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KEY ISSUE

• How to capacitate 
professionals and help boost 
efficiency of the PUCs in the 
Western Balkans, with little 
support form their Decision 
Makers?



CHALLENGES
LOW AWARENESS 

Awareness in the country for quality water supply and 
wastewater management in North Macedonia is on 
the side-lines, regardless of some recent initiatives and 
developments in ecology, sustainability or recycling.

LACK OF INSTITUTIONAL CAPACITY AND 
COMMUNICATION

LGUs and PUCs have insufficient managerial and 
technical competencies to provide quality WSS 
services to the population. Communication and 
coordination on local and national level between 
these institutions is idle.

UNDERFUNDING AND UNDERINVESTMENT IN THE SECTOR

Weak planning and underfunding in WSS infrastructure 
on national and local level leads to underinvestment in 
the sector, which makes the issue even more critical.



PROPOSED SOLUTION
Launch an awareness-raising  campaign

.

. 

AWARENESS 

Raising awareness on the key challenges in the Water Supply and 

Sanitation Services sector in North Macedonia and raising awareness on 

RCDN as the collaborative solution in building capacities of LGs and PUCs 

in Water Supply and Sanitation Sector

EDUCATUION

Promote and position CD products as the high-quality affordable capacity 

building solution customized to the needs of PUCs and LGUs in North 

Macedonia 

ENGAGEMENT

Create interest in and demand for CD products among target groups



The approach 

• Hire professionals to research, design and implement a
Promotional Strategy for WW CD Programmes, targeting
the:

• Decision makers (LGUs, Ministries, State Agencies, etc.)

• PUC management and operational staff

• Partners (Development cooperation agencies, donors
and IFIs)

• Business Sector

• General Public



The 
approach 

Assets used/developed:

• Key messages for the defined target 
groups

• Key Visuals (4)
• Videos (9)
• Social media posts (30)
• Infographics for defined target groups 

explaining the RCDN training 
programs (3)

• Banners for website promotion (2)
• Landing pages for RCDN website –

one on with general info about the 
project and one about RCDN 
products 

• PR articles (2)



Social Media Campaign

Facebook

▪ 23 posts published

▪ 1.398.984 Post Impressions

▪ 171,187 Total Engagements 

▪ 10,276 Link Clicks

LinkedIn

▪ 22 posts published

Twitter

▪ 50+ tweets



Domestic websites 

▪ 10 website

▪ 4.000.000 Impressions

▪ 3.706 Link Clicks



PR articles

▪ 2 PR articles

▪ Published on 5 websites

▪ 7.500 reads



YouTube campaign

▪ 9 videos published

▪ 800.000 Impressions

▪ 428.000 unique video views 



How it works?, 54K views



What is the current state?, 33K views



Other Videos

Why wastewater treatment? - 34K views

• https://www.youtube.com/watch?v=gv0fq4r-yIg

Why RCDN Products? - 3K views

• https://www.youtube.com/watch?v=xHFX_440knU&t=13s

https://www.youtube.com/watch?v=gv0fq4r-yIg
https://www.youtube.com/watch?v=xHFX_440knU&t=13s


The results
7.000.000 

million 
impressions 

in total

428.000 
views of 

the 
produced 
videos on 
YouTube 



The effects
• Many post on Social Media were shared by state officials/institutions and 

CSOs

• There has been interest in participating in the RCDN WW CD Program 
trainings by
• students
• representatives of the business sector
• employed in banks

• Public interest in water quality and wastewater challenges has increased

• After the end of the campaign, a journalistic investigation story, supported 
by video articles on the situation with wastewater and treatment plants 
was published

(https://prizma.mk/prechistitelni-stanitsi-nadgradba-na-krivo-nasaden-sistem/)

https://prizma.mk/prechistitelni-stanitsi-nadgradba-na-krivo-nasaden-sistem/


The conclusions

Distinctive visual 
assets needed

Facebook works 
best for broad 

reach

YouTube video 
campaign is a must 

Infographics with 
local country data 
are eye openers

Wider campaign 
visibility will arouse 

the interest

Campaign 
continuity is 

needed

Campaign of this 
type should be 

replicated in WB

Regional 
cooperation would 

enforce the 
awareness

Proper advertising 
budget is necessary

RCDN + is ready to 
support if the 

need/interest arises



Contact info: 

Zvonko Naumoski, RCDN Advisor for Capacity Development/M&E Officer

zvonko.naumoski@giz.de

Thank you

mailto:zvonko.naumoski@giz.de
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