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ABOUT THE STUDY [ |-

RESEARCH OBIJECTIVES METHOD AND TECHNIQUE SAMPLE DATA COLLECTION PERIOD
* Research about awareness of Euro * Quantitative CAWI survey * Population sample — representative (in terms of * 1st measurement: 10-14 November 2024
European Funds and related issues — (Computer Assisted Web Interviews) gender, age, region and size of place of residence) * 2nd measurement: 19-27 June 2025
including social innovation and on a research panel sample of the adult Polish population aged 18+.

the decarbonisation process. *  Within the population sample, a group of Super

Pereaktoranini, * Average length of the survey:

* Study of the effectiveness of the Express readers (who read SE at least occasionally & & v
informational campaign about in print or online) was selected and then boosted v'1st measurement: 16 minutes
European Funds in (among others) to ensure their number was sufficient for analysis. v'2nd measurement: 23 minutes

Super Express and on the se.pl portal - Total sample:

v'1st measurement (pre—test) N=1450
v'2nd measurement (post—test) N=1428

¢ SE users:

v/1st measurement (pre—test) N=627
v'2nd measurement (post—test) N=639
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ANALYSED TARGET GROUPS | -

In order to assess the level of awareness of European Cohesion Policy, European Funds, Social Innovation and the decarbonisation process among the general Polish population and
selected target groups, as well as to evaluate the effectiveness of the informational campaign on this topic, the survey was conducted in two stages:

*  1st measurement — conducted before the start of the informational campaign (pre—test);
*  2nd measurement — conducted after the end of the informational campaign (post—test);

The results are presented separately for the two waves of the survey for all respondents in a given measurement (population). The sample structure in both waves reflects the structure
of Poles aged 18 and over in terms of age, gender, size and region of place of residence, which allows the survey results to be extrapolated to the entire adult population of Poland.

In addition, within each measurement, five target groups for the informational campaign were identified, as well as a group that in the 2nd measurement declared that they had
encountered elements of the campaign in the media before participating in the survey:

1st measurement N=1450

[ ] : [ ] °

POpUIatlon 2nd measurement N=1428

Representative sample of the Polish adult population in terms @

of structure: gender, age, region and size of place of residence saw the informational campaign

people who declared that they have encountered
' at least one informational campaign format or
“ - the website se.pl/pomocnadlon
e 8
18-34 " m E SE readers 2nd measurement: N=793
people aged 18-34 65 group decarbonised =
Non-urban o people who declared that they read Super Express at least

people aged 65+ people who live in areas covered by

1st measurement: N=364 le li than 35 k who :
people living more than m
2nd measurement: N=349 away from cities with more dfe;arbonlsatu?n process, i.e. the Gree.n .
1st measurement: N=294 than 500.000 inhabitants Transition process: Wielkopolska, Lower Silesia,
2nd measurement: N=223 ! Silesia, Lesser Poland and £6dz provinces

occasionally in print or online. The group was weighted in
terms of gender, age, region and size of place of residence
to the average target group of Super Express readers

according to the following sources: PBC and Megapanel
1st measurement: N=1040

2nd measurement: N=975 1st measurement: N=638

. _ (]
2nd measurement: N=645 Ist measurement: N=627 !lme

2nd measurement: N=639
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DEMOGRAPHICS
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The study sample is representative of adult Poles population in terms of gender, age, education, region and size of place of residence.
In addition, the group of Super Express readers was weighted to match the average demographic structure of SE readers (in print and on the se.pl website), according PBC and Mediapanel data.

GENDER

u 529 54%

48%  46%

m Population

= SE readers

Female Male

SIZE CLASS LOCATION

40% 38%

I 1

Village Town with up to 100,000
inhabitants

16% 15%

City with 100,001 to
500,000 inhabitants

12% 13%

City with 500,001
inhabitants and more

0

25% v

I 17%
1834

m Population

m SE readers

36%

Basic\ Vocational

AGE

A
34% A

29% 28%

I I 23% I 23% 21%
35 50 65
EDUCATION

A
39%

37% 35%

.ﬂ

Seondary Higher

A Sstatistically significant differences at the 0.05 level
6 V SE readers vs Population

Ex-Post Evaluation Study

Basis: Total N=1428, SE readers N=639
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Introduction
The individual groups analysed differ in their media consumption, which affects their awareness of media campaigns and their assessment of them.

v" People in the youngest age group (18—34) significantly less often than other groups use such information sources as television, radio, and the press (both in print
and online). However, they listen to podcasts more often than other groups (45%).

v" People aged 65 and over significantly more often than other respondents watch television (85%), read the press in paper form (37%) and online (69%), so they are
better informed about current events in the country and in politics, including those related to the European Union. On the other hand, they less frequently
(than the general population) listen to podcasts and watch online video content.

v The Super Express readership group shows a high level of co—use of other media — this group significantly more often uses almost all other sources of information,
except for social media.

v" Both the group of people living in areas covered by decarbonisation process and the group of residents of non—urban areas do not differ significantly from the
general population in terms of their use of various sources of information.
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European Cohesion Policy (ECP) — increased awareness and positive assessments

v

Respondents who had come across the informational campaign were significantly more likely to declare that they were familiar with the concept of European Cohesion Policy (74%)
compared to those who had not come into contact with campaign materials (59%). Also, clear differences were noted in emotional attitudes towards the concept — more than half of the
people in the ‘campaign group’ expressed a positive attitude (54%) towards the concept, compared to 39% of the remaining respondents.

However, it is worth noting that although declarative awareness of the ECP has increased after the campaign, understanding of its goals has not necessarily improved. Correct
understanding of the concept is comparable in the group of people who had contact with the informational campaign (55%) before the survey and those who had not seen it before (60%).
Some people interpret the ECP as a mechanism for equalising income differences between EU citizens (an increase from 9% in the first measurement to 12% in the 2nd measurement),
rather than correctly understanding it as a tool for reducing development disparities between regions. This may be due to the name itself (European Cohesion Policy), not only to a lack of
understanding of its role.

Social innovations — greater awareness and understanding

v

The impact of the informational campaign is visible in the area of social innovation. Among those who had contact with the campaign, as many as 71% declare familiarity with the concept
of social innovation (vs. 54% of the rest). What is more, positive emotions towards this term are significantly more frequent among people who have come into contact with the
informational campaign (54% vs. 39%).

The increase in understanding of social innovation concept was particularly evident in two groups: among people aged 65+, where the above mentioned way of understanding the concept
increased from 19% to 31%, and in regions affected by decarbonisation, where there was an increase from 19% to 28% of indications that social innovations are "micro—projects aimed at
innovative approaches to solving social problems".

People from the ,campaign group’ were more likely to perceive social innovations as "new ways of solving social problems that are better than the current ones" (30% vs. 22% of people
who did not see the campaign).

In the post—campaign survey, increases were also recorded in awareness of specific social innovations — the number of respondents aware of at least one social innovation increased:

o inthe 18-34 age group — from 47% to 57%,
o among people living outside large cities — from 44% to 50%,
o among readers of Super Express — from 56% to 63%.

Ex-Post Evaluation Study
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v' What is more, there is a significant difference in awareness of specific innovations between the group that had contact with the campaign before participating in the survey and the
group that had not previously encountered the campaign (or did not remember it) — as many as 2 out of 3 people (66%) in the former group were able to identify at least one social
innovation, while among the latter one, the percentage was only 28%.

v"In the ‘campaign group’ the attitude towards social innovations is also much more positive than among the other respondents. Almost everyone in this group believes that such
projects are necessary (94%), 2 out of 3 are convinced of the real impact of social innovations on everyday life (68%), and 60% consider them very or rather interesting. In this group,
there is also a significantly higher willingness to submit own idea for social innovation (64% vs. 41% of the others).

European Just Transition Fund — growing awareness and acceptance

v' Awareness of the term "Just Transition Fund" remained at a comparable level among the population as before the campaign (48% vs 49%). However, awareness among people who
saw one of the campaign formats is significantly higher (55% vs. 41% of the rest). However, awareness is not always reflected in correct understanding of the concept — this indicator
remained at a similar, fairly high level as in the previous measurement (57% in the 2nd wave vs 58% in the 1st wave). Furthermore, the percentage of people who correctly
interpreted the role of the Just Transition Fund in the ,campaign group’ is also at a similar level (59%) to that of the group of people who had not come across any information
materials prior to the survey (54%).

v/ The campaign did, however, influence the assessment of the Fund's effectiveness:

o In the 2nd measurement, the percentage of people who rated the Fund's activities as a great idea that could bring about many positive changes increased significantly among
the general population (from 10% to 13%). In the 18—-34 age group, the percentage of those hoping that the Fund will help save the regions affected by decarbonisation
increased (from 14% to 22%).

o On the contrary the percentage of critics of the Fund among the general population decreased (from 16% to 12%). It also decreased among residents of non—urban areas (from
16% to 12%), and in the 18—34 age group (from 17% to 10%).

o In the ‘campaign group’, there was a more frequent belief in the positive role of the Fund (16% vs. 9% in the group of those who had not seen the campaign materials before),
as well as in its at least moderate role (32% vs. 24%). Critical voices in the ‘campaign group’ were much less frequent.

v/ Changes in their region of residence related to the Fund's activities were noticed almost exclusively by people who had come into contact with the campaign (26% vs. 12%).

