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1. Introduction 
 
The European Union Agency for Fundamental Rights (FRA) is an advisory body 
of the European Union with the mission of helping to make fundamental rights 
a reality for everyone in the EU, by providing evidence-based advice. 
 
This stakeholder communication framework defines the Agency’s approach to its 
external communication based on the objectives, scope, tasks and stakeholders 
as set out in Council Regulation (EC) NO 168/2007 establishing the Agency, as 
well as in the long term strategic objectives as defined by its Management Board. 
It is based on an initial strategy paper which was endorsed by the FRA 
Management Board in December 2009. This current framework takes the initial 
paper further regarding a target-group oriented approach of communication, in 
which stakeholder needs define the type of communication and the key 
parameters of FRA products as well as the different communication tools and 
channels.  
 
Overall, the Agency must aim at reaching impact with its work, and this requires 
providing relevant, useful, usable and timely information for its key audiences. 
 
This framework has to be seen in context with the Agency’s Work Programmes, 
as well as with the Stakeholder Networking Strategy and the Human Rights 
Education Strategy. It is implemented through Annual Stakeholder 
Communication Plans, and supported by a Media Strategy, Dissemination 
Strategy, a Translation Plan, selected Stakeholder-specific Communication 
Strategies, an internal risk assessment process, and an Agency-wide Monitoring 
and Evaluation project. 
 
The core objective of FRA communication is to achieve the desired impact as laid 
down in the Founding Regulation – and thematically based on the Multi-Annual 
Framework and the EU Charter of Fundamental Rights. 
 
A successful communication - and in the end impact - relies both on a detailed 
mapping of policy developments and stakeholder needs, as well as on high 
quality research, analysis and opinions. 
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Figure 1: Successful communication 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
It is also important to note that communication is by definition a two-way process. 
Therefore, stakeholder contribution is an important element in the Agency’s 
communication efforts. 
 
Also, FRA does not operate in a vacuum – it is important to interlink on key 
messages with other key actors, in particular with the EU Institutions, the Council 
of Europe, and other international organisations, as well as with civil society 
organisations via the FRP. 
 
Overall, it will be important that all stakeholders perceive FRA as "one 
organisation". This means on the one hand one clear corporate identity which is 
applied rigorously, and on the other hand that key messages must be consistent. 
 
Finally, the FRA communication objectives and their concrete implementation 
must be matched with impact indicators in views of ensuring a higher impact of 
FRA’s work in achieving its mission of “helping to make fundamental rights a 
reality for all”. FRA impact indicators would be measured through impartial 
evaluation and proper lessons learned processes. 
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2. The three FRA communication components 
 
Based on the Founding Regulation, the FRA communication task has three 
components: 
 

• Communicating the Agency’s “assistance and expertise relating to 
fundamental rights” (Art. 2) 

• Raising public awareness of fundamental rights (Art. 4(h)) 

• Actively disseminate information about FRA work (Art. 4(h)) 
 
 
 
Figure 2: The three FRA communication components 
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Objective (A2)
provide EU institutions and MSs (when 

implementing Union law) with 
assistance and expertise

Scope (A3)
1. The Agency carries out its tasks within the competencies of the Union (EU Treaties)
2. In carrying out its tasks the Agency shall refer to FR as defined in Art. 6(2) TEU

3. The Agency shall deal with FR issues in the EU and in its MSs (when implementing Union law)

(b) develop methods and standards for data collection

(c) carry out or encourage studies

(d) conclusions and opinions

(e) annual report on FR areas

(f) thematic reports

(g) annual report on FRA activities

(h) dialogue with CSO and public awareness 

T
a

s
k

s
 (

A
4
)

(a) collect, record, analyse and disseminate information and data

Tasks
•The conclusions, opinions 

and reports may concern
proposals from the 

Commission or positions by 

the institutions only where a 

request by the respective 

institution has been made

•They shall not deal with 
the legality of acts
(annulment of EU acts) or 

with the question of whether 

a MS has failed to fulfil an 

obligation under the Treaty 

(infringement procedure) .

either on its own 

initiative or at the 
request of EP, Council 
or Commission

2.1. Providing assistance and expertise relating to fundamental 
rights  
 
Based on Council Regulation (EC) NO 168/2007 establishing the Agency, the 
core objective of the Agency is to “provide the relevant institutions, bodies, offices 
and agencies of the Community and its Member States (…) with assistance and 
expertise relating to fundamental rights” (Art. 2 Founding Regulation).  
 
