiatives 

In particular, through EU initiative n.217, realized with UNESCO under the Engagement principle and 
named “Heritage at School”, the European Commission is developing heritage toolkits for schools and 
mapping of good practices in heritage education with a view to facilitating the acquisition of skills, 
knowledge and competences through and on cultural heritage in classrooms across Europe. 

Since the European Year of Cultural Heritage aims to raise awareness on the importance of cultural 
heritage for Europe through education and lifelong learning, children and their parents are invited to 
engage with cultural heritage beyond the classroom, through informal and non-formal learning, 
drawing on the experiences of elderly people (e.g. grandparents) and their local communities. 

Initiative n.2 is addressed at school children (10-15 years old), teachers, parents and local 
communities. It is built upon 4 components: 

• Component 1: Valorising Erasmus+ projects on cultural heritage and stimulating new 
initiatives; 

• Component 2: Awareness raising activities for school children: joint Commission-UNESCO 
project and a toolkit for schools; 

• Component 3: Activities for children in the framework of the European Heritage Days; 
• Component 4: Strengthening Europe through education and culture. 

 

 

 
17 https://ec.europa.eu/culture/content/heritage-school_en 
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With regard to Component 2, teachers are provided with guidance and tools to integrate cultural 
heritage in curricular and extra-curricular activities, with a special focus on intangible cultural heritage. 
The European Commission published a cultural heritage toolkit18 targeting teachers and pupils in 
primary and secondary schools that combines class lessons and an online game19.  

SCHOOLS WITHOUT BOOKS 

The currently running Project “school without books” 20 can be expanded including some didactic 
activities specifically conceived on Cultural Heritage sector. According to the ministerial order n.965 
of 22 June 2018, seven days per year of extracurricular activities are introduced for students from first 
class to fourth (from 7 to 10 years old). As per annex21 of the mentioned order, such activities currently 
can be related to: 

- Ecology; 
- Family; 
- Health; 
- Society; 
- Business; 
- Patriotical; 
- Intercultural Education (not part of the annex). 

There is no ministerial program establishing their contents and each teacher is free to implement them 
at their will. Activities are not compulsory, and parents are free to accept or not teacher’s proposals. 
The seven days are planned to be held one in Autumn and one during the Easter Holidays plus five 
more to be held in May. Subjects can be proposed by teachers, students or parents and the related 
activities indifferently performed in the school or outside. In the first case no internal orders or formal 
approbation is requested from the school while it is in the second case. After each activity the 
classroom must elaborate a product (drawing, flashmobs, reports and similar). The Project is still 
experimental being this the first year of implementation. 

CHILDREN TEACH PARENTS 

As proposed during the workshop, a new Project involving primary students could be implemented. 
This Project would be called “Children Teach Parents” since their knowledge would be transferred to 
the family members. Key stakeholders wold be School Directorates, Parents and Children - 

 

 

 
18 https://europa.eu/learning-corner/learning-materials_en?keyword=toolkit&topic=All 
19 https://europa.eu/learning-corner/cultural-heritage-detectives_en 
20http://particip.gov.md/public/documente/137/ro_5366_2.14.proiectcurriculumprimarACTIVITATITRANSDISI
PLINARE2018-05-24.pdf 
21 https://mecc.gov.md/sites/default/files/1_invatamant_primar_2018-2019_final.pdf 
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Beneficiaries would be families and local communities – Actions could include, fir instance, the 
Sezatoare22 with parents and teathralizations of what they learnt. 

BROCHURES 

A specific budget can be allocated to produce a brochure (heavier and more informative than a simple 
leaflet) targeted to the general public and representing the unique features of Moldovan cultural 
heritage, describing in simple words the different aspects worth to mention. The result should be very 
accurate in every detail: graphic artwork, texts, icons, drawings, illustrations, quality of printing and 
of paper to be used. The production of the brochure (approximately eight pages, A5, horizontal layout) 
could be outsourced to a specialized creative agency but the content should be the result of 
groupwork at schools, for instance or can gather the results of different workshops for different target 
audiences. 

LEAFLETS  

An agile printed leaflet could be created to disseminate information about Moldovan CH. It could be 
distributed in occasion of all events organised by the relevant actors of CH (concerts, exhibitions, 
festivals etc.). As for the brochure, it must contain the same succinct language and eye-catching 
aspect, also sharing a common graphical style. Analogously, the production of this tool can be 
outsourced to a specialized creative agency but has to be based on material, information and ideas 
that must respect a bottom – up or participatory approach. 

