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Step One: Sharing Platform 
results

1 A glossary of key terms is available at http://ec.europa.eu/social/main.jsp?catId=1323&langId=en
2 Many thanks to Pål Lund, Norwegian Labour Inspection Authority for allowing us to adapt his model.

1. Introduction 

What does the European Platform tackling 
undeclared work seek to achieve? 

Undeclared work1 involves any paid activities that are 
lawful in nature but not declared to public authorities, 
taking into account the differences in EU Member 
States’ regulatory systems. 

Created in 2016, the European Platform tackling 
undeclared work (forthwith the Platform) aims to: 

 ▶ enhance knowledge sharing and cooperation 
among national authorities and others involved 
in tackling undeclared work;

 ▶ help Member States to deal better with 
undeclared work; 

 ▶ increase public awareness of undeclared work.

Why is it important to tackle undeclared work 
and how should it be approached?

Tackling the complex problem of undeclared work 
requires a holistic approach, with national governments 
joining up the policy areas of labour, tax and social 
security law at both strategic and operational levels. 
This approach also requires cooperation with social 
partners and other key stakeholders, such as local 
authorities, courts, border authorities, police, etc. 

It is essential that key learnings shared with and 
developed by the Platform are disseminated to the 
appropriate national authorities and social partners. 
This allows for the development and implementation of 
effective national strategies and approaches to tackling 
undeclared work.

The role of Platform members and observers

As a Platform member or observer, you are considered 
an ambassador of the Platform. The Platform provides a 
space and opportunity for you to enhance the impact of 
the work you do at national level by:

 ▶ sharing information and expertise with your EU 
counterparts;

 ▶ identifying good practice (what works well in 
one country that could be adapted/applied to 
another); 

 ▶ increasing your knowledge and evidence base of 
what works; 

 ▶ engaging in closer cross-border cooperation and 
joint activities.

One of your roles is to help disseminate the Platform’s 
work and results (e.g. learning papers and good 
practices) among your colleagues, social partners and 
a wider audience at national level. Figure 1 illustrates 
your role as an ambassador of the Platform’s work.

Figure 1: Disseminating to stakeholders: your role between the Platform and stakeholders2

http://ec.europa.eu/social/main.jsp?catId=1323&langId=en.
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Who are the key stakeholders involved in 
tackling undeclared work?

Besides labour inspectorates and tax authorities, other 
stakeholders include:

 ▶ Ministries responsible for:

 • social affairs

 • finance/business/growth/economy

 • specific sectors (e.g. transport, construction, 
agriculture, tourism)

 • justice, security and immigration

 ▶ Social security departments/offices

 ▶ Social partners

 ▶ Health and safety authorities

 ▶ Sectoral workers associations

 ▶ Non-profit/non-governmental organisations 

 ▶ Local/regional authorities

 ▶ Financial police

 ▶ Lawmakers/courts

 ▶ Embassies and authorities in other Member 
States

 ▶ Whistleblowers

Experience from the Central Customs 
Authority, Germany

Recognising that combating undeclared work is not 
only a task carried out by public authorities, the 
Federal Ministry of Finance set up a nationwide 
Action Alliances with employers’ associations and 
trade unions in nine sectors. The representatives of 
the Federal Ministry of Finance, the Central Customs 
Authority, social partners and other organisations 
exchange information at annual working group 
meetings. There are also regional Action Alliances 
through which important regional aspects of national 
issues are discussed. The social partners in the 
alliances receive sector-based data and provide 
information about possible cases of undeclared 
work, leading to better inspection outcomes. The 
Alliances have also undertaken joint actions such as 
publishing leaflets and raising awareness. In order to 
be effective, the information given by social partners 
needs to be precise, so an online form was developed 
to facilitate information sharing. The public act of 
signing up to an Action Alliance has also been a 
success factor, as it gives employers’ associations 
and trade unions the chance to raise their public 
profile and engage in dialogue about developments in 
the relevant industries. 

Experience from the Swedish Work 
Environment Authority

As tackling undeclared work is high up on Sweden’s 
national political agenda, there is close collaboration 
between all national authorities and social partners, 
in addition to wider collaboration with other Nordic 
countries. 

The sharing of information is made possible through 
a steering group and proactive programme office. 
Their dissemination activities include:

 ▶ sharing information about the work of the 
Platform at regular meetings (external and 
internal);

 ▶ national stakeholder meetings four times a 
year;

 ▶ regular newsletters to social partners and 
authority/ministry partners;

 ▶ sharing other relevant materials from 
working groups by email;

 ▶ other activities, such as organising 
presentations and events, and encouraging 
different authorities to attend and act as 
ambassadors for the Platform.

In 2017, Swedish Platform members organised a 
series of five national seminars, inviting national 
institutions to discuss how to boost the fight against 
undeclared work and how the resources created by 
the Platform could help. Each seminar focused on a 
specific issue, and these events helped to define a 
common language and understanding of key concepts 
and roles. See Annex 1 for an example national 
seminar agenda.

In Germany, the Central Customs Authority provides a 
valuable forum for sharing information. It also serves 
as a tool for gathering key information from both 
employees and employers to help inform the Platform’s 
work. 



3

2. Q&A: Answering questions on the 
tip of your tongue

Who is the toolkit for and why do we need it?

This toolkit has been developed to support Platform 
members and observers to communicate with their 
national stakeholders, to disseminate the Platform’s 
results and outputs, and raise awareness of its work.

The toolkit will help you to:

1. Share knowledge: disseminating the Platform’s 
outputs will help spread messages, knowledge, 
lessons learned and so much more. Sharing 
information across agencies will strengthen the 
impact of learnings developed by the Platform. 
In addition, the valuable feedback you get from 
colleagues and stakeholders can be channelled 
back into the Platform.