Ex-Post Evaluation Study
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European Funds investments — real changes

v

v

Respondents who saw at least one campaign format were significantly more likely to declare that they noticed positive changes in their region and in their own lives
as a result of EF investments:

o 62% noticed at least some positive changes in the region (vs. 25% of people who had not previously been exposed to the campaign),
o 54% admitted that EF investments have a positive impact on their personal lives (vs. 32% of people who did not see the campaign).

In the 2nd wave of the survey, there was also a significant increase in the percentage of people aged 65+ who see a positive impact of EF investments — from 28% to 38%, which indicates
the effectiveness of the campaign in reaching this group.

Labour market — less ignorance, greater awareness

v

v

11

In the 2nd measurement, a significant decrease in the lack of awareness of existing EF-funded solutions on the labour market was recorded among the entire population (from 49% to 44%).
The change is particularly noticeable among residents of non—urban areas, where the percentage of unaware people fell from 48% to 43%.

People who have had contact with the campaign are significantly more likely to have general knowledge about the solutions offered by the EF on the labour market — only 31% of them are
unaware of such solutions (compared to 58% of the rest). They are also more familiar with specific solutions (subsidies, free courses and training, comprehensive projects facilitating return
to the labour market, retraining programmes for residents of areas transitioning away from coal).

The campaign increased awareness of such solutions, but some people still do not use them, mainly because they do not need to. However, the number of people who do not use these
solutions because they do not know where to seek help has significantly decreased: from 17% to 12% among people outside urban areas and from 17% to 10% among residents of areas
affected by decarbonisation.

The campaign has therefore reduced the information barrier — the problem now is rather motivation and the need to take advantage of the opportunities offered.

Ex-Post Evaluation Study
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Our awareness-rising campaign on cohesion policy — key achievements and conclusions

Visibility

v The information activities carried out between autumn 2024 and summer 2025 on social innovation and investments from European Funds had a fairly high level of reach. More than half of
the total population (53%) had contact with at least one format of the campaign.

v This was significantly more common among readers of Super Express (69%). Interestingly, the campaign reached men (45%) and rural residents (36%) to a lesser extent.

v" Among those who noticed the campaign, a significantly higher percentage (than in the general population) were readers of the press, either in paper form (38%) or in the form of online
news portals (64%).

v" Among the campaign formats surveyed, regional articles were the most recognisable, reaching over 1/3 of the total population. A slightly lower percentage of the total population had
contact with reports. The following formats were noticed:

@]
@]
@]
@]
@]

regional articles — 36%,

reportage —32%,

films from the ‘Komentery’ series — 28%,
weekend articles — 28%,

crossword puzzles — 19%.

v" The campaign website (main page or FAQ section) was noticed by only 14% of respondents, but — importantly — it was most often rated as the most valuable source of information (very or
rather important — 70%).

12
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Our awareness-rising campaign on cohesion policy — key achievements
Attractiveness

v' Most formats were rated as attractive by over half of the respondents. However, crossword puzzles were rated significantly lower than the average for the attractiveness indicator (60%):

website — 63%
"Komentery’ series — 63%
regional articles — 60%
reportages — 60%
weekend articles —57%
crossword puzzles — 55%

O O O O o0 O

v' All formats achieved significantly higher results among Super Express readers — both in terms of recognition and assessment of attractiveness, comprehensibility and importance of the
message.

v People aged 65+ noticed reportages (38%) and weekend articles (36%) more often than other respondents. What is more, in this age group, all formats received significantly higher ratings
on the attractiveness index:

o content attractiveness: websites, regional articles — 73% vs 60% in the population, 72% vs 63% in the population, ’"Komentery’ videos — 69% vs 63% in the population, reportages —
68% vs 60% in the population, weekend articles — 68% vs 57% in the population.

v The younger age group (18—34 years) not only noticed individual campaign formats less often, but also rated them significantly lower:
o importance of the message — all formats scored significantly lower in this group than among the general population;

o attractiveness of content: websites — 57% vs. 63% in the population, "'Komentery’ videos — 56% vs. 63% in the population, reports — 51% vs. 60% in the population, regional articles
—47% vs. 60% in the population, weekend articles — 47% vs. 57% in the population.

pollster
Ex-Post Evaluation Study
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Our awareness-rising campaign on cohesion policy — key achievements and conclusions

Communication

v In terms of communication, the campaign as a whole received significantly more positive ratings among people aged 65+ and among readers of Super Express.
v’ The ratings of the campaign message among people aged 18-34 are mostly significantly lower than among other groups.

v/ The vast majority of respondents considered the campaign to have a clear message (71%) and to broaden their knowledge of European Funds (70%).
The campaign therefore fulfilled its informative function and effectively conveyed the intended messages.

v’ Despite the overall positive assessment, less than half of the respondents declared that the campaign addressed issues that were relevant to them personally (42%).

Impact on the perception of European Funds

v The campaign has the potential to change perception of European Funds in a more positive direction. Almost half of the respondents admitted that the campaign materials influenced
their more positive perception of the opportunities offered by the European Funds (48%).

v’ A particularly strong impact was noted among people aged 65+ (55%) and readers of SE (59%). The campaign had a less positive impact on the 18-34 age group (40%).

v Almost half of respondents changed their opinion of EU Cohesion Policy to a more positive one after viewing the campaign materials (46%). This change was more frequently reported by
people aged 65+ (55%) and less frequently by those aged 18-34 (33%), who in turn were more likely to say that the campaign had not influenced their opinion (38%).

v The informational campaign has a significantly greater impact in the case of repeated contact with the materials — among people who had encountered some form of the campaign
before the survey, all assessments of individual formats and of the campaign as a whole are significantly higher than among people who had not seen it before the survey.

pollster
Ex-Post Evaluation Study
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SUMMARY

» The campaign achieved wide reach and good recognition — at least one format was noticed by over half of the Polish population.
» The campaign message was clear, and most recipients considered it to be informative about EF.
» People who saw the campaign were significantly more likely to:

o declare a better understanding of the role of EF,

o notice its impact on everyday life,

o change their opinion about EU Cohesion Policy to a more positive one.

» The campaign was most effective among people aged 65+ and readers of SE, where the highest ratings and changes in attitudes were recorded.

Ex-Post Evaluation Study
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USE OF INFORMATION SOURCES < e

In the 2nd measurement, the number of people watching television and reading newspapers in paper form decreased. Other media were used by a similar percentage of people as in the autumn
measurement. People in the youngest age group (18-34) use television, radio, newspapers in print and online news portals significantly less often than others. On the other hand, people over 65
watch television and read newspapers (in print and online) more often, but they listen to podcasts and watch video content online less often. The group of Super Express readers shows a high level
of co—use of other media — this group uses all sources of information (excluding social media) significantly more often than the general population.

2nd measurement

Non-urban A SE readers
Decarbonised

18-34 6

ads

= 1 measurement ﬁ Population g é m ’

W 2 measurements

(V]

N= 349 223 975 645 639
. .. 86%
81%

Using social media

(TikTok, Facebook, Instagram) _ 79% 82 74 79 79 82

76%

Watching video content online (e.g. YouTube) _ 7 6%? 80 64 74 76 82
. . . 75%

Hetennetoredlo N 7 % 70 & & *

Using news websites 63%

(e.g. Onet, WP, wyborcza.pl, se.pl) _ 61% 45 69 60 59 88

18

35%

Reading newspapers in print

g newspapers n print [y~ . v 16 37 30 30 60
31%
Listening to podcasts _ 33% 45 20 32 33 a4
0

0% .

None of the above

| 1% a . ' ' ° fime
P1. Indicate which of the following activities you engage in from time to time. Basis: 1st measurement N=1450 2nd measurement N=1428 " t
oliscter
A Statistically significant differences at the 0.05 level 2nd Ex-Post Evaluation Study Significantly more often Statistically significant differences at the 0.05 level p

WV measurement vs first measurement Significantly less often vs Population in 2nd measurement
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KNOWLEDGE OF THE TERMS AND CONCEPTS

In the 2nd measurement, knowledge of the concepts of the European Parliament, the European Commission and European Funds remained at a very high level among the general population.
There was no increase in the level of knowledge of slightly less familiar concepts (below %) among the general public, but their knowledge was significantly higher among people who had been
exposed to the informational campaign on this topic.

Knowledge of the concepts

Knows the concept:

| have heard it and know what it means +
| have heard it, but | am not entirely sure what it means)

European Parliament

European Commission

European Funds

European Social Fund

European Cohesion Policy

Social Innovation

European Funds Information Point
(EFIP)

Just Transition Fund

Decarbonisation

1st measurement
2nd measurement

1st measurement
2nd measurement

1st measurement
2nd measurement

1st measurement
2nd measurement

1st measurement
2nd measurement

1st measurement
2nd measurement

1st measurement
2nd measurement

1st measurement
2nd measurement

1st measurement
2nd measurement

Basis:

& \J
EI II RPN O ©

e o N

X X /]

POPULATION

98%

%

96%

95%
9

7
72

70%
67%

63%
63%

52%
52%

48%
49%

49%

N=1450; N=1428

P3a. Indicate which of the following concepts you have heard of.

