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PART 1 – RESULTS PROGRESS

1.1 Assessment of the current project implementation status and results 
For PRF projects, please identify Priority Plan outcome and indicators to which this project is contributing: 

	Priority Plan Outcome to which the project is contributing.      

	Priority Plan Outcome indicator(s) to which project is contributing.      


For both IRF and PRF projects, please rate this project’s overall achievement of results to date:  FORMDROPDOWN 

For both IRF and PRF projects, outline progress against each project outcome, using the format below. The space in the template allows for up to four project outcomes.
Outcome Statement 1:  At the of end of the national communication campaign, at least 70% of a representative sample of the national public opinion, demonstrates higher awareness on how to contribute to a culture of sustainable peace and reconciliation.



Rate the current status of the outcome:  FORMDROPDOWN 

	Indicator 1:

Percentage of people who demonstrate better knowledge of peacebuilding in Colombia (The sample will be representative for the national level, with disaggregation for urban and rural areas).



Indicator 2:
Qualitative analysis of key informant interviews at the national level, on the issues of peacebuilding and reconciliation



Indicator 3:
     

	Baseline: In the initial survey, 42% of the population interviewed showed awareness and positive attitudes towards building peace in Colombia. A 10% improvement in these indicators was expected, taking into account the proposed level of investment and duration of the  campaign.


Target: 5,800 men and women aged 18 years, residing in 80 municipalities.


Progress: Since the start of the Respira Paz ("Breathe Peace") campaign, 59% of a representative sample of public opinion, demonstrates awareness and positive attitudes to building a sustainable culture of peace and reconciliation, an increase of 17 % compared to the initial measurement.
Also, through focus groups sessions there was  observed a positive change in the attitude of people in the different regions where the group sessions were conducted.  This is reflected for example in greater expressed interest in participating in various activities and groups that promote a culture of peace in the community where they belong, reducing aggression and violence.

Baseline: N/A The data will be obtained from the 

initial round of interviews.



Target:      
Progress:     
Baseline: 
Target:      
Progress:     


Output progress
List the key outputs achieved under this Outcome in the reporting period (1000 character limit).Outputs are the immediate deliverables for a project.

The UNCT in Colombia jointly defined the process to select both the advertising agency and the M&E company to carry out the campaign. The message was focused on generating a culture of peace and not supporting any political agenda. The campaign was launched on July 16th 2014- after a polarizing presidential campaign- with a set of 7 TV and Radio comercials, a song produced for the campaign, a social media strategy and innovative outreach activities.  More than 39 million people have viewed the TV and radio comercials; and at the local level the campaign reached at least 25,000 people directly with activities. Through a mobile cinema combining the campaign message with the showing of "Mateo" - Colombia's foreign film entry for the Oscars awards -  172 activities were carried out in 153 municipalities, with particulary strong participation bywomen and youth. Five radio dramas were produced and broadcast in 107 local stations. Website and social media networks were launched too. 

Outcome progress
Describe progress made during the reporting period toward the achievement of this outcome. This analysis should reflect the above indicator progress and the output achievement. Is there evidence of the outcome contributing to peacebuilding and to the specific conflict triggers? Is the theory of change that underpins the project design still relevant for this outcome (3000 character limit)? 

The Respira Paz campaign has unfolded at a time of great relevance for its message to be heard and register with Colombia's target population, coming amid continued progress in peace negotiations aimed at ending the country's 50 year armed conflict, and just following a hotly contested presidential election in which peace was the central issue in the campaign.  It is encouraging in this context to note the 17% increase, compared to the baseline, in awareness on how to contribute to a culture of peace and sustainable reconciliation. This is not only higher than expected, but especially noteworthy given that the investment and the duration of media exposure has been relatively short in comparison with most advertising campaigns. The evidence suggests not only that the campaign is coming at a propitious time for its message to the general population, but also that field activities such as the mobile cinema presented in different municipalities are contributing, along with factors external to the campaign, to evolving attitudes about the connection between peace and actions that can be taken on a personal level to respect differences, coexist more peacefully with fellow citizens and contribute to a civic culture focused to reconcilation and forgiveness. 
Interviews with opinion leaders confirm this growing recognition, and it is reaffirming to note in this regard that the "Breathe Peace" campaign has been complemented by a campaign introduced by Colombia's business community over the same period that encourages people to envision their individual contributions to a future in peace, also through messaging that, similar to "Breath Peace", is not linked directly to the peace process.
The campaign's invitation to Breathe Peace is accompanied by innovative activites that have made possible the reaching of conflict affected communities and victims. The activites carried out have counted with the support of UN counterparts, specially local governments, civil society organizations and UN agencies. Initial partnerships have been established to expand the Breathe Peace campaign message. Due to this, public entities, universites, schools and private institutions have implemented Breathe Peace in their own activities. Around 200 activities at the local level have been carried out to disseminated the message. The diverse elements of the Campaign have facilitated social mobilization, supporting the concept of peace. 