2. Build credibility as an expert: disseminating 
information from the Platform will make our 
joint efforts more visible and build your authority 
as an expert in fighting undeclared work. Your 
colleagues and external partners will appreciate 
it if you share the Platform’s results in an easy, 
accessible way. Depending on the circumstances, 
sharing information could also lead you to 
expand your network and make new connections.

3. Increase awareness of the Platform: Another 
benefit of disseminating Platform outputs is to 
increase general awareness of the Platform, 
and to promote the credibility and reach of 
our combined efforts. In turn, we hope to build 
a strong network that will support our overall 
effort to tackle undeclared work across the EU. 

Do you need to be a communications expert? 

No. 

We are aware that most Platform members are not 
trained communications experts. For this reason, we 
have produced a whole spectrum of dissemination 
activities and tools (see Figure 4) that you can use to 
share the Platform’s results. It identifies several ways to 
help you share key messages and outcomes, no matter 
how much or how little time you have. Where possible, 
we suggest that you also collaborate closely with your 
internal and external communications colleagues for 
expert advice in developing and implementing activities. 

3 See: http://ec.europa.eu/social/udw

What is in this toolkit?

This toolkit is packed full of guidance and resources that 
are designed to help you communicate the Platform’s 
work and results, engage with stakeholders and spread 
your collective success. 

It is a handy and easy-to-use guide on communication 
and dissemination. In it, you’ll find a range of 
methodologies, tips, and sample support materials 
to improve dissemination of the Platform’s results 
at national level, and to monitor the impact and 
effectiveness of those activities. These approaches have 
been discussed with Platform members and reflect 
feedback received at the Communicating Effectively 
dissemination seminar in September 2018 (Brussels).

You might also like to read a further toolkit called 
Information tools and approaches to reach out to 
workers and companies in the fight against undeclared 
work.3 This guide for practitioners showcases examples 
of how Platform members use information tools to 
tackle undeclared work effectively.

3. The dissemination spectrum: 
reaching audiences through the 
right activities and tools 

Sharing Platform results with your colleagues and 
other relevant partners is likely to be in addition to your 
normal job. So based on Platform members’ feedback 
we propose a spectrum of dissemination activities and 
tools (see Figure 4) to help you weigh up and carry out 
the activities that best suit your circumstances. 

Your level of involvement can vary from sharing existing 
content to organising information or training sessions 
for certain work groups, and anything in between. For 
example, it could be going for a coffee with a colleague 
to discuss the workshop you attended, or tailoring some 
Platform outputs to your local context. 

It is important to choose dissemination channels that 
will work well for the target audience, and for the type 
and complexity of message to be communicated. Each 
Platform member can choose the approach that best 
fits their own audience, environment and resources at a 
particular time and, ultimately, the style that they feel 
most comfortable with.
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This could include, for example, posting Platform materials on your website as the European Builders Confederation 
has done.

Figure 2: Including Platform outputs on your website

Or, for inspiration on using Twitter to help with dissemination, check out @bart_stalpaert and #undeclaredwork.

Figure 3: Using social media to share Platform outputs

https://twitter.com/bart_stalpaert
https://twitter.com/hashtag/undeclaredwork
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Moreover, the communication tools4 and activities 
complement each other and can function together at 
different moments. For example, your target audience 
can be exposed to several different tools at different 
stages of your activity timeline, such as:

1. Receiving a newsletter from the Platform;

2. Receiving an executive summary covering the 
key points discussed at a seminar, or a short 
article about a new report that has recently been 
published; 

3. Discussing key points during an informal 1-to-1 
meeting or as part of a bigger event.

4 See the Annexes for samples. For real examples from Platform members, see also the Toolkit on information tools and approaches to reach out to 
workers and companies in the fight against undeclared work. 

Experience from the Labour Inspectorate, 
Ministry of Social Affairs and Employment, 
the Netherlands

To emphasise the importance of tackling undeclared 
work and create a common approach within the 
Netherlands, the Platform representative mapped 
out and prioritised the relevant stakeholders. Certain 
target groups and offices were encouraged to send 
representatives to Platform events and national 
seminars. Event participants later shared the learning 
with their own stakeholders (multiplier effect), which 
resulted in increased understanding and interest in 
the Platform’s work.
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Figure 4: Spectrum of dissemination activities and tools
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Figure 5: How to choose which dissemination activity to use Experience from the Labour Inspection 
Authority, Norway

In Norway, learning from the Platform is cascaded 
down to national and regional stakeholders through 
a sequence of actions. After attending a Platform 
event, the delegate from Norway uses an internal 
communication guide to help with dissemination. This 
involves preparing a report that highlights the most 
relevant findings to colleagues within the Labour 
Inspection Authority. The key messages are shared 
within the team, in 1-to-1 meetings with the head 
of the unit, and with other relevant staff members. 
The head of unit shares the Platform knowledge with 
regional managers through informal exchanges, and 
specialised training and seminars are arranged for 
inspectors. 

Platform learning is also shared with external 
stakeholders, firstly through the authority group, and 
secondly through a social partner group. The authority 
group is composed of senior representatives from the 
tax, revenue, police and social welfare services, and 
meets with the Platform representative every three 
months. The group also has access to the Platform’s 
collaborative workspace. Each group member shares 
the learning from the Platform within their respective 
institutions, tailoring the information to their interests. 
The social partners group brings together eight social 
partners, and was specifically created as a forum to 
discuss the messages from the Platform and their 
relevance to Norway. This approach has helped to 
generate interest in the topic and political support for 
tackling undeclared work. 

Effort investment vs. impact 

Feedback from Platform members indicates that 
building and maintaining with both national and cross 
border stakeholders is critical. Increasingly, Platform 
members have formal structures at national level 
to bring together the diverse organisations needed 
to tackle the complex issue of undeclared work. 
The following examples show how Finland, France 
and Belgium have set up formal structures with key 
partners.