18-34

94%
96%

(o}

%

91%
93%

7

58%

58%

6.
67

42%
47%

45%
41%

44%

N
a
00
EI II II X[& [ <
x| ] ()
. I
o -

N= 364; N=349

=)
a
+

-

-

oo,

]
e
72%
74%
70%
68%
62%
64%
52%
53%
48%
49%
48%
e 2

N=294; N=223

Non urban

98%

%

%

96%

96%

N
B ~l ~ E>

N= 1040; N=975

Decarbonised

97%
96%

96%
95%

95%
94%

71%
71%

68%
67%

60%
62%

52%
52%

47%
49%

St L1

48%

N=638; N=645

SE readers

100%

9

9

83%
81%

78%
81%

72%
74%

65%
64%

59%
59%

56%

g
©
%I B E
XN N 57 R
bl
[ole] B4
II I xX ] 5 @ © -
x w D feN]
© Q o8 o
S NN NS

N=627; N=639
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C

Did not see the campaign
Saw the campaign

97

95

96%
61
59%
74%

54%
71%

39%
6:

41%
55%

45%
49%

N=635; N=793 time

A Statistically significant differences at the 0.05 level 2nd
20 WV measurement vs. first measurement / saw vs. did NOT see

Ex-Post Evaluation Study
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KNOWLEDGE AND UNDERSTANDING OF THE TERMS AND CONCEPTS | mesctindenorasngs | [

Among people who had previous contact with the informational campaign on the EF, knowledge and understanding of the concepts related to
the European Union is significantly higher than in the group of people who had no contact with the campaign materials before the survey or did not remember them.

Knowledge of the concepts @

POPULATION : -
m Yes, | have heard ofit and | know what itmeans. 00 e mYes, lhavelheardofitandiiknowiwhatitmears.
'd Knows the concept  m Yes, | have heard of it, but | am not entirely sure what it means Knows the concept
. Darli 1st measurement 98 Did not see the campaign 96
uropean Parliament 1 easurement 97 Saw the campaign 97
o 1st measurement 97 Did not see the campaign 95
European CommISsion 54 measurement 9% Saw the campaign 9%
1st measurement 95 They have not seen it 93
European Funds ] 0 0
2nd measurement 95 They saw the campaign 9%
. Social Fund 1st measurement 73 Did not see the campaign 61
uropean Social Fund 5§ measurement 72 They saw the campaign 82 A
X . 1st measurement 70 Did not see the campaign 59
European Cohesion Policy ;. eagrement 67 They saw the campaign 74 A
i i 1st measurement 63 Did not see the campaign 54
Social Innovation 5
2nd measurement 63 They saw the campaign 71 A
X . 1st measurement 9 7 Did not see th 1 10p6 29% 39
European Funds Information Point (EFIP) 52 4 novsee e campaign L% 29% |
2nd measurement 52 They saw the campaign 64 A
Just Transition Fund 1st measurement 48 Did not see the campaign 41
2nd measurement 49 They saw the campaign 55 A
Decarbonisation 1st measurement 49 Did not see the campaign 45
2nd measurement 47 They saw the campaign 49
Basis: N= 1,450; N=1,428 N=635; N=793 time
P3a. Indicate which of the following concepts you have ever heard of? - !
pollster
A statistically significant differences at the 0.05 level 2nd Ex-Post Evaluation Study

WV measurement vs. first measurement / saw vs. did NOT see



Note: The order of the concepts is based on familiarity

22

EMOTIONAL ATTITUDE TOWARDS TERMS AND CONCEPTS
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In the 2nd wave, the emotional attitude towards most concepts did not change. In the group of people living outside metropolitan areas, positive attitudes towards the European Parliament
decreased, and among those living in areas affected by decarbonisation, the percentage of people with positive attitudes towards the EF and Social Innovations decreased. However, among people
who had come into contact with the informational campaign on the EF, positive emotions towards almost all the concepts surveyed were significantly more frequent (than among those who had

not seen the campaign or did not remember it), with the exception of decarbonisation, which was least likely to evoke positive feelings.

Non urban i
1st measurement POPULATION 18‘:34 53"' decarbonised
2nd measurement 3
- Top2Box: * g m ’
very positive — —_—
. 1st measurement
Furopean ParlAMENt 2ng measurement - I 425 s I o B v
(]
1st measurement
European Commission
2nd measurement [ 41% e B v N 0% 0%
(]

1st measurement

European Funds
2nd measurement | 59% e . N o BN o I s

i 1st measurement
European Social Fund

SE readers @
Did not see the campaign
Saw the campaign
I 2% 48% A
I 53% 47%A
51%
I 3 65% A
37%

I 55% 53%A

2nd measuremen: [N 47% B o, N o BN o o5y
European Cohesion Poli 1st measurement 39%
p Y andmeasurement | 459 . 35 I G2 . 5% I /5% I 51% - 50%A
(]
1st measurement 0
Social Innovation 39%
znd measurement N 487V o, N oo B s B o I s I s
0
European Funds 1st measurement -
Inf ion Point (EFIP)  2nd t -
nformation Point (EFIP) - 2nd measurement | 38% . I 1% [ E % I 2% 43%A
1st t
Just Transition Fund st measuremen 36%
nd measurement - [ 44% . BN 5o BN o N /0% B 0% 50% A
(]
Decarbonisation le; measurement 29%
nd measurement R 309 . 32 . 35% . 30% . 2% I 0% 32%
0
L
min. 749 min. 176 min. 129 min. 495 min. 337 min. 358 min. 312 tlme
P5. Now we will ask you about the emotions that individual concepts evoke in you. Do they have positive or negative associations? It does not matter whether you have a lot of knowledge about them or not. _ilt
pollster

A Sstatistically significant differences at the 0.05 level 2nd Ex-Post Evaluation Study
WV measurement vs first measurement / saw vs did NOT see the

Basis: Familiar with the concept
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KNOWLEDGE OF THE TERMS AND CONCEPTS — EUROPEAN COHESION PoLICY

The general public's understanding of the concept of ECP remained at a similar level to that measured in the first wave of the study. However, the percentage of
people associating this term with the equalisation of income differences between EU residents increased, with this understanding of the concept growing particularly

among the 65+ age group.
POPULATION 18-34 65+ Non urban
%o : i -~
- = = =
Knowledge of the concept of ECP: 70 67 58 58 82 78 70 68
. o 1st L 1t 2nd st 2nd st 2nd
European Cohesion Policy is...: wave wave — wave wave  wave wave — wave
(among those familiar with the concept)
u levelling differences
in development and standard of living
between different EU regions 0
9 61% il °8%
61% 67% [l 63% 6

= unanimity among EU countries

Reducing income disparities between
peoplelivingin the EU
; L 27%
21% 3 L 22%
21% , 16% 2% :
3 21%
; 7%
0
9% 11%

Decarbonised SE readers
59 74 A

68 67 78 81
T Didnotsee Saw
1st 2nd 1st 2nd the campaign the campaign
wave  wave

wave wave
54% o
60% ° 61% I 60% 35%

(]
22% :
20% 5100 I 1% 2R

equalising differences inaccess toroads,
motorways and other means of transport
! (] 0, 0,
N 12% A 1 o A . 10% 4% 12% 10%  13%
9% " 1 6 11%
9% 5% 4% : i
' 0 (4 0 (o
none of the above 6% 6% ! 9% 8% 59% 4% 6% 6% 6% o° 5% 7% = 6%
A% 5% | 6 4% 20 3% 3% 4% 4% 6% 2% 3% -\
Basis: N=1053; N=1010 N=230; N=222 N=250; N=179 N= 748; N=686 N=455; N=452 N=484; N=515 N=392; N=618.
P7. We would like to know what you think European Cohesion Policy is about. Please select one answer that describes what European Cohesion Policy is. _" uuuuu t VVVVVV
oliscer
A Statistically significant differences at the 0.05 level 2nd measurement vs first Ex-Post Evaluation Study Basic: Familiar with the concept of ECP p

WV measurement / saw vs did NOT see the campaign
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KNOWLEDGE OF THE TERMS AND CONCEPTS — sOCIAL INNOVATIONS

Funded by
the European Union

The correct understanding of the concept of social innovation increased among people aged 65+ and among residents of areas undergoing decarbonisation. In the 2nd measurement, a significantly higher
percentage of representatives of these groups interpreted the concept as "micro—projects aimed at innovative approaches to solving various social problems". Among those who have encountered the
campaign, a significantly higher percentage associate social innovation with “new and better solutions to social problems”, while a lower percentage with “micro—projects with an innovative approach to

social problems” (although both definitions are accurate).