GUIDE TO MOLDOVAN HERITAGE 

A handbook/guide to Moldovan heritage could be published, as an easy and understandable 
instrument of comprehension for tourists and residents. It should contain maps, pictures, addresses 
and basic information on how to get to the relevant cultural spots. This information should be 
presented to the public in a neat way. Actually, a Guide based on the content of the Museum of 
Natural History and ethnography would be of great utility, considering that the presentation and 
content message of this museum is exactly what is needed as an introduction to the country. 

GUIDE TO CULTURAL EVENTS 

As repeatedly reported, a similar instrument is currently missing. It should ideally contain a 
calendar/schedule of all Moldovan cultural events (Fairs, Festivals, Concerts, Exhibitions etc.) at both 

 

 

 
22 Traditional gatherings with music, songs, jokes and rituals beginning in late September after the seasonal 
agricultural work is over. Sezatoare are meant mainly for younger people entertaining with family members and 
other villagers during the long winter evenings. 
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local and national level. Each event should have a brief presentation and a “how to get there / where 
to sleep” section. Preparing an inventory of the existing cultural events could also list the actors / 
performers involved. 

WEB SITE DEDICATED TO MOLDOVAN CULTURAL HERITAGE 

Compared to the printed material, a website promoting the unique features of Moldovan cultural 
heritage can represent a relatively inexpensive and efficient solution in order to reach and appeal 
larger audiences in a direct manner, even those remotely located.  
The website should be created under MECR supervision in the same graphical style of the above paper 
material for those it could represent some sort of hub. The website should be produced in Romanian 
language, but it can be also be translated into English. 
The website should be also properly promoted by including its URL address in all promotion materials 
(publications, posters, press releases, business cards, letterhead, etc.) and ensuring that the other 
national, regional and international websites dealing with cultural issues include its URL in their list of 
related links. 
Once again it must be reminded that web publishing may represent an alternative and additional 
source of information to print publications, press releases and media broadcasts but target groups are 
different since it requires internet access and literacy. In Italy there is an interesting web-portal 
“Cultura Italia” which gathers information about cultural heritage and events in the country 
(http://www.culturaitalia.it ). 

EDUCATIONAL WORKSHOP FOR STUDENTS  

An educational presentation with questions and multiple-choice answers could be prepared and used 
with University students.  
In future, this presentation could be also used for students of the last class of the Secondary schools 
and could also be made available on Internet for self-tests, to check the knowledge of the citizens on 
Moldovan CH and it may even become the basis for a TV game transmitted at peak hours (e.g. dinner 
time). 

LINKS TO OTHER WEBSITES 

Websites which are frequently visited by public servants (or other interesting websites) should be 
identified and used to disseminate the information on Moldovan heritage. They will also be used in 
future to communicate the latest news on the culture subject, sending them news to issue or posting 
a permanent link on their web sites. 

PROMOTIONAL MATERIAL 

A series of small items of common use and low cost (Posters, Calendars, Bloc Notes, Pens, Mouse Pads, 
T-Shirts, cups, lighters etc.) could reproduce the most relevant assets of Moldovan cultural heritage 
and be sold in tobacconists’ shops / paper kiosks or freely distributed as promotional material during 
the major cultural events. 
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FUTURE	ACTIONS	

Future actions are mostly related to adults (a more difficult target group to reach than students), to 
specific categories of adults or to activities that require consistent amounts of time or money for being 
fully implemented.  

Adults are harder to involve emotionally than children, they have structured beliefs and 
preconceptions, less time to dedicate to training or leisure, a general sense of distrust towards 
administrations. The decay of heritage is inevitable and since its low value, harmless. Their resistances 
to change are several and may be at one time physical, intellectual, emotional, social and cultural. 
Their progressive engagement must be built cautiously, through an accurate segmentation of the 
target audience and selection of tools.  

Nevertheless, adults are an essential subject of any awareness raising intervention. EU promotes a 
wider understanding of heritage as a common good by placing people and communities at the centre 
and involving them in decision-making23 in the spirit of the European Parliament’s Resolution towards 
an integrated approach to cultural heritage for Europe24 of 08.09.15 and the Council of Europe’s 
Framework Convention on the Value of Cultural Heritage for Society (Treaty n.199 of 27.10.2005 or 
Faro convention)25, ratified by most European countries including Moldova. 