In order to realise this objective, the Founding Regulation lists a number of 
communication tasks - in particular the tasks to “formulate”, “publish”, 
“disseminate”, and “to develop a communication strategy” (Art. 4 Founding 
Regulation).  
. 
 
Figure 3: The Founding Regulation 
 

 
The wide objective of “providing assistance and expertise relating to fundamental 
rights” can be summarised as “giving evidence-based advice”. The 
communication tasks as required in Art. 4 of the Agency’s Founding Regulation 
target decision makers in the large sense of the word. They need to be 
communicated both general information but in particular project-specific findings, 
analysis and opinions. 
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Figure 4: FRA evidence-based advice 
 

Evidence Gathering and Analysis

Opinions and Conclusions

Project formulation

Problem identification

In consultation 
with partners

EVIDENCE BASED 
ADVICE 

FRA 

Stakeholders

Evidence Gathering and AnalysisEvidence Gathering and Analysis

Opinions and ConclusionsOpinions and Conclusions

Project formulationProject formulation

Problem identificationProblem identification

In consultation 
with partners

EVIDENCE BASED 
ADVICE 

EVIDENCE BASED 
ADVICE 

FRA 

Stakeholders

 
 
Experience shows that the EU institutions increasingly call on the Agency for 
immediate “evidence-based advice” following specific political developments – 
outside of the regular Work Programme, or outside of ongoing (research) 
projects. This can either come in the form of on-demand expert input into 
emerging policy issues or FRA own-initiative expert input that contextualises 
topical debates in fundamental rights terms, highlighting the growing relevance 
and usefulness of the FRA. Communications activities will be needed in order to 
ensure appropriate packaging and delivery, and that the attention of stakeholders 
is drawn to these contributions. This increasing part of the Agency’s work 
requires a sufficient knowledge base which the Agency has started to build up, 
and an extensive knowledge of stakeholders and political environment and 
developments.  
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2.2. Raising public awareness of fundamental rights 
 
The Founding Regulation refers specifically to communication when it asks the 
Agency to “promote dialogue with civil society, in order to raise public 
awareness of fundamental rights” (Art. 4(h) Founding Regulation). 
 
Whilst the FRA is in no way able to target and reach all 500 million EU citizens 
(“public”) directly via huge awareness raising campaigns or events – because its 
human and financial resources do not allow to do so – it must aim at utilising its 
awareness raising efforts and resources strategically and effectively.  
 
In order to reach out proactively with awareness raising efforts and activities, the 
FRA – for the above-mentioned resource restrictions – has to rely on “partners in 
communication”, in particular the European Commission and EU Agencies, IGOs, 
National Human Rights Institutions, Equality Bodies, Ombuds Offices (see point 
4.2.3.), other multipliers such as teachers, local EU representations, Europe 
Direct, trade unions etc. (see point 4.2.5.), civil society organisations (in particular 
via the FRA’s Fundamental Rights Platform FRP – see point 4.2.6.), and the 
media.FRA can act as the “laboratory” by providing templates, toolkits and 
products to these multipliers, who can adapt these to the national level and then 
target the general public directly.  
 
At the same time, direct communication with the general public will be undertaken 
as far as feasible, focusing on those tools that are already in use by the Agency 
in this area. While this type of direct information will not be able to reach out 
proactively to all citizens, it can nevertheless ensure that an interested public is 
reached and catered for.  
 
 

2.3. Actively disseminate information about FRA work 
 
The FRA is asked to “actively disseminate information about its work” (Art. 
4(h) Founding Regulation). 
 
While a big part of “information about FRA work” is already covered as a side-
effect both by providing assistance and expertise, and by awareness raising, it 
must be looked at separately. This is not about communicating fundamental 
rights, but communicating about the Agency itself and its work and achievements 
– which is relevant for accountability and transparency reasons. 
 