The campaign is contributing in the manner anticipated, by solidifying positive attitudes towards peace through an indirect message focusing on personal responsabilty and cultural change, with the Theory of Change being that such a contribution on a cultural level will increase the chances for explicit support for peace processes in Colombia and decrease public support that could be mobilized against their success. 


Reasons for low achievement and rectifying measures
If sufficient progress is not being made, what are the key reasons, bottlenecks and challenges? Were these foreseen in the risk matrix? How are they being addressed and what will be the rectifying measures (1500 character limit)?

The campaign will continue through March 2015, and this should allow for continued progress from the current 59% measurement of positive perception (up from 42%)  towards peacebuilding towards the established goal of 70%. The progress to date gives reason for confidence in this regard, particularly considering the relatively short term presence of the campaign and resource levels which,while important, reamin modest compared to comparable commercial or governmental campaigns of typically longer duration and budgets many times the size. It has to be noted also that the campaign is unfolding in a political environment that remains highly polarized around the peace process. While the recent presidential elections and progress in the peace negotiations on the one hand help to establish an environment conducive to the message of the campaign, Colombia's population is also subject to a steady stream of negative messaging about peace, including though traditional and new media, as an expression of the strong political opposition to the peace process reflected by the party that took 47% of the vote. This factor both underscores the need for campaigns such as Breathe Peace, but also pushes against the positive impact of peace initiatives and campaigns in the country. 


Outcome Statement 2:  More than 50% of representative sample of women and youth in two of the most affected regions by the armed conflict in the country are more prone to promote peace and reconciliation in their communities.



Rate the current status of the outcome:  FORMDROPDOWN 

	Indicator 1:

Percentage of women and youngsters –in all prioritized municipalities- who exhibit more positive perceptions and better knowledgeon how to build peace and promote reconciliation.


Indicator 2:
Type of perceptions of sampled groups of women and youngster,regarding conflict, peacebuilding and reconciliation.


Indicator 3:




	Baseline: 46% of women and youth in Nariño and Norte de Santander show positive attitudes and interest in participating in community activities that contribute to a peaceful coexistence and inclusion of people who once belonged to illegal armed groups.



Target: Youth 18 to 25 years and women living in Norte de Santander and Nariño.



Progress:60% of women and youth interviewed in Nariño and Norte de Santander show positive attitudes and interest in participating in community activities that contribute to a peaceful coexistence and inclusion of people who once belonged to illegal armed gupos 
Baseline: Youth and women in these areas although were interested in peacebuilding, did not show active participation in community projects character.



Target: TYouth 18 to 25 years and women living in Norte de Santander and Nariño


Progress:Women and youth show a positive and active attitude, promoting and participating in activities that support peaceful coexistence and reconciliation in their communities. Priests, youth leaders and female leaders not only showed more positive attitudes towards promoting harmony within their communities, but also specific startup activities focused to promote young people to participate in cultural activities in their free time and for women to create nurseries with mothers from the local areas.
Baseline: 
Target:      
Progress:     


Output progress
List the key outputs achieved under this Outcome in the reporting period (1000 character limit).Outputs are the immediate deliverables for a project.


The initial phases of the campaign prioritized three regions (versus two as initially contemplated) according to violence indicators in as well as the UN presence. These region are Norte de Santander (8 municipalities) , Meta (12 municipalities), and Córdoba (12 municipalities). In all three, there were public and private events involving women and youth, mostly sharing the campaign message and media material produced in tandem with the traveling cinema, "Mateo". A typical event involes showing the TV comercials, conducting the group breathing exercise and inviting children to play with the comic book that also transmits the campaign's central message about how breathing can be an instrument to control emotions of anger and avoid negative violent reactions. Five episodes of a radiodrama were produced were broadcast in 107 local radio stations following the route of the mobile cinema which not only covered the 3 departments but many other war-affected areas of the country.  