PRESS RELEASES AND PRESS KITS  

Media coverage offers the twofold advantage of being cost-free and carrying more credibility than 
paid advertisements. The downside is that there are no guarantees as to when, how, or even if the 
media will cover the provided material. The role of the Press Office at MECR will be crucial in building 
good relationships with key media and have their coverage for granted. 
A mailing list of journalists of local and national press (one/two for each medium), with indication of 
role, email address, phone number should be created, if not yet existing. 
Press releases will be regularly issued to strengthen the awareness of Moldovan CH and update the 
journalists about its implementation. A Press Kit could be created containing the dissemination 
information on national CH, highlighting its unique points.  
Journalists shall be invited to attend conferences, seminars and workshops which will be organised by 
MECR to inform them about CH. The cultural attaché of foreign embassies (or equivalent figures) will 
be invited to the press meeting.  

 

 

 
23 https://ec.europa.eu/culture/content/all-heritage_en 
24 http://www.europarl.europa.eu/doceo/document/TA-8-2015-0293_EN.html?redirect 
25 https://www.coe.int/en/web/conventions/full-list/-/conventions/treaty/199 
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PRESS CONFERENCES  

To be limited to the launch of big and important initiatives (not routine activities) that cannot be 
properly covered with a standard press release. Examples include the launch of new, high profile 
initiatives, the release of major information, awards ceremonies or highly visual events. Press kits 
about the event are handed out before the start of the event and sent to media contacts who could 
not attend the press conference. 

PUBLIC SERVICE ANNOUNCEMENTS  

PSAs are advertisements printed or broadcast free of charge. Some media groups are willing to 
broadcast or print the PSAs of qualifying non-profit organisations that provide a service to the 
community such as United Nations agencies and non-governmental organisations. PSAs can reach a 
large audience with a carefully crafted message unaltered by the media distributing it (unlike press 
releases and the news stories they generate). But not being paid to broadcast or print the 
announcement means that there is little control as to when, where and how often the advertisement 
appears. PSAs can be either used to increase general awareness about Moldovan heritage or 
disseminate a message on a specific issue or event. PSAs with a thematic message rather than the 
simple promotion of a general theme are often more successful at securing the gratuitousness of 
broadcasting and printing. 

VIDEOS 

Videos promoting Moldovan CH would be lengthier than PSAs, allowing them to go into greater depth. 
Once produced, videos could be also used at conferences or seminars, and streamed on the website 
to increase their reach. TV Networks could be interested in airing a series of videos rather a single 
video. 

RADIO AND TV COMMERCIALS 

TV commercials can be used for publicising the richness of the Moldovan cultural heritage through 
series of spots, each one focusing on a specific asset. They could be fine-tuned according to the 
different TV programmes, whose audience depends on the type of show and broadcasting time.  
Radio commercials would allow to spread the message more frequently compared to TV commercials, 
and at lower costs.  
Particular attention should also be devoted to regional media, which are much cheaper and undergo 
wider local dissemination. It also depends, of course, on the identified target groups, and on whether 
they are located at regional or national level.  

SOCIAL MEDIA (TWITTER, FACEBOOK, INSTAGRAM, YOUTUBE, LINKEDIN) 

Since relationships are the basic foundation of social media, their implementation in the awareness 
campaign would provide an effective way to connect with communities. 
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This is why a Moldovan Heritage profile needs to be opened by MECR on the main Social Networks. 
As a first step, it will be necessary to achieve a large number of qualified followers.  
Then, it will be necessary to set up an editorial plan, with topics, texts, images, schedule of posting. 
We must foresee one post per decade.  
Social Network communication must be performed in coherence with the website updating activity.  
Linkedin can also be used to disseminate information about job vacancies on CH sector. 

WEB SITE ACCESSIBILITY  

It is important that the web site will be made accessible to provide equal access and equal opportunity 
to people with diverse abilities. Accessibility supports social inclusion for people with disabilities as 
well as others, such as older people, people in rural areas. It will be important at a later stage to make 
a properly designed website equipped with web tools which can be used by people with disabilities.  

TESTIMONIALS 

Spokespersons (or figure-heads) can be particularly effective at promoting cultural assets by 
associating their face to places or concepts. The visible and known characteristics of a spokesperson, 
and the way how the target audience perceives them, can start an immediate association with the 
message. Different professions can be used to identify a variety of potential spokespersons for 
delivering different messages to different media and target audiences. Potential CH spokespersons 
can be found among archaeologist, architects, historians, students and common people with 
recognizable traits, not to mention celebrities whose appeal is immediate and could be got for free 
considering the social value of the campaign. 