The difference with “raising public awareness” is here the target audience: while 
public awareness addresses mainly the general public, information about FRA 
work is of particular importance also for those who judge and decide about the 
finance of FRA – they must be fully informed of achievements and impact. 
Therefore, in addition to the tools mentioned already under awareness raising, 
specific additional tools have to be used for “information about FRA work”: 
 
1) A “brochure” type of short version of an Annual Report about FRA activities 
and achievements (short, concise, photos) – to be published in parallel with the 
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Annual Reports as mentioned in the Founding Regulation. Target group for this 
type of report would be both key stakeholders and the general public. 
 
2) Advance information about FRA work to key stakeholders, for example in the 
form of a short “external” (two-page) version of the Annual Communication Plan, 
and with a strong “upcoming” section in the different FRA Newsletters as well as 
on the website and via FRA’s social media. 
 

� In order to disseminate information about FRA work effectively, a detailed 
mapping of stakeholders and their information needs is essential. Based 
on this, a dissemination strategy will be developed. 

 
 
 

3. FRA target audiences for communication 
 
From the outset, it is of key importance to decide WHOM to communicate to. The 
Founding Regulation gives clear indications as to who are the main targets for 
FRA work, and therefore also for FRA communication. This chapter defines 
groups of key target audiences for the FRA, based on the main stakeholders as 
identified in the Founding Regulation. 
 
A stakeholder is a person, group or organisation that has direct or indirect stake 
in an organisation - because it can affect or be affected by the organisation’s 
actions, objectives, and policies. 
 
Taking as a starting point FRA’s Founding Regulation, the Agency’s stakeholders 
can be described in the following way: 
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Figure 5: FRA (external) stakeholders according to Founding Regulation 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The stakeholders listed in Figure 2 are those who are explicitly mentioned in the 
FRA’s Founding Regulation. These (groups of) stakeholders have specific and 
distinct communication needs. In order to achieve maximum impact, a targeted 
approach is of utmost importance. 
 
As some of the stakeholders may have similar communication needs, it is 
proposed to create a few overarching groups of “target audiences”. 
 

• EU institutions and bodies 

• Member States 

• International Organisations and partners 

• Equality Bodies and NHRIs 

• Civil society organisations 

• General public 
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4. Tailor-made communication based on stakeholder 
needs 
 

4.1. General communication needs: content, timing, format, 
tools, channels 
 
For all stakeholders, three main elements must be taken into consideration when 
analysing their communication needs: 
 

• Needs in terms of content: ensuring relevance and usefulness 

• Needs in terms of timing: ensuring timeliness 

• Needs in terms of format: ensuring the right products, tools and channels, 
and languages  

 
 
4.1.1. Needs in terms of content: ensuring relevance and usefulness 
 
The content (type and quality) will determine if FRA input will be relevant and 
useful to stakeholders, and hence if FRA’s work will result in effective impact.  
 
For a start, any FRA project/activity shall only be undertaken if and because 
policy analysis/stakeholder input and feedback showed that the type of content 
and information that this project can provide is indeed needed (for at least one of 
the above-mentioned stakeholders). In order to achieve this, FRA must consult its 
stakeholders throughout and starting even before projects enter the annual Work 
Programme – following a clear mapping of relevant policy developments in any 
given area. Therefore, every project must identify its intended target group(s), 
and define its key communication aims from the outset. It follows that each 
project must be tailored from conception via inception to delivery to meet the 
needs of the intended target group(s).  
 
Finally, there must be an evaluation to achieve lessons learned. In this way, 
stakeholder feedback from previous projects shall feed into future FRA planning, 
and in the definition of future desired outcome and related output. 
 
 
4.1.2. Needs in terms of timing: ensuring timeliness 
 
Policy making is a long term process – FRA input therefore has to be geared 
towards this. This means that FRA information and input has to come long before 
decisions are taken, or even continuously. The best content will be “lost” if 
delivered at the wrong time – especially if input comes too late. 
 
Time-effective communication requires: 
 

- Continuous communication: communication all along the project (not only 
once research results are published, but from pre-inception to 
communication of research results and opinions, to feedback and feeding 
into new projects) In the context of informing and contextualising political 
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decision making, keeping information in house until the day before or even 
of a decision is not recommended. 