Outcome progress
Describe progress made during the reporting period toward the achievement of this outcome. This analysis should reflect the above indicator progress and the output achievement. Is there evidence of the outcome contributing to peacebuilding and to the specific conflict triggers? Is the theory of change that underpins the project design still relevant for this outcome (3000 character limit)? 


The assessment available as of November indicates that the "Breathe Peace" campaign has introduced, for women and youth in the regions with greater violence levels, motivation to generate awareness about the culture of peace. The campaign has fomented participation of young people in many activities promoted by the local authorities with cultural and sports organizations, for example, and is encouraging them to look for new opportunities to promote reconcialiation and forgiveness actions inside their communities. Additionally, in the focus group implemented it can be shown that women are more involved in activities for their communities, creating opportunities and spaces for personal growth and  community reconcialiation.
The campaign has extended beyong the three priority regions, having reached with the mobile cinema 153 municipalities in 17 of the 32 departments: Sucre, Bolívar, Magdalena, Atlántico, La Guajira, Cesar, Santander, Tolima, Boyacá, Cundinamarca, Nariño, Cauca, Valle del Cauca, Caldas, Risaralda, Guaviare, y Antioquia; with a total of 172 shows carried out. Also, the campaign has been part of main events and activities with young people and women, such as: an online course conducted by Unicef and Unfpa (3,000 youth); International Day for the Elimination of Violence against Women activities with artists and plays in Bogotá and other cities; Model UN simulations in Bogotá and Medellín (4,000 young people); as well as local authorities and private companies incorporated the concept of "breathe peace"  through activites in schools, universities, libraries, and sports at the local level as part of the national "Week for Peace" (Semana por la Paz) celebrations.
The theory of  change remains relevant for this outcome because through this strategy the campaign was able to impact and to mobilize youngesters and women to participate and supoort peace initiatives in their communities.


Reasons for low achievement and rectifying measures
If sufficient progress is not being made, what are the key reasons, bottlenecks and challenges? Were these foreseen in the risk matrix? How are they being addressed and what will be the rectifying measures (1500 character limit)?

Outcome Statement 3:       
Rate the current status of the outcome:  FORMDROPDOWN 

	Indicator 1:


Indicator 2:

Indicator 3:


	Baseline: 
Target:      
Progress:     
Baseline: 
Target:      
Progress:     
Baseline: 
Target:      
Progress:     


Output progress
List the key outputs achieved under this Outcome in the reporting period (1000 character limit).Outputs are the immediate deliverables for a project.


Outcome progress
Describe progress made during the reporting period toward the achievement of this outcome. This analysis should reflect the above indicator progress and the output achievement. Is there evidence of the outcome contributing to peacebuilding and to the specific conflict triggers? Is the theory of change that underpins the project design still relevant for this outcome (3000 character limit)? 


Reasons for low achievement and rectifying measures
If sufficient progress is not being made, what are the key reasons, bottlenecks and challenges? Were these foreseen in the risk matrix? How are they being addressed and what will be the rectifying measures (1500 character limit)?

Outcome Statement 4:       
Rate the current status of the outcome:  FORMDROPDOWN 

	Indicator 1:


Indicator 2:

Indicator 3:


	Baseline: 
Target:      
Progress:     
Baseline: 
Target:      
Progress:     
Baseline: 
Target:      
Progress:     


Output progress
List the key outputs achieved under this Outcome in the reporting period (1000 character limit).Outputs are the immediate deliverables for a project.


Outcome progress
Describe progress made during the reporting period toward the achievement of this outcome. This analysis should reflect the above indicator progress and the output achievement. Is there evidence of the outcome contributing to peacebuilding and to the specific conflict triggers? Is the theory of change that underpins the project design still relevant for this outcome (3000 character limit)? 


Reasons for low achievement and rectifying measures
If sufficient progress is not being made, what are the key reasons, bottlenecks and challenges? Were these foreseen in the risk matrix? How are they being addressed and what will be the rectifying measures (1500 character limit)?
     