Share materials

Written communications such as reports, newsletters, 
manuals, notices and announcements are an ideal trigger 
for electronic or face-to-face interaction because recipients 
can follow up if questions arise.

Electronic communication channels include email, Internet, 
Intranet and social media platforms such as Facebook, 
LinkedIn, Twitter and YouTube. These channels should 
not be considered as mass communication methods; 
they enable personalisation and tailoring, and are better 
perceived when they are crafted in a ‘1-to-1’ (sender-to-
recipient) style. Newsletters (Annex 2) and Fiches (Annex 3) 
are two examples of these methods.

1-to-1 meetings, events and workshops

Face-to-face or personal communication is one of the 
richest types of interaction. Physical presence, tone of 
voice and body language help audiences to interpret 
the message as intended by the speaker. Audiences will 
only retain 20 % of the content they are exposed to, 
so your messages need to be short and repeated often. 
Face-to-face communication is best used for complex or 
emotionally charged messages. Dissemination tools that 
are especially useful for face-to-face communication are 
elevator pitches5 (Annex 4) and PowerPoints (Annex 5).

Partnerships 

In your work and participation in the Platform, you may 
benefit from creating partnerships with other countries 
and Platform members. A group of neighbouring countries 
could join together to identify a common target audience 
and share dissemination tools such as videos (e.g. the 
Nordic group). Likewise when a country authority is notified 
of nationals participating in undeclared work practices 
in another country, the two countries could consider a 
partnership to tackle common challenges with policy and 
communication actions.
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Experience from the Ministry of Economic 
Affairs and Employment, Finland

Finland has a comprehensive legislative framework 
and high-level political commitment to tackling 
undeclared work. As a result, the Platform member is 
proactive in promoting measures to tackle undeclared 
work and sharing successful approaches that have 
been tried and tested in other Member States. Finland 
has created a ‘mini Platform’ at national level, with 
a steering group that leads dissemination activities 
such as organising events and meetings, providing 
website content on the most relevant policy topics. 
Each member of the national Platform is responsible 
for sharing the information with their respective 
institutions. Rather than being a ‘signposting service’ 
for the members, the mini-Platform tailors key 
lessons to national needs and priorities. This approach 
has helped to ensure commitment from different 
stakeholders, and improved knowledge and expertise 
on undeclared work.

Actions that require more effort, such as tailored/
large/organised workshops, will create greater impact 
and generate wider discussion around selected topics. 
Actions which require less effort, such as disseminating 
existing material, may be overlooked and have less 
visibility. While we recommend that Platform members 
invest as much effort as possible, even low effort 
actions should create some impact and inspire further 
reflection.

Experience from the Labour Inspectorate, 
France

The French administration has strengthened 
cooperation between the different authorities in 
charge of fighting fraud by creating operational 
departmental committees against fraud (CODAFs). 
CODAFs bring together services which include the 
tax, customs, labour and social security authorities 
to share data, experiences and training. This allows 
cross-authority collaboration to identify complex and 
large-scale types of fraud. 

Experience from the Labour Inspectorate, 
Belgium

The Belgian Labour Inspectorate has increased 
its cooperation with various national institutions, 
including the tax department, police and prosecution 
office, in order to help tackle the issue of letterbox 
companies. This national level cooperation is 
considered to be successful in deterring the 
establishment of letterbox companies, identifying 
those that already exist and bringing about criminal 
proceedings.

5 http://ec.europa.eu/social/udw
6 http://ec.europa.eu/social/main.jsp?catId=1299&intPageId=4874&langId=en

4. Materials and tools to disseminate 

The Platform produces different types of materials, from 
brief executive summary reports to detailed step-by-
step toolkits. These different types of outputs can be 
used to communicate the Platform’s messages and 
results directly. A key message from the dissemination 
seminar (Brussels, September 2018) is to tailor these 
resources in line with the national context as this can 
create more impact. Examples are provided throughout 
this toolkit and in the Annexes. In addition to the 
collaborative space, which is an internal communication 
tool enabling the Platform to share materials, there are 
a number of publicly available resources that can be 
accessed through the Platform’s website:5

 ▶ The Platform’s newsletter: this is sent out 
twice a year and is available on the Platform’s 
website. It features news about the latest and 
upcoming Platform activities, and could also 
include stories from Platform members and 
observers about relevant national developments. 
Platform members can invite relevant national 
stakeholders to subscribe to the newsletter.6

 ▶ Videos: these raise awareness of the Platform 
and the importance of tackling undeclared work. 
The video presenters are Platform members, 
observers and key figures in the effort to tackle 
undeclared work in their country or in Europe, 
and the short clips can be promoted on social 
media.

 ▶ Learning resource papers: these reports on 
the key discussions and findings at Platform 
events, supplemented by additional research and 
analysis, are publicly available.

 ▶ Toolkits: these are developed alongside some of 
the Platform’s mutual learning events.

 ▶ Practice fiches: transferable examples and 
approaches are documented in practice fiches 
that are available in the virtual library on the 
Platform’s website.

 ▶ Study reports: studies and surveys looking 
at specific topics help Platform members and 
observers to increase their knowledge and 
understanding of key issues around undeclared 
work.
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Step Two: Communication tips 
for effective dissemination

5. Dissemination challenges and 
solutions 

Disseminating Platform outputs requires good 
communication so that people can access and act on 
the information provided. This section of the toolkit 
gives you tips on planning for success, getting started, 
sustaining interest and spreading your message. You 
can work through the different sections or dip into 
particular parts of it that you are most interested in.