POPULATION
Knowledge of the concept of Sl: 63 63

18-34

Decarbonised SE readers

2

Social innovation is:
(among those familiar with the concept)

65+ Non urban
-~
A
= 1)
1
65 60 62 64
1st 2nd Ist 2nd
wave wave wave wave

60 62 72 74 54 71 A
Did not see They saw
1st 2nd 1st 2nd the campaign the campaign

wave wave wave wave

27% ) 27% 30%

m Anew solution to a social problem that is better SAE0

thanexisting solutio ns for various reasons*

56 :I 57 :I
53 ] >3 :I

= Micro-projectsaimed atinnovative approaches to o

solving various social problems* 29% 19% 30% 25%
= New ideas for land use, proposed by people who

live together and use the land

9 27% )
23% o 22% 23% 26% 27%
New forms of cooperation between residentsin
local communities, involving the local community
14% 16% 15%  17% 14%  16% 15%  17% 14%  14% 17%  qay
0,
None ofthe above 5% 5% 4% 5% 4% 4% 5% 5% 5% 5% 4% 3% %
Base N= 965; N=953 N= 255; N=249 N= 200; N=139 N= 678; N=652 N=413; N=429 N=463; N=483 N=358; N=595
fime
P9. What do you think social innovation is?
pollster

A Statistically significant differences at the 0.05 level 2nd measurement vs first
25 WV measurement / saw vs did NOT see the campaign

Ex-Post Evaluation Study

Basis: Familiar with the concept of social innovation



AWARENESS OF SPECIFIC EXAMPLES OF SOCIAL INNOVATIONS 1/2

In the 2nd measurement of the study (after the informational campaign), the percentage of people aged 18-34 and those living outside urban areas who had heard of at least one social innovation
65+

POPULATION

presented in he study increased significantly.
1st measurement
-

- 2nd measurement

=

®
w
Iy

'

1} 2

I 29%

I 1%
I 19%

Impact indicator3
Community Mental Health Centres for children and young people —
facilities designed to provide assistance as quickly as possible after a need is reported I 7%
Dog carer — an app designed to help people with disabilities (PWD)
and elderly people with limited mobility and/or perception M 21% I 23%
"Living Life to the Fullest" —a method for a quick and comprehensive
therapeutic path, support for women with breast cancer I 11% 2% B 10%
"Time capsule — a recipe for loneliness" — workshops . minimum . minimum 1 minimum 1
on digital skills for seniors, conducted by schoolchildren Il 9% a4 1% 47 M 3% 44
48 57 A 47
Shopping bag with wheelchair attachments B 5% B % B 5%
Additional module for wheelchairs enabling the front wheels to be raised, ) )
making it easier to cross thresholds and get onto pavements B 5% B 10% B 5%
Shopping bag for a rehabilitation walker B 2% I 4% B 5%
Multi Space Sensor (MSS) device attached with a headband A .
to the head/harness, which uses a laser sensor to detect obstacles B 4% B 5% Hs5% A
Mobi Seni App — a mobile application for seniors . o
for smartphones with a simple and clear interface. B 4% B 5% 1 2%
i 3% 8% | 0% W
I 3% v I 3%
N=294; N=223

N=364; N=349

I 529

"Chess with imagination" — a comprehensive chess learning programme using memory
N= 1,450; N=1,428

techniques, aimed at children and young people with autism spectrum disorder (ASD)
I have not heard of any of them

Ex-Post Evaluation Study

110. Below are some examples of social innovations. Have you heard of any of them? If so, which ones?
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Non urban

I 29%
I 22%
M 10% v
W 5% minizw4um1
50 A
B 4%
B 5%
B 4%
B 4%
B 4%

I 3%

I 0% v
°

N= 1040; N=975

pollster

Basis: Total

A Statistically significant differences at the 0.05 level 2nd measurement vs first

WV measurement / saw vs did NOT see the campaign
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AWARENESS OF SPECIFIC EXAMPLES OF SOCIAL INNOVATIONS 2/2

The percentage of people who know at least one social innovation has significantly increased among SE readers.
Among those who saw the campaign, awareness of all the examples of social innovations is significantly higher than in the group that did not see the campaign (or does not remember it).

Impact indicator3

Community Mental Health Centres for children and young people —
facilities designed to provide assistance as quickly as possible after a need is reported

Dog carer — an app designed to help people with disabilities (PWD)
and elderly people with limited mobility and/or perception

"Living Life to the Fullest" —a method for a quick and comprehensive
therapeutic path, support for women with breast cancer

"Time capsule - a recipe for loneliness" — workshops
on digital skills for seniors, conducted by schoolchildren

Shopping bag with wheelchair attachments

Additional module for wheelchairs enabling the front wheels to be raised,
making it easier to cross thresholds and get onto pavements

Shopping bag for a rehabilitation walker

Multi Space Sensor (MSS) device attached with a headband
to the head/harness, which uses a laser sensor to detect obstacles

Mobi Seni App —a mobile application for seniors
for smartphones with a simple and clear interface.

"Chess with imagination" — a comprehensive chess learning programme using memory
techniques, aimed at children and young people with autism spectrum disorder (ASD)

I have not heard of any of them

1st measurement
I 2nd measurement

POPULATION

A
I 27%
B 21%
M 1%

minimum 1
9% 44

B 48
B 5%
B 4%
B 4%
B 4%

B 3%

I 529

N= 1,450; N=1,428

110. Below are some examples of social innovations. Have you heard of any of them? If so, which ones?

Decarbonised

I 26%
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minimum 1
W 9% 42

B 48
B %
I 4%
B 5%
3%

I 3%

I 520

N=638; N=645

SE readers

I 39%
I 30%
Il 16%
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B 12% 56

63 A

B 3%
B 3%
B 7%
B %
B 7%
B 7%

N 7% v

N=627; N=639
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Did not see the campaign
Saw the campaign

16%
I 37% A

10%

B 0% A
5%

B 16% A

5% minimum 1
0,
B 2% A 28

2% 66 A
3% A

3%
M 3% A

2%
Ho%s a

2%
W% A

1%
5% A

1%
Hoe%s A

72%
N 3% v

pollster

N=635; N=793

A Statistically significant differences at the 0.05 level 2nd measurement vs first
27 WV measurement / saw vs did NOT see the campaign
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ATTITUDE TOWARDS SOCIAL INNOVATIONS B

In the 2nd measurement of the survey, interest in social innovations declined among people living in decarbonised areas, while among the rest it remained at the same level as in autumn 2024.
However, among those who had seen the informational campaign before the survey, a significantly higher percentage not only considered such projects interesting, but also recognised their
necessity and impact on their own lives.

Social innovations are micro—projects, i.e. small initiatives or ideas submitted by ordinary people in response to social problems.
The AA club is considered to be the first social innovation. The first meeting of Alcoholics Anonymous was organised in 1930, and now it is a common, even systemic solution.
People with ideas can apply to selected organisations, which will help them refine their ideas and then award funding for their development and testing.

HOW NECESSARY HOW INTERESTING HOW MUCH DOES IT AFFECT YOUR LIEF
1st measurement
I 2nd measurement N= m NECESSARY (Very+rather) m INTERESTING (Very+Somewhat) u IMPACT (Very+rather)
145
POPULATION . I o I 520 I s
Wt
s
- 13- o N ©0% I /o I -7
L
‘ 294
N » [ 5 I 7 I s

1040
ol roruen v I I s I
D ocovoises ., I o B v I
Streaders oo I o I - N -
Did not see the campaign 635 85% 43% 58%
@ Saw the campaign 793 94% A 60% A 68% A

1. To what extent do you consider such projects necessary or unnecessary? |_12. And to what extent are such activities interesting or uninteresting to you?
3. To what extent do you think such activities can affect you personally and your life?

pollster

L1
L1

A Sstatistically significant differences at the 0.05 level Ex-Post Evaluation Study Basis: Total
28 WV measurement / saw vs did NOT see the campaign



WILLINGNESS TO BECOME A SOCIAL INNOVATOR - [

The willingness to submit ideas / proposals for social innovation did not increase significantly in the 2nd measurement. The percentages of people declaring specific reasons why
they would not submit their proposals are also similar — the most common reasons are: not knowing how to do it, lack of ideas and lack of courage. However, in the group of
people affected by decarbonisation, the percentage of those who believed that their project would not attract interest decreased. Among those who saw the information
campaign, a significantly higher percentage are willing to submit their idea for social innovation (nearly 2 out of 3 people in this group).

Why wouldn’t you submit your proposal ? POPULATION 1st measurement
Would not be willing N=342; N=342 - 2nd measurement
| ) 32%
I wouldn't know where to report it and how to go about it _ 34%
Willingness to submit an idea i 32%
& for social innovation = WOULD BEWILLING (Definitely + Probably) I don't have any ideas and | don't think | would come up with anything | g0 ’
N= 28%
I don't have the courage L 8%
POPULATION 145 1st measurement
_ 53% 2nd measurement ! : 28%
™ 1428 - I'm afraid of too much red tape and paperwork L 6%
“ 364 28%
A 18-34 a0 _ 52% I don't think anyone would be interested in my idea _ 25% 'y Decarbonised
0,
- . 22% 32%vs 21
F 294 I don't want to get involved L %
—~— 2 [ 50% 22%

| would be afraid that someone would criticise my idea L 19%

1040
I : i non—urban _ 0 18%
975 52% Due to lack of time L 19%

638
% haliaus i 16%
decarbonised o5 _ 52% I don't believe in such changes - 10%
627 ) _ i 13%
I'm afraid you need to make a financial contribution 10%

SE readers s I o
8%

635 | would rather develop my own business based on my idea than give it to someone else 7%

@D[d not see the campaign m
i 64% 2%
Saw the campaign 793 ° A Other | 19% o

|_14. If you had any ideas for social innovation, how likely would you be to submit your idea for such social innovation? I_15. Why would you not submit your idea? ~ LEEEESs

A Sstatistically significant differences at the 0.05 level 2nd measurement vs first measurement Ex-Post Evaluation Study Basis: Total
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KNOWLEDGE OF THE TERMS AND CONCEPTS — EUROPEAN JUST TRANSITION FUND | [

Currently, the understanding of the concept of the Just Transition Fund among the population is at a comparable level to that in the pre—test — more than half of the respondents are able to correctly identify its
objectives. However, among those who had previously encountered the informational campaign, significantly more had heard of the Fund. Not all of them, however, were able to provide its correct definition.