MASCOT 

Spoke-characters (or cartoon characters) can be created to fit the message and attract the target 
audience. Unlike spokespersons and celebrities, they can be totally controlled by campaign managers 
and are exclusive to the campaign. Cartoon characters can be particularly effective when 
communicating to children.  

NEWSLETTER 

The strength point of a regular newsletter is that it can develop a new theme for every issue and focus 
a number of articles on such theme. Newsletters also allow the Communication managers to write 
about projects, update readers about any news, new initiatives, reform undertaken, events and 
highlighting interesting case-studies. It is also a way to record all the initiatives implemented during 
the awareness campaign. 

In our case, articles to be published on newsletters will be produced by MECR and sent for publication 
to specialised monthly, quarterly or annual newsletters.  
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To be successful, our CH newsletter should be the result of joint work between the MECR staff, the 
Press office of the Ministry, the involvement of agencies and external stakeholders who can contribute 
with articles or editorials.  

In case the budget is limited, instead of being printed, newsletter will be published in electronic format 
and made available through the website or e-mail.  

ROLL-UPS 

Roll-ups and other printed materials (such as leaflets) shall be distributed in public offices and agencies 
as they are visited by many people every day. This action can possibly be implemented only if 
authorised by the Ministry. 

ADVERTISEMENT BOARDS ON THE WALL OF THE MAIN BUILDINGS AND IN LIBRARIES 

Conception, visual, copywriting and printing of wall adverts and colours posters (cm.100x70), or roll-
ups, each of them illustrating a single unique asset of Moldavan CH to be placed on the main public 
buildings and schools.  

HOTLINE 

Intended as a special telephone number, where the caller is not charged for the call. It could be run 
from MECR or from an external provider, replying to questions and releasing the same kind of 
information contained in the Website, Brochure, Leaflet, Guide for those who do not have access to 
these supports or simply require a direct form of communication. 

SPECIAL DAYS 

The use of a special day (or week) to commemorate, year after year, past events that shaped 
Moldovan culture can be particularly effective in raising awareness on the sector. Such days provide 
an opportunity for different stakeholders interested in that cultural event to promote a single message 
related to it through activities and events taking place in a limited period of time. Such events could 
generate extensive media interest, thus multiplying the message being transmitted. 

AWARDS 

Awards provide incentives and rewards for people who adopt the promoted behaviour. The cultural 
awards could be assigned to worthy students, citizens or professionals who distinguished themselves 
in the field. As above, award ceremonies would also attract media attention and thus draw more 
attention to the campaign itself. Awards and prizes may represent a cost-effective means of promoting 
cultural sector awareness. 
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EXHIBITIONS 

Exhibitions enable the showcasing of particular aspects of the Moldovan heritage in a way that can be 
easily related to by the public. They should be most specific as possible, since their success depends 
on setting clear goals and properly identifying target audiences. Theme, contents and location of the 
exhibition should be perceived as attractive and adequately advertised. 

SEMINARS 

Seminars can also represent a good communications tool for promoting cultural awareness. They are 
very targeted events with a captive audience that can provide immediate feedback to the 
communicator. As seminars are usually delivered to a small number of people with similar interests 
and concerns, the information presented over such events can be much more detailed and technical 
than the one used with other communications tools. Again, such information should be tailored 
according to the needs and expectations of the target audience.  

INFO-DAYS 

Info-days on culture may result useful for publicising specific acts, reforms or norms adopted by the 
Government or MECR itself. They can generate interest among stakeholders of the sector and 
stimulate them to contribute with new ideas. 

CONFERENCES 

Similar considerations can be made for conferences, meetings of people that discuss about a given 
topic and allow networking of cultural themes with a selection of speakers. 

WORKSHOPS  

Workshops on specific cultural aspects could be organized in the form of training sessions lasting one 
or several days. Any workshop would emphasise the problem solving about specific cultural issues to 
be tackled and provide active training and participants involvement. 