 
- Timing: when a relevant point of decision is coming up (such as Council 

ministerial meeting etc.), relevant information available needs to be 
communicated at the latest three months before the event (basic 
information that FRA is working on an issue and will provide information; 
the sooner key messages and key findings can be communicated, the 
better); regular consultation with main stakeholders as basis for the 
development of FRA contributions, preparation legal acts; communication 
of concrete opinions at the latest 3 weeks before any political decision-
making. 

 
 
4.1.3. Needs in terms of formats: choice of products, tools and channels 
 
With which products, tools and channels can a specific target audience / 
stakeholder group best be reached? 
 
The best and most interesting research results will not reach the intended target 
groups if packaged badly or disseminated wrongly (or not at all). It is therefore 
important to identify for each distinct stakeholder group the right products, tools, 
channels, and ensure delivery.  
 
This includes tailor-making products in terms of: 

• product types (print, PDF, audiovisual/multimedia, meetings, briefings,…) 

• length/size of products 

• languages: catering for the relevant EU languages  
 

The concrete type of tools and products chosen will depend on: 

• the concrete target group 

• what the audience needs and how the audience likes to receive the 
information / how the audience is most receptive / what is relevant and 
useful to them 

• the type and content of the message to deliver; and 

• resources available (financial and human resources). 
 
The choice of products for each target group will be fleshed out in multi-annual 
stakeholder-specific communication plans (specific plans are foreseen for the 
European Parliament, the European Commission, Member State governments, 
and Equality Bodies / NHRIs). 
 
The FRA’s communication activities will be made concrete each year in an 
Annual Stakeholder Communication Plan. This plan will tie key FRA activities 
together around a common principal theme or around key topics and messages 
for any given year. The theme(s) should be chosen based on policy 
developments and related stakeholder needs. The theme(s) runs through the 
year as the common thread and determines which publications, launches and 
events participation are considered as ‘key’ for the year ahead. The principal 
theme(s) allows an FRA ‘narrative’ to develop during the year, with specific key 
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messages. The development of a principal theme and key messages is intended 
to increase the coherence, consistency and clarity of the FRA’s work, both to 
stakeholders and internally to staff:  If input into key events and products carries 
this minimum common element it will allow stakeholders to receive a consistent 
communication narrative. A consistent narrative helps to contribute to the force of 
FRA input by consolidating a core of key messages associated with the FRA for 
stakeholders. 
 
 

4.2. Specific communication needs, tools and channels for each 
target audience 
 
4.2.1. EU institutions and bodies 
 
This group includes: 

• European Commission 

• European Parliament 

• Council of the European Union 

• Committee of the Regions 

• EU Economic and Social Committee 

• EU Agencies (in particular EIGE, Frontex, EASO, Europol and Eurojust) 
 
EU institutions are in need of data, analysis and opinions mainly on a 
comparative basis, covering the entire EU. Needs usually arise either around a 
planned legislative proposal, or around an ongoing policy or political debate or 
issue. 
 
Feedback indicates that EU institutions require not so much “awareness raising” 
but rather “evidence-based advice”, and research data. Regarding formats, in can 
be noted that either expert information is asked for (long reports, full data sets,…) 
and in this case EN versions (+FR) of long reports are usually sufficient, or just a 
snapshot overview either in factsheet form (2 pages) or summary report. 
 
Information about FRA work should always be provided to EU institutions. The 
EU institutions have to be informed not only about past activities, but in particular 
in advance, by instance providing them with the FRA Communication Plan for 
each year, and by sending them embargoed advance information of new FRA 
publications. 
 
The EU Agencies working in the area of freedom, security and justice have 
started under the lead of FRA to meet at least twice per year, to coordinate 
cooperation and to fine tune key messages regarding their communication 
activities. 
 

� A systematic assessment and analysis of EU institutions’ communication 
needs towards FRA still needs to be undertaken. FRA is developing 
specific mapping and communication plans for MEPs and for the European 
Commission. 
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4.2.2. Member States 
 
This includes all 27 EU Member States as well as (selected) candidate countries 
(currently Croatia). It is important for FRA communication to address not only the 
national level (governments and parliaments), but in a joined-up approach also 
the regional and local levels. 
 
For the member state level, all three evidence based advice, awareness raising 
and information about FRA work shall be communicated. 
 
For communication with Member States, three things are key: 
 

• “Promising practice” examples: 
often available; benchmarks and criteria often unclear  

 

• Translation in all relevant languages 
currently done regularly for press releases and 2-page factsheets; only 
occasionally for selected reports.  
 