POPULATION 18-34 65+ Non urban Decarbonised SE readers

>
Knowledge of the concept: - é é m ’ @

Yes, | have heard of it and know what it means +

Yes, | have heard of it, but | am not entirely sure what it means 4 49 45 41 60 62 48 49 47 49 59 59 41 55 A
e e Didnotsee Saw
st st 2nd st 2nd Ist 2nd Ist 2nd st 2nd the campaign the campaign
wave i wave wave wave wave wave wave wave wave wave wave
m Fund financed by the Europ ean Union offering
financial support for the transformation of N 43% I 42%
regions* ] 9
g = | s0% Il 57% 58% [l 58% so% >4% M 599,
. . . : 66% 69% 64%
= Fundfinanced by the European Union offering |
financial support toindividuals ;
N 199 [l 20%
» Fundfinanced by the European Union offering ;
financing to reduce energy consumption ; T . 12%
14% 3 14% ° 17% 260 14% 13%
3 19% 11% 14% 12%
Fundfinanced by the European Union offering } 10% 13% 13% .
social assistance to peoplein crisis 13% ; 16% 12% 11% 13% 13%
| 3 12% 8 10%
o : 12% 11% 10%
\ e ab 10% ; 59% 4% 9% 8% 10% 9% 12% 9%
t ! 0,
one of the above 6% 8% : 10% 7% 5% 7% 5% 7% 5% 8% % Eg o [t
:] *correct definition Basis: N= 746; N=734 ‘ N=178; N=152 N= 187; N=146 N=519; N=494 N=327; N=327 N=373; N=386 N=265; N=4f'
ame
P8. What do you think the Just Transition Fund is?
pollster
A Statistically significant differences at the 0.05 level 2nd measurement vs first measurement / Ex-Post Evaluation Study Basis: Familiar with the concept FnRST
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Funded by

EUROPEAN JusT TRANSITION FUND — BETTER SOCIAL AWARENESS AND ATTITU BB

In the 2nd wave of the survey, the Fund's activities were rated higher than before the campaign. The general population was much more likely to rate its activities as a great idea, while a significantly lower
percentage shared a negative opinion about it. The increase in positive opinions in wave 2 was particularly noticeable among people living outside urban areas and aged 18—34. At the same time, in both groups,
there was a significant decrease in the percentage of people who were most critical of the Fund's activities. In the group that saw the campaign, more or less positive beliefs about the role of the Fund were

significantly more common, while the most negative assessments — about its ineffectiveness and deceiving people — were much less common.

The Just Transition Fund is one of the instruments of the European Cohesion Policy, i.e. a fund whose money is intended to provide financial support to regions most affected by decarbonisation, i.e. the transition from a coal-based economy.
The money is earmarked for supporting economic change, retraining and education, business restructuring and social projects. All this is aimed at ensuring a socially sensitive transition.

POPULATION 18-34 65+ Non urban
000 it —
- = s fat
1st 2nd 1st 2nd Ist 2nd
wave wave wave  wave wave  wave

Assessment of the activities of
the Just Transition Fund 3 9%
; ° I 13%
; 23%
m Thisis agreatideaand I believe it will bring many ;
positive changesto the regionsaffected by
22%
31% |
0 28% |
§ 24%
. 16% 27%
§ 14%

decarbo nisation.

19%
21%

m Itis good that such afundexists; perhaps it will
helpto save the regions affected by

decarbo nisation.
30%
= Some of the measures may be positive, but they 28%
will n ot completely eliminate the devastating

effects of this transformation on the regions.

= Theintentions behind the creation of this fund

- . R 14%
are good, but it will not improve the situation of
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Decarbonised

7

Ist 2nd
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§
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18% Nl 21%
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14% 164
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Ist 2nd

the campaign the campaign
wave wave
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11% N 159 d 1.
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22% .

24% 22%

24%

34%

3 32% W'\

e
X

11%

peoplein regionsaffected by decarbonisation. ) 14% 14%
. . . 17% 99 4% . 14% 16%
= It definitely won't be effective, | don't believein 16% 12% 10% K 4 16% [l 12% B 14% Il 14% A
such measures, it's just pulling the wool over
o 119 I 10% 14% 2% EXv
o 15% 14% 14% o, 14%
I don't know, it's hardto say 11% L 6% 7% 11% 0 12% ° 5% 6% 6% V
Basis: N= 1450; N=1428 N=364; N=349 N=294; N=223 N= 1040; N=975 N= 638; N=645 N=627; N=639 N=635; N=7.t3' e
D21. How would you rate this measure? Select the answer that best reflects your opinion on this issue. _I .................
pollster

A Statistically significant differences at the 0.05 level between 2nd measurement vs first measurement

32 Ex-Post Evaluation Study
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Basis: Total



PERCEPTION OF CHANGES CAUSED BY THE PROJECTS B

FINANCED FROM THE EUROPEAN JUST TRANSITION FUND

After the campaign, changes in the region related to the activities / projects financed from the European Just Transition Fund are noticed as frequently as before the campaign — they were noticed by
one in five respondents. However, they are noticed by a significantly higher percentage of people who had contact with the informational campaign than those who did not see it or did not

remember it.

3 ot =
| B =l ®
POPULATION ; Ml 18-34 amaa 65+ Non urban decarbonised SE readers
; Did not see Saw
NOTICING CHANGES RELATED TO 1st 2nd 1st 2nd 1st 2nd 1st 2nd 1st 2nd 1st 2nd the campaign the campaign
.. wave wave i wave  wave wave — wave wave  wave wave  wave wave  wave
Just Transition Fund :
DD DD Op DD BE pE =R
m | see (definitely + probably) i
9 57% : 53% 58% 57% 59% 54% 55% >
m | don't seeany (atall+ probably) 57% J 3 J 62% 55% J & g 53% 55% 56%
I don't know i 299
BE EE mE EE 257 Jl 2% E3 E3 % W o
Base N=1,450; N=1,428 ‘ N=364; N=349 N=294; N=223 N= 1040; N=975 N= 638; N=645 N= 627; N=639 N=635; N=793
°
D22. Do you see any changes in your region related to the Just Transition Fund? !Ime
pollster
A Statistically significant differences at the 0.05 level 2nd measurement vs first measurement / Ex-Post Evaluation Study Base: Total
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IMPACT OF EUROPEAN FUND INVESTMENTS — IN THE REGION B

Changes in the region related to EF investments are currently noticed by a comparable percentage of the adult population in Poland as in the first measurement. The percentage of people who
notice changes but assess them moderately (i.e. some of them positively and some negatively) has decreased. However, among those who have encountered some form of informational campaign,
a higher percentage (than in the group that has not seen the campaign) notice changes related to the EF - but both positive and negative.

Decarbonised SE readers
18-34 65+ Non urban
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223 s z P = O
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Impact of European Fund - = | ‘
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P7A. Which of the following statements about European Fund investments in your region do you agree with most? Select the one that is closest to your opinion. —" """""""""""

A Sstatistically significant differences at the 0.05 level 2nd measurement vs first Ex-Post Evaluation Study Base: Total
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IMPACT OF EUROPEAN FUNDS INVESTMENTS — ON LIFE

Funded by
the European Union

In the 2nd measurement, among the general population, a similar percentage of people perceived the impact of EU investments on their own lives as in the 1st measurement.
However, in the group aged 65 and over, the percentage of people who assessed the impact of investments on their own lives as at least partially positive increased.

Impact of European Fund
investments on YOUR LIEF:

SEES AT LEAST SOME POSITIVE CHANGES
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w | see theimpact of European Fund investments o nmyself
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INTEREST IN PROJECTS FINANCED BY THE EF

Interest in EU—funded projects that could be used by individuals is currently at a similar level to that recorded in the first wave of the survey.
Significantly higher interest is evident among people who have come into contact with the informational campaign.

Would like to hear more about EU-funded projects
from which they could benefit

POPULATION
1st 2nd
wave wave

m Yes (definitely +probably) 58% 58%
Neither
)

m No (not atall+ probably not

Base N=1,450; N=1,428

P20. To what extent would you like or not like to hear more information in the press or on television about new projects financed by the European Union that you could benefit from?
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KNOWLEDGE AND USE OF LABOUR MARKET SOLUTIONS FINANCED BY THE EF
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the European Union

In the 2nd measurement, among the general population, there was a significant decrease in the lack of awareness of the existence of solutions improving the quality of the labour market, financed by the EF.
A significant decrease in ignorance in this area was particularly noticeable among residents of non—urban areas. Among those who had contact with the informational campaign, there is a significantly higher
awareness of such solutions — significantly more people have heard about such an offer, although they have not always used it themselves and do not always know its details or where to find it.