 

As a final note, an effective Communication programme must necessarily combine many of the tools 
described above. Whichever tools are used, it is important to maintain consistency as to aesthetics, 
linguistic style and tone, and message (including facts, figures, slogans, quotes) used in all 
Communication products for the campaign. Without such consistency, the message will not be equally 
effective, even if the target audience is exposed to several Communication products.
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MODEL	EVALUATION	GRIDS	

INDICATORS	FOR	THE	MONITORING	AND	EVALUATING	PHASE	

The following is an example set of indicators which could be used for the monitoring and evaluating 
phase: 

 

Communication 
tool 

Target 
group 

Output/implementation 
indicator 

Result indicators 
Impact 

indicators 

Press office activities 
(interviews, press 
releases, news 
articles, media lists, 
press surveys 
Training sessions) 

All target 
groups 
 

N of interviews arranged 
N of press releases issued 
N of training sessions organised 
 
 
 
 
 
Sources: press monitoring 
agencies 
Ministry press office, 
Communication staff 
 

N of press interviews  
N of TV interviews 
N of radio interviews 
N of articles published 
N of journalists 
attending the training 
sessions 
 
 
 
Sources: press 
monitoring agencies 
Ministry press office 
 

Change in public 
awareness of the 
programme by 
beneficiaries of the 
campaign and the 
general public 
Source: surveys  
opinion polls 
 
 
Number of good TV 
and radio interviews 
broadcasted 
Source: surveys  
opinion polls, TV and 
Radio’s share audience 
analysis 
 
N of positive articles 
published 
N of correct content of 
the published articles 
Source: surveys  
of press monitoring 
agencies 
 
 
Increase in the media 
coverage year after 
year 
Sources: External 
Evaluator 
 

Press Conference All target 
groups  

N. of journalists contacted 
N. of journalists invited 
N. of telephone calls made 
N. of press kits prepared 
 
 
 
 
Sources: press monitoring 
agencies 
Ministry press office 
 

N. of journalists 
attending  
N. of press kits 
distributed 
N. of articles published 
 
 
 
 
 
Sources:  
Ministry press office 
 

N. of positive articles 
versus 
N. of negative articles 
Source: External 
evaluator 
 
Frequency of good 
coverage on media 
Source: surveys  
of press monitoring 
agencies 
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Web site  
 

All target 
groups  

N of pages created 
 
 
 
 
Source: website statistics 
 

N of users/visitors  
 
 
 
 
Source: website statistics 
 

Increase in the website 
access  
 
 
Source: surveys  
opinion polls 

N of databases 
 
 
Source: website statistics 
 

N of registered users 
 
 
Source: website statistics 
 

Increase of the number 
of the registered users 
 
Source: surveys 
opinion polls 
 

N of DB records (contents) 
Source: website statistics 
 

N of page views 
 
Source: website statistics 
 

Increase in the number 
of application packages 
downloaded 
 
Change in public 
awareness of the 
programme 
 
 
 
 
 
Source: surveys 
opinion polls 
 

N of application 
packages downloaded 
 
Source: website statistics 
 
N of other documents 
downloaded 
 
Source: website statistics 
 

Events  
(conferences, info-
days, seminars, 
workshops)  
 

All target 
groups  

N of events organised/ vs. N of 
events planned  
 
 
 
 
 
Source: Communication staff 
 

N of invitations sent 
N of invitations 
responded  
 
 
 
 
 
Source: Communication 
staff 
 
 

Change in public 
awareness of the 
programme 
 
Source: surveys  
opinion polls 
 
 
Number of good quality 
projects implemented 
 
Source: Communication 
staff 

N of planned participants 
 

N of actual participants 
 
Source: Communication 
staff 
 

Change in public 
awareness of the 
programme 
 
Source: surveys  
opinion polls 
 
 
Increase in CH 
awareness projects 
 
Source: Communication 
staff 
 

N of requests for further 
information 
 
 
 
 
Source: Communication 
staff 
 

Increase in the number 
of further information 
parallel to an increase 
of good projects 
submitted 
 
Source: Communication 
staff 
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Feedback from 
participants 
 
 
 
Source: questionnaires 
distributed by 
Communication staff 

Good feedback from 
the participants parallel 
to an increase of good 
projects submitted 
 
Source: Communication 
staff 

Direct 
communication 
(hotline) 
 
 
 

Programme 
beneficiaries 

N of phone calls received 
 
 
 
 
 
 
 
Source: Hotline operators  

N of answers given 
 
 
 
 
 
 
 
Source: Hotline 
operators 

Good feedback from 
direct communication 
parallel to an increase 
of good projects 
submitted  
Source: Hotline 
operators  
 
Improvement in the 
kind of questions raised 
Source: Hotline 
operators  
 
Change in public 
awareness of the 
programme 
Source: surveys  
opinion polls  
 
 

Level of satisfaction by 
the information 
provided 
 
 
 
 
 
 
 
Source: Hotline 
operators 

Good feedback from 
direct communication 
parallel to a decrease 
of problems raised  
  