• Country-relevant information and data 
currently not usually available from FRA research 

 
� In order to improve communication and impact with Member States, FRA 

would need to produce more country-relevant information, and tackle the 
language issue. A translation plan is currently being developed. A specific 
plan on how to reach the member state level – including the regional and the 
local levels - shall be developed. 

 
 
4.2.3. Equality Bodies and NHRIs 
 
Equality Bodies and NHRIs as well as Ombuds offices and Data Protection 
Authorities are key partners for the FRA – not only on “content” but also and in 
particular regarding communication activities and objectives – especially in terms 
of reaching out to the EU’s 500 million citizens. FRA can act as the “laboratory” 
by providing templates, ready-to-use products, and toolkits to these multipliers 
(see point 2.2.2.). A key element in reaching out is the language issue.  
 
This part of the FRA’s communication work has only just been started; a separate 
specific strategy on cooperation with NHRIs and Equality Bodies will be 
developed. As of 2011, FRA communicators will meet NHRIs and Equality Bodies 
communicators once a year to discuss joint strategies and awareness raising. 
With these meetings, FRA will assess the communication needs of NHRIs and 
Equality Bodies, and draw on their mapping of national target audiences. Based 
on this mapping, FRA will then be able to develop material for the use (free of 
charge, copyright FRA) of these partners. 
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4.2.4. International Organisations and partners 
 
Several international organisations and partners are mentioned explicitly in the 
FRA’s Founding Regulation: 
 

• Council of Europe 

• OSCE/ODIHR 

• UN (in particular UNHCHR, UNICEF, UNHCR) 
 
There are two aspects to be considered: These stakeholders need to be informed 
about FRA work, joined communication activities should be envisaged and 
synergies explored. 
 
Regarding information about FRA work, the international organisations should be 
informed in advance, by instance providing them with the “external version” of the 
FRA Communication Plan for each year, and by sending them embargoed 
advance information of new FRA publications. 
 
As these organisations often deliver similar key message on issues related to the 
FRA’s mandate, it will lead to improved overall impact if these actors coordinate 
their communication efforts regarding (some of the) key messages. The FRA 
therefore holds a meeting with the communicators of these organisations at least 
once a year, The practice to issue joint, or coordinated, statements and press 
releases shall be continued. Increased information exchange shall be developed. 
 
FRA has developed relations especially with the Council of Europe in order to 
ensure maximum synergies and complementarity of the work. 
 
 
4.2.5. Civil society organisations 
 
Civil society organisations play a very specific role for the Agency, based on the 
specific place that they are attributed in the Founding Regulation via the FRP – 
Fundamental Rights Platform – and beyond. Four key communication aims are 
associated with civil society organisations in this context: 
 

• Getting feedback on FRA work from civil society / FRP participants 

• Getting grassroots information and input 

• Using civil society organisations as multipliers of FRA messages / products 

• Providing a basis for networking among NGOs, across different grounds 
 
In addition of informing civil society regularly about ongoing FRA work, they shall 
also receive a Newsletter focusing on upcoming activities, as well as the “external 
version” of the FRA Communication Plan for each year, and embargoed advance 
information of new FRA publications. 
  
FRA plays an important role as facilitator for exchange between NGOs (in 
particular NGOs working on different topics). The annual Fundamental Rights 
Platform meeting and the E-FRP are the main tools to achieve this. 
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4.2.6. General public 
 
FRA research evidence suggests that rights awareness in the EU is worryingly 
low. Whilst the FRA is  not able to target and reach all 500 million EU citizens 
(see also point 2.2.2.) it can rely on “partners in communication”, in particular the 
European Commission and EU Agencies, IGOs, National Human Rights 
Institutions, Equality Bodies, Ombuds Offices (see point 4.2.3.), other multipliers 
such as teachers, local EU representations, Europe Direct, trade unions etc. (see 
point 4.2.5.), civil society organisations (in particular via the FRA’s Fundamental 
Rights Platform FRP – see point 4.2.6.), and the media . FRA can act as the 
“laboratory” by providing templates, toolkits and products to these multipliers, who 
can then target the general public directly.  
 