Knowledge and use of solutions
offered by the EF on the labour market

Non urban

Decarbonised

SE readers

m | am familiar withthe offer and have
used it

= | know about the offer, but | don't useit

| know thereis an offer, but | don't know
where to look

m | know thereis an offer, but | don't know
the details

m | don't know, | didn't know there was
such anoffer
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D10. European Funds invest in the labour market, i.e. in improving the functioning of institutions responsible for the quality of the labour market in Poland. Are you aware of the solutions available to you that could improve your situation?
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REASONS FOR NOT TAKING ADVANTAGE OF AVAILABLE SOLUTIONS TO IMPROVE THE QUALITY OF WORK - th European Union

The most common reason for not taking advantage of EU-funded solutions aimed at improving the quality of work is still lack of interest/need. However, among the general population, the percentage of
people who did not know where to find information has decreased significantly. In addition, a significant decrease was recorded among residents of non—urban areas and areas covered by decarbonisation.
Those who had encountered the informational campaign were less likely to say that they were not interested in the issue. More often, the reason for not taking advantage of the offer was a lack of

knowledge about where to find information on the subject and a belief that it was too complicated to deal with.

POPULATION i _ Non urban i SE readers @
Why did you not take advantage of it? R ; 18 34 25+ Decarbonised
. [ ] [ ] |
among those who were aware but did not use them = 1 i =
f g ) - : | ] m ’
1st nd | 1t 2nd st 2nd st 2nd st 2nd st 2nd bid ’t’,‘fg see Thet’,',;aw
wave wave i wave wave wave wave wave wave wave wave wave wave Campalgn Campalgl‘l

m | have simply never been interested in it

0 26% M 27% 28% Il 26% 24% A4
29% I ° 35%
23% 24% 19%

% 2 22% 24%
i (]
23%
It seemed too complicated tome 10% 25 ] 17% v i v 19% 13 4% N
(] :

m My situation isgood and| don't need to improve it

m | didn't know where to look for information

N
[N
X
N
[
xX
N
a
xX

%
m | don't believe insuch solutions 9% A
[ 5% W 0% _
0, 0,
z o = o e
. ; . . A
u | didn't feel like looking, | don't have time for that v 2% 27% 2% 59 5% 6% 2% Y 7% 4%
9% 11% % 6% 9% 12% 11% 12% 8% 9% 9% 12%
Other o °
Basis: N= 742; N=801 N=186; N=194 N=149; N=128 N=532; N=553 N=333; N=367 N=369; N=423 N=261; N=540
°
D10B. Why did you not familiarise yourself with the offer in more detail and take advantage of any solutions aimed at improving your situation on the labour market? !Ime
ollster

A statistically significant differences at the 0.05 level 2nd measurement vs first measurement / Ex-Post Evaluation Study Basis: persons who did not take advantage of the offer

40 V saw vs did NOT see the campaign



POTENTIAL OF SOLUTIONS TO IMPROVE THE LABOUR MARKET 1/2 B e

Awareness of the existence of individual forms of improving the situation on the labour market, financed from European Funds, remained at the same level among the general population as in
the 1st wave. The results are similar among 18-34-year-olds, people aged 65+ and those living in non—urban areas.

1st measurement POPULATION

- 2nd measurement

Funding for training and courses _ 33%

=2
ol =
18-34 65+ m Non urban

I /5% B 16% I 33

Free courses and training offered by universities - 22%

I 20% M 0% . 22%

Participation in comprehensive projects helping return to work - 20%

29% 10% B 20%
I o

Comprehensive retraining programmes for areas transitioning away from coal B 4%

12% 11% B %
[ L

Kindergarten/nursery for children - 13%

20% 9% 14%
[ H L

Foreign trips — internships / volunteering - 11%

B 20% B % B 1%

Loans for training and courses - 10%

12% 5% 9%
L i o

I don't think I can count on benefiting from any of these solutions _ 42%

. 2% I, co% I 3%

Base N=1,450; N=1,428 N=364; N=349 N=294; N=223 N=1040; N=575

D10A. Which of the following solutions could you count on as part of measures to improve the labour market in Poland, financed by European Funds? e

No statistically significant differences at the 0.05 level between the 2nd measurement and the Ex-Post Evaluation Study Base: Total
41 first measurement.



POTENTIAL OF SOLUTIONS TO IMPROVE THE LABOUR MARKET 2/2

Awareness of the existence of most individual solutions on the labour market financed by EU funds is significantly higher among people who have had contact with the informational campaign.

’ Decarbonised

1st measurement POPULATION

I  2nd measurement

Funding for training and courses _ 33%

I 1%

Free courses and training offered by universities - 22%

. 2%

Participation in comprehensive projects helping to return to work - 20%

B 18%

Comprehensive retraining programmes for areas transitioning away from coal B 4%

Kindergarten/nursery for children - 13%

B 0%

Foreign trips — internships / volunteering - 11%

- 11%
Loans for training and courses - 10%

B 10%

I don't think | can count on any of these solutions _ 42%

| M %
| I 5%

Basis N= 1450; N=1428 N= 638; N=645

D10A. Which of the following solutions could you count on as part of measures to improve the labour market in Poland, financed by European Funds?

SE readers

I 1%
B 2%
R 5%
B 2%
B 4%

B 10%

B 4%
I 2%

N=627; N=639

Funded by
the European Union

©®

Did not see the campaign 26%
Saw the campaign 40% A

19%
25% A

16%
24% A

9%
19% A

11%
15%

10%
12%

7%
13% A

55%
31% Y

N=635; N=793

A Sstatistically significant differences at the 0.05 level 2nd measurement vs first measurement /

42 Ex-Post Evaluation Study
VW saw vs did NOT see the campaign

Basis: Total

pollster
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PLACES AND FORMS OF INFORMATIONAL ACTIVITIES B e

The percentage of people who noticed any information activities about investments from European Funds remained at the same (high) level as before the campaign — nearly 3 out of 4 people remember
some information activities on this topic. The most common place where they were noticed was television, while the most frequently indicated forms were advertising, news programmes and articles.

Place where actions were noticed

. 32% Form of activities
Television | 50% (among those who noticed):
Internet news sites (e.g. onet.pl, wp.pl, gazeta.pl, se.pl, 18% Adverti . 46%
ples) T | vertisement |
i) e . ° noticed any activities: 51%
15%
i i i 46%
Social media (e.g. Facebook, Instagram, Twitter) _ 16% 74% B 1 st Information programme 4o, )
. . 14%
Billboards on streets/in urban areas _ 14% measureme nt Article 30%
15% _ 26%
0

Radio

I v 73% — 2nd broadeast 16%
Internet (excluding news websites and social media) _ ﬂf’//i measurement _13;6:%
YouTube 11% pedcated websle _ 15% No statistically significant differences
B 10% i 10% at the 0.05 level
Press, printed magazines - 7;0 % _80/ 11%
Street surveys . 2% Podcast - 90%

2%
1% C d o
Other () rosswor
I 1% B %
0,
I don't know / | don't remember 21% Other o °
22% 1 measurement . 2%
1 measurement N=800
| have not come across any 26% ) 5%
e e . 77 e conlnou afictiosy [ sy = 2 messurements 785

Basis: 1st measurement N=1450, 2nd measurement N= 1428

K1. Have you come across any information activities about European Fund investments in the last few months? This includes various types of materials explaining how and what European Funds are spent on in Poland.

Q2. What form did the activities you encountered take? & me
pollster
A Sstatistically significant differences at the 0.05 level 2nd Ex-Post Evaluation Study Basis: Total
44 WV measurement vs first measurement



Funded by
the European Union

Relatively few people remembered the "Helping Hand" sign. In the group that came into contact with
the campaign, this percentage was significantly higher, as was the case among SE readers.

Almost every third respondent correctly interpreted the message of the sign. Understandably, it was
interpreted correctly much more often by people who had come into contact with the campaign.

LOGO VISIBILITY

Remember / have seen the logo / sign:

A St readers (10%)

0,
8% A Saw the campaign (13%)

@ Among those who came into contact with the campaign in the following sources:
B . . Weekend Regional .
Understanding of the message conveyed by the sign: popuLATION the ;ar:'paign ( Movies Crossword articles articles Reports Website

T T T T T T, e T T EEEEE A EEEEEEEEEEEEEEEEEEEEEEEEEEEEEmE— ~N
: CORRECT RESPONSES: -29% A f;;‘;;’;fj ) 36 3 33 39 39 34 37 :
Encourages the use of funding opportunities - o Readers
for various activities under the European Cohesion Policy 18% A st (25%) 2 21 19 27 25 21 25
Encourages involvement in local assistance - o
for vulnerable people in difficult life situations 13% o 20 21 18 18 20 27

Provides information on investments financed . 9% 10 10 1 10 11 10 10

by European Funds / European Cohesion Policy

Provides information on opportunities . o
to benefit from local social assistance 8% e 10 14 1 i1 10 8
Encourages participation in public consultations I 3% 4 4 6 4 5 4 3
Provides information on the referendum on European Cohesion Policy I 2% B 5 5 4 3 5 5
Provides information about the benefits o 2
of accepting new countries into the European Union I 1% 3 4 3 3 3 2

I don't know _ 45% 29 26 21 23 24 26 19

Basis: N=1428 793 443 282 446 541 443 217 ti me

L1. Have you seen this sign or logo anywhere recently? / L3. Do you know what this logo means? Select one answer.

pollster
74 A Sstatistically significant differences at the 0.05 level vs. Population in Ex-Post Evaluation Study Basis: Total
63 V¥V 2nd measurement
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CAMPAIGN / WEBSITE VISIBILITY

Funded by
the European Union

Over half of the total population encountered at least one form of the informational campaign.

Readers of Super Express were significantly more likely to have encountered the campaign.