Engaging with different target audiences is not always 
easy. We have discussed the issue with some Platform 
members in order to better understand the main 
communication challenges they face when it comes to 
dissemination. While the learnings are not exhaustive, 
some of the common challenges are summarised below. 
Solutions on how to handle these challenges with the 
help of the Platform and this toolkit are listed alongside 
them. 

Figure 6: Dissemination challenges and solutions

Dissemination challenge Solution

Interest in a complex topic

Undeclared work is a complex topic with various 
aspects that are of interest to different working 
groups. Getting colleagues, stakeholders and 
political leadership interested in the topic can be 
difficult, especially when they are focused on other 
issues. 

Tailor your messages to the audience you are 
addressing. While some general subjects can be 
relevant for everyone; colleagues, stakeholders 
and policymakers deal with different aspects of 
undeclared work and therefore have different 
communication needs and expectations. Learn 
more in section 7 on tailoring the Platform’s 
messages to your audience.

Lack of time or communications knowledge

It can be difficult to find time for communication 
and dissemination activities in addition to your 
core responsibilities. Such activities can also be 
quite different from your everyday work.

Use the methodology and tips provided in this 
toolkit and examples from other countries as 
inspiration. Aim to integrate communication 
activities into your weekly routine. Also try to 
involve communications experts within your 
organisation (if available) as often and early in the 
process as possible. 

Lack of resources

Platform members have mentioned a general 
lack of financial and human resources that can be 
dedicated to communication and dissemination 
activities.

Use the resources at your disposal by requesting 
tools developed by other countries and tailoring 
to your needs. This encourages cross-border 
collaboration and partnership.
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Language

The Platform’s materials are in English and this 
can be an obstacle in some countries or for certain 
working groups.
Furthermore, practice examples from other 
countries can sometimes be difficult to follow as 
they are available only in the local language.

While some materials can be disseminated in 
English, we recommend translating the more 
complex ones before sharing them. There are free 
translation tools which cut down the work and 
cost involved but they always need careful quality 
checks.
If you are interested in an information tool 
from another country, reach out to the country 
representative for a brief description in English and 
get more insights into how you could use it in your 
work. 

Inaccessible format

Some materials can be difficult to follow, especially 
those produced by people who are not experts in 
the topic. Although extensive reports and detailed 
studies are very informative, they can take too long 
for people to read.

Focus on the executive summaries and report 
conclusions. Simplify the content, keep it short and 
make it as visual as possible with the help of the 
samples provided in the Annexes to this toolkit. 
Include key points and links to further information. 
In meetings or events which require face-to-face 
conversations, provide an overview which covers 
the main ideas.

Lack of knowledge about what works best

When planning a communication activity, it can 
sometimes be difficult to understand which 
approach is effective when sharing learning 
practices with national stakeholders.

Use the information in this toolkit for advice on 
different approaches. To evaluate the effectiveness 
of the selected dissemination activity, try to 
implement monitoring mechanisms that are 
proportionate.

 Source: Authors, based on feedback received from participants in the dissemination seminar (Brussels, September 2018)

No matter what challenges you face, or the types of 
activities and tools you choose to use to disseminate 
Platform outputs, we present some common guidelines 
to follow in the next sections.
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6. Developing clear goals and 
objectives

A key step in developing a dissemination activity is 
to take the time to agree what you want to achieve. 
A starting point is to identify the ‘problem’ and what 
perception, attitude or behaviour you want to generate 
in the target audience(s). Once you have established a 
policy-related goal, it is important to define it clearly 
and support this with ‘SMART’ (Specific, Measurable, 
Attainable, Relevant and Timely) objectives so that you 
can measure your progress.

Figure 7: Developing clear goals and objectives

then, develop SMART 
objectives.

Turn a policy goal…
Example: ‘Increase political 
commitment to promoting the 
transformation of undeclared 
work in the informal economy 
into declared work in the formal 
economy.’

into a communication 
objective...

Example: ‘Bring together all key 
partners to develop a national 
strategy to be implemented within 
X months.’

7. Identifying your target audience(s) 
and who to involve for help

Make sure you are talking to the right people – your key 
stakeholders – as they are vital to your success. It is 
also worth considering who else influences those people.

Platform members and observers need to ensure that 
the outputs and messages are shared with all relevant 
parties within their organisation and country (see Figure 
1). It is important to identify who needs to receive 
what information and when (e.g. your colleagues, your 
manager, social partners, etc.). 

There are multiple stakeholders that you may need to 
connect, engage and interact with given that undeclared 
work is a cross-cutting issue. These include: 

 ▶ Organisations: labour inspectorates, tax 
authorities, social security authorities, social 
partners, police, customs, other relevant 
authorities (e.g. ministries of foreign affairs for 
bilateral agreements), authorities involved in 
procurement (e.g. construction), and small and 
large businesses;

 ▶ Audiences: policy level (e.g. ministers and 
policymakers); operational level (e.g. labour 
inspectors, employers and workers on-the-
ground in large companies, and in small 
and medium sized enterprises); and broader 
audiences to raise awareness (e.g. media 
and general public, including young people at 
universities and schools).

Categorise your target audience in relation to your 
objectives. This will allow you to determine the best 
approach in terms of messaging and outreach. For 
example, as suggested at the dissemination seminar 
(Brussels, September 2018), you could choose to 
disseminate to operational level staff who can test 
approaches and monitor progress, or you could choose 
to disseminate to senior management to support policy 
changes.



12
C O M M U N I C A T I N G  E F F E C T I V E L Y :  A  G U I D E  T O  D I S S E M I N A T I N G  K N O W L E D G E  F R O M  T H E 
E U R O P E A N  P L A T F O R M  T A C K L I N G  U N D E C L A R E D  W O R K

8. Tailoring the Platform’s messages 
to your audience

Now think about the Platform’s messages and results, 
and how they can be made relevant to your target 
audiences. What do you want your audiences to know, 
think and do with information from the Platform? 