As of 2011, FRA (CAR) will meet communicators from these organisations at 
least once a year to discuss joint strategies and awareness raising. 
 
At the same time, direct communication with the general public will be undertaken 
as far as feasible, focusing on those tools that are already in use by the Agency 
in this area.  
 
The most effective tools and channels for this type of awareness raising (low cost 
and extensive use of human resources) is in particular digital media (website, 
social media, videos and other multimedia materials). In addition, general 
information products about FRA and about the Charter of Fundamental Rights 
must be provided (print, online, audio-visual, other promotional and 
merchandising items). Speeches and presentations by the FRA Director or staff 
at external events are another important vehicle for awareness raising. Events by 
other actors are also a good platform for FRA awareness raising (in form of an 
information stand, for example). Finally, for reasons of transparency and 
openness, of course FRA must be open to receive visitors as well as written or 
telephone requests. This is catered for by an Infopoint which represents a 
“fundamental rights exhibition” and by a well defined visitors programme. The 
email address information@fra.europa.eu deals with requests for publications, 
general questions about FRA mandate, tendering, training or recruitment 
requests, invitations to outside events, individual complaints, promotional material 
requests, and specific thematic questions. 
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5. Who does what 
 
A successful communication (by the Communication and Awareness Raising 
Department - CAR) - and in the end impact - relies both on a detailed mapping of 
policy developments and stakeholder needs (External Relations and Networking 
Department - ERN), as well as on high quality research, analysis and opinions 
(Research Departments Freedoms and Justice – FJ, and Equality and Citizens’ 
Rights – ECR, as well as the FRA’s Opinion Committee - FRACO). Especially 
regarding the implementation of communication activities, the important role of 
the Administration Department (in particular procurement, finance, IT) and of the 
Human Resources and Planning Department (impact evaluation, Work 
Programmes) can not be underestimated. In this sense, the integrated project 
management approach between the departments is the only successful avenue 
for the FRA in order to achieve impact with its communication activities. 
 
 
Figure 6: Who does what 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Within the Communication and Awareness Raising Department - CAR, tasks are 
shared between the three teams “media & awareness”, “online communication” 
and “production”. 
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6. Measuring and managing performance – monitoring 
and evaluation  
 

How will FRA measure impact? How can FRA evaluate whether or not it has 

achieved the communication objectives? Clearly, a purely quantitative 

evaluation of communication is too limited in will not be able to provide the full 

picture. The real interest of FRA must be to evaluate if the intended impact was 

reached. For communication, this means: have the proposed key messages been 

received by the target audience as intended? 

 

Monitoring and evaluation of FRA communication and awareness raising 

activities will be carried out in accordance with the FRA Performance framework 

that is based on a logic model composed by a) outputs b) immediate outcomes c) 

intermediate and ultimate outcomes, and impact - and on a list of performance 

measures (results-oriented indicators). The FRA Performance framework sets out 

to define more precise quantitative and qualitative information to be collected, 

selecting strategies, methods and tools of collecting monitoring data - to be used 

to determine the extent to which the activities contribute to the realisation of 

FRA’s outcomes. Clearly, quantitative indicators are easier to develop than 

quality criteria. However, very often evaluating the quality will be a much better 

measurement of achieved impact – and therefore achieved communication 

objectives (for example: media coverage can be excellent in numbers, but the 

coverage can absolutely fail to convey the intended key message – and vice 

versa. Sometimes if may be decided to go for a media launch for “political” 

reasons and knowing in advance that coverage will be low – nevertheless the 

quality objective can be achieved, while the number of coverage has no meaning 

in this case).  

 

Evaluating Communication impact will therefore always depend on direct and 

indirect stakeholder contributions, and at the level of outcomes, key information 

sources underpinning the evaluation include annual surveys and desk research 

supported by expert panels and focus group meetings. 

 

The analysis of reports and assessments on results achieved (outputs and 

outcomes) will be published in the FRA Annual Performance Report that will 

provide fair and reliable information based on key performance expectations, 

major strategies implemented, activities undertaken and achievements focused 

on outcomes taking into account the mission, mandate and objectives of FRA. 
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The evaluation of the quality of outputs and/or achievements of outcomes and 

analysis of impact will be part of the overall Monitoring and Evaluation project by 

the FRA (coordinated by the HRP department). 