18-34

52

POPULATION
o @

53

Non urban
65+

'

e 1A

56 54

Decarbonised

9

54

SE readers

pollster

46

74 Statistically significant differences at the 0.05 level vs
63 Population 2nd measurement

Ex-Post Evaluation Study Basis: Total 2nd measurement N=1271



WHO ARE THE RESPONDENTS WHO SAW THE CAMPAIGN? Bl e v

The structure of the group of people who came into contact with the informational campaign on EF is largely comparable to the structure of the adult population in Poland
There are slight differences in terms of gender — women account for a significantly higher percentage of people who have seen the campaign than in the population as a whole

On the other hand, men and rural residents account for a lower percentage than in the population.

m They saw the campaign

@TI? Gender = Population OQQ Age =% Education

55% - 18-34 I %‘;://0 Basic\ Professional - 33560{2
I ’
35 29% Secondary 37%
[ 24% ! 25%
>0 23% Higher - 27%
Women 65 [ 25%
23%
~L7)Y Size of place of residence * .
p=.l Region

South i 23%
Vilege I 36% Y outhernregion [ 7%
20%

Town up to 20,000 . f-fo//oo Central region 21%,
City 20,000 to 50,000 [ Ho% Eastem region %?:/A’
(]
. 10¥
City 50,000 to 100,000 . 18%0 North-western region %gg‘(’)
" 0,
City 100,000 to 200,000 [ 2% North ) 13%
. . orthern region 15%
City 200,000 to 500,000 ¥ gofg
South-western region %83//2 °

City 500,000 and more - %goo//g
pollster

Basis: 2nd measurement: Population N=1428, Saw the campaign N=793

Ex-Post Evaluation Study

A Statistically significant differences at the 0.05 level Saw
47 VW the campaign vs. Population



m They saw the

WHO ARE THE RESPONDENTS WHO SAW THE CAMPAIGN — MEDIA

The group of people who came into contact with the informational campaign read the press in paper form or online news portals significantly more often than the general population.
A significantly higher percentage of this group are readers of all the most important daily newspapers in Poland, both in print and online.

campaign

use
of media

0,
Watching televison | 82%

80%

Using social media (TikTok, _ 80%

Facebook, Instagram) 79%

Watching video content online _ 76%

(e.g.YouTube) 76%

0,
Listening to the radio _ 74%

72%

Using news websites (e.g. Onet, _ 64% A

WP, wyborcza.pl, se.pl, etc.) 61%

0,
Listening to podcasts _ 36%

33%

0,
Reading newspapers in print _ 38% A

30%

0%

None of the above
1%

use of press titles

in print

o I 8% A

13%

0,
Gazeta Wyborcza - 16% A
11%

o T 50 4

11%

0,
Rzeczpospolita . ?f’ A

(]

, . 8% A
Zycie o

0

o A
Our Daily I 6%
4%

0,
Gazeta Polska I %

0

use of online press titles
online press titles

o, A
Gazeta Wyborcza - 31%

25%

23%

o I 25% A

19%

% A
Rzeczpospolita - 24%

18%

0,
Gazeta Polska - 17% A
13%

0,
Our Daily . 12% A
9%

e W% 2
7%

P1. Indicate which of the following activities you engage in from time to time. P2. Which daily newspapers do you read at least occasionally? Indicate those that you read in print and online, i.e. on the Internet.

48

A Statistically significant differences at the 0.05 level Saw
VW the campaign vs Population

Ex-Post Evaluation Study

Basis: 2nd measurement: Population N=1428, Saw the campaign N=793
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VISIBILITY OF CAMPAIGN MATERIALS — SUMMARY R

Among the campaign materials presented in the survey, regional articles were the most memorable - by over 1/3 of the total population. A slightly lower percentage of the total population had contact
with reports. Almost one in five declared that they had encountered crossword puzzles related to the topic of EF. The respondents had relatively the smallest contact with the dedicated website
(www.se.pl/pomocnadlon), whether it was the information posted there or the subpage with answers to frequently asked questions.

Regional articles

Weekend articles Crosswords Website

1y
[Podiarpackie dba,
oseniordy = 1)

WSPOLDZIALA)
1 WYGRYWA)

noticeability 26 36 A 32 A 28 28 19 v 14v h
1
1

in print media 9 4 - 7 7 / \ 1

1

online/internet news services 8 6 4 6 3 :

11 9 I

: . 1

on the Internet outside news websites 8 7 8 4 3 website FAQ .
on social media 7 7 3 4 3 social innovation  on social innovation :

(e.g. Facebook, Instagram) and EF and EF 1

1

| don't remember where 13 14 11 11 7 1

S _ //

*total percentage of people t'
Q2. Have you encountered this or similar material on European Funds before? Q2.2 Have you encountered such a website on the Internet before? who indicated the website or FAQ page Ime
pollster
49 A statistically significant differences at the 0.05 level vs. Ex-Post Evaluation Study Basis: Total 2nd measurement N=1428

WV the average for a given indicator


http://www.se.pl/pomocnadlon

EVALUATION OF CAMPAIGN MATERIALS — SUMMARY Lo

Almost all of the campaign formats were rated similarly in terms of attractiveness - with the exception of crossword puzzles - they received a significantly lower score.

The degree of comprehensibility of the message in each format was also assessed similarly, with the Komentery series standing out in this respect, receiving significantly more high ratings.
In terms of the importance of the message in a given form, the highest score was achieved by regional articles and the website www.se.pl/pomocnadlon.pl

Compared to other formats, crossword puzzles stand out negatively, receiving significantly lower ratings among all respondents on all three indicators.

Crosswords Website

,Komentery” series

Regional articles

- = [ -

Ay -

nng‘

zawdd 9

%91

& WSPOLDZIALA)
1 WYGRYWA)

Average

Vi 0
attractiveness 60 - 60% - 60%

m | like it (very much+somewhat)

m Understandable (very+rather)

importance 66
m Important (very+rather)

*total percentage of people ti m e

Qda. How much do you like or dislike this activity/publication? Q4b. How understandable or incomprehensible do you find this activity/publication? who indicated a website or FAQ page

Z5. How important is it to provide information in this way about activities that have been financed or can be financed by European Funds _,,,?
pollster
Basis: Total 2nd measurement N=1428

A Sstatistically significant differences at the 0.05 level vs. Ex-Post Evaluation Study
50 VW the average for a given indicator


http://www.se.pl/pomocnadlon.pl

CAMPAIGN MATERIALS — SUMMARY IN SUBGROUPS 1/2

All formats were noticed more often and rated significantly higher on all indicators in the group of Super Express readers and people who saw the campaign before the study.
Regional articles were noticed by a comparable percentage of people, regardless of age group or place of residence. However, their attractiveness was more often appreciated by people in the 65+ age group
and much less often by those aged 18-34. The same applies to the assessment of the comprehensibility of the message and the importance of conveying information in this format. The reports were more
popular among people aged 65+. This group also rated this format higher on other indicators, such as comprehensibility and importance. This format was less popular among the younger group (aged 18-34),
who rated its attractiveness and importance significantly lower. This format was also less popular among people from areas affected by decarbonisation. The Komentery series of videos was also more

attractive to the 65+ age group. The youngest group, aged 18-34, rated their attractiveness and the importance of the information conveyed in this way lower than the other groups.

Funded by
the European Union

18-34 65+ Non urban decarbonised SE readers @
- .
ﬁ é é m ’ tigig:v;ﬁ;n th:,;z}rlns::ilgn
Regional articles - -
= e noticeability [l 36% 38 38 3 38 > - ¢
attractiveness [ 60% 47 73 60 58 72 50 69
understanding [ 72% 64 79 72 71 81 65 78
importance [ 70% 58 83 69 69 80 62 76
visibility [l 32% 27 38 32 33 45 - 60
attractiveness [ 60% 51 68 60 57 72 50 69
understanding [N 70% 67 76 70 69 79 63 76
importance [N 68% 60 77 66 67 76 58 77
»Komentery” series noticeability [l 28% 30 2 2 » # - 54
=S attractiveness [ 63% 56 69 63 64 72 53 7
understanding [ 76% 72 78 76 77 82 69 82
importance [ 69% 63 72 69 69 76 61 76
Basis: N=1,428 N=349 N=223 N=975 N=645 N=639 N=635; N=793
51 74 Statistically significant differences at the 0.05 level Ex-Post Evaluation Study Basis: Total 2nd measurement N=1428

63 vs Population in 2nd measurement / saw vs DID NOT see



CAMPAIGN MATERIALS — SUMMARY IN SUBGROUPS 2/2 B e

Weekend articles were also more often noticed by people aged 65+. In this group, they also received significantly higher ratings in terms of attractiveness and importance of the message. People aged
18-34 rated them significantly worse on these indicators.

Crosswords puzzles were definitely more popular among people aged 65+. On the other hand, the group aged up to 34 rated the importance of information in this format significantly lower. A dedicated
website on innovation was significantly more popular among people aged 65+. This group also more often appreciated the comprehensibility and importance of the message. The youngest group rated
both the attractiveness and importance of the website lower than the other groups.