As identified in section 4, undeclared work is a complex 
topic with different aspects that are of interest to 
different targets. While some general subjects can be 
relevant for everyone, colleagues, stakeholders and 
policymakers deal with different aspects of undeclared 
work and therefore have different communication needs 
and expectations. 

Before trying to communicate with the target groups, 
it is important to understand their starting point. What 
are the needs of your target groups? For example, the 
information your colleagues need may be different from 
what your manager needs. Why should they care about 
the information you are sharing, and how does it affect 
them? What obstacles do you expect?

Another way to think about it is: what do your audiences 
need to remember? The answer to this question might 
be different for different audiences. 

Next, the best way to make sure people pay attention 
and use the information you are sharing is by tailoring 
your message to the audience you are addressing. This 
can mean adjusting content according to:

 ▶ Tone: for policymakers, communication needs 
to be policy-relevant, whereas for the general 
public, it needs to be straightforward and simple. 
Similarly, a different approach may be required 
for large companies than for small and medium 
sized enterprises. While business communication 
is generally formal, your approach really 
depends on the situation. For example, if you 
are writing to an individual business person, 
chances are that they will prefer your writing to 
have a more direct, personalised and friendly 
tone. However, if writing to a group of senior 
managers, a certain level of professionalism 
combined with a conversational style is 
recommended.

 ▶ Language: Platform outputs are all produced 
in English. However, your colleagues or local 
partners may prefer to have a short summary 
of the material in your local language. This will 
make it easier for them to re-use. 

 ▶ Location: did you know that Finnish media 
prefer to have facts and figures that compare 
regions within Finland, rather than comparing 
Finland to the EU average? Knowing the media 
landscape’s preferences in your local context can 
help make sure you give them the information 

they are most interested in. The same is true for 
your colleagues and social partners. 

As circumstances change, you will need to update your 
messages accordingly, while all the time ensuring that 
new messages continue to reinforce your overarching 
key message. A useful formula to help you tailor 
messages (especially for elevator pitches) can be found 
in Annex 4.

Tips for tailoring messages

When tailoring or creating new messages, make sure 
they are clear, concise and consistent:

 ▶ Clear: relevant, and free of jargon and overly-
technical language;

 ▶ Concise: no more than 2-3 key points that can 
be delivered or read in 7-8 seconds to ensure 
you have more control over the message;

 ▶ Consistent: messages must be repeated if 
they are to sink in, so your efforts need to keep 
reinforcing the same messages over and over 
again.

Countering possible resistance

It is also important to anticipate and handle potential 
resistance and/or apathy from your audience, 
particularly as this is one of the key challenges 
identified by Platform members in their outreach and 
communication efforts. For example, you could aim 
to change the belief that ‘the Platform is not relevant 
to me because I do not work on cross-border issues.’ 
Your communication about a specific learning resource 
therefore needs to show how the learning produced 
from that event is relevant to your colleagues or social 
partners in your country, to help them tackle various 
aspects of undeclared work more efficiently and 
effectively. Specific key messages could be identified, 
such as good practice examples from other Member 
States that are relevant to your country. This might 
include providing information on any evaluations carried 
out, and the impacts that this good practice has on 
tackling undeclared work, so as to stimulate interest 
in evaluating potential transferability. Participants 
at the dissemination seminar (Brussels, September 
2018) emphasised the importance of providing facts 
and evidence in order to demonstrate that particular 
approaches to tackling undeclared work are successful, 
and then to quantify the potential return on investment. 
You could also consider sending a one-slide summary of 
the key points along with the longer report (see Annex 
4).
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9. Monitoring and measuring impact

Measuring impact during and after dissemination 
activities in order to determine how effective your 
activities have been is a final step to consider. 
Evaluation is key to understanding what works well and 
what to take into account for future planning, and it 
should be proportionate to the scale of the activity you 
are carrying out. Refer to Annex 7 for a simple template 
for monitoring dissemination activities. 

Evaluation means going back to the start: use your 
goals and SMART objectives to set the parameters (refer 
to section 6 on developing clear goals and objectives). 
Monitoring and measurement should be carried out on 
a regular basis rather than waiting until the end. That 
way, you can adjust tactics if needed. 

What do you measure? 
 ▶ Quantitative: event attendance, newsletter 

downloads, website visitors, questions answered 
on social media, number of requests for cross-
border inspections, number of practices and 
initiatives that are implemented, etc. These are 
all factors that can be counted and reported on.

 ▶ Qualitative: focus groups, feedback forms, 
interaction from followers, responses from 
colleagues, surveys, etc. These are factors that 
can offer subjective feedback, such as whether 
information was useful or too complex, or 
whether colleagues’ knowledge or mindsets have 
changed. 

 ▶ Internal review: remember to consult with 
your project team on what went well or could 
improve.

10. Conclusion: Striking a balance – 
sharing knowledge and being a 
good communicator 

Undeclared work is a complex topic with different 
aspects that are of interest to a wide range of 
stakeholders. The Platform researches and develops 
many tools and materials to help you share information 
about undeclared work. These resources are evidence-
based and include a variety of national approaches to 
tackling undeclared work across the EU. Whilst they tend 
to be several pages long, not all of the information and 
examples will be relevant to your national stakeholders, 
depending on the priorities and situation within your 
country. That is why this toolkit promotes the adaptation 
and tailoring of content to different audiences.

This does not mean the longer reports should be 
ignored. Quite the contrary. Platform members are 
encouraged to ‘hook’ stakeholders with shorter, more 
visual content (when appropriate) in order to give them 
a snapshot of the vast knowledge the Platform has to 
offer. A short newsletter article or one-page infographic 
can lead the viewer’s attention to a longer study report 
if they are interested in more detailed information. That 
way, people are first made aware that the information 
exists and can then access it in more depth if needed. 