1.2 Assessment of project evidence base, risk, catalytic effects, gender in the reporting period
	Evidence base: What is the evidence base for this report and for project progress? What consultation/validation process has taken place on this report (1000 character limit)?
	For this project a qualitative and quantitative process of evaluation was established, as follows: i) quantitative: 5,800 men and women aged 18 years, residing in 80 municipalities were interviewed twice, at the beginning and at the end of the campaign period to build the baseline and then the validation process; and, ii) quantitative:10 focus groups sessions with youth and women in major cities and towns in 2 departments: Nariño (Pasto and Tumaco), and Norte de Santander (Cúcuta y Sardinata), to have the evidence of the campaign´s impact on women and youth. 




	Funding gaps: Did the project fill critical funding gaps in peacebuilding in the country? Briefly describe. (1500 character limit)
	There has not been a national communications campaign like this one with a clear call to action to the general public to contribute in the daily to a culture of peace. A complementary campaign promoted by the private sector has also helped to fill the gap during this period.
   


	Catalytic effects: Did the project achieve any catalytic effects, either through attracting additional funding commitments or creating immediate conditions to unblock/ accelerate peace relevant processes? Briefly describe. (1500 character limit)
	Due to the high level of polarization caused during the electoral process in the first semester, we decided to launch the campaing after the elections and it was not possible to achieve the main catalytic effect that was to impact the candidates. After the launch, the campaign has achieved important effects. The campaign reached at least 82% of the national public through TV and radio networks, and at least 15 million people through free-press media reports. The impact on social media has also been relevant with more than 50 million of impressions aimed through internet and social media networks. Local authorities are are incorporating the campaign into their activites, and the campaig is development important partnerships that can provide sustainability over the longer term. Discussions are underway with potential donors to augment the resources available to the campaign based on the impact observed to date.



	Risk taking/ innovation: Did the project support any innovative or risky activities to achieve peacebuilding results? What were they and what was the result? (1500 character limit)
	The Breath Peace campaign is a highly innovative campaign with its unusual call to adopt breathing as an instrument that ordinary Colombians can use to achieve greater inner peace and peace within their communities.  The message to stop, take a breath, and breathe peace is also understood at a metaphorical level as a messge to the country as a whole.  More conventional, lower-risk proposals could have been chosen, however the UN system chose this "out-of-the box" campaign concept, and it has been validated by the positive response received.
 


	Gender: How have gender considerations been mainstreamed in the project to the extent possible? Is the original gender marker for the project still the right one? Briefly justify. (1500 character limit)
	The campaign has had a gender approach in content and language, as well as in its target. TV commercials as well as figures who have participated in the campaign are mostly women. The campaign also has supoorted events with UN Women, UNFPA and UNICEF, among others UN agencies, for the promotion of gender as well as the fight against gender violence. In actions in the regions, women and women's organizations are highly represented.

	Other issues: Are there any other issues concerning project implementation that should be shared with PBSO? This can include any cross-cutting issues or other issues which have not been included in the report so far. (1500 character limit)
	The main activity in the field has been the presentation of the campaign content in tandem wiht "Mateo", a colombian movie selected to run for Colombia for the Oscars Academy Award for Best Foreign Language Film.  This has allowed us to reach more than 25,000 people directly in field and 153 municipalities in 20 departments covering half of the main areas in the country as well as small towns. The movie has estimulated reflection locally about the message of the film of how youth can escape violene through theatre and community.
The UN system is current setting the stage to hand over the key elements of the RespiraPaz campign to national actors who can sustain its message beyond the life the UN campaign. Local authorities have already incorporated the message, as well as private companies and NGOs. Additionally, discussions are on going with the National Government and the complentary peace campaign beign  promoted by the private sector (Soy Capaz = I am able).
As part of the free-press impact, the campaign produced more than 183 notes published in national and local media, that can be calculated in a Return On Investment (ROI) - editorial value of around the 1,7 million dollars. 
The TV comercials as well as other videos in the YouTube channel have over 400,000 views and a rate of viewing of 15%, which according to YouTube´s numbers is a very remarcable numbers.  



PART 2: LESSONS LEARNED AND SUCCESS STORY  
2.1 Lessons learned

Provide at least three key lessons learned from the implementation of the project. These can include lessons on the themes supported by the project or the project processes and management.