N b SE read
18-34 65 on urban Decarbonised readers @
0900 it ! Didn't see They saw
"* * ] m ’ the campaign the campaign
Weekend articles
noticeability [l 28% 23 36 29 29 46 54
attractiveness [ 57% 47 68 56 56 69 47 67
understanding [ 70% 66 73 69 68 79 62 76
importance [ 65% 56 76 64 64 76 59 7
noticeability [ 19% 22 18 18 21 28 36
attractiveness [ 55% 53 62 55 54 63 48 62
. understanding [ 64% 65 67 64 63 68 59 70
1 WYGRYWA)
H 0,
CE=s importance - 54% 26 59 53 52 62 47 61
_ Websites noticeability [l] 14% 1 15 13 14 21 2
(average for both websites surveyed)
attractiveness [ 63% 57 72 62 62 71 53 71
understanding [ 71% 70 77 79 69 75 64 76
importance | 70% 63 78 69 69 77 62 77
Basis: = =. =. = = = =635; N= .m
N=1428 N=349 N=223 N=975 N=645 N=639 N=635 N=753 !I .......... e
pollster
74 Ex-Post Evaluation Study Basis: Total 2nd measurement N=1428

63 vs Population in 2nd measurement / saw vs did NOT see



INFORMATIONAL CAMPAIGN AS A WHOLE — PER GROUP B

According to the respondents, the campaign as a whole has a clear message. The vast majority (more than 2 out of 3 respondents) agreed that the campaign provides them with new information and
broadens their knowledge about the opportunities offered by European Funds. The majority of the general population agrees that the campaign conveys its messages well and therefore fulfils its role.
Relatively few, significantly less than half of those surveyed, believe that the campaign addresses issues that directly affect them. The campaign’s message reached the oldest group (65+) to the greatest
extent, and the youngest group (18-34) to the least extent. The campaign's message is more often clear to SE readers. Previous exposure to the informational campaign also translates into a better
understanding of the information conveyed.

18-34 65+ Non urban Decarbonised  SE readers @
[ g [ M ' -
N POPUIatlon ol a m ’ Did not see Saw
Measures presented: L ) the campaign  the campaign

Strongly agree+ Somewhat agree

Y

:

FRTTN 1

expand my eyttt pean Fondenolc: (NG 59 % ® °8 e °2 G
i

4

how the changes that have taken place
in the env%ronment [} re%‘ie ents ofa é’i%ferent (F:)iaes

broaden my knowledge of European Cohesion Policy _ 67% 58 75 66 65 77 58 75

provide information on issues related to the everyday life of Poles _ 67% 58 75 67 66 76 58 75
providenformation boutspperunites o henef rom Eveeszn e I < 59 2 & 5 7 58 7
they themselv%rs‘cc%lrl\rg%ﬁgfﬁo r!?n%%ﬁ?gglé%hﬁ}rhgg _ 66% 63 70 66 64 74 57 7

can change for the befia: et sLoramany fois: NG - 55 7 64 64 76 58 72

show that Poland is changing for the better _
tﬁaRks Fo uropean ungs 65% 36 8 65 62 74 >7 2
make me understand better
what European (?ohesion Poﬁcy |as all a%out _ 64% 52 " o4 62 74 >4 7

inform me about things that are important to me _ 55% 45 63 56 52 65 43 65
talk about things that directly affect me [N 22% 35 44 41 43 51 32 51
RATING INDEX 57 @ 64 63 @ 56 @
Basis: N=1428 e

Z76. Indicate to what extent you agree or disagree with the following statements regarding the presented activities/publications 349 223 975 645 639 635

74 Ex-Post Evaluation Study Basis: Total

63 vs Population in 2nd measurement/ Saw vs Did not see the campaign
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INFORMATIONAL CAMPAIGN AS A WHOLE — PER FORMAT SEEN B

The intended messages are best conveyed by a dedicated website and, to a lesser extent, by weekend and regional articles.
Among those who came into contact with these formats, the campaign achieved significantly higher results on all indicators surveyed, as further demonstrated by the assessment index.

Among those who have come into contact with the campaign in the following sources:

ruousze®)

—
P
0o 0 L =
P.“ N
Measures presented: Po p u I at ion Reports ,,Komeptery" Weekend articles Crossword Websites
Strongly agree+ Somewhat agree series

\

1

RTT 1

e irogissies iy I - e e u g w o
1

:

4

e e s e TP ke e I - . - s - i e

broaden my knowledge of European Cohesion Policy _ 67% 77 74 74 20 70 83

provide information on issues related to the everyday life of Poles _ 67% 76 74 74 20 76 85
provide Information about opg e e e T G et QRean unds R 77 72 72 79 69 83
ey hemsen LTSRS 3Pk ether I - - - - . o

can change for %ng\géptaetrttm%rlmg %c? ESFS'E;’%%WF'L"J% _ 66% 75 71 71 76 71 83

show tha Poland 3 ranging fo the heter |y .. n - - s . o

what Europearr1n ééﬁsensqi%rli' rl-!’g a/t?sna Ig%tc}S{ _ 64% 75 70 70 79 71 83

inform me about things that are important to me _ 55% 67 66 66 72 67 76
talk about things that directly affect me _ 42% 55 53 53 58 58 69

RATING INDEX 74 71 71 7 71 e

Basis: N=1428 541 443 443 446 282 b Lo

Z6. Indicate to what extent you agree or disagree with the following statements regarding the presented activities/publications

74 Ex-Post Evaluation Study Base: Total

63 vs Population in 2nd measurement

pollster
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COMMUNICATION ABOUT THE IMPORTANCE | [
AND ROLE OF INVESTMENTS FROM THE EUROPEAN FUNDS

In the opinion of the majority of respondents, the campaign moderately raises public awareness of the importance and role of European Fund investments in the everyday life of Poles, which is mainly
due to a lack of opinion on the subject. However, among those who have seen the campaign at least once, half believe that the entire campaign has this message. A significantly higher percentage of SE
readers also perceive this message in the campaign.
"A CAMPAIGN consisting of all Non urban Decarbonised SE readers
materials and publications presented
effectively raises public awareness of the role and importance of o
European Fund investments in the everyday life of Poles"

Did not see Saw the
the campaign  campaign

29% 27% gee
2%
50%

100%
71% 72%
55%
46%
2% 3% 3% 4%
639

= TOP 2 BOXES
(Definitely + somewhat agree)

= | neither agree nor disagree

| = BOTTOM 2 BOXES
8 coniat yionis = (Not at all +rather disagree)

§ WSPOLDZIALA)

1WYGRYWA)

Base: N=1428 975 645 635 793
t.
K1. To what extent do you agree or disagree that the CAMPAIGN, consisting of all the materials and publications shown to you, effectively raises public awareness of the role and importance of European Funds in the everyday life of Poles? _Ime
pollster

A Sstatistically significant differences at the 0.05 level vs Population 2nd measurement / Ex-Post Evaluation Study
55 WV Saw vs Did not see the campaign



IMPACT OF THE CAMPAIGN ON OPINIONS ABOUT THE OPPORTUNITIES OFFERED BY EF | [

The campaign has the potential to influence a more positive perception of EF and the opportunities it offers — almost half of the respondents declare that the presented fragments of the campaign have
changed their perception in this regard to a more positive one. The campaign has a significantly greater impact on people aged 65+ and SE readers. The campaign had the least impact on the 18-34 age
group. Nearly one in three respondents in this group stated that the campaign had not changed their opinion about the opportunities offered by EF. Those who saw the campaign before the survey were
significantly more likely than those who did not see it to change their beliefs about the opportunities offered by the EF to a more positive ones.

Non urban Decarbonised SE readers
18-34 65+
Belief in the opportunities offered by European Funds 090 2 ’ @
f pp ffe y Europ 228 g A o3
””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””””” Didnotsee  Sawthe

5 — e m e the campaign  campaign
: ﬁfp Gq a .,:.ﬁ s - ﬂ.!

? “mw 'ld dz zay d@ x

A I ol = C«'( e m Yes, they have changed for the better

37%
46% 46%

w Yes, they have changed — some for the
worse, some for the better

m Yes, they have changed for the worse

» They haven't changed

I don't know, it's hardto say

WSPOEDZIAEA)
1 WYGRYWA)

56

- - Base: N=1428 349 223 975 645 639 635 793
-
Z7. Do you think that your opinions on the opportunities offered by European Funds have changed as a result of this informational campaign? tlme
pollster
A statistically significant differences at the 0.05 level vs Population 2nd measurement / Ex-Post Evaluation Study

WV Saw vs Did not see the campaign



IMPACT OF THE CAMPAIGN ON PERCEPTIONS OF EU COHESION PoLicy B

The campaign also has a positive impact on the perception of EU Cohesion Policy — almost half of the respondents changed their opinion about it to a more positive one after viewing the materials. The
campaign has a significantly greater impact on people aged 65+, and significantly less on those aged 18—34. The latter group most often said that the campaign has not changed their opinion.SE readers

were significantly more likely than other respondents to change their opinions to more positive ones. Similarly, those who had previously been in contact with the campaign were significantly more likely
to admit that the campaign had a positive impact on their opinion of EU Cohesion Policy.

Non urban Decarbonised SE readers

18-34 65+
Assessment of EU Cohesion Policy 22 din

Did not see Saw the
the campaign ~ campaign

PJ f o ned

b m.wa.W@;g

._mYes, they have changed for the better

46% 45%

55%
u Yes, they have changed — some for the °
worse, some for the better

54% BN

m Yes, they have changed for the worse

0,
%
= They haven't changed
29%
| don't know, it's hardto say v
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