Using a ‘dissemination spectrum’ will help you to 
choose the dissemination channels that work well for 
your target audience, and the type and complexity 
of message to be communicated. Platform members 
and observers can use the guidance and examples 
presented in this toolkit to help share knowledge from 
the Platform on how best to tackle undeclared work, 
and develop their own (preventative) communication 
approaches.

Annex 1: National seminar event example

Annex 2: Newsletter sample and methodology 

Annex 3: Fiche sample and methodology

Annex 4: Elevator pitch sample and methodology

Annex 5: PowerPoint sample and methodology

Annex 6: Leaflet sample and methodology

Annex 7: Dissemination monitoring activity sample
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Annexes
Annex 1: National seminar example 

National seminars 

The aim of arranging national seminars within the framework of the Platform is to bring together the different 
national authorities and bodies involved in preventing and deterring undeclared work. Such events provide a good 
forum for discussing objectives and possible activities to fight undeclared work more effectively and efficiently. They 
also enable the sharing of new, useful knowledge and offer networking opportunities, as well as stimulating action 
and building long-lasting cooperation.

Finland, France, Romania, Sweden and the Netherlands all held national events in 2017. Common success factors 
included the following:

 ▶ A clear focus for the event. For example: the benefits of (and conditions needed for) more target-focused 
cooperation between national authorities tackling undeclared work (Sweden); social dumping (France); or 
labour-market fraud and bogus schemes (Netherlands);

 ▶ Time for sharing views. The structure was a mix of plenary presentations and small working group sessions. 
In the case of the Netherlands, there was a ‘discussion game’ based on a practical example;

 ▶ High-level political support. In the case of Sweden, the Secretary of State from the Ministry of Employment 
gave the opening address;

 ▶ Active involvement of social partners; 

 ▶ Follow-up activities to ensure momentum for action.

Example agenda from Sweden
9.00 – 9.05 Welcome: 

Senior representative to the Platform

9.05 – 9.15 Opening address: 
Secretary of State, 
Ministry of Employment

9.15 – 9.30 European Platform tackling undeclared work: 
Representative from the European Commission

9.30 – 9.45 Sweden: priorities and practical approaches to undeclared work and unhealthy competition

9.45 – 10.30 Coffee break

10.45 – 12.00 The concept of trust

12.00 – 13.00 Lunch

13.00 – 15.00 Small group workshop aimed at closer and better cooperation in fighting undeclared work 
in practice:
• The concept of trust – how can it contribute to reaching our joint goals?
• Looking into the risks of fraud – a case-study around the table.

15.00 – 15.20 Coffee break

15.20 – 16.00 Reporting back plenary and closing words
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Annex 2: Newsletter sample and methodology 

Newsletters

Use your organisations existing newsletter to share outputs from the Platform. There are two options:

1. Share materials from the Platform by drafting 2-3 sentences about the subject and hyperlinking to where 
they can be found on the public website. 

2. Create your own article. 

Steps to take:
3. Review the background materials for key points and learnings. Checking the table of contents for an 

overview and reviewing the introduction and conclusion are the basic starting points. If you have more time, 
read other sections. 

4. Create a summary of the key messages and learnings: focus on what information is going to appeal to 
your audience most (e.g. new findings, figures, concrete examples, etc.). 

5. Draft content. 
a. Keep it short and simple. We suggest 500-750 words for a lead article⁷.1 

b. Reference the sources or other relevant hyperlinks directly in the text. You can also add a ‘Find out more’ 
section. 

c. Use a clear and catchy title and sub-headings to guide the reader. 

Tips: 

Contextualise content as much as possible. If there are broader EU findings, analyse how the information 
about your country compares with others or an EU average. If there is a country example that you think 
could be replicated or adapted, specifically mention the connection to your national context.

Use the ‘inverted pyramid’ structure. The most important and newsworthy information is presented first, 
followed by the details or an example. General background information is presented last. 

Readers like lists. When it makes sense to do so, organising information into lists is a great way to keep 
people reading.

Source materials: 

Copies of the Platform’s newsletters can be found here 

These different newsletter articles can be copied, tailored and used freely.

7 This depends on the existing format and length of your newsletter. 
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Example newsletter content
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Annex 3: Fiche sample and methodology

Fiches:

How findings from the Platform can be adapted to a national context

Steps to take:
1. Review the background materials for key points and learnings. Checking the table of contents for an 

overview and reviewing the introduction and conclusion are the basic starting points. If you have more time, 
read other sections. 

2. Create a summary of the key messages and learnings: focus on what information is going to appeal to 
your audience most (e.g. new findings, figures, concrete examples, etc.). 

3. Organise the information by theme or in another simple structure, when possible. 

4. Draft content. 

d. Keep it short and simple. 

e. Reference the sources or other relevant hyperlinks directly in the text. You can also add a ‘Find out more’ 
section. 

f. Use a clear title and sub-headings, or questions to guide the reader. 

5. Include images or icons that add extra interest. 

6. Share the factsheets in person or digitally.

Tips: 

Contextualise content as much as possible. If there are broader EU findings, analyse how the information 
about your country compares with others or an EU average. If there is a country example that you think 
could be replicated or adapted, specifically mention the connection to your national context.

Consider translation: it will make the materials more accessible to your national audience.

Format: Depending on where and how it is distributed, the format can be a simple two-sided word 
document or more stylised (e.g. a bi- or tri-fold PDF leaflet).