	Lesson 1 (1000 character limit)
	Peace is an issue that continues to cause high polarization in the country and it is linked to political issues in the country. In order to achieve more impact towards a culture of peace, it is required to continually work to bring on board the widest possible range of influential actors of society: businessmen, politicians, social organizations, churches, media leaders, etc. 

	Lesson 2 (1000 character limit)
	Expectations of the impact of any communications campaign will depend on the duration and size of investment, particulary in a country the size of Colombia and with deeply ingrained tendencies towards skepticism and indifference towards peace.  While we are confident that the Breach Peace campaign is making, and will continue to make a noteworthy contribution to a culture of peace and the national discussion about peace at a critical time in Colombia, there will need to be more such efforts, well funded and sustained at the national and regional level, as well as increased coordination and partnerships, to have deep and lasting impact. 

	Lesson 3 (1000 character limit) 
	This peace campaign has made possible the first ever joint  UN system-wide communication strategy in Colombia, strengthening its visibility and its contribution towards peace issues.

	Lesson 4 (1000 character limit)
	Investing in Communications for a purpose as Peace can be very rewarding and effective in change of behaviours, most of all in a very mediatic country.

	Lesson 5 (1000 character limit)
	     


2.2 Success story (OPTIONAL)
Provide one success story from the project implementation which can be shared on the PBSO website and Newsletter as well as the Annual Report on Fund performance. Please include key facts and figures and any citations (3000 character limit).
The enthusiastic embrace the Breathe Peace Campaign has achieved in southeastern state of Meta, one of Colombia's most war-affected regions, is an encouraging illustration of how the campaign is helping Colombians to learn to "Breath Peace" after so many years of conflict. The campaign arrived in Meta in August as part of its outreach to nearly 200 war-torn municipalities in alliance with "Mateo", a new colombian film selected to participate for as Colombia's entrant for the Oscars award in the category of best foreign language film.  The movie has been the best ally of Breath Peace in the interior of Colombia. In the film, 16-year-old Mateo collects extortion money from shopkeepers in the city of Barrancabermeja on behalf of his uncle, a local crime boss. He uses his pay to help out his mother, who accepts the ill-gotten money out of need. To prove his worth, Mateo agrees to infiltrate a local theatre group in order to uncover its members' political activities. As he becomes enthralled with the creative lifestyle of the troupe, his uncle escalates demands on him to produce incriminating information on the actors. Under pressure, Mateo must make difficult choices.  Ultimately, its message reaffirms the values of non-violence and commuity solidarity. As the campaign arrived in Meta in August, the Governor Alan Jara understood its message instantly and has become one its best ambassadors.  And Jara really knows what is this about, he was kidnapped in 2001 by the FARC guerrillas while Meta´s governor. He remained kidnapped for 7 years and since then has not stopped working for the peace. As soon, as the UN field colleagues told Mr. Jara about the campaign, he, his family, and his team got on board. "Breath Peace" was launched at the regional level with the support of the Meta´s Governors Office; the mobile cinema tour around 12 municipalities reached around 3,000 people directly in the small towns delivering the message to people to take a deep breath and learn to live more in harmony with others.  The campaign and showign of the film in a park in the state capital, Villaviencio, were an important part of the UN's opening if its new premises in Meta, housing most of the UN agencies workign there. Thanks to "Breath Peace", the UN in Meta has a unified image and message for the local public and partners. Mr. Jara and his wife, who is also a prominent peace activist, implemented a regional program with youth leaders in schools from all of the state's municipalities, naming them "Promoters of  peace" (Gestores de Paz) as a way to show how to approiate the Breath Peace message. Governor Jara in a recent interview expressed: "so many years of pain and conflict that we´re not able to think that there´s a possibility “to breath peace”.  In addition, local media, local governments, schools, NGOs, youth and women have been involved with this campaign.  They are showing the fellow citizens what it means to "breathe peace".       
PART 3 – FINANCIAL PROGRESS AND MANAGEMENT ARRANGEMENTS
3.1 Comments on the overall state of financial expenditure
Please rate whether project financial expenditures are on track, slightly delayed, or off track:   FORMDROPDOWN 

If expenditure is delayed or off track, please provide a brief explanation (500 characters maximum):

     
Please provide an overview of expensed project budget by outcome and output as per the table below.