Source: Hotline 
operators  
 
Change in public 
attitudes to 
programme 
Source: surveys, 
opinion polls 
 

Publications 
(Posters, leaflets and 
brochures) 

All target 
groups 

N of copies printed  
 
 
 
 
Source: Communication staff 
 

N of copies distributed in 
paper format  
 
 
 
Source: Communication 
staff 
 

Change in public 
awareness of the 
programme 
 
 
Source: surveys  
opinion polls 
 

N of copies downloaded 
from the website  
 
Source: Website 
statistics 

Change in public 
attitudes towards 
Cultural Heritage issues 
 
Source: surveys, 
opinion polls 
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Newsletter  All target 
groups 
 

- N of newsletters published on 
the website 
Source: ACS staff  

N of subscribers  
 
 
 
 
 
 
 
 
Source: Communication 
staff website statistics 
 

Increase in the number 
of subscribers  
Source: website 
statistics 
 
Change in public 
awareness of the 
programme 
 
Source: surveys  
opinion polls 
 

N of newsletters sent by 
email 
Source : Communication 
staff website statistics 
 

Increase in the number 
of newsletter sent by 
email and downloaded 
Source: Communication 
staff website statistics 
  
Change in public 
attitudes to 
programme 
 
Source: surveys, 
opinion polls 
 

N of newsletters 
downloaded 
 
 
Communication staff 
website statistics 
 

Audiovisual 
Tools  
(TV and radio 
commercials) 

All target 
groups 

N of audiovisual commercials 
produced 
 
 
 
 
 
 
 
Source: Communication staff, PR 
agency reports 

N of audiovisual 
commercials shown 
 
 
 
 
 
 
Source: TV and radio 
monitoring 

Change in public 
awareness of the 
programme 
 
Increase in the number 
of users during the TV 
and Radio Commercials 
 
Source: surveys  
opinion polls, TV and 
Radio’s share audience 
analysis 
 

Frequency of 
broadcasting 
 
 
Source: TV and radio 
monitoring 

Increase in the number 
of users during the 
broadcast 
Source: surveys  
opinion polls, TV and 
Radio’s share audience 
analysis 
 
Change in public 
attitudes to 
programme 
 
Source: surveys, 
opinion polls, TV and 
Radio’s share audience 
analysis 
 

N of people seen the 
broadcasts 
 
Source: TV and radio 
monitoring 
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CHART	FOR	ASSESSING	QUALITY	INDICATORS	

The following is an example chart which can be used for assessing quality indicators after the 
objectives and the target group have been identified: 

 

Communication 
tool 

Target group Quality indicators Source of information 

Website  
 

All target groups  Accessibility  Surveys among Internet users 
 
Opinion polls 
 
Questionnaires 
 

User friendliness 

Exhaustiveness of information 

Clarity of information 

Events 
(conferences, info-
days, seminars, 
workshops)  
 

All target groups Quality of organisation 
(location, timing; quality of 
catering; quality of seminar 
premises and equipment) 
 

Feedback questionnaires filled in by 
the participants 

Quality of content 
(exhaustiveness of speeches 
delivered; importance of 
speakers; relevance of the 
information delivered; clarity 
of speeches; quality of 
documentation disseminated) 

Direct 
communication 
 
 
 
 

General Public Quality and exhaustiveness of 
the information delivered (via 
e-mail or phone calls) 
 

Phone survey, e-mail survey 

 

Publications 
(Posters, leaflets and 
brochures) 

All target groups Relevance to the different 
target groups 
 

Surveys 

Clarity  
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Usefulness of information  
 
Completeness of information  

Attractiveness, balance 
between text and pictures 

Newsletter  General public  
Potential beneficiaries  
Beneficiaries 
 

Exhaustiveness of the basic 
information and data  
 

Surveys  

Attractiveness and clarity 

Vision – balance between text 
and picture 
 
Relevance to the target groups 
 

Usefulness of information 

Audiovisual 
Tools 
(TV and radio 
commercials) 

All target groups Quality of the audiovisual 
materials – attractiveness of 
commercial, clarity of 
commercial  
 

Surveys  

Good identification of the 
timing for commercial 
broadcasting 
 

Good identification of media 
for broadcasting 

Press office activity 
(Press conferences, 
interviews, press 
releases, news 
articles, media lists, 
press surveys) 

All target groups Balance between media 
planning and awareness 
obtained on cultural heritage 
issues by the target groups 

Media surveys  

Usefulness of information to 
the media 

Correspondence of press 
releases with the articles 
published 

Completeness and clarity of 
the information delivered 
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