Source materials for the example: 

Executive summary of the Platform seminar: Tools and approaches to tackle undeclared work in the road transport 
sector (2 pages)

A learning resource from the road transport seminar of the European Platform Undeclared Work (17 pages)

http://ec.europa.eu/social/main.jsp?catId=1323&langId=en.
http://ec.europa.eu/social/main.jsp?catId=1323&langId=en.
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Example fiche: 

T
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Annex 4: Elevator pitch sample and methodology

Elevator pitches

Methodology: how to prepare a winning elevator pitch

An elevator pitch is a compelling description of the problem you are trying to solve and who you will solve it for. A 
key benefit that distinguishes it from other formats is that it is spoken out loud, to a person or group. It can follow 
this basic structure:

For (target user), who has (user need), (concept/tool/product [name]) is a (market category/idea) that (one key 
benefit). Unlike (competition),⁸2the product (unique differentiator). 

Before drafting a pitch, you should answer the following questions:

 ▶ What (concept/tool/product) am I promoting?

 ▶ Who is it for? 

 ▶ Why do they need it?

 ▶ What are the benefits? 

 ▶ Who else offers a similar concept/tool/product?

 ▶ Is the concept/tool/product different? 

 ▶ What is the key benefit/quality/factor that sets the concept/tool/product apart?

 ▶ What makes it unique?

With these questions answered, you will have all the elements you need to draft the pitch. 

Examples: elevator pitches to promote the use of risk assessment

Please note that these pitches are examples derived from the Executive summary of the thematic review workshop: 
risk assessment for more efficient inspections. By following the formula presented above, the person making the 
pitch should be able to tailor the elevator pitch to each individual situation or topic. Keep in mind that pitches are 
supposed to be short and specific: the aim is to leave the person with a clear idea of what they want to learn more 
about (or buy, in a commercial context). 

These sample elevator pitches would be pitched by the relevant representative who wants to get support for 
introducing and sustaining risk assessment. The first pitch (30-second pitch) targets labour inspector management, 
whereas the second one (60-second pitch) targets policymakers.

8 As Platform members may not want to ‘name and shame’ or appear to discriminate between national/regional practices, the phrasing of this sentence 
needs to be carefully considered. 
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Examples: Elevator pitches to promote the use of risk assessment

30-second pitch 

For labour inspector managers who need to predict, detect and prevent undeclared work, using a risk assessment 
model is a helpful way to use staff resources efficiently by identifying employers and/or sectors that are at risk 
of infringements. Risk assessment helps authorities design and prioritise their strategy for tackling undeclared 
work or working on prevention activities. 

60-second pitch (including a specific example in your pitch can make it stronger)
For national authorities that need to detect and prevent undeclared work, using a risk assessment model 
is a helpful way to use staff resources efficiently by identifying employers and/or sectors at risk of making 
infringements. Risk assessment can help authorities design and prioritise their strategy for tacking undeclared 
work or working on prevention activities. 

Take Spain for example: it used a risk assessment approach to identify a key benchmark (such as most workers 
having part-time contracts) and sent letters to 14 000 companies about potential violations. In response to 
that simple letter, 15 % of the companies contacted made changes to their employment practices in order to 
become compliant. To make sure risk assessments are effective, it is important to define the input and output 
benchmarks for key indicators of undeclared work.

Example: 60-second pitch from the Swedish Work Environment Authority, Unfair competition in 
working life

Companies that deliberately violate the work environment regulations in order to gain a competitive advantage 
create unfair competition in working life. Such companies can be found in all industries. The Swedish Work 
Environment Authority works very actively against unfair competition in working life, both on its own initiative 
and on the request of the government. One of the authority’s strategic objectives is for fewer companies to 
deliberately violate its regulations in order to gain a competitive advantage. In order to achieve this objective, 
the authority adopted a 2015-2017 strategy on 11 June 2014 to combat unfair competition in working life, 
along with an accompanying action plan. An additional task from the government is to develop and implement 
information campaigns that are specifically targeted to sectors and companies in consultation with social 
partners.

Tip:
Personalise the pitch and use ‘you’ where appropriate.
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Annex 5: PowerPoint sample 
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Annex 6: Leaflet sample and methodology

Leaflet/handout on Platform outputs

Steps to take:
1. Review the background materials for key points and learnings. Checking the table of contents for an 

overview and reviewing the introduction and conclusion are the basic starting points. If you have more time, 
read other sections. 

2. Create a summary of the key messages and learnings: focus on what information is going to appeal to 
your audience most (e.g. new findings, figures, concrete examples, etc.). 

3. Organise the information by theme or in another simple structure, when possible (e.g. approaches and 
transferable tools). 

4. Draft content. 

a. Keep it short and simple. 

b. Reference the sources or other relevant hyperlinks directly in the text. You can also add a ‘Find out more’ 
section. 

c. Use a clear title and sub-headings to guide the reader. 

Tips: 
Contextualise content as much as possible. If there are broader EU findings, analyse how the information 
about your country fits with others or an EU average. If there is a country example that you think could be 
replicated or adapted, specifically mention the connection to your national context.

Consider translation. It will make the materials more accessible to your national audience.

Depending on where and how it is distributed, the format can be a simple two-sided word document or 
more stylised (e.g. a bi- or tri-fold PDF leaflet).

Source materials for the example: 

Executive summary of the Thematic Review Workshop: Information tools and approaches to reach out to workers 
and companies (2 pages)

A Learning resource from the Thematic Review Workshop: Information tools and approaches to reach out to workers 
and companies (26 pages)

Summary report on the follow-up visit on information tools and approaches to reach out to workers and companies 
in the fight against undeclared work  
(7 pages)
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▶ APPROACHES
1.	Introduce	a preventative	approach:	this is 
typically more cost-effective than deterrence 
measures. It could, for example, mean approaching 
young workers, employers and students at the start 
of their working or businesses life, in order to create 
a culture of complying with labour law, based on the 
benefits of declared work.

2.	Identify	and	understand	target	groups:	get 
to know their motivations, attitudes, influencers 
and information needs. Here, cooperation and 
data sharing arrangements between authorities 
and with social partners can help identify targets.