	Output number
	Output name
	RUNOs
	Approved budget
	Expensed budget
	Any remarks on expenditure

	Outcome 1: At the of end of the national communication campaign, at least 70% of a representative sample of the national public opinion, demonstrates higher awareness on how to contribute to a culture of sustainable peace and reconciliation.

	Output 1.1
	     
	     
	USD 1'869.200                     
	USD$1,638,093 
	 Budget is not divided by outcomes but defined as a whole for the integrated communications campaign so expesed budgeted considers both outcomes.

	Output 1.2
	     
	     
	     
	     
	     

	Output 1.3
	     
	     
	     
	     
	     

	Outcome 2: More than 50% of representative sample of women and youngsters in two of the most affected regions by the armed conflict in the country are more prone to promote peace and reconciliation in their communities.

	Output 2.1
	     
	     
	     
	     
	     

	Output 2.2
	     
	     
	     
	     
	     

	Output 2.3
	     
	     
	     
	     
	     

	Outcome 3:      

	Output 3.1
	     
	     
	     
	     
	     

	Output 3.2
	     
	     
	     
	     
	     

	Output 3.3
	     
	     
	     
	     
	     

	Outcome 4:      

	Output 4.1
	     
	     
	     
	     
	     

	Output 4.2
	     
	     
	     
	     
	     

	Output 4.3
	     
	     
	     
	     
	     

	Total:
	     
	     
	     
	     
	     


3.2 Comments on management and implementation arrangements

Please comment on the management and implementation arrangements for the project, such as: the effectiveness of the implementation partnerships, coordination/coherence with other projects, any South-South cooperation, the modalities of support, any capacity building aspect, the use of partner country systems if any, the support by the PBF Secretariat and oversight by the Joint Steering Committee (for PRF only). Please also mention if there have been any changes to the project (what kind and when); or whether any changes are envisaged in the near future (2000 character maximum):
 As a UN joint programme, during the phase of designing and implementation, an interagency committe has functioned. The UNCT has been involved and updated regularly on the implementation of the  project, and have also stimulated the inclusion of the Campaign in agency activites. UNIC, UNICEF and the Office of the Resident Coordinator have worked to provide close oversight and leadership to the campaign, which is carried out on a day-to-day basis by the campaign coordinator. 
As a means to stregthen UN appropriation of the campaign, "Breathe Peace" has been an integral part of the opening of the UN Houses in two regions as well as part of other interagency actitivies (UN Day, Model UN simulation, Agency workshops, etc., supporting coordination at field level. 

During this phase several meetings have been held to update the National Government and to define joint coordination opportunities, without linking the campaign to political dynamics.

Due to the impact of this campaign, UN team is coordinating more actions with possible partners for 2015, including the National Government, media organizations, the Mi Sangre Foundation led by the world famous colombian singer Juanes, and also with the private sector initiative called "Soy Capaz".
By using the account: "onucolombia" in its social media networks, the campign is leaving a strength social media platmforms for the UN System in Colombia, here are some relevants links for the campagin: 

website: http://respirapaz.org/

YouTube channel:  https://www.youtube.com/channel/UCWqgby0kmIJJcD_zU1WMzSw

Section on the website to download:http://respirapaz.org/index.php/site/prensaNoticias

"Mateo" trailer: http://vimeo.com/100937804
Social media accounts: www.twitter.com/onucolombia ; www.facebook.com/onucolombia ; www.instagram.com/onucolombia

� The MPTF Office Project Reference Number is the same number as the one on the Notification message. It is also referred to “Project ID” on the � HYPERLINK "http://mdtf.undp.org" ��MPTF Office GATEWAY�


� The start date is the date of the first transfer of the funds from the MPTF Office as Administrative Agent. Transfer date is available on the � HYPERLINK "http://mdtf.undp.org/" ��MPTF Office GATEWAY�


� As per approval of the original project document by the relevant decision-making body/Steering Committee.


� If there has been an extension, then the revised, approved end date should be reflected here. If there has been no extension approved, then the current end date is the same as the original end date. The end date is the same as the operational closure date which is when all activities for which a Participating Organization is responsible under an approved MPTF / JP have been completed. 


� Please note that financial information is preliminary pending submission of annual financial report to the Administrative Agent. 
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