3.	Agree	messaging	–	deterrence	and/or	positive:	

a. While positive messaging can lead to wider 
societal acceptance of declaring work e.g. by 
emphasising the support provided by public 
authorities, you can ‘nudge’ identified risky 
employers by negative messaging (threatening 
enforcement) if they do not get in touch with 
the respective public authority. 

b. It’s important to make sure that messaging 
is backed up with evidence. 

c. Simple, plain messages, use of humour 
and ‘story-telling’ can be helpful to achieve 
behavioural change.

4.	Work	with	partners: Testing tool(s), message 
and dissemination activities with input from focus 
groups and/or social partners can better highlight 
what works best for whom before beginning  
large-scale outreach. For example, face-to-face 
consultations are more appropriate for those 
with limited internet access. Certain tools may 
also work best for specific sectors. Social partners, 
trade/industry associations, local and national 
authorities can also help you promote and 
propagate your messages among targets. 

5.	Evaluate	impact:	while measuring impact is 
challenging, social media, simple surveys and 
web analysis are useful and inexpensive ways to 
gather feedback and measure the results of tools. 

 

TOOLS FOR 
CONNECTING 

WITH WORKERS 
AND COMPANIES 

IN THE FIGHT 
AGAINST 

UNDECLARED 
WORK (UDW)

Creating	awareness	and	ultimately	
changing	the	values,	beliefs	and	

norms	towards	UDW	of	workers	and	
employers	is	at	the	heart	of	organised	

communications	and	outreach	
activity	undertaken	by	UDW	Platform	

members.	This	is	a handy	list	of	
approaches	and	tools	that	you	can	

use	to	help	you	get	it	right!	

Example of a leaflet
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▶ TRANSFERABLE TOOLS 
Many of the tools used by Platform members 
can be adopted in other countries. Interested 
countries could, for example, translate the tools, 
methods and communication strategies into their 
national language, or use other countries’ 
experience for developing and upscaling their 
own practices. An exchange of experts could offer 
support in adapting tools. 

The following are the most common tools used by 
UDW members. See the UDW Platform Learning 
Resource Paper on Information tools and 
Approaches for more information. 

Videos/infographics: visual ideas are very 
attractive for all countries and video messages 
can easily be shared between countries; they 
need to be mobile friendly and culturally relatable 
to appeal to young people.

Digital	tools:	digital communication is relatively 
inexpensive and is good for target audiences 
who are active online and/or working in the 
‘gig’ economy. Informational and educational 
materials can easily reach (young) people if 
presented through a digital tool such as a mobile 
phone app, game, online checklist, or TV 
and social media content, e.g. on Facebook, 
Twitter, etc.

Leaflets/brochures:	these need to be tailored 
to local contexts. Placing leaflets on public 
transportation and in other public places is 
recommended.

Websites:	easily transferrable and can provide 
useful information on legislation, procedures, 
country fiches, employee entitlements, etc.

Notifications: sending notification letters to risk 
groups of people or firms can be easily replicated. 
This approach requires a good risk-assessment 
methodology and quality information/databases. 

Checklists: checklists for identification of self-
employment status or for issues of compliance 
an inspector will check, etc. are easily 
transferrable. Checklists need to be agreed or 
jointly elaborated among multiple stakeholders 
such as government agencies, employer groups 
and unions.

Surveys:	highly transferrable, particularly with 
regard to attitude questions.

Calculators	and	apps:	used by workers and 
even employers to calculate wage/tax/incomes.

Awareness	campaigns: have the advantage 
of including a multitude of information tools 
and dissemination channels that can target 
various groups and sectors individually. 
They are typically well-planned, long-term 
initiatives. Their promotional elements attract 
social partners and other supporters, thus 
strengthening the networking effect. Awareness 
campaigns are the most recommended tool for 
educating about the costs of undeclared and/or 
benefits of declared work.

http://ec.europa.eu/social/BlobServlet?docId=19894&langId=en
http://ec.europa.eu/social/BlobServlet?docId=19894&langId=en
http://ec.europa.eu/social/BlobServlet?docId=19894&langId=en
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Annex 7: Dissemination monitoring activity sample

Activity 
number

Reporting 
period

Name of 
organisation

Platform 
output/

source of 
information 

(name + link)

Type of 
activity 

(e.g. share, 
adapt, create, 

etc.)

Tools used 
(e.g. ppt, 
elevator 

pitch, leaflet, 
etc.)

Date of 
activity

Location of 
activity 

Number of 
participants 

in the 
activity/
Other 

quantitative 
measurement

Short 
description of 

activity 
(+ qualitative 

feedback)
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Getting in touch with the EU
In person
All over the European Union there are hundreds of Europe Direct Information Centres. You can find the address of the

centre nearest you at: http://europa.eu/contact

On the phone or by e-mail
Europe Direct is a service that answers your questions about the European Union. You can contact this service

– by freephone: 00 800 6 7 8 9 10 11 (certain operators may charge for these calls),

– at the following standard number: +32 22999696 or

– by electronic mail via: http://europa.eu/contact

Finding information about the EU
Online
Information about the European Union in all the official languages of the EU is available on the Europa website at:

http://europa.eu

EU Publications
You can download or order free and priced EU publications from EU Bookshop at: http://bookshop.europa.eu.

Multiple copies of free publications may be obtained by contacting Europe Direct or your local information centre

(see http://europa.eu/contact)

EU law and related documents
For access to legal information from the EU, including all EU law since 1951 in all the official language versions, go

to EUR-Lex at: http://eur-lex.europa.eu

Open data from the EU
The EU Open Data Portal (http://data.europa.eu/euodp/en/data) provides access to datasets from the EU. Data can be 
downloaded and reused for free, both for commercial and non-commercial purposes